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SET UP FOR-" 
SUCCESS 

How does Michael Hornung get good work out of 
his people? By creating an environment that gives 
them the tools to succeed 
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A TRENCHER THAT SHARES YOUR WORK ETHIC. 

1 

Get the raw power and relentless performance you need with every Ditch Witch' pedestrian 
trencher. Descendants of the original compact trencher that launched the industry in 1949, these 
machines live up to their reputation of extraordinary durability and reliability. For equipment 
you depend on every day, don't settle for an everyday brand. Visit ditchwitch.com for more 
information, or call 800-654-6481 to find a dealer near you. 

[HDitch Witch 
GROUNDBREAKING 

G R O U N D B R E A K I N G ™ EQUIPMENT FROM THE C O M P A N Y THAT LAUNCHED THE INDUSTRY: C O M P A C T UTILITY | TRENCHERS | HDD | ELECTRONICS 
USE READER SERVICE # 10 
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John Hill, owner, Hill Horticulture, San Antonio, Texas 

Four years ago, John Hill took a stand against 

walking. And switched to the Super Surfer stand-

on mowers from Great Dane. His six crews are 

now generating more revenue per man-hour at 

higher gross margins than ever before. John 

attributes it all to the Super Surfer. "It's the most 

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

www.GreatDaneMowers.com 

requires low maintenance. Plus it's easy for my 

crew to mount and dismount and they are less 

fatigued as well." 

With a choice of 18- to 25-hp engines and 48- to 

61 -inch cuts, it's easy to find a Super Surfer that's 

right for your business. Call your local Great Dane 

dealer and take the Super Surfer time study. 
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It's about time. 

http://www.GreatDaneMowers.com
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Surcharges andfuel-efficient equipment can lessen 

the financial burden caused by soaring gas prices. 

Stand and Deliver 
Stand-on mowers provide many of the same benefits 

as riding mowers at a lower cost. 
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Fire ants present add-on business opportunities for 

lawn care operators and a customer problem that 

needs to be solved. 
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Irrigation contractors are discovering that drip 

irrigation is more than just a way to save water. 
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for Small Businesses 
Let Jack Mattinglys industry experience help 

your company grow to its fullest potential. 
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No more mixing. No more spraying. No 

more call-backs! Simply spread right from 

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 ofour new formulations. Want 

A ) ^ CohjyoniJ) Las AWiveA, 

vjoiAy a W / h)lil ke Leaving town very soon/ 

to save even more time? Use our 

N e w L e b a n o n T u r f G r a n u l a r C o n f r o n t . A n y w e e d , A n y t u r f , b r i n g i t o n ! 

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 LL3075. 

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

Confront is a registered trademark of Dow AgroSciences LLC 

USE READER SERVICE # 12 

http://www.LebanonTurf.com/promotions
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Lawn & Landscape 
Events - Profiting 
From Pests 
When it comes to lawns, there is nothing clients like 

less than weeds and insects. Let the Lawn & Land-

scape Weed & Insect Management Seminars help you 

build your pest management skills. 

Product Spotlight -
Enter Into the Light 
Help your clients make an entrance with these 

lighting products. 

Product Spotlight -
Blow Them Away 
Whether they're backpack hand-held or walk-behind\ 

blowers can be a major labor saver. Blow through 

your next job with one of these models. 

Product Spotlight -
Getting No Wear 
Try one of these products to keep soil erosion in check. 

Product Spotlight -
Portable Plants 
Bring the beauty of gardens anywhere your customers 

want with this selection of landscape containers. 
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John Deere's green and yellow color scheme, the leaping deer symbol, and JOHN DEERE arelrademarks of Deero & Company 
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of Smith Grounds Management couldn't find a walk mower as good as his fleet 
of John Deere Z-Traks™ —until he saw this new 7H Commercial Walk-Behind. 

"We went to John Deere Z's when they went to that 7-lron™ deck.Toughest deck I've 
ever seen, and the cut quality is great. Now they've 

got this 7-lron walk-behind, too.Think I'm gonna ( I T ^ w J O H N D E E R E 
switch over just because of this? You bet I am'.' 

Schedule a Free Demo now at www.MowPro.com 

http://www.MowPro.com


Summer always seems to be the season of more - more lawn and landscape work, more sun 

to take advantage of, more employees on staff... and more expensive gasoline. A recent 

Lawn & Landscape Online Poll showed that 59 percent of contractors were raising prices 

overall or on an as-needed basis to keep up with the rising gas prices, while 34 percent took the 

hit and absorbed the added cost. So what are the stories behind these different fuel price strate-

gies? Lawn & Landscape delves into that question in this months "Best of the Web" feature on 

page 80. Visit www.lawnandlandscape.com/messageboard to share your thoughts. 

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

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

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

Lawn & Landscape knows you work hard, and so do your suppliers. That's why 

every month Lawn & Landscape partners with an industry manufacturer or 

service provider to bring you opportunities to win great products that help you 

run successful businesses. This month, check page 131 for information on the 

July Lawn & Landscape Online Sweepstakes sponsored by LESCO. Then, visit 

www.lawnandlandscape.com and click the "Sweepstakes" button on the right 

hand side of the homepage. Simply answer a few questions about your business 

and you ll be entered into the sweepstakes. 

Think you ant win big in contests like this? Recent Sweepstakes winners have 

won handheld tools, computers and even a years worth of business training. 

Visit Lawn & Landscape Online for stories on these winners and then sign up to 

win this months prize while you're there. You can't win if you don't enter! 

<2 
The July issue of Lawn & Landscape is packed with great news and articles, but it doesn't stop there. 

Be sure to visit the Lawn & Landscape Online Extras section for additional information from a 

number of articles from this month's issue, including: 

• Savings with Sulkies: Find out how these mower attachments can increase your productivity 

without breaking the bank. Also, look for an Online Extra that shows ways contractors can convert 

their stand-on mowers into seated riding units. 

• Proper Drip System Operation: Drip irrigation can be a great solution for a number of irrigation 

projects, but only if they're installed and running properly. Visit the Lawn & Landscape Online 

Extras section for proper drip irrigation application tips. 

• Free Flowing Pipes: Good filtration is key to an effective irrigation system and is especially impor-

tant on drip irrigation systems that have much smaller orifices. This Online Extra can help make 

sure your clients drip irrigation systems are flowing freely. 

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

Industry Links 
A user-friendly industry index containing 
categorized information about contractors, 
dealers and suppliers. 
www. lawnandlandscape. com/links 

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

Product Directory 
A growing database of industry products, 
including photos and supplier contacts. 
www. lawnandlandscape. com!product 

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

Online Store 
A one-stop shop for industry-related books, 
software and more. 
www. lawnandlandscape. com!store 
(GIE Media has decided to support relief efforts for the victims 
of the Tsunami in Asia. While we feel strongly in this cause, we 
realize your choices may not reflect ours. Upon your request, we 
can contribute 10 percent of our revenue from your online book 
order to Habitat for Humanity's Asia Tsunami 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.) 

http://www.lawnandlandscape.com/messageboard
http://www.lawnandlandscape.com
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Introducing TALPIRID1' 
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 al low you to 

open up new revenue sources by providing the product, 

program and technical support to ensure reliable, 

on-going success. 

Designed and developed by Bell Laboratories, 

TALPIRID is backed by solid science and proven 

through both lab-and-field efficacy studies. 

Don't let this incredible revenue 

opportunity pass you by. 

Contact your Bell distributor 

today for more details. 

The Bottom Line 
In Mole Control 

Bell Laboratories, Inc. 
Madison, Wl 53704 USA • www.talpirid.com 

http://www.talpirid.com
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Connect With Us 

This is the time of the year when the editorial team is planning our features 
and product coverage for 2006. One aspect of this is to decide what 
topics to write about. The other is to find the interesting companies to 

interview. You can help us. We want your suggestions on feature topics and 
product coverage. We are also interested in hearing from you in case you or 
your company could be included in one of our features. 

We discover great contractors to interview in a number of ways. We hear 
about them from other contractors at trade shows, from staff and members 
of the national and state associations and from university sources. Seldom do 
we get a feature lead directly from the contractor. Most think that pitching 
us about their company would be too self promotional. Others don't think 
anything they are doing is all that special. 

This is my invitation to you to tell us about yourself and your company. 
You can do that by calling any of the editors on the masthead, by e-mailing 
us, or by striking up a conversation with one of us at a trade show or industry 
meeting. We don't want a fancy letter. Just send us a note with a few bullet 
points. What should you tell us about your company? Pretend you have been 
invited to speak to 200 other contractors in an industry meeting - what as-
pect of your business would you talk about? It could be how you find good 
personnel, do great marketing, have improved production efficiency or any 
other aspect of your business that you do particularly well. One final point 
- you don't have to be a huge company to be interviewed. Great ideas and 
business solutions come from all sizes and kinds of companies. 

The media business is changing fast and connecting with subscribers is 
more important than ever. We want and need to hear from you. So, contact 
us with story suggestions, to tell us about your company, or even to complain 
about something you didn't like in an issue - complaints help us learn how we 
can do a better job. I make it a practice to always return your calls, whether 
you are calling with a compliment, a complaint or a question. 

We're also improving our Web site to make it more useful. Check out the 
message board on our Web site (www.lawnandlandscape.com). The contrac-
tors you will meet there will offer you their best advice on how to improve 
your company, and then you can return the favor. 

Another Web site innovation is our new "dealer search" capability. We have 
more than 10,000 dealers in our online database representing more than 100 
manufacturers. You can access this information by clicking on the "Dealer 
Search" button on the left-hand of our Web site home page. You can locate 
dealers by zip code or by distance from your area. You can also use our Web 
site to search for equipment by type or manufacturer. 

One final suggestion is to make sure you are getting our weekly e-news-
letter with headlines on top industry news and announcements, and we also 
offer a weekly product e-newsletter. You can sign up for either by sending an 
e-mail to Lauren Spiers, our Web site editor, at lspiers@gie.net. 

We look forward to hearing from you. l l 

RON LOWY Publisher 
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E N O U G H S T E E L 
T O B U I L D A T A N K . 

W A I T . W E DID. 
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The Tank is built tough all the way down to its 7-gauge steel skirt and fully welded steel 
frame. So it can take a hard day's work. And with our Wide Track, you can ride with 
greater control and stability. For more common-sense machines that can help you get 
more work out of your workday, visit www.cubcommercial.com or call 1-877-835-7841. 

Cjub C2adetl 

THE SCIENCE OF COMMON SENSE. 

http://www.cubcommercial.com


A golf course isn't the only place for well-managed, disease-free grass. Now there's Armada™, a 
fungicide that protects both your customers' turf and your profit margin — at around half the price 
of leading fungicides. Developed exclusively for lawn care professionals, Armada combines the power 

B a y e r E n v i r o n m e n t a l S c i e n c e Bayer Environmental Science, a business group of Bayer CropScience I 2 T W Alexander Drive. Research Tnangle Park, NC 27709 



Unless your typical customer has an 18-hole yard 

of a systemic and contact fungicide for persistent control of brown patch, leaf 
spot, red thread and 11 other turf diseases. At a price that won' t put a hole in 
your wallet. To learn more, call 1-800-331-2867 or go to BayerProCentral.com. 

Backed by Bayer and Armada are trademarks of Bayer I Always read and follow label directions carefully. I © 2005 Bayer CropScience 

Armada 
BACKED 
by BAYER 



Dear Editor, 

The 29th Annual PLANET Student Career Days 
at the University of Maryland was a spectacular 
success and we could not have done it without 
the support of sponsors like Lawn & Landscape 
magazine and GIE Media. We gratefully acknowl-
edge your commitment to the future of the green 
industry and thank you for your support of this 
event. This was our largest Student Career Days 
to date with nearly 1,500 attendees. We look 
forward to seeing you at our 30th annual Student 
Career Days at Brigham Young University, March 
23-26,2006 in Provo, Utah. 

Sincerely, 
The Student Career Days Committee 
The Professional Landcare Network 

www. landcarenetwork. org 

Dear Editor, 

I would like to thank you for your support of 
Professional Landcare Network Student Career 

Days. This event is an excellent opportunity for 
students to not only showcase their skills but to 
network with other students and industry em-
ployees. As a past student attending with North 
Carolina State University and now an advisor at 
Alamance Community College, I have seen the 
benefits from both perspectives and truly know 
the impact it can have on a student. 

In only our second year of attending Student 
Career Days, it has already become one of the 
years most talked about events for our horticul-
ture department. We understand how much it 
cost to attend and support the program and we 
do appreciate the interest that your company 
shows in the students attending the event - they 
truly are the best and brightest of our program. 

Thank you for supporting our students and 
I look forward to seeing you at Brigham Young 
University next spring. 

Thank you, 
Justin Snyder 

department head\ Horticulture Technology 
Alamance Community College 

Graham, N.C. 

Dear Editor, 

We would like to thank you for all the time, 
effort and finances that you and your company 
put into the PLANET Student Career Days. Our 
time there was an experience - we all appreciate 
it, and we feel the event will prove to be an asset 
for our career growth. 

Thank you again, 
Southeast Technical Institute 

Sioux Falls, S.D. 

Dear Editor, 

Your generosity and support is greatly appreci-
ated. We are delighted that you could be a part 
of such a successful event and hope to see you 
next year. 

Thank you, 

2005 PLANET Student Career Days Team 
Illinois Central College 

East Peoria, III. 

The Bobcat 
all-wheel steer loader 

can save you an hour a day. 
Saving time and money is what we're all about. 

By eliminating repair work, the [Bobcat all-wheel 
steer loader] saves us at least an hour a day. We work 
on some pretty nice yards and the last thing you want 
to do is spend time and money repairing turf. Also, 
we can turn on asphalt driveways on hot summer days 
without leaving marks. 

Jerry Hodgson 
Jerry's Tree Service 
Chetek, Wisconsin 
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C a l e n d a r N o t e 

To ensure that your 

meeting date is published, 

send an announcement at 

least 12 weeks in advance 

to Lawn & Landscape 

Calendar. 

4012 Bridge Ave., 

Cleveland, OH 44113. 

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

JULY 15 Woody Plant Conference, Swarthmore, Pa. Contact: 60I/328-8023 
or www.longwoodgardens.org 

JULY 16-21 Legislative Conference & Annual Meeting: One Green Industry, One Voice, 
One Future. Cohosted by AN LA, Professional Landcare Network, TCIA, OFA and NCTA. 
Contact any of the hosting associations for information or visit www.anla.org 

JULY 17-19 Professional Landcare Network Legislative Day on the Hill and Renewal & Re-
membrance Project, Washington, D.C. Contact: 800/395-2522, www.landcarenetwork.org 

JULY 17-24 Perennial Plant Association Symposium, Knoxville, Tenn. Contact: 
614/771 -8431, ppa@perennialplant.org, www.perennialplant.org/symposium/sym05.htm 

http://www.lawnandlandsc
http://www.landcarenetwork.org
http://www.longwoodgardens.org
http://www.anla.org
http://www.landcarenetwork.org
mailto:ppa@perennialplant.org
http://www.perennialplant.org/symposium/sym05.htm
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Reintroducing Cold Calling 

(>) Success is achieved by those who are able to 

analyze the current marketplace, identify 
its weaknesses, and make those weaknesses 
their strengths. And while bankers, realtors 
and equipment salespeople still make a lot 
of cold calls, most landscape professionals 
do not. This is both a weakness in our mar-
ketplace and a great opportunity for those 
savvy enough to seize it. 

Unfortunately, though, for many of us 
making a cold call ranks right up their with 
undergoing a root canal or cleaning out the 
garage in the hierarchy of things we'd like to do. 
This is because it means approaching people 
we don't know and who may not initially 
want to know us, boasting of our abilities, 
and then asking them to choose us. Clearly 
it's not for the faint-hearted or those who lack 
confidence. Yet, minute for minute, few other 
sales tactics will bring you more business than 
directly contacting those whom you can see 
with your own eyes need your products and 
services. Unlike direct-mail, phone book ads or 
radio spots, cold calling enables you to assess 
your prospects quickly, come in contact with 
them directly and figure out which potential 
sales are most worth pursuing. 

To begin, you first need to identify the best 
types of prospective clients for your company. 
What is your company's focus? Are you geared 
toward the commercial, residential or both? Do 
you specialize in installation, maintenance or 
lawn care? Go after those prospects whose needs 
you think would best be met by your services. 
You might try driving through a neighborhood 
with properties where you're already working 
and assess the properties where you're not. 
Look next door, across the street and down 
the block. Once you've identified one that you 
think could benefit from your services, walk up 
to the door, ring the bell, take two steps back 
and wait for them to answer. Be careful not to 

stand too close to the door - you don't want to 
intimidate them or come on too strong. 

When they answer the door, say, "Hello," and 
introduce yourself. Explain that you maintain 
some of the best-looking lawns in the neighbor-
hood. Say that you understand they're busy so 
you'll get right to the point. Tell them that you 
have a simple yet very effective way of giving 
homeowners just like them green grass with 
no hassle and at a fair price. Ask if you can give 
them a free estimate. And then don't say another 
word. Let them do the talking - let it be their 
decision. No one likes the hard sell and your goal 
is to make a sale or to sow the seeds for a future 
one, not to invade their privacy or make them 
feel as if they're being coerced to respond. 

If they say, "Yes," do the estimate on the 
spot and then try to close the deal. If they 
say, "No," then politely thank them for their 
time, tell them that you hope to work with 
them in the future and give them your card 
or a flier that clearly explains what makes 
your company different from all the rest and 
highlights testimonials from satisfied clients. 
Also, record their address and put them on 
your mailing list. You don't need their name 
unless they volunteer it; you can simply address 
promotional materials to "Future Client." 

Let's say you install landscaping and you 
spot a new office building under construction. 
Chances are good that the developers are not 
aware of you. Chances are also good that they 
haven't thought about landscaping yet. This 
is a moment of prime opportunity. Go to the 
site and find out who is responsible for the 
landscaping. Then, pay the decision maker a 
personal visit. Or, if it's a particularly large job, 
begin by writing a letter or making a phone call 
to introduce yourself and gauge their level of 
interest. These types of sales can be the hardest 
to make, but nobody said growing a business 
was easy. Make that cold call today. LL 

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. 

http://www.martygrunder.com


0% FINANCING AVAILABLE* 
Hurry in now and save! 

M F 1 5 0 0 S e r i e s 
The new MF 1500 Series compact tractor takes on an endless variety of jobs with productive power, versatile 
performance and exceptional comfort. Seven models from 23 to 52 engine horsepower deliver the features you need 
for the challenges you face, whether you're an estate owner, contractor, landscaper or nursery owner. 

Model HP Transmission Options Cab or Platform 

1523 23.0 Gear or Hydrostatic Platform 

1528 28.4 Gear or Hydrostatic Platform 

1531 33.0 Hydrostatic Platform 

1533 33.0 Synchro Shuttle, PowerShuttle, Hydrostatic Both 

1540 40.1 Synchro Shuttle, PowerShuttle, Hydrostatic Platform 

1547 47.0 Synchro Shuttle, PowerShuttle, DynaQPS™, Hydrostatic Both 

1552 52.0 Synchro Shuttle, PowerShuttle, DynaQPS™ Both 

Take a test drive today, and see how much you can do with an MF 1500 Series tractor. 

) 2005 A G C O Corporation • 4205 River Green Parkway. Duluth. G A 30096 • (800) 767 3221 • www.masseyferguson.com • MF222EGAP02 

* W i t h approved credit from A G C O Finance LLC. Down payment required. Leases and balloon payments available at slightly higher rates. 
Offer expires September 30. 2005. Contact your participating dealer for details. MASSEY FERGUSON* 

http://www.masseyferguson.com
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Improve Your Proposals 

« 

Now is a good time to take a fresh look at 
the most important first impression you 

leave potential clients - your proposal. Follow 
these recommendations, and keep in mind that 
your ultimate goal is to knock your potential 
clients socks off with your proposal. 

COVER LETTER. An introductory letter 
is not always needed, but if you use one, it 
must entice the buyer. Ask these questions 
about the cover letter you generally use for 
proposals: Is it friendly? Do you thank the 
client for this opportunity? Does it guide 
them through the rest of the pages? Do you 
leave an impression of professionalism and 
quality? Do you highlight your company's 
great customer service and note that you are 
easy to work with? 

If you elect to have an introductory letter, 
make it short. Remember, clients are looking 
for the bottom line and will probably not read 
more than the first paragraph before looking 
for the dollar sign. 

PROPOSAL OPTIONS. In the residential 
arena, a proposal could be as simple as a pre-
printed form on which you check off services 
and make notes with the dollar amount. This 
is fine as long as it is well designed - investing 
in a graphic design service can make these 
proposals look really professional. This type 
of form also allows you make a proposal on-
site and pump out numerous proposals in a 
day. However, be sure to provide the potential 
client with additional materials that tell them 
about you and your company. 

Commercial proposals are much more 
detailed and often become a "contract" referred 
to in case of conflicts, etc. Commercial clients 
will compare the services provided and see if 
you are "apples to apples" with your compe-
tition. Psychology plays a role here. In some 
cases, the larger the proposal, the more value 

will be perceived by the client. Regardless of its 
size, a commercial proposal must look and feel 
professional and be submitted with a brochure 
or folder. I have seen contractors spend as much 
as $15 just to print these packages. 

One proposal feature I like to see is the an-
nual contract amount on the first page. Next 
time you present a proposal, notice how the 
client flips to the last page first, looking for the 
price. Why not make your proposal more user-
friendly with the bottom line easy to see? 

PLAY UP SERVICES. In any type of pro-
posal, describe your services in detail. For 
example, don't simply say "Spring Clean-up." 
Embellish it by listing what's included, such 
as bed trenching, debris removal, pruning, 
mulching, etc. Build perceived value by help-
ing the client envision all the labor it will take 
to perform the function. At the same time, 
keep it brief. 

Another consideration is to have a separate 
sheet listing your company's services. On this 
page, you can check the items that are included 
in your proposal, then mark the items that are 
quoted separately as "extras." Potential clients 
may hire you knowing that you can provide 
other services if needed. 

COMPANY CULTURE. Potential clients 
also maybe interested in your company culture. 
Do you have clean vehicles and equipment? 
Do employees wear uniforms? Do they speak 
English? How often do you communicate with 
clients? What are your invoicing practices and 
payment options? How can clients get in touch 
with you? Can they contact you by e-mail or 
cell phone? Give clients answers to these types 
of questions in your proposal package. This can 
be another separate sheet or included in your 
brochure. You might find that a client wants to 
work with someone like you. And guess what? 
They will be willing to pay more for it. LL 

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


HEAVY TRUCKS 
MEDIUM TRUCKS 
SEVERE TRUCKS 
ENG1N&S 
BUSES 
PftRTS I SERVICE 
FINANCE I LEASING 1 

M 

INTERNATIONAL" CF SERIES. 
HELPING SMALL BUSINESSES 
EVERYWHERE PUT DOWN ROOTS. ' 

m 

You're a landscaper, not a truck expert. That's why we designed the all new International" CF series: a hard-working truck 
with your small business needs in mind plus the street smarts, maneuverability and payload capacity you demand. Would you 
expect any less from the newest member in our most popular line-up of mid-sized trucks? Especially since they're backed by 
the industry's most extensive dealer network. So you can keep your mind where it needs to be-on your business. 

www.lnternationalDelivers.com 

http://www.lnternationalDelivers.com
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• 
Severance Pay & Benefits 

At least once each week a client asks me if 

his or her company must provide severance 
pay or benefits to an employee who is being 
terminated, laid off or who is resigning. To 
set the record straight, unless your business is 
located in one of four states (or the Virgin Islands 
or Puerto Rico), severance is not a benefit that 
employees are entitled to receive. There is no 
federal law that requires companies to provide 
severance pay or benefits to employees and, in 
all but four states, there are no state laws that 
require severance pay or benefits. 

Of the four states that require severance, 
three (Rhode Island, Pennsylvania and Mas-
sachusetts) limit the severance requirement 
to situations involving a merger, takeover or 
transfer of control. In Maine, the severance 
pay requirement applies to companies with 
100 or more employees who shut down the 
establishment or relocate 100 or more miles 
away. Only employees who have been with 
the company for three or more years would 
be eligible for severance pay. 

Having said this, there are companies 
that choose to offer severance pay or benefits 
under certain circumstances. Let's review some 
standard practices: 

Severance benefits are typically reserved for 
employees who are laid off (vs. those who are 
terminated for performance or misconduct) or 
who lose a job through no fault of their own 
such as a reduction in force, a merger or other 
circumstances. The most common severance 
benefit is money, either as a lump sum or as a 
continuation of salary for a certain length of 
time. Some employers also offer terminated 
employees (paid) continued heath insurance, 
life insurance, pension contributions or other 
benefits like outplacement services, job counsel-
ing and referral, resume preparation, retraining 
assistance or access to computers, etc. 

Of those employers who do choose to of-
fer severance benefits, most are tied directly to 
length of service with one or two weeks' base 
pay for each year of service being the most com-

mon formula for severance pay. A maximum 
dollar amount usually is placed on the total 
benefit an employee can receive. Some employ-
ers offer severance benefits only to managers or 
other upper-level employees. Another common 
restriction is a minimum service requirement 
so that only employees with significant service 
records are eligible for benefits. Also, some 
employers stop severance benefits when the 
recipient finds new employment. 

A word of caution: If you elect to offer sever-
ance pay or benefits on an informal basis, you 
could be setting yourself up for a potential dis-
crimination claim if you change the rules down 
the road and either don't offer the severance to 
similarly situated employees or inadvertently 
omit employees or groups of employees who are 
in one of the protected classes (age, race, sex, etc.). 
To reduce exposure and potential liability, if you 
elect to provide severance benefits, I recommend 
that you clearly define the circumstances under 
which you will provide payment and benefits, 
the classes of employees eligible for severance 
(e.g., those who are permanently laid off or 
whose jobs are eliminated), the formula used 
to calculate severance, all benefits associated 
with the program, and specific language that 
reserves your right to withdraw the plan or to 
change it any time. To avoid the potential for 
a discrimination allegation, apply the policy 
uniformly so that all similarly situated employees 
receive the same benefit. 

Last, but not least, depending on the nature 
and circumstances of your program, there may 
be a number of other laws that must be complied 
with, including the Employee Retirement In-
come Security Act, the National Labor Relations 
Act (related to unions), and non-discrimination 
laws such as the Age Discrimination in Em-
ployment Act, the American With Disabilities 
Act, the Older Workers' Benefit Protection Act 
and others. If you choose to offer severance 
benefits in addition to pay, it is wise to seek 
advice from an expert knowledgeable in these 
laws and regulations. # 

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

j e a n s e a w r i g h t 

mailto:jseawright@seawright.com


Today's leading landscape professionals clearly 

prefer rubber track loaders over skid steers. 
Only tracks can keep you working regardless of 
weather and ground conditions. They also 
minimize impact to turf and landscaped surfaces. 

What may not be clear is which rubber 
track loader to choose. Most new models are 
simply skid steers retrofitted with tracks. Those 
designs make compromises that cost you time and 
money. 

The very best technology is on ASV loaders. 
Their exclusive design is built around ASV s 
suspended rubber-tracked undercarriage, resulting 
in real advantages over re-engineered skid steers. 

Machine width - ASV uses the widest tracks, 
yet have the most practical machine widths in 
their class. They work in tight quarters, have 
excellent stability and are easy to transport. 
Other brands add track systems that cause 
unreasonable machine widths, are much less 
maneuverable and more difficult to transport. 

Ground Clearance ASV loaders offer best-
in-class ground clearance so they work in the 
worst ground conditions. Other brands have less 
clearance because they are designed as skid steers 

to work on flat, stable surfaces. But when on soft 
uneven ground, low ground clearance limits their 
mobility and they get hung up easily. 

Power-to-Weight Ratio - ASV loaders work 
aggressively using a good balance of horsepower 
to weight. Their performance is legendary. Other 
brands reduce the power available for work by 
replacing tires with a much heavier track system. 
As a result, they burn more fuel and have less 
power available for work. 

Wheelbase - Track machines with a skid 
steer chassis have a wheelbase (trackbase) up to 
10 inches shorter than ASV s track system. That 
means less track on the ground, reduced traction, 
a rough ride and more ground pressure. ASV 
loaders - with the longest tracks and largest ground 
contact area - give you the most traction, lowest 
ground pressure and the best ride. 

That's only part of the story. Spend just a 
few minutes at www.asvi.com/compare or call 
(800) 346-5954 to get a clear picture of today's 
rubber track loaders. 

http://www.asvi.com/compare


a s s o c i a t i o n news PLANET 
Professional Landcare Network 

PLANET, AN LA Evaluate Possible Merger 

ANcLA 
American Nursery & 
Landscape Association 

W A S H I N G T O N , D.C. - The American Nursery and 
Landscape Association (ANLA) and the Professional 
Landcare Network (PLANET) have announced that the 

t w o associations are evaluating a 
^ ^ possible merger. This announce-
M I ^ ^ ment fo l lows seven months of 
^ ^ ^ ^ discussions and exploration by a 
T m joint task force of volunteer lead-

ers f r o m both organizations. If 
adopted, this would be the second 
merger of national green industry 
associations in as many years. In late 
2004, PLANET was formed when 

the Associated Landscape Contrac-
tors of America (ALCA) and the Professional Lawn 
Care Assoc iat ion of Amer i ca (PLCAA) merged. 

"W i th all the challenges and opportunit ies faced 
by the green industry, it makes sense for our national 
associations to be working smarter, not just harder," 
says Peter Orum, A N L A president. "Bringing these 
t w o associations together would dramatically increase 
the industry's lobbying profile in Washington, D.C." 

PLANET leadership agrees. "When PLANET was 
formed in 2004, our leadership hoped that it would 
be the first step in a process to expand the scope and 
capabilities of a single, larger national association for 
the industry," explains Dan Foley, PLANET president. 

"These discussions w i t h A N L A are an encourage 
ment that ALCA and PLCAA were on to something." 

Combining PLANET and A N L A would result in 
a national association w i th annual revenue of more 
than $9 mill ion and a staff of 48, a resource base 
that is larger than about 75 percent of all trade asso-
ciations in the United States. The combined member-
ship of the t w o organizations would exceed 6,000 

Because the current memberships of the t w o associa-
tions are largely based in different sectors of the green 
industry, a potential merged association would represent 
business interests across the full spectrum of the indus 
try. Members would include individuals and companies 
involved in lawn and landscape maintenance, agricultural 
nursery production, lawn care, wholesale distribution, re-
tail garden centers, landscape design and installation, interi-
or plantscape services, snow removal, irrigation and more. 

Current ly , approx imate ly 150 companies hold 
membership in both PLANET and ANLA. In addition 
to opening each association's membership to numer-
ous crossover oppor tuni t ies educationally, the as-
sociations have noted several benefits to the merger. 

According to A N L A representatives, a merger of 
A N LA and PLANET would combine two full-service trade 
associations that currently address largely discrete, but 
contiguous sectors of the green industry. Cited merger 
benefits include a strong membership/financial base, more 

President Bush Signs H-2B Bill Into Law 

President Bush put his signature on the Emergency Supplement 

Appropriation's Bill, effectively signing into law the "Save Our 

Small & Seasonal Business Act of 2005." 

Photo: www.whitehouse.gov 

WASHINGTON, D.C. - On May I I, 
President Bush signed H.R. 1268, the 
"Emergency Supplemental Appropria-
tions Act," which provides funding for 
military operations in Iraq and Afghani-
stan. This bill also contained the "Save 
Our Small and Seasonal Businesses Act of 
2005," which provides cap exemptions 
for service sector guest workers who 
participated in the H-2B visa program 
in any of the last three years. 

According to John Meredith, the 
American Nursery & Landscape Associa-
tion's director of legislative relations, "this 
legislation rewards those firms relying on 
the only legal channel to obtain seasonal 
help." The passage of the H-2B legislation 

means that employers will have access to 
a foreign labor "safety net" despite the 
66,000 worker cap being hit in January 
of 2005. Employers depend on these 
seasonal workers to make up shortfalls 
in the domestic workforce. 

According to bill language, employers 
were able to file new H-2B visa petitions 
wi th the Immigration Service starting May 
25. Any worker who has had an H-2B 
visa in any one of the last three years 
wil l be exempt f rom the H-2B cap (this 
fiscal year and next). The burden of proof 
needed to certify that status wil l fall on 
the employer. There wil l be opportuni-
ties for new H-2B workers to come and 
wo rk this year based on the number of 

http://www.whitehouse.gov
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educational services, more political influence, strengthened public 
marketing outreach and collaboration with other associations. 

As it stands, both associations' boards of directors have agreed 
to sign a letter of intent to merge - the first step toward bringing 
the groups together. The associations already are performing 
due diligence and beginning preliminary research into merger 
possibilities. The organizations plan to officially sign the letter of 
intent in July when leadership from both AN LA and PLANET are to-
gether in Washington, D.C. for joint legislative days. Signing the let-
ter of intent to merge will allow the associations to begin more thor-
ough evaluations without putting either association's privacy at risk. 

Additionally, ANLA's delegate body, the ANLA Senate also 
must approve and sign the letter of intent in order for the pro-
cess to move forward. If the ANLA Senate agrees at its meeting 
in July, then both organizations will begin a more formal and 
extensive evaluation. Depending on the evaluation's conclusions, 
a final vote to merge by PLANET members and the ANLA Sen-
ate - with ANLA member input - would occur later this fall. 
An official merger would likely take place some time in 2006. 

Representatives from ANLA note that at this early stage, an 
AN LA-PLANET merger looks promising. "Historically, there have 
been points of collaboration between ANLA and especially with 
PLANET's legacy association ALCA particularly on the legislative 
side," the association told Lawn & Landscape. "We've also collabo-
rated on publications throughout the years, so our circles have over-
lapped. Right now there's an extraordinary degree of candor and 
exchange of information going on between the two organizations." 

The Professional Landcare Network (PLANET) 
Founded:2005 
Legacy Associations: Associated Landscape 
Contractors of America, founded 1961 
Professional Lawn Care Association of America, 
founded 1979 
Headquarters: Herndon, Va. with an office in 
Atlanta, Ga. 
President: Dan Foley 
President-Elect: Jon Gibson 
Secretary/Treasurer: Maria Candler 
Immediate Past Presidents: Jim Campanella 
(PLCAA), Kurt Kluznik (ALCA) 
Vice President of Atlanta Operations: 
Chuck Mclntire 
Interim CEO: Tanya Tolpegin 
Membership: 4,000 

The American Nursery & Landscape 
Association (ANLA) 
Founded:1876 
Headquarters: Washington, D.C. 
President: Peter Orum 
Executive Vice President: Bob Dolobois 
President Elect: Buzz Bertolero 
Immediate Past President: Dale Bachman 
A N L A Senate: 43 elected members representing 
the United States and Canada across four regions. 
Membership: 2,200 

exempt workers currently working in 
the program. Additional instructions 
on certification, filing dates and special 
filing requirements, will be issued by 
the Department of Homeland Security. 
The American Nursery and Landscape 
Association and other coalition partners 
are working to ensure that implementa-
tion starts as quickly as possible. 

Other details of the legislation are as 
follows: 
• The cap fix portion of the legislation 
also provides for equitable distribu-
tion of workers subject to the cap by 
allowing half of the statutory cap in the 
country during the first six months of the 
fiscal year and the other half during the 

second half of the year. 
• This bill creates an additional fee to 
insure against fraud by program users. 
• It requires agencies to report to 
certain information regarding the visas 
to Congress semi-annually. 
• The legislation, which will provide 
service sector employers temporary 
relief from the H-2B program's statu-
tory cap of 66,000 seasonal workers, 
was aided by the relentless support of 
the H-2B Workforce Coalition, which 
is made up of program stakeholder 
industries co-chaired by the American 
Nursery and Landscape Association and 
the National Restaurant Association. 

continued on page 26 



Buy or rent more then 60 
6-way blades Blades Grapple buckets 

Vibratory drum compactors Brooms Landscape tillers Hammers 

Brooms Stump grinder Trenchers 

Cold planers Wheel saw Shears 

Pallet forks Forks 

Augers 

4 
Backhoes Snow blowers 

Buckets with thumbs Vibratory plate compactors Grapple forks Buckets 

No manor what size landscape job, we have 

ALTORFER BUTLER MACHINERY FABCO FOLEY EQUIPMENT 
w w w . a l t o r f e r . c o m w w w . b u t l e r - m a c h i n e r y . c o m w w w . f a b c o . c o m w w w . f o l e y e q . c o m 

SE Iowa, NE Missouri, 800-873-8858 866-775-3366 Toil-Free S. & Central Kansas 
and Central Illinois North and South Dakota Wisconsin & Upper Michigan 

AMERICON DEAN RENTAL SERVICES FABICK CAT MACALLISTER MACHINERY 
w w w . w h a y n e . c o m w w w . d e a n m c h . c o m w w w . f a b i c k c a t . c o m 800-382-1896 

888-263-7426 Western Missouri & NW Illinois Indiana 
Kentucky & S. Indiana Eastern Kansas S. & Central Missouri 

http://www.altorfer.comwww.butler-machinery.comwww.fabco.comwww.foleyeq.com
http://www.whayne.comwww.deanmch.comwww.fabickcat.com


genuine Cat Work Tools 

the work tools and machines to get it done. 

MARTIN TRACTOR COMPANY 
p www.martintractor.com 

N. & E. Kansas 

NEBRASKA MACHINERY 
www.nebraskamachinery.com 

800-628-6025 
Nebraska 

PATTEN INDUSTRIES, INC. 
www.pattenind.com 
N. Illinois, Indiana 

ZIEGLER CAT 
zieglercat.com 

Minnesota & West, 
Central and NE Iowa 

MICHIGAN CAT 
www.michigancat.com 

1-888-MICH CAT 
Michigan 

OHIO CAT 
www.OhioCAT.com 

800-837-6200 
Ohio 

TRACTOR AND EQUIPMENT 
www.tractorandequipment.com 

800-451-6060 
E. Montana, N. Wyoming, 

W. North Dakota 

http://www.martintractor.com
http://www.nebraskamachinery.com
http://www.pattenind.com
http://www.michigancat.com
http://www.OhioCAT.com
http://www.tractorandequipment.com
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T 
Survey Shows Small Businesses Face 
Tough Competition Attracting Top Talent 

Almost three out of four (68 per-
cent) small business owners say 
their most serious disadvantage 

when hiring new employees, compared 
with larger companies, is the ability to 
provide a competitive benefits package, 
including salary, health insurance, retire-
ment and vacation, points out the Wells 
Fargo/Gallup Small Business Index. 

Additionally, 60 percent of small 
business owners see the amount of com-
pensation they can offer an employee as 
a critical disadvantage when compared 
to larger companies. Approximately 
two-thirds of small business owners also 
report difficulty finding the right quali-

fied employees for their businesses. 
However, 69 percent say this has 
not hurt their businesses in the past 
12 months. While only 20 percent say 
they are currently looking for new em-
ployees, if they had hiring needs today, 
50 percent would be more likely to hire 
a temporary vs. full-time worker. 

"But the competitive challenges are 
offset by the benefits small businesses 
offer: autonomy, creativity, flex time, 
and the opportunity to be part of some-
thing entrepreneurial," says Ann Padilla, 
owner, SunnySide/Temp Side, Denver. 

Small business owners remain opti-
mistic about the future. Eighty-two per-

cent expect 
a positive fi-
nancial envi-

ronment over the next 12 months; 75 
percent expect a positive cash flow; and 
61 percent expect revenues to increase. 
Ninety-five percent expressed feelings 
of business success, and 90 percent say 
they are satisfied as business owners. 

"Although faced with strong competi-
tive challenges, industry data confirms 
small businesses generate the majority 
of all job growth in the United States," 
says Rebecca Macieira-Kaufmann, small 
business segment manager, Wells Fargo. 
- Associated Press 

No Dirt. No Water. No Worries. 
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Introducing an assortment 
of natural bushes, shrubs 
and topiaries for indoor 
or outdoor use, and 
cyclone fencebraid that 
creates a privacy hedge. 

Available from the 
company respected 
worldwide for the quality 
craftsmanship and 
innovative design of 
artificial Christmas Trees. 

Call toll-free 800-280-
TREE to find out more. 
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Looking for a diesel with the durability and dependability of a Cummins in the 31 -85 hp range? Our A Series and 

B3.3 engines fit everything from tractors and mowers to skid steers. Tier 2 certified, compact and easily serviced 

with optional single-side maintenance, these engines can be spec'd to meet every need. Plus, 

Cummins Advisor software ensures a seamless integration of engine and equipment - for ^ P ^ ^ 

quality performance the first time, every time. For details, see www.everytime.cummins.com 

or your local Cummins distributor. We've got the engines to handle the job. Every job. ^ ^ 

©2005 Cummins Inc., Box 3005, Columbus, IN 47202-3005 U.S.A. 

USE READER SERVICE # 22 

http://www.everytime.cummins.com
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The envy of your 
competitors. 

Primo MAXX® plant growth regulator 
enhances grass by developing the root 
system and strengthening the turf. To 

discriminating customers, this can mean 
the lawn looks even more lush and 
beautiful. Heritage® fungicide and 

Primo MAXX PGR. Better for them, added 
revenue for you. It's a beautiful package. 

V Primo MAXX 
Plant Growth Regulator 

W E B W A T C H 
• 

OSHA Unveils Safety & Health Page 
for Green Industry 
W A S H I N G T O N , D.C . -The Occupational Safety and Health Administra-
tion (OSHA) has unveiled a new safety and health topics page that provides 
Web-based assistance for workers and employers in the landscape and 
horticultural services industry. The page is a product of OSHA's Alliance 
with the Professional Landcare Network (PLANET). 

"This new page provides useful information and guidance that will help 
foster a safer work environment for thousands of workers throughout 
the industry," says Jonathan Snare, acting assistant secretary of labor for 
OSHA. "It's a perfect example of how an effective alliance can leverage 
our joint resources to improve worker safety and health." 

Employers and workers can access in-
formation to develop and implement com-
prehensive safety and health programs, and 
link to sites that identify the most common 
industry hazards and possible solutions to 
those hazards. The page also provides em-
ployer and employee resources for Spanish 
speaking workers and youth workers in the 
landscape industry. 

On the Web site, the various landscape and 
horticultural services are organized into three 
main segments: landscape design, landscape 
planting and construction, and lawn mainte-
nance and tree care. Each service category 
includes information on the most frequently 
cited OSHA standards, and the standards that 

apply to each specific service area. 
The Topics page also includes a link to a new Safety Tips Sheet (in English 

and Spanish) developed through the alliance that provides information on 
slip and trip injuries common in the landscape and horticultural services 
industry. 

Employers are responsible for providing a safe and healthful workplace 
for their employees. OSHA's role is to assure the safety and health of 
America's workers by setting and enforcing standards; providing train-
ing, outreach, and education; establishing partnerships; and encouraging 
continual process improvement in workplace safety and health. For more 
information, visit www.osha.gov. 

OSHA's new Web page caters specifically to 

companies in the green industry about safety 

and health compliance. 

<B> M A N U F A C T U R E R M I N U T E S 

• 
Syngenta, LESCO 
Conclude Relationship 

syngenta 

LESCO 

GREENSBORO, N . C . - T h e 
relationship between Syngenta 
and LESCO will conclude over 
a transition period. At the end 
of this period, the full line of 
Syngenta products will no longer 
be represented by LESCO in the 
marketplace. 

"We appreciate LESCO's 
longtime support of Syngenta 

To learn more, call the Syngenta Customer 
Resource Center at 1-866-SYNGENTA. 

http://www.osha.gov
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Landscape Images Wins Best of Show 

NEW O R L E A N S , La. - Green industry company 
Landscape Images blossomed during the 26th annual 
Spring Garden Show in New Orleans in early May. A 
design-build landscape architecture and maintenance 
firm based in New Orleans, Landscape Images de-
signed a display that won three of the competition's 
top awards: 
• Best of Show 
• I st Place Commercial Horticulture Division 
• I st Place Design Excellence Commercial 

The display's theme was "Come Outside and 
Play" and reflected a whimsical and imaginative al 
fresco experience, complete with swing sets and sand 
boxes. Focusing on the value of relaxation and fun, 
Landscape Images arranged a display that was both 
safe for children and ideal for hosting special family 

gatherings. The exhibit provided a nostalgic glance 
at childhood experiences to create a unique space that invited visitors to 
rediscover fond childhood memories. 

The 2005 Spring Garden Show took place in New Orleans' historic 
City Park Botanical Garden during National Landscape Architecture Month 
and featured plant 
and garden prod-
ucts, gardening 
demonstrat ions 
and educational 
p rog rams and 
other landscape 
and horticulture 
activities. 

and its products and services. We have 
decided, however, that LESCO's strate-
gies in the marketplace are inconsistent 
with Syngenta's," says Bill Lewis, vice 
president, Syngenta. 

Michael DiMino, LESCO's president 
and CEO, says, "We are surprised and 
disappointed by Syngenta's decision. 
This change is not something that we 
take lightly, but ultimately this wil l 

prove to be in our customers' - and 
the industry's - best interests. We be-
lieve the distributor is responsible for 
the customer relationship. However, 
Syngenta seems to believe they own 
customer relationships and distributors 
don't provide value to the market." 

Customers can contact their Syngen-
ta sales representative or the Customer 
Resource Center at 866/796-4368. 

Your top customers want their 
lawn to be the envy of the 

neighborhood. Heritage® fungicide 
works longer, providing up to 28-day 

protection against brown patch 
and most major turf diseases. 

F U N G I C I D E 

www.syngentaprofessionalproducts.com 

Important Always read and follow label instructions before buying 
or using these products 02005 Syngenta Syngenta Professional 
Products, Greensboro. NIC 27419 Heritage: Primo MAXX', and 

the Syngenta logo are trademarks of a Syngenta Group Company 

http://www.syngentaprofessionalproducts.com
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TRAINING 

INFORMATION 
Q E M C i B i 

When people are asked if 
they were given ten min-
utes to gather their most 

important possessions before losing 
their home to a fire, most of them 
list their family photos, laptops with 
personal and work information and 
precious reminders of their achieve-
ments. What's interesting is that 
none of these items is worth much 
to anyone else. But to the owner, 
their value is incalculable. 

Let's take this concept into the 
workplace. Not counting profits, 
what items capture your culture, vi-
sion and people? If you're having 
a tough time answering, consider 
establishing a Training Information 
Center. 

Training Information Centers of-
fer opportunities to: 
1. Share information by listing train-
ing outlines, calendars and outside 
instruction opportunities for further 
training information 
2. Highlight champions by show-
ing photos of trainers whose work is 
making a difference 
3. Reinforce the training culture by 
keeping the Center updated and in-
teresting 
4. Reinforce the material by listing 
reminders of how employees can 
apply training material on the job in 
a timely manner 
5. Provide a sales and marketing 
tool demonstrating that training ben-
efits client job sites and enhances-
potential employees' future careers. 
You weigh the costs. A large cork-
board costs $50. Paint for the wall 
behind it costs $11. A box of tacks 
to pin the information up costs 
75 cents. Payback on training? 
Priceless. 

Jim Paluch is president of 
JP Horizons, a group of training 
professionals that has been helping 
green industry companies develop a 
culture of learning for over 15 years. 

Vi 
JP Horizons 

I N C O R P O R A T E D 

Toro Q2 Sales Growth Up 14.7 Percent 
B L O O M I N G T O N , Minn. - The Toro Co. reported record fiscal second 
quarter net earnings of $62 million, or $ 1.33 per diluted share, on net sales of 
$628.4 million for the quarter ended April 29. In the comparable fiscal 2004 
period, the company reported net earnings of $52.2 million, or $ l per diluted 
share, on net sales of $548 million. 

Earnings per share figures for all periods reported have been adjusted to 
reflect the effects of a 2-for-1 stock split effective March 28. 

Kendrick Melrose, The Toro Co.'s executive chairman, said strong shipments of 
both professional and residential products, especially in international markets, were 
responsible for the 14.7-percent increase in second quarter net sales. Excluding the 
effects of Hayter Ltd., a U.K.-based manufacturer of residential and commercial 
mowing equipment, which Toro acquired in February 2005, net sales would have 

increased I 1.4 percent. International sales increased 41.1 percent 
compared with the fiscal 2004 second quarter as a result of 
strong international demand and contributions from Hayter. 

Melrose said he is confident Toro will report another strong 
year as it continues to focus on its "6-I-8" profit improvement 
and growth initiative, international expansion strategies and 
the development and introduction of innovative new products. 
"As we assimilate the year's positive and negative prospects, 

we now expect net earnings per diluted share for fiscal 2005 
to exceed last year's record levels by 15 to 18 percent." 

PEOPLE 

TORO* 

Debra Holder Joins Brickman 
G A I T H E R S B U R G , Md. - The Brick-
man Group has announced the appoint-
ment of Debra Holder as director of 
industry relations. Holder recently retired 
from her position as chief executive officer 
of the Associated Landscape Contractors 
of America (ALCA), having spent 25 years 
with that organization. During her tenure 
with ALCA, Holder spearheaded many 
programs that focused on elevating the 
professionalism and perception of the 
landscape industry. Among them were 
certification for landscape professionals, 
the OSHA alliance, Student Career Days, 
and the ALCA Educational Foundation. 

Holder's lifetime of contributions to 
the landscape industry was recognized by 
Project EverGreen, which awarded her 
last fall with its first Stewardship Award, 
celebrating her contributions to raise in-
dustry standards and image. Holder also 
received the 2005 Professional Landcare 
Network Lifetime Leadership Award for 
leadership, service and commitment. 

In her new role with Brickman, Holder 

BRICKMAN 
will act as an 
ambassador, 
strengthening 
the company's re-
lationships within the industry and with 
educational institutions. "Debra's depth 
of experience and passion in this area 
make her a perfect match for The Brick-
man Group," says the company's Chief 
Executive Officer Scott Brickman. 

Trained as an educator, Holder is enthu-
siastic about the contributions the industry 
can make in partnership with educational 
institutions. Part of her role with Brickman 
will be to offer guidance and assistance to 
the landscape education community. 

"The landscape industry is on agrowth 
track, but enrollments at horticultural 
institutions do not reflect this trend," 
comments Holder. "We need to continu-
ally promote the numerous opportunities 
that are available in the landscape industry, 
and to ensure the green industry has a 
good supply of trained professionals to 
support future growth." 
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their employees 

for 52 weeks a year? 
Improving their customer satisfaction, increasing their sense of accountability, 

enhancing their teamwork, honing their landscaping skills and increasing their profits? 

Who would D A R E ? 
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ARE YOU UP FOR THE CHALLENGE? 
It's YOUR chance to find out. 

Check out the FREE Enhanced Training Challenge Demo at jphorizons.com 
Affordable training • Coaching from JP Horizons • Team building • Accountability • Best practice sharing 

Improved profits • Customer retention and increased referrals 

H JP Horizons 
I N C O R P O R A T E D 

THE BEST IN TRAINING JUST GOT BETTER 
877-JPH-JAMS 



Suppliers who supported the first issues 
and their advertisement headlines 

May/June 1980 
Rhone-Poulenc 
"Chipco 26019 (fungicide) lets 
you increase your business with-
out adding new customers" 

Flexitube International 
"Flexispray high-pressure weed/ 
bug spray hose 

LESCO 
"Lescosan, the name you remem-
ber for crabgrass control" 

IP5 

ow^-c^ir 

L E S C O pnnmir-rs LESCO PRODUCTS 

July/August 1980 
Mobile Automation 
"Introducing computer 
software developed spe-
cially for lawn care 

FMC 
"You've probably always 
used Bean pumps. Now 
you can use our lawn 
sprayers." 

EDITOR'S NOTE: Thisyear, Lawn 

& Landscape begins its 25th year 

of service to the industry. To help 

celebrate this milestone, each 2005 

issue of Lawn & Landscape will 

reflect on the people, companies 

and events that have shaped our 

industry. 

November/ 
December 1980 
Green Industry Seminar 
"Register now for the 8th 
annual Green Industry 
Seminar." 

Monsanto 
"Charles Craig put his career 
on the line to use Roundup 
herbcide. And he won." 

September/October 
1980 
Hannay Reels 
"Hose without a reel is a 
drag." 

hr. |U»! / 4ivt Wtn one at««r> »•*» * loofci nM' 
• UF*«d»OMnduph> — C h « r t « »«l uw% Roundup •r i rwnl < ight >r*o thr dying *at Inuc f- tip fntn mnunC uaifc«mthrpa««rwm i«xj tab. bmm •nd t»<H latung pr* 

OMrinhwnolNtaHu 
day 

tws u^^.urt a herbtckie like thi* before. 

You've probably always used Bean pumps. 
Now you can use our lawn sprayers. 

M.L.S. Computer Services 
"Computer and programming 
for lawn applicator require-
ments ... under$8,000." 

Benham Chemicals 
"We carry a complete line of 
turfgrass chemicals for your 
lawnspray service." 
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Locking 
Up 

When Jeff Korhan first heard 

about the H-2B program, 

he didn't think it applied 

to his Plainfield, Ill.-based 

design/build business, the Treemendous 

Landscape Co. 

"It always sounded like it was some-

thing that wasn't for us," he recalls. "It 

sounded like something that was for people 

who needed to hire hundreds of employees, 

meaning companies that do a lot of large 

commercial projects." 

But after learning more about the 

program during the 2 0 0 3 Green Industry 

Expo in St. Louis, Korhan changed his 

mind. Korhan ended up hiring a dozen H-

2B employees and was so satisfied with the 

results that he applied again for the 2 0 0 5 

season. Unfortunately, Korhan was one of 

many contractors throughout the country 

who didn't get their H-2B applications in 

before the 66,000-worker cap was reached 

in January. 

Korhan was forced to fill positions the 

old-fashioned way - by advertising and 

carefully screening applicants. Korhan 

says missing the deadline has made find-

ing qualified candidates more challenging 

but that it's also helped the company fine-

tune its hiring practices. 

"The biggest benefit of H-2B is that it 

got us to really focus on the workforce," 

Korhan says. "We had to because we were 

bringing in these guys who knew nothing 

about the business. They were just able-

bodied men, and that forced us to really 

focus on finding guys who will work harder 

and were willing to learn. When people 

know you're watching and that you're in-

volved and engaged with them, that's going 

to improve productivity." 

Since Lawn & Landscape spoke with 

Korhan, President Bush signed into law 

changes to the H-2B bill that will make 

any H-2B worker from the last three 

years exempt from the 66,000-worker 

cap. Korhan says he plans to reapply for 

more workers but that he's still cautious. 

"I know I'm still committed to H-2B but 

much more gun-shy given what we've been 

through," he says. 

Prior to H-2B, what was your hiring 

situation like? We've had some good guys 

work here, but I didn't feel like I had con-

trol over the workforce. There were issues 

that if I had a full-time HR person, I could 

have handled those issues - people holding 



So what happened this year when you 
tried to apply for the program? We 
knew that it was going to be a tough 
year from the start. Just about everybody 
in the industry was telling us that, so we 
stayed on top of it, and every step where 
we could expedite things we did. And 
things were looking, we thought, good. 
We started to get all of our approvals in 
the second week of January. That wasn't 
soon enough, whereas the previous year 
we got a late start and got our approv-
als back later than we would have liked. 
This year we were planning to bring 
them up here March 1, way ahead of 
schedule, and it just didn't work out. 

Is there anything you would do dif-
ferently in the future to ensure that 
your labor demands are met? I don't 
have any regrets. I can say we learned 
a lot, and we're applying those lessons 
to the workers who we are bringing in. 
It did help us to clean up our systems 
with respect to our hiring process, 
interviewing process, drug testing and 
so forth. Its unfortunate - you build a 
relationship with these men. My biggest 
regret is that they put their trust in me, 
and I have not been able to deliver. And 
it's hard to tell them its the political 
system, and there's nothing I can do. 
So what I'm going to do is just not rely 
on it as heavily. I put a little too much 
reliance on it. We're a small company, 
and probably half of our workforce was 
H-2B, so that was probably not the best 
thing to do. H-2B will be an adjunct to 
the workforce that we have now. And 
we've got a lot of new guys now, obvi-

continued on page 3 8 

you up for another 50 cents an hour 
or showing up under the influence. 
The primary motivation of H-2B is we 
wanted a stable workforce. 

What was your experience with im-
migrant labor prior to H-2B? I've had 
numerous regulatory issues with the 
county, zoning, EPA and the Depart-
ment of Agriculture that we've man-
aged to learn as we go. So I made the 
decision that if we're going to do this, 
let's just do it right so we know that 
we have a workforce that is properly 
documented, and if we put a bunch 
of money into training these guys, we 
know that we'll be able to reap the 
rewards. Before, we would always have 
this core group, but we'd put this time 
and money into training people, which 
could take months, and then they'd 
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move on because the grass is always 
greener somewhere else. 

So how is that situation different 
with H-2B? These guys think about it 
as a contract. They're here for work, so 
we've got a year to develop a relation-
ship and prove that we're a good com-
pany to work for, and if we do our job, 
then they want to come back, so it adds 
stability to the workforce. 

What did H-2B do for your compa-
ny? The results were, No. 1, by default 
it forced us to put more emphasis on the 
field labor force, and that increased pro-
ductivity and made us more profitable. 
No. 2, it stabilized the workforce. We 
didn't have this revolving door of guys, 
so it made our work easier. We didn't 
have to worry if the guys were going to 

show up on Monday. I don't think our 
H-2B workers missed a single day all 
summer long. And that sent a message 
to the other guys, so things started to gel 
and we began to establish some cohe-
siveness, and it was a great season from a 
team-building point of view. 
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continued from page 35 

ously, because we started working early 
this season and put a lot more focus and 
attention on it. So far, its working out 
fairly well, but it puts a bit of a burden 
on all the managers because they're hav-
ing to train entirely new guys. 

You said you 'learned a lot' from the 
process. What exactly did you learn? 
We're really not doing anything dif-
ferently - we're doing it better. When 
potential employees come in to fill out 
an application, we don't just give them 
the application, have them fill it out 
and then evaluate them. We walk them 
through some paces. We tell them about 
our company and spend more time 
with them, so we have a lot more focus 
and involvement and better results. 

How do you retain employees? We 
offer a below-market wage plus an 
incentive. We ask them, "How much do 
you think you are worth?" Then, I offer 

them a buck or two below what they 
think they're worth and tell them they'll 
make up that and then some. It's based 
on incentives and budgets, and if you 
can deliver, then you should have no 
worries. But if you're a short-timer who 
probably isn't looking to deliver, then 
you're probably not going to even take 
the job, which is what usually happens. 

How are you dealing with the H-2B 
cap this year? I sensed it wasn't going 
to happen, so I started trying to find 
people locally. We took every single 
person who walked through our doors 
seriously. If we thought the guy was a 
strong candidate, we hired him. Our 
strategy was to overhire and let go 
of guys who aren't working out. We 
tracked their hours, set up systems 
and put them with other workers who 
expected them to participate as part of 
that team. We basically set up a system 
whereby the weeding out process is 

handled in the field because everybody 
wants to make more money with 
profit-sharing, and if you've got one 
guy on your team who is not perform-
ing, you either work with him to get 
him to perform or else. 

What would you recommend to a 
contractor who is considering the 
H-2B program next year? Honestly, 
I wouldn't do it because we relied on 
it and it took an enormous amount of 
my attention. I gave presentations at 
our chamber of commerce. I spoke to 
the legislative committee. And it's still 
in limbo. So what I told people is that 
if you can find people some other way, 
then I would recommend that route 
first. I would not recommend it for a 
small company like mine unless you 
can't find people. H-2B is a lot of work. 
It's a lot of effort and a financial invest-
ment, and we've only proved that it's 
not going to work every time, l l 

C & S TURF CARE EQUIPMENT 
Proudly Presents 

The Turf Tracker Time Machine! 
Starting at 

$5,995.00 

Treat Your Lawns Right 
(330)966-4511 • 1-800-872-7050 

Shop On-line & Save! 
www.csturfcquip.com 

PROFIT FROM 
PARTNERING WITH 
AN INDUSTRY 
SUPERHERO. 
When you invest in a Weed Man franchise, you're not a sidekick. 

You're a true partner with a powerful hero in the industry. Get 

unrivaled support from a company with 35 years of proven industry 

expenence. not to mention a tangible way to maximize your growth. 

Consider our tools your utility belt. Call 888.321.9333 for more 

information or for a free consultation. 

www.weed-man.com 

USE READER SERVICE # 27 USE READER SERVICE # 28 

http://www.csturfcquip.com
http://www.weed-man.com


25th ANNIVERSARY 
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Stilt The World's Fastest Lawn Mower 

32 of these and a lot of feed 
or 

v. 1 Dixie Chopper Xtreme 
• 32HP Generac 
• 60"-72" Deck . 

MOW horsepower is what you want, Dixie Chopper offers models 
mging from 20-50HP. The other choice is to build a bigger barn... 

To find out how to cut more acres of grass per hour 
using the NEW HORSEPOWER, Visit: 

www.dixiechopper.com 
For 2 5 Years Dixie Chopper has been building the most productive machines in the industry. 

Experience the difference today at your nearest Dixie Chopper dealer. 

http://www.dixiechopper.com
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t i o n is a g r e a t 

way t o a d d to 

i t s b o t t o m l i n e . 

S teve Woods, vice president of op-
erations for Five Seasons Landscape 
Management is the first to admit 
mulch cultivation - turning over or 

freshening mulch - is not the most exciting 
service his Columbus-based company offers. 
The service may not generate "oohs" and 
"ahhs," but it can generate profit when done 
correctly, with Woods estimating annual 
gross profit margins of 50 percent or better. 

With an annual revenue of $50,000, 
the service represents only 2 percent of the 
company's $2.6 million in annual mainte-
nance revenue. But that number is deceiv-
ing. "A revenue of $50 ,000 may not sound 
like a big number relatively speaking, but it 
is when you realize that half of it is going to 
the bottom line," he says. 

Woods started offering mulch cultiva-
tion about four years ago, after another 

contractor told him about it at an industry 
event. It sounded like a simple way to add 
some profit, so Woods decided to try it. 
Its a decision he hasn't regretted. "The 
real money in this business is made on 
enhancement services, such as mulch and 
flowers," Woods says. "Mulch cultivation is 
just another piece of the puzzle." 

EASY T O EQUIP. At first, Woods' crews 
used only potato forks to turn the mulch. 
But then an employee suggested trying the 
tillers the crews already used to prepare 
flowerbeds for annual colors. The til-
lers, which cost $300, weigh less than 20 
pounds, making them easy to handle. 
Although potato forks still work best for 
small areas of mulch, the tillers have proved 
to be a major time-saver on larger areas. 
"They let us do a lot more in a short time, 
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business opportunit ies 

which helps keep our 

pricing in a range where 

the clients are willing to 

buy it," he says. 

Saving time is critical 

for Woods because its 

the one thing his busy 

crews lack. In fact, one of 

his biggest challenges to 

starting the new service 

was figuring out when 

it could be done. The 

service doesn't generate 

enough revenue to sup-

port a separate truck and 

crew, which means the 

task is left to his enhance-

ment crews who handle 

mulching, seasonal color 

and shrub pruning. Add-

ing another service to 

their already full plates was difficult. 

"We had to find time during the season 

to get everything done," he says. 

To ease scheduling problems, 

Woods says he relies on new ideas for 

equipment, such as using the tiller. 

Using the same crews on properties also 

improves efficiency. Once 

a crew is familiar with the 

property, they know how 

to get it done as quickly as 

possible. Experience has also 

been a great teacher. Even 

though they've been per-

forming mulch cultivation 

for four years, Woods says 

they're still learning. "But 

now we can look at proper-

ties we've been doing for 

three or four years, and use 

what we've learned to help us 

move forward." 

CULTIVATING SALES. 
Woods admits his mulch 

cultivation service is still not 

exactly where he'd like it to be. 

Selling the service can be diffi-

cult, mainly because customers don't un-

derstand it. "Mulch cultivation - what's 

that?" is a question he hears often. 

REEL ROLLERS 
A Revolutionary New Attachment 

for Reel Type Lawn Mowers 

» Adds weight to the front of the mower 
• Creates stripe effect on lawns 
• Rides to the highest contour of the yard 
• Bolts up with original mower hardware 
• Height adjustment & level of height is 

same as the original caster wheels 

We Have Roller Kits For 
20", 25", 27M Tru Cut Reel Mowers 

20 \ 25" Trimmer Reel Mowers 
20", 25" McLane Reel Mowers 

Get the Reel Roller Advantage Today! 
770-867-5442 or reelrollers@alltel.net 

www.reelro l lers.com 

Manufactured and Marketing by Reel Works in Winder Georgia 
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800 638 1769 
EASY TO OPERATE 
LOW MAINTENANCE 
HOLDS MORE MULCH 

COLOR BROCH 
AVAILABLE ONLINE AT 
WWW.EASYLAWN.COM 

900-3300 GAL 
MECHANICAL AGITATION 

UNITS ALSO AVAILABLE 

USE READER SERVICE # 3 1 

Zero-turn 
Maneuverability 

Hooker Aerator 

Trco 
J Heavy-duty Attachments 

for Commercial Mowers 

Highly maneuverable, turn while aerating 
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Loose plugs, no compacted cores 
• Holes up to 3 inches deep 
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Woods answers this by educating his 
clients about the three benefits of mulch 
cultivation. The first is that it improves 
a property's appearance. Mulch has a 
short shelf-life - within two to three 
months after it's first laid, it starts to 
compact and fades. Cultivating it gets 
rid of the gray, giving it a fresh look. 

Ninety-eight percent of Woods' cus-
tomers are commercial property own-
ers, mainly condominium associations, 
Home Owners Associations and upscale 
office and retail properties. "Mulch 
cultivation is a fairly inexpensive way 
for them to boost curb appeal," he says. 
But mulch cultivation isn't solely 
about looks. Plant health is also an 
issue. While new mulch helps keep in 
moisture, old mulch can keep out the 
nutrients plants need. "When mulch 
compacts, oxygen can't get to the roots 
of the plant," Woods says. "In addi-
tion, compacted mulch can keep water 
from getting to the roots. Cultivating it 

breaks the barrier so that plants can get 
the oxygen and water they need." 

Lastly, mulch cultivation helps break 
down clay in the soil, which is common 
in Woods' Columbus location. "The last 
thing you want to do is establish a 4- to 
6-inch thickness of mulch on your client's 

When customers learn the benefits, 
most are willing to try the service at 
least once, says Woods. After that, the 
service usually sells itself. Around 65 
percent of his customers have their 
mulch cultivated at least once a year, 
and customer retention is 100 percent. 

A revenue of $50,000 may not sound like a 
big number, but it is when you realize that half of 
it is going to the bottom line." - Steve Woods 

properties," he says. "It's too thick, and it 
hurts the plants." Ninety-five percent of 
the mulch he uses is hardwood because 
it helps break down the clay. Cultivating 
it helps the hardwood decompose and 
makes the soil more workable. 

The hard part is increasing the 
number of times per year a customer 
receives the service. Most only want the 
service once a year. His typical client 
receives two shrub prunes and one 
cultivation, and he usually performs the 

Areas of Use 

Insect Control System 

Mists automatically 

Programable times 

Kills mosquitoes & biting insects 
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cultivation service between the first and 
second pruning. "But we really want 
to do cultivation three to four times a 
year," he says. 

Right now, only 10 percent of his 
clients receive more than one cultiva-
tion. To increase that number, Woods 
pushes the service with pruning. If a 
customer hires him to prune three times 
a year, he offers to cultivate the mulch 
while he's there. Its great for Woods 
from a scheduling standpoint because it 
cuts the cost for a second trip. 

Woods estimates annual growth in 
the service at 10 percent. "But I think 
we can grow that number significantly 
just by having our current clients do it 
twice per year instead of once," he says. 

Selling the service also gets easier as it 
grows in popularity. Woods notices more 
of his competitors offering the service 
lately, which he says is good. "Our clients 
are becoming educated, even by our com-
petitors, which helps us, too," he says. 

COST CALCULATIONS. Woods 
prices mulch cultivation separately from 
other maintenance work. The key is to 
keep the price low enough for clients to 
be willing to buy it. To determine how 
much to charge, Woods estimates the 
number of hours it takes to do a job 
and tries to achieve his standard labor 
rate of $40 per hour. "There is hardly 
any equipment in this service," he says. 

To reach his labor rate, Woods starts 
by calculating how long it takes to 
cultivate one bag. Even though they do 
a lot of mulching, Five Seasons Land-
scape Management uses bag mulch. 
Woods takes the number of bags and 
multiplies it by 50 cents per bag. "Say 
you have 1,000 bags of mulch," he says. 
"When we apply the 50 cents per bag 
rate, we get $500, which is how much 
we would charge to cultivate." 

Woods stresses this 50 cents per 
bag is simply a starting point. The rate 
changes depending on the layout of the 

property. His average property is 3.5 
acres, which typically takes a three-
man crew 6V2 hours to cultivate. But 
by experience, Woods has learned that 
some properties take longer and need to 
be bid differently. If the mulch is spread 
out over 10 to 15 acres or if there are 
more tree rings to maneuver around, he 
raises the rate 5 to 10 cents per bag. On 
the other hand, if most of the mulch is 
spread out in a huge bed that his crews 
can cultivate with a tiller in 30 minutes, 
then he lowers the rate. "I take that 50 
cents per bag and tweak it one way or 
the other after I look at the layout of 
the property," he says. 

With any maintenance business, 
Woods says the goal is to make at least 
10 percent before taxes. "Anytime you 
can add a service that is going to help 
you achieve that goal, you should do it, 
even if it s as small as this," he says. "If 
we can grow it to 3 or 4 percent of the 
business, that is really going to help." U-
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Michael Hornung doesn't 

baby-sit his employees at 

Valley Green Cos., Sartell, 

Minn. He doesn't bark at 

them, bully them or tell 

them what to do. He doesn't even consider 

making money to be their problem. 

Instead, Hornung has created an 

environment of accountability. He empow-

ers employees with advanced technology, 

gives them parameters to work by and then 

lets go. By creating an environment where 

people are aware of each departments 

responsibilities, know their limits and know 

they can't screw around, Hornung has 

developed a place where work gets done and 

profitability remains the focus. 

E X T R A H A N D S . Part of Hornung's 

people philosophy comes from growing up 

working on his family's 1,200-acre farm. 

"On a farm, when its time to work, it's 

time to work - nothing else comes in front 

of that," he says. "We work hard, and we 

play hard. We're flexible, but there are also 

certain times of the year where we're inflex-

ible. Employees know and respect that." 

Valley Green lawn care technicians have 

production-per-hour goals ranging from 

$ 1 0 0 to $ 135 . But technicians are measured 

by their total performance vs. just on these 

numbers, according to Hornung. "I would 

rather a technician do less in dollars per day 

and do it right and take time explaining 

products and services to a customer." 

Application quality is also closely re-

viewed, Hornung says. Lawn Care Manager 

Tony Cauley pulls a technician's route 

seven to 10 days after the applications and 

inspects it, including weeds, notes left for 

clients and job cleanliness. He evaluates all 

four of the company's lawn care technicians 

once each month. 

And sometimes getting people to im-

8 
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prove their service means getting tough 
and setting examples. For instance, one 
lawn care technician did a great job on 
his lawn applications, "but his paper-
work was terrible," Hornung says simply. 
"Technicians are supposed to leave 
personal notes with every customer after 
they do their lawn care applications. The 
notes should explain how 
the lawn looks and what it 
needs and highlight seasonal 
mowing and watering tips, as 
well as services the technician 
recommends are necessary 
to improve the turf's heath. 
Technicians should also be 
collecting some personal data 
about each property, such 
as whether the home has a 
sprinkler system, landscape 
lighting or a rain sensor. If 
technicians continue to turn 
in incomplete or illegible 
paperwork, this can result in 

a possible day off without pay. I 'm seri-
ous about not having to grow by adding 
more customers but by taking care of the 
ones we have. To me, paperwork is part 
of the job. I explain it to them like this 
- 4 If you had a doctor who cured your 
cancer, but he didn't talk to you once 
during the appointments or before or 

after the surgery, how would you feel?' 
Medicine is only part of the treatment. 
And in lawn care, the fertilization is only 
part of the treatment. When I explained 
it this way, I saw the looks on their faces 
change - they understood. These types 
of examples help get the message across. 

"Also, I explain to technicians that I 
would rather see their production 
number down 10 percent and 
their paperwork done correctly," 
Hornung adds. "Once a techni-
cian gets in the routine of doing 
the paperwork the right way, he 
realizes that it only takes a few 
moments and he can continue 
to raise his production number 
back to a higher level." 

At Valley Green, correcting 
mistakes in the field is just as 
necessary as rewarding jobs 
well done. In the technician 
training room hangs a sign that 
reads "COMPLIMENTS" and 

Staple invoice 
to form 

Lick 
stamp 

Unjam 
stapler 

A 
Buy 

product 

Restaple 
invoice * 
to form ^ 

Mail envelope 
Lick with invoice 

envelope and forms 

B 
Receive 
points 
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every time a technician receives a letter 
praising him or her for their services, 
its posted under this sign for all to 
see. Hornung also reads each letter to 
the company during Tuesday morn-
ing meetings and congratulates the 
employee who received it. 

This year, Hornung also incorpo-
rated Valley Green Bucks as a way to 
reward technicians for going above and 
beyond. For instance, when they get 
a compliment from a customer, they 
receive $5 in Valley Green Bucks. If they 
receive an internal company compli-
ment, or what's called a Green Card 
Comment, they get $ 1 or $2 in Valley 
Green Bucks. If they do a training ses-
sion during one of the weekly company 
meetings, they receive $5 in Valley Green 
Bucks. When they want to redeem their 
Valley Green Bucks, they turn them 
into the office for lunch gift certificates 
or extra uniform-type apparel that they 
can have embroidered with their name 

or anything they choose. "My feeling is 
that you shouldn't be paying someone 
extra just to do their job, but when they 
are exceeding your expectations, then it 
makes sense," Hornung says. 

Hornung believes the company's 
best system is its people. As such, in 
addition to recognizing great work, 
he focuses on educating employees 
regularly on technology, techniques and 
personal growth. "Your people are your 
best investment," he says. 

Every Tuesday, Hornung holds a 
15- to 30-minute company meeting. 
The first five to 10 minutes are used to 
discuss basic updates, as well as compli-
ments, new employee introductions, an-
niversaries and birthdays, etc. The next 
10 minutes are reserved for training. 
Here, Hornung has each division rotate 
giving a presentation on a part of what 
their job entails as a way to cross-train 
his employees so everyone knows what 
the other divisions' responsibilities are. 

"We do company-related training two 
weeks in a row and then every third 
week, we bring in a professional speaker 
to focus on something more personal," 
Hornung says. "The reason we do this 
is that we did a survey of our employees 
during reviews in the winter and they 
said they wanted more personal growth 
speakers in addition to knowing more 
about what is going on in the company. 
Some good examples of these are the 
local hockey coach we had come in to 
talk about teamwork, and the retire-
ment plan person we had come in to 
talk about retirement savings solutions." 

HI-TECH HELP. Uwn care and irriga-
tion services naturally have high labor 
costs. The key to controlling these costs 
is putting systems in place to increase 
productivity. Hornung uses the help of 
new technology to do this. 

Last year, Valley Green put global 
positioning system (GPS) devices in his 
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trucks to improve routing and save fuel 

costs. "We saw a significant improvement 

in what the technicians get done in a days 

time," he says, quoting a 17 to 18 percent 

productivity increase across the company. 

Valley Green installed a GPS system 

in nine total trucks, which cost about 

$ 8 0 0 to $ 9 0 0 per truck, Hornung says. 

He does not pay a monthly service fee 

because he installed a passive vs. active 

system. This means that the technicians 

each have a computer key that they 

must take inside every night after work 

and insert into a computer to download 

the days information. The transfer of 

information takes only a few seconds. 

By the end of each day, Hornung 

can look at the information and tell if 

his technicians were speeding, how long 

they were at their stops and how long it 

took them to get from job to job. The 

biggest cut in costs initially was on fuel. 

"The guys would let the trucks run while 

they were at jobs so the air condition-

ing would stay on, which wasted fuel," 

Hornung explains. "We cut down hours 

of idle time in the first three weeks with 

the GPS systems. We saved about $ 1 5 0 

to $200 the first month in fuel savings as 

a result. This year we are already under 

what we budgeted for fuel consumption." 

A passive GPS system provides Hor-

nung with feedback on how the crews 

are operating in the field vs. catching 

them in transit and rerouting them. 

"They monitor themselves - we just 

wanted to give them the tools to help 

them improve their performance," he 

says. Hornung will look at the infor-

mation that comes back via GPS and 

offer suggestions for improvement. For 

instance, from past experience, Hor-

nung knows that it takes one minute to 

treat each 1 ,000 square feet of turf, so a 

10,000-square-foot lawn would take 10 

minutes, plus an average of six minutes 

for paperwork. The total job time 

should be 16 minutes. If a lawn care 

technician was there for 25 minutes, 

Hornung can get this information from 

the passive GPS system after the techni-

cian has returned and downloaded his 

information and then ask him why. The 

reason could be perfectly acceptable, 

such as answering customer questions 

about a possible new service or this 

could be an opportunity for Hornung 

to offer some time-saving tips to help 

increase that technicians productivity. 

continued on page 75 
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The generics are coming 
Patent law is d r i v ing changes in lawn care. 

Lawn care operators have it good. The turf and orna-
mental toolbox has a complete set of solid products to 
handle weed, insect and disease control problems. While 
it's possible that the lawn care toolbox could be equally 

good 10 years from now, or even better, that assumption is far 
from certain. History shows that external pressures can successfully 
eliminate products or limit their uses significantly. 

Another factor that could affect future pesticides choices is 
change in the traditional supplier channel. Historically, growth in 
the lawn care market has been fostered by the introduction of new 
chemistries, some of which created new lawn service categories. 
Two factors make continuation of such progress increasingly diffi-
cult. First, for any new active ingredient to be successful it must not 
only be effective in controlling the target weeds, pests or diseases, 
but must also offer significant advantages over the products already 
being used to meet the need. 

Second is an impending increase in so-called "generic" products, 
pesticides formulated with active ingredients that have come off 
patent. Being able to choose between a "branded" or a post-patent 
product ("generic") is not new to lawn care companies, of course. 
What is new is the potential scale of choice. About four out of every 
five active ingredients labeled for turf and ornamental use is or soon 
will be off patent. 
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Major herbicide active ingredients now off patent 
or soon to be so include dithiopyr, glyphosate, orzyalin, 
oxadiaxzon, pendimethaline and prodiamine. Turf and 
ornamental insecticides include abamectin, acephate, 
bifenthrin, diazinon, imidacloprid, malathion and 
permethrin, and turf fungicides include chlorothalorin, 
iprodione, mancozeb, propiconazole and thiophanate 
methyl. 

If enough new pesticides are introduced to the mar-
ket, based on post-patent active ingredients, a shift in 
purchases creates major implications for suppliers and 
ultimately for lawn care companies. 

At the most basic level the choice between 
"branded" and "generic" products appears to be one of 
cost vs. value, whether the value is real or perceived. 
It's similar to deciding whether to buy Coke or the 

O : Have you used generic pesticides? 

No response Yes, they work just as well as 
name brand pesticides 

supermarket brand of cola for less money. Certainly 
contractors strapped with higher fuel and insur-
ance expenses would welcome any opportunity to 
cut costs somewhere, but choosing a pesticide at 
the lowest cost is not as easy as picking and buying 
a soft drink. Generic retail products involve little 
or no risk - use the product until it's consumed or 
obsolete, then simply replace it. 

In contrast, pesticides are a considered pur-
chase. Their performance on the job directly 
impacts profitability and the long-term growth of 
a lawn care business. Put simply, if a product does 
not work as required, no amount of purchase price 
savings really matters. 

So, what are some of the potential implications 
of a sharp increase in the number of post-patent 
pesticide registrations? 

• One possibility is that fewer truly new active ingre-
dients might be introduced in the future. Research and 
development of new pesticide compounds is paid for 
primarily from sales and profit of the basic manufac-
turer's branded products. If sales and profits of these 
products decrease this puts pressure on these compa-
nies to limit their research investment in new turf and 
ornamental compounds. "Generic" competition for 
revenue simply adds to the ever-increasing difficulty of 
successfully bringing a new active ingredient to market. 
• In the near-term more and better products could 
be introduced based on post-patent active ingredients. 
The introduction of post-patent products will stimulate 
competition and that is fundamentally good for the 
lawn care industry. While companies offering post-
patent products may focus on producing a lower cost 

formulation using a proven active ingredient, 
some might also opt to invest in their own 
research to create a superior product based 
on their special formulation expertise or by 
combining the post-patent active ingredient 
with their own patented active ingredients, 
or with active ingredients they have acquired 
rights to formulate and market. Basic manu-
facturers will also work to improve their 
previously patented products, including the 
development of new formulations that could 
be patentable. 
• Lawn care companies may spend less on 
pesticides, and the savings could be invested 
back into their companies, taken out as 
profit, or used to gain a competitive pricing 
advantage. The worst-case scenario would 

be to have companies that sell based on low-ball pricing 

Q : When working with generic 
pesticides, do you feel? 

No answer 

15% 
| Manufacturers of 

name pesticides c 
superior service 2^Hupport 

Manufacturer service and 1 
support is about the same for 
generic and brand pesticides 

*Source: Lawn & Landscape State of the Pesticide Industry, Noll Research. February 2004 



use lower cost generic products to further lower their 
prices. 
• Product and technical support could become more 
limited or eliminated, or contractors may have to pay 
for all or some of the support they require. Regard-
less of whether a product is manufactured by the basic 
manufacturer that originally brought it to market, or 
by a company that is marketing a post-patent alterna-
tive, profit is necessary to fund training and technical 
support, as well as broader industry support and public 
education. If overall pesticide revenues decrease signifi-
cantly, that would put pressure on suppliers to limit in-
vestment in product stewardship and industry support. 
This could be offset, of course, if revenue increases for 
companies that market products based on post-patent 
compounds, and those companies invest in industry and 
customer support. 
• Additional consolidation among suppliers is likely as 
they seek to gain the critical mass necessary to gain a 
stronger competitive advantage and stop competitors 
that might be considering the same strategy from beat-
ing them to the punch. Consolidation could take place 
as mergers or acquisitions between basic manufactur-
ers, basic manufacturers and formulators of post-pat-
ent products, or between formulators of post-patent 
products. 
• Changes in the role of distribution could take place 

based on distributors marketing their own post-pat-
ent products or aligning themselves more closely with 
strategic suppliers. 
• New foreign-based manufacturers could enter the 
United States market directly. Overseas manufacturers 
that are already supplying active ingredients to U.S. for-
mulators could assume a direct presence in the United 
States if the opportunities become great enough. 

Whether any or all of the above scenarios come to 
pass, the individual lawn care operator will be play-
ing a far more critical role in the future in determining 
what tools will be available than has been the case so 
far. Lawn care operators no longer just buy and use 
pesticides. As more pesticide products come to market 
with the same active ingredients the choices made by 
lawn care operators will determine which companies 
and products are winners and which are losers. Their 
purchases will actually play a role in determining what 
products are available in the future. 

At the same time some basic things will not change. 
Progress in lawn care has always been based on a 
working partnership between lawn care operators, 
distributors and pesticide manufacturers. Basic manu-
facturers and post-patent product formulators all agree 
that this fundamental equation remains essential for 
future progress, regardless of how many new compa-
nies or post-patent products enter the marketplace, l l 

T H E PURPOSE O F PATENT P R O T E C T I O N ^ 

Patent protection is central to the free enterprise system in the United 
States. Patents encourage invention and innovation by granting companies 
a 17-year period in which they can exclusively market and profit from the 
invention and development of truly unique new technology or products. 

At the same time, government seeks to encourage maximum competition within 
a free market economy, so placing the time limit for patent protection encourages 
other companies to consider developing competitive products when a patent ex-
pires. While a 17-year patent term stimulates invention and progress, the time limit 
also prevents any one company from gaining a long-term monopoly for its patented 
technology or product. 

For perspective, keep in mind that many of the excellent active ingredients that 
are coming off-patent today were being researched back in the 1970s and were 
introduced in the 1980s. As these active ingredients come to the end of their 17-
year patent protection periods they become available for other manufacturers or 
formulators who wish to purchase the rights to use in their own formulations. 
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K E E P I N G T H E P E S T I C I D E P I P E L I N E FULL \ 

Why a steady supply of new and innovative pesticides is critical. 

If lawn care operators could be assured that 
today's products would remain available in 
the long-term it might reduce the need for 
invention of new products and innovation 
in formulation technology. That is hardly 
the case. Industry veterans know that in 

comparison to products 
used in the 1960s through 
1970s, many of today's 
lawn care pesticides are less 
toxic, more targeted, lower 
in odor and have more 
specific label use directions. 
Vast improvements have 
also been made in applica-
tion equipment and ap-
plicator training. Despite all 
this improvement, activist 
challenges to pesticide use 
means there can be no assur-
ance that today's active ingredients will be available 
tomorrow. 

Research by basic manufacturers is necessary to 
create new and better compounds, formulations 
and technologies. Continued industry professional-
ism is necessary to keep good pesticide tools reg-
istered. Suppliers must improve the pesticide tools 
already available and work together when necessary 
to keep them in use. A most notable instance of this 
was the creation of the 2,4-D Task Force, which 
was formed in the late 1980s when 2,4-D came up 
for EPA re-registration. The task force was made 
up of a group of companies all having a vested inter-
est in the fate of 2,4-D. Re-registration required a 
large volume of data be generated, and the mission 
of the task force was to fund and develop that data 
conjointly and to oversee progress throughout the 
re-registration process. 

Despite all progress in industry professionalism 
and pesticide technology, government and legal 
challenges to pesticide use are increasing, says 
Frank Gasperini, director of state issues for Re-
sponsible Industry for a Sound Environment (RISE). 

Gasperini says activist tactics today are taking three 
primary approaches: 

1. The preemption challenge 
Activists seek to change laws already on the 

books to permit local communities to ban or 
restrict pesticides ("preemp-
tion" or "preeminence"). 
Activists claim that in a 
democracy local govern-
ments must have the right 
to determine what is used 
or not allowed in their com-
munities. While this may 
sound logical, preemption 
law requires local communi-
ties to abide by federal and 
state pesticide rules and 
regulations. Preemption 

law is based on the fact that 
only larger governmental bodies have the necessary 
tax funds and technical expertise to register and 
approve labels for pesticides. In 2005, legislative 
challenges based on preemption were introduced in 
Connecticut, New York, Rhode Island and Vermont. 
RISE actively works with local members and allies 
to oppose such legislation. Attempts to regulate 
pesticides at the local level have included action 
against specific products. 

In an important court case involving preemp-
tion issues, a U.S. District Court recently upheld a 
local ordinance in Dane County, Wise., banning the 
use of fertilizers and fertilizer-pesticide combina-
tion products containing phosphorus. The pesticide 
industry sued, arguing that the local ordinance 
should have been struck down since by law fertil-
izer-pesticide combination products are pesticides 
and therefore regulated by federal law, and should 
also be preempted by the state. 

2. The precautionary challenge 
By definition, a pesticide poses a theoretical risk 

to non-target species and the environment. While 
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O : Do you feel communities should be 

able to ban the use of all pesticides? 

pesticides in the United States are 
the most thoroughly researched in 
the world, the activist challenge is 
that no risk is acceptable and that 
unless and until all risks have been 
thoroughly researched, pesticides 
should not be allowed. This ap-
proach to limiting or eliminating 
pesticide use has been adopted 
to some extent in Europe and 
Canada, where in 2004 the city of 
Toronto passed a local ordinance 
to ban use of pesticides for so-
called "cosmetic" use, by 2006. 
The precautionary argument targets legislators 
to take action against pesticides for a range of 
reasons, including fear of increased risk to chil-
dren, fear of incomplete and ineffective work 
by regulatory agencies, environmental pollu-
tion, "unknown" hazards for pesticide inert 
ingredients which activists inaccurately claim 
are not tested, the unknown environmental 
fate of active ingredients, the unknown effect 

Q : In comparison to 10 years ago, do 

you think professional lawn care has 

become (one response only): 

Less beneficial to 
environment 

More 
beneficial 
to enviroi 

sional 

Less 
professional 

from the combination of exposure to 
multiple pesticides, and more. The 
activists' proposed use of precau-
tion rejects the validity of the entire 
pesticide registration process, as 
authorized under the Federal Insecti-
cide, Fungicide and Rodenticide Act, 
administered by the Environmental 
Protection Agency (EPA). 

3. The cosmetic challenge 
This argument attacks the risk/ 

benefit relationship used to register 
pesticides and attempts to create a 

split between pesticides for public health, agricul-
ture and turf and ornamental uses. The argument is 
that greater risk is acceptable for control of public 
disease vectors (mosquitoes and ticks) or for food 
production than it is for "cosmetic" lawn care uses. 
At its extreme this position claims that so called 
cosmetic uses are not justified at all, and therefore 
lawn care pesticides should be banned or severely 
restricted. Attempts to regulate pesticides based on 
non-essential, cosmetic use have been attempted in 
at least 13 states so far. The argument against cos-
metic use of pesticides ignores many of the benefits 
they provide, including reducing lawn and landscape 
pests that are nuisances or health risks to humans, 
improving property value and improving the health 
of plants that improve the environment. 

Effective industry response to activist attempts 
to restrict or eliminate pesticide and fertilizer uses 
must be as broad as the challenge. Pesticide applica-
tors must ensure that products are used properly 
every time because misapplications and spills can 
generate the negative publicity used to spark calls 
for legislative or legal action. Pesticide manufactur-
ers and formulators must continue to support RISE 
and state associations in legislatures and the courts. 
Suppliers and lawn care companies need to work 
together to education federal and state legislatures 
through Legislative Days events, and educate the 
public through customer contact and public out-
reach and education through organizations such as 
Project Evergreen (www.projectevergreen.org). 

The bottom line is that new pesticide com-
pounds and technologies need to be discovered, 
and existing products and labels must be main-
tained, continuously improved and their use 
defended by all participants in the industry. LL 

**Source: Lawn & Landscape 

Residential Consumer Perceptions. 

Insight Express. December 2004 
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Clarifying Common Misconceptions 
G e t t i n g the t e r m i n o l o g y r igh t helps make p r o d u c t compar i sons . 

G etting a proper handle on whether to 
buy a "branded" or "generic" product 
requires getting beyond these two overly 
simplistic and misleading words. While 
suppliers 

may disagree about what 
are the best words to 
use or have terminology 
they prefer to describe 
what they do and their 
products, framing the 
discussion - and buying 
decisions - on a "branded 
vs. generic" level falls 
short of the mark. 

Three concepts are at 
the heart of understand-
ing the facts and being 
able to make an apples-to-apples comparison of two or 
more products, which at face value might appear to be 
the same: 

I . What is in the container? 
If you are looking at two products that have the 

same active ingredient on the container and the same 
amount, then the assumption is that both will do the 
same job. That assumption is partially correct since 
EPA registration does verify the active ingredient and 
amount on the packaging. 

However, any assumption that two products are the 
same beyond this comparison can be wrong for two 
reasons: 

First, the active ingredient might not be of the same 
level of purity. (The active ingredient is the chemical or 
chemicals in a pesticide that deliver the desired effects.) 
The active ingredient used in two products might have 
come from the same manufacturer (the basic manufac-
turer that invented it). Or, the active ingredients could 
have come from different manufacturers in the United 
States or overseas. Depending upon who physically 

produced the active ingredient, its level of purity might 
not be identical. 

Second, the formulations are not likely to be identi-
cal. To be usable on turf a pesticide active ingredient 

must first be formulated with 
other chemicals to lower 
the concentration level of 
the chemical compound to 
make application at the low 
rate required possible. A 
formulation can be a solid 
(dust or granular) or a liquid. 
Virtually all of the active 
ingredients used in liquid 
pesticides begin as solids that 
will not dissolve in water. To 
get such active ingredients 
into a liquid form requires 

dissolving them in a liquid carrier, such as in an oil-based 
solvent, which creates a liquid formulation that can be 
diluted with water to get the low rate necessary for use 
on turf. The active ingredient and all the chemicals it is 
combined with make up the pesticide formulation. 

Formulations are very important. They determine 
the Signal Word on the label, and can affect the use 
rate, application directions, efficacy, residual effect, 
odor, easy of mixing and much more. The formulation 
can be made in combination with a fertilizer or other 
active ingredients. One formulation may also include 
an additive in the product that a similar formulation rec-
ommends be added before application at an extra cost, 
so it is important to compare label directions carefully, 
not just the package price. 

Companies that formulate a product using a post-
patent active ingredient need a marketing advantage in 
order to compete with the original branded product or 
any other post-patent competitive products. In addi-
tion to the company's sales and service presence, two 
obvious marketing approaches are to improve product 
performance by coming up with a better formulation 



or try to develop a formulation that creates a significant 
cost advantage. 

2. What comes with the container? 
Classifying "brand" and "generic" products is under-

standable since the active ingredient is usually identified 
with the original branded product in the minds of lawn 
care operators. For example, Monsanto's Roundup 
Herbicide was the original brand for non-selective turf 
herbicides. So, other products containing, glyphosate, 
the active ingredient in Roundup, are considered 
"generic" products. 

The problem with this classification is that technically 
every registered pesticide is a brand regardless of the 
active ingredient(s) it contains. In legal terms a brand is 
a mark, name or symbol that is recognized as standing 
for and representing that unique product. 

In marketing, a "brand" refers to the sum of the 
customers', prospective customers' and the public's 
experiences and perceptions. The company itself is a 
brand (McDonald's) and so are its products (Big Mac 
or Happy Meals). When people are asked about a 
brand name, then what comes to mind is their past 
experiences, good or bad, as well as their dreams and 
emotions. The sum of these perceptions is the brand 
position for the company or product. 

The principle of branding works the same way in 
marketing a pesticide. So, the brand of a particular pes-
ticide represents more than just its active ingredient. Its 
brand includes the manufacturer reputation, container 
sizes and cost, distributor relationships, past problems 
or lack of problems, applicator training, technical sup-
port, special purchase programs, applicator opinions 
and much more. 

Deciding between two pesticide brands, even if 
both were formulated with the same active ingredi-
ent, involves considering a range of factors. Since 
every pesticide product, whether the original branded 
product or a post-patent product, is a brand in its own 
right, each can or will mean something different to end 
users. The active ingredient(s) are a primary factor, 
but ultimately deciding what product to buy is a brand 
consideration. The products selected also impact the 
lawn care company's own ability to successfully build its 
own brand reputation with customers and prospective 
customers. 

3. Who made the product? 
Trying to make product comparisons based on the 

source gets confusing. A company that researches, in-
vents and patents a new pesticide active ingredient and 
then brings it to market as a finished product is usually 
referred to as the "basic" manufacturer. Chemical 
compounds owned by basic manufacturers are 
proprietary compounds. 

Any company that has a physical facility to produce 
pesticide active ingredients is a manufacturer. It is also 
possible for a company to be both the basic manu-
facturer - of its own proprietary pesticides - and a 
manufacturer of post-patent active ingredients that the 
company has gained legal rights to produce. 

"Formulators" are suppliers that specialize in 
producing and marketing finished pesticide products. 
While it is technically true that basic manufacturers and 
manufacturers are also formulators - if they formulate 
finished products for market - a "formulator" usually 
denotes a company that buys active ingredient from 
another source. 

If all this isn't already confusing enough, it is possible 
for a basic manufacturer or a manufacturer to also be 
a formulator - if it buys active ingredient from other 
manufacturers in order to formulate and market prod-
ucts using those active ingredients either as stand-alone 
products or as a combination product with one of the 
company's proprietary compounds. 

Distributors are companies that usually serve as 
the marketing, sales and service arm for basic manufac-
turers, manufacturers and formulators. However, 
a distributor can also be a basic manufacturer, 
manufacturer or formulator. 

The importance of understanding the source of a 
product is that it can be an indicator of the supplier's 
technical expertise, resources for product support, 
knowledge of the market and relationship to other 
companies. 

How important is cost? 
In a Lawn & Landscape February 2004 study, 64 per-

cent of lawn care operators said cost most influenced 
their peticide purchase decisions, followed by 56 per-
cent for efficacy, 36 percent for safety and 24 percent 
for dealer location. 

In December 2004 Lawn & Landscape research of 
residential lawn care customers, 59 percent said the 
top improvement their lawn care company could make 
would be to, "Do what they said they were going to 
do." Second would be to "come on t ime" (45 percent) 
and third would be to " lower prices" 36 percent), l l 
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A New World for Suppliers 
W h i l e product rules are changing the value goal remains the same. 

n some industries a company can gain a patent 
for a product and begin selling it immediately and 
enjoy patent protection for almost 17 years. 

Because pesticides are a highly-regulated industry, 
patent law provides fewer actual years to market 
and sell a product. In fact, getting a patent is just 

the first step in a long and costly process. Bringing a new 
turf and ornamental active ingredient to market today 
requires 10 to 12 years, $ 150 million and perhaps 200 

tests to meet expanded federal and state regulatory requirements. 
To get maximum marketing time with patent protection it would seem to 

make sense for a basic manufacturer to delay patent application for as long as 
possible. In reality, manufacturers are under pressure to get patent protec-
tion as soon as possible because competitors might be researching the same 
chemistry, or could do so if they learned about the research. So, as soon after 
a promising compound is identified the manufacturer will apply for a patent. 

A patent is no guarantee that even the most promising chemistry will be 
viable or successful. The manufacturer must also research formulation and 
manufacturing options and do extensive laboratory and field efficacy research 
to meet the regulatory hurdles necessary to earn Environmental Protection 
Agency (EPA) registration. In recent years special state regulatory require-
ments have become more common and complex. In reality only a small 
percentage of patented chemistries actually make it to market. 

If all research and regulatory requirements can be satisfied the company 
can begin to market a new product. However, from the time that the patent 
was granted until marketing can begin may use up five to 10 years of the 17-
year patent, leaving seven to 12 years to build market acceptance and sales. 
Sales and profits are not instantaneous since applicators have to be made 
aware of the product and convinced to try it. 

The more successful a new product is, the more interest formulators will 
have in the active ingredient as a post-patent product. The situation is even 
more tenuous overseas. United States patents are not universally recognized, 
so an overseas manufacture might simply disregard the U.S. patent and begin 
producing the active ingredient for its own end-use products. 

From the investment side there are four other important considerations. 
• First, the product performance bar in the turf and ornamental market has 

m 
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been raised. Any new product must compete against 
already good products. 
• Second, research in agricultural products has de-
creased. 
• Third, other markets in the U.S. and overseas are 
competing for limited research dollars. In a publicly 
held company the stockholders are most concerned 
with the potential return on their investment. 
• Fourth, the day of the blockbuster pesticide has 
passed. The Food Quality Protection Act (FQPA) 

made it more difficult to 
develop a product that is 
used extensively in several 
major markets. FQPA sets 
a limit on total theoretical 
exposure to a chemical 
class that cannot be ex-
ceeded. For example, an 
insecticide could be used 
in food crops, cotton, 
nurseries, golf, sports turf 
and professional turf. The 

sum of the potential human 
exposure from all of its uses is estimated and weighed 
against the theoretical "risk cup" limit set by the EPA. 
If all of the uses of all of the insecticides in that chemi-
cal class exceed the risk cup limit, then manufacturers 
must reduce uses to get below the FQPA limit. 

Taken together these challenges make investment in 
new specialty chemicals increasingly risky and difficult. 

Post-patent suppliers face a 
competitive marketing challenge 

Bringing a post-patent product to market requires 
more than buying the active ingredient, developing a 
formulation and selling it at a discount. Rather, it is a 
process that requires considerable time and money. 

The chief challenge in using a post-patent active 
ingredient is finding a winning marketing strategy in a 
competitive sales environment. To do so a formula-
tor must consider its core competencies, distribution 
channel partners and special expertise. Based on those 
strengths, formulating a post-patent product strateg 
begins by identifying what promising active ingredients 
are available and which would be the best additions to 
the company's product line. 

Since the main challenge is marketing, the critical up 
front work is to analyze the competitive situation. Are 
distributors and customers open to the proposed post-
patent product? Does it make financial sense? Answer-
ing these questions usually takes three-to-six months 
before a go/no go decision can be made. Add months if 
upper management approval is required for funding. 

If a go decision is made the next step is to file an 
application for registration. Contracts are needed for 
purchasing the active ingredient, formulation, packaging 
and distribution. 

An offer of "data compensation" must also be made 
to the basic manufacturer. Data compensation is legal 
recognition that the basic manufacturer is due com-
pensation for its investment in research and develop-
ment. Once an offer for data compensation is made it 
becomes a matter of arbitration. Data compensation 
is usually a one-time payment of $ I million to several 
million dollars, depending upon the original research in-
vestment made, how current the research is and more. 

Once a post-patent formulation has been devel-
oped, field trials can begin to generate data for market-
ing purposes. If field trials are positive, toxicology tests 
are needed to gain EPA registration. EPA will require 
additional research to register the new post-patent 
formulation, as well as ongoing research to maintain it. 
In some cases ongoing funding is required by all regis-
trants to pay for research to protect the molecule. For 
example, companies formulating herbicides with 2,4-D 
must contribute to the 2,4-D Task Force, a coalition of 
companies that have invested about $40 million to keep 
this workhorse compound registered. 

Depending upon the above variables, the process 
to bring a post-patent product to market can require 
six to 18 months. If the new formulation involves a 
combination of two active ingredients not previously 
registered in combination by the EPA, add more time 
and expense. Developing a formulation for a new label 
use can also add time and cost. And if the active ingre-
dient had never been registered in the United States 
for the turf and ornamental market, then introducing 
it would follow the same basic process and timeline 
as required to introduce any newly-discovered active 
ingredient. 

A the other end of the spectrum, the easiest way to 
sell an post-patent active ingredient is to buy it from the 
basic manufacturer, re-brand it and make the neces-
sary marketing and sales adjustments. Another simple 
arrangement is to negotiate an agreement with the 
basic manufacturer to serve as its marketing and sales 
arm for the product (a "re-packager"). In this scenario 
the basic manufacturer retains registration of the active 
ingredient and ownership of the product, but both 
companies share the profit. Re-packaging arrangements 
can be completed relatively quickly. 

The goal for any pesticide manufacturer or formula-
tor is to take its product line to the next level. In the 
post-patent environment, business decisions depend 
upon what active ingredients are available, the market 
fit and the ever-changing competitive situation. LL 
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Supplier Strategies in a New Market 
Success depends upon invention, innovation, market presence and value. 

While all pesticides are formulated with either a 
patented or post-patent active ingredient, sup-
pliers do not align into two neat camps. From 
a philosophic perspective, suppliers tend to fit 
into one of three camps - a basic manufacturer, 

a "generic" formulator, or a crossover that formulates and markets 
both basic and post-patent products. A supplier's position also 
depends upon its alliances with other suppliers and distributors, 
market specialization, global connections and resources, and more. 

For lawn care operators knowing what expertise and resources 
a supplier brings is important in determining the overall value pack-
age. Following are comments from a number of industry suppliers 
regarding their view of the post-patent market and its impact: 

BASF: Focus remains on the customer 
Toni Bucci, business manager for Turf & Ornamental Products, 

says BASF's view of post-patent active ingredients is driven by the 
Research Triangle Park, NC-based company's two goals for its 
turf and ornamental business: To give distributor customers all the 
tools they need, and to be sustainable as a business by developing 
new and improved products. 

"Our mission is to give our distributor customers the tools 
they need to make their lawn care customers successful, Bucci 
says. "Ultimately that means listening to distributors and their lawn 
care customers, and offering products based on need. So, BASF 
produces and markets proprietary and post-patent products." 

Bucci says BASF's pragmatic approach recognizes market 
change. "There was a time when all we had was aspirin and we 
were comfortable with that," Bucci says. "Fortunately, competitive 
opportunities drove creation of other pain relievers and post-pat-
ent aspirin products, giving us more choices. We believe that com-
petition benefits the end user and that BASF's expertise guarantees 
them high quality proprietary and post-patent products." 

As the largest chemical company in the world, and with an an-
nual investment of $ 1.5 billion in research, Bucci says BASF is mak-
ing investment in new chemistries for lawn care a higher priority. 
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"We recently submitted a new insecticide for feder-
al registration, which could take another two years, and 
we have other new products that are six-to-eight years 
out. We're looking at active ingredients from overseas 
with potential for the U.S. turf market. Turf and orna-
mental is driving more research and the market is being 
looked at earlier in the research process. We see the 
market as one that is growing." 

Post-patent products also play a role in new product 
research as profits from their sale contributes to the 
research and development. Bucci says investment is the 
key to long-term industry service. 

"I don't see basic manufacturers making changes to 
their strategies in regard to the sale of proprietary ver-
sus post-patent products, Customers tell us they value 
commitment in terms of offering solutions and product 
development. This and other market conditions will 
challenge the survival of small startup companies using 
post-patent products. Lawn care professionals purchase 
value, which includes price and service." 

Bayer: Deliver and communicate value 
Mike Ruizzo, Ph. D., manager of CNIs for Bayer 

Professional Products, Montvale, NJ, says the com-
pany's post-patent strategy has internal and external 
aspects. Internally, Bayer as a basic manufacturer is 
making one of the largest investments in discovery 
research, working to improve product formulations, 
and investigating combinations of active ingredients. 
Working with FMC, Bayer last year introduced Allectus 
Insecticide, a proprietary combination of the active 
ingredients in Bayer's Merit and FMC's Talstar. 

"Allectus should have happened years ago. It's the 
first insecticide that can control above and below-
ground turf insects with one application," Ruizzo says. 
"The changing business environment is making basic 
manufacturers sharper and causing us to take a new 
look at our chemistries and technical resources." 

Another example, Ruizzo says, is Armada, a brand 
new fungicide based on two Bayer proprietary active 
ingredients. "Armada is the first fungicide developed 
exclusively for lawn care," Ruizzo says. "Armada was 
developed to let lawn care operators both do and sell 
disease control. It provides broad-spectrum control of 
turf disease for 30 days-plus and at a price that allows 
contractors to sell this service." 

Externally, Bayer is working to earn customer 
loyalty for the value that Bayer brings. In 2003, Bayer 
launched its "Backed By Bayer" program toward that 
end. Ruizzo says Backed by Bayer rests upon five pil-
lars: Dedication to the turf market in terms of focus; 
guarantee satisfaction for product performance; supe-
rior solutions in terms of products and support; added 

value in terms of marketing and industry support; and 
vision for the future. 

"Bayer has been preparing for post-patent products 
for years," Ruizzo says. "We believe in delivering true 
value and communicating it. We think end users under-
stand the importance of making informed decisions that 
benefit them in the short- and long-term." 

Externally, Ruizzo says the Backed by Bayer pro-
gram provides a clear focus for Bayer employees, while 
making the benefits for lawn care operators visible. 

"Bayer represents more than branded products," 
Ruizzo says. "If a lawn care operator has a problem we 
will be there until it is resolved. If he or she is not satis-
fied with one of our products then we will replace it or 
give them their money back. If they need training we 
provide it through distributors and associations. Our 
commitment is tangible; it helps lawn care operators 
succeed beyond the products. We have a vested inter-
est in their success. When our customers win, we win." 

In the long-term Ruizzo says a likely outcome 
among generic companies is consolidation, the goal be-
ing greater market share and profit. 

"The ideal for a generic company is to own and 
market proprietary products. Exclusive products allow 
you focus on those products and differentiate your 
business from competitors." 

The challenge for a generic company would be ob-
taining the resources necessary to bring new solutions 
to customers. Ruizzo says the two hard facts in the turf 
industry are that the industry wants and needs new 
solutions and there's a better way to do anything - it's 
just waiting to be discovered. 

"Customers face challenges today and tomorrow," 
Ruizzo says. "Our job is to help solve them today and 
be thinking about solutions for the next challenge." 

DowAgroSciences: Realize creative 
market opportunities 

Dow AgroSciences is in the business of marketing 
its compounds directly and in partnership with oth-
ers, says Scott Eicher, senior product manager for turf 
and ornamental herbicides. What this means is that 
Indianapolis, Ind.-based Dow AgroSciences today is a 
basic manufacturer of proprietary products, a supplier 
of post-patent active ingredients to others, and a pur-
chaser of post-patent active ingredients. 

"As a basic manufacturer our search for new 
molecules and formulations that add value has never 
changed," Eicher says. "But in a new business environ-
ment we are open to opportunities to market our turf 
and ornamental compounds directly and through oth-
ers. That even means looking into post-patent products 
from other basic manufacturers to investigate combina-



tion products with our own active ingredients. 
Formulation expertise is being used to improve 

proprietary products. As an example, Eicher says some 
applicators do not like the smell of Dimension EC, 
though they like its efficacy. In response the company is 
working on a water-based formulation that it hopes to 
be able to patent. 

Eicher says the loss of chlorpyrifos in the late 1990s, 
at the time the leading insecticide active ingredient, 
brought an entrepreneurial outlook to the company. 

"When we lost chlorpyrifos the income impact was 
felt across the entire company," Eicher says. "As a basic 
manufacturer we need patented chemistry, which led 
us to the purchase of Rohm & Haas. They were strong 
in fungicides, so the acquisition was an especially good 
fit for our turf and ornamental business. The end result 
is that we have now grown our business to more than 
replace Dursban. Today, Dow AgroSciences is more 
market-focused than ever and we are taking a 'rifle' ap-
proach to serving specific market needs." 

Eicher says the net effect of post-patent products 
will be to put some downward pressure on prices, 
though to many customers the original brand will re-
main as valuable as ever. 

"There are two misconceptions about generic 
products. First, is that they are not the same thing as 
the original branded product. Second, that the same 
support will be there even though they cost less. You 
simply cannot cut costs and provide the same level of 
technical support. My view of buying the original brand 
is that it is like buying insurance. No one likes paying 
insurance premiums until the day it's needed. But on 
that day you're glad you made the investment." 

FMC: Traditional approach is the best 
long-term strategy 

FMC's turf and ornamental business strategy is to 
remain a traditional manufacturer of quality proprietary 
pesticides supported by traditional distribution, says 
Maureen Thompson, turf and ornamental manager for 
the Philadelphia, Pa.-based company. 

"The post-patent world brings change, but FMC has 
been in the professional turf market for many years, so 
our focus is for the long-term," she says. "We feel that 
the long-term needs of the industry are best served by 
innovative chemistries, so our global discovery pipeline 
is looking for new active ingredients." 

While FMC will remain a traditional basic manu-
facturer, Thompson says the company is adapting to 
the post-patent competition to defend and improve its 
products to distributors and lawn care operators: 

FMC recently signed a licensing agreement for 
flonicamid, a novel chemistry for sucking pests. It was 

introduced in the greenhouse market in March 2005 as 
Aria, and work is being done now for registration in the 
landscape market. Recently, FMC signed an agreement 
for a proprietary fungicide. 

Formulation research has resulted in Onyx Insec-
ticide, a new bifenthrin formulation that is superior to 
Talstar for control of borers and beetles in trees. And 
in 2004, FMC and Bayer worked together to introduce 
Allectus Insecticide, a product formulated with FMC's 
Talstar and Bayer's Merit active ingredients to target 
both above- and below-ground insect pests. 

"We are looking at new compounds and combina-
tion products using more than one active ingredient," 
Thompson says. "Market-based alliances and partner-
ships allow FMC to offer new and superior products 
and to add value. We will also introduce private label 
post-patent products where doing so makes sense." 

The bottom line in deciding whether to use a post-
patent product or not is a question of value, she says. 
Basic manufacturers have the best understanding of 
their chemistries and insight into them that a generic 
company does not have. Basic manufacturers also have 
proven quality formulations that have been fine-tuned. 
Another important differentiation is product support. 

"Anyone can put an 800 number on their label," 
Thompson says. "The question is whether someone 
answers it and can answer the customer's question. 
Find out. Call the number. Anyone can say they support 
the industry. FMC supports state meetings and trade 
shows and sponsors distributor events. The question 
isn't whether a generic company can do all that. The 
question is, are they really doing it?" 

LESCO: Focus on the company brand 
Being the largest distributor serving the professional 

turf market gives LESCO a unique post-patent market 
position and perspective, says Bob West, director of 
marketing for the Cleveland, Ohio-based company. 

"LESCO is more interested in its overall brand than 
post-patent or proprietary product brands," West says. 
"The LESCO brand is the overall customer experience 
and convenience. It's the reliability and the technical 
expertise that the LESCO associate behind the counter 
delivers. It's about a customer being able to walk in 
with a weed or insect in a plastic bag and ask what it 
is and what they can use to get rid of it. Ultimately it's 
about the service we provide in our Service Center 
locations and from our Stores-on-Wheels vehicles." 

Often the recommendation is to use a LESCO prod-
uct, says Brian Rowan, senior director of merchants. 

"If you ask LESCO customers what insecticides 
or herbicides they use, their answer is as likely to be 
'LESCO's' as it is proprietary brands," Rowan says. "We 



offer proprietary brands and our own 
private label products. Serving the 
customer means giving them choices." 

"That's what LESCO sees as the 
key to post-patent products for end 
users - choices," adds West. "Part 
of our role is to provide the cus-
tomer with options. The post-patent 
environment means there are more 
choices for our customers and more 
competition among manufacturers. 
That's clearly good for end users." 

As an example of choice, Rowan 
says LESCO offers Roundup along 
with its own products formulated 
with glyphosate: Prosecutor, Prosecu-
tor Pro and Prosecutor Swift Action. 
A customer may prefer Roundup, or 
they might need it to match bid speci-
fication requirements, but LESCO 
offers a choice of the original brand 
and its own private label products 

with the same active ingredient. 
For that and other reasons, West 

says most basic manufacturers are 
very interested in working with 
LESCO to private label post-patent 
active ingredients, and often do so if it 
makes business sense. One thing 
LESCO will not do is discount the 
price on its private label products, 
simply because they are post-patent, 
even if they are adjacent on the shelf 
to the original brand product. LESCO 
also does not manufacture pesticides. 
Along with equipment, the company 
produces seed, fertilizer and herbi-
cide- and insecticide-combination 
products on fertilizers. For pesticides, 
LESCO often works directly with the 
basic manufacturers. 

"One notion that does need to 
be debunked is that any post-patent 
product is not as good as the original 

brand," West says. "Post-patent prod-
ucts are the same active ingredient 
and almost always the same product. 
We always want to give our custom-
ers more choices so they can use the 
best product for their situation, but 
LESCO is not going to put something 
on our shelves that is not good for the 
end user. Our position is to add value 
to the products we offer." 

Nufarm: Aiming to provide 
the best of both worlds 

While lawn care companies may 
soon be noticing more product op-
tions to choose from, selecting a sup-
plier boils down to one of three op-
tions, says Sean Casey, national sales 
manager for Nufarm Turf & Specialty, 
Burr Ridge, III. Those choices are a 
brand supplier, a generic supplier or 
an alternate brand supplier. 

Insect-Free Lawns for 
Care-Free Kids 

Introducing Wisdom™ GC Granular -
The Wiser Choice for Insect Control in Lawns 

Now there is a wiser choice for keeping lawns free from a multitutude of 
insect pests with Wisdom GC Granular, the broad spectrum insecticide 
from AMVAC. 

WISDOM GC GRANULAR Fact is, Wisdom GC Granular 
contains bifenthrin - the 

proven, highly effective, environmentally friendly, active ingredient. Plus, 
American-made Wisdom GC Granular comes readily available in 25-pound 
bags, making it one of the best values available anywhere. 

So contact your lawn care supplier or AMVAC at 888-462-6822 
(GO AMVAC) or visit www.amvac-chemical.com 

At AMVAC we're constantly finding better alternatives for you to control 
lawn insects. 

/ T A M V A C 
Always read and follow all label directions and use precautions. Wisdom G C Granular'" is a 
trademark of AMVAC Chemical Corporation. O2005 AMVAC Chemical Corporation. 
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http://www.amvac-chemical.com
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Casey says brand companies are driven by research, 
ownership of proprietary compounds and providing 
full support for their products. Generic companies aim 
for low cost, buy their active ingredients from other 
companies and offer limited product support. 

Alternate brand companies, which describe Nufarm, 
aim to be better than brand manufacturers on pricing 
and better than generic companies in terms of service 
and product quality. 

"Our strategy is to offer a full line of products, 
improved formulations and products with combina-
tions of active ingredients," Casey says. "Nufarm has 
the resources to do that because we are global, we 
own manufacturing facilities, we are basic in phenoxy 
herbicides and we have a dedicated regulatory depart-
ment in the United States. At the same time we are 
known for our formulation expertise with post-patent 
compounds." 

In terms of support, Casey says Nufarm has field 
sales staff, relationships with university and independent 
researchers for field and efficacy testing, and is very 
active in industry association support. 

"Nufarm sees the post-patent market as offer-
ing a great opportunity for suppliers, distributors and 
lawn care operators. We think alternate brands offer 
greater value. Every day we eat alternate food brands, 
wear alternate brand clothes and take alternate brand 
medications. Alternate brand pesticides simply give you 
another choice. 

"It bothers me to hear basic manufacturers talk 
about their post-patent 'defense' strategies," Casey 
adds. "They need to talk about how to maximize the 
post-patent opportunities." 

Ultimately, Casey says post-patent products will be 
good for the industry as suppliers work to improve the 
way they do business, learn to compete in less profit-
able markets and find new solutions to turf problems. 

"New products will come to the market, and some 
may even come from new and unfamiliar sources. That 
always has been the history of the industry." 

PBI Gordon: Continued focus on 
formulation quality 

New post-patent active ingredients are an op-
portunity to PBI Gordon, Kansas City, Mo., says Doug 
Obermann, turf and ornamental products manager. 
"We specialize in formulating so new active ingredients 
open up opportunities for us to create new industry 
solutions." 

Obermann does not believe post-patent products 
will change lawn care buying patterns significantly as 
long as contractors buy with their own best interest in 
mind. "In lawn care labor is the most expensive input 
and then comes the truck. The broadleaf herbicide is 

one of the least expensive inputs. You can treat 5,000 
square feet for about $1 in herbicide. So, in an industry 
where there is a labor shortage, and you have to try 
to do more with less, it just makes sense to use quality 
products." 

Quality products can maintain sales even when not 
protected by a patent, says Obermann and points as 
evidence to Gordon's Trimec Herbicide, introduced in 
1969. Trimec went off patent in 1986, "but it is still the 
No. I herbicide for broadleaf weed control," Ober-
mann notes. "We hear that from lawn care operators 
across the country and it is because of the way we 
formulate this product." 

An excellent formulation is part science and part art, 
he adds. The science is the inert ingredients used with 
the active ingredients. The art in formulation technolo-
gy comes from experience and insight. "You can follow 
grandma's cake recipe and use all the right ingredients, 
but without grandma's experience somehow the cake 
doesn't taste the same," he says. 

Post-patent products have created low-ball pricing 
in agriculture, he adds, but farming is a high-volume 
business in which lower pricing can make a big differ-
ence. However, the cost advantages in the turf market 
are relative. Quality and performance are more critical 
to the professional who makes his living on his reputa-
tion. 

"It's no different than painting," he says. "There is 
a bottom line price to produce a gallon of paint and 
every improvement in the formulation adds a little bit 
to the price. But if you consider the preparation work 
involved before you paint, does it make sense to buy a 
paint based on lowest price?" 

Sipcam: Post-patent products just now 
becoming discovered 

Bob Yarborough, sales and marketing manager for 
Sipcam Agro USA's turf and ornamental group, Roswell, 
Ga., says lawn care operators are just starting to under-
stand post-patent products. In the golf course market 
superintendents have known about and have been using 
post-patent products for more than 10 years. 

"We introduced a post-patent fungicide in the golf 
course market under the trade name Echo with the 
active ingredient chlorothalonil. It got a lot of scrutiny 
because a superintendent's career depends upon the 
reliability of the products that he or she uses. University 
studies and performance of the product on golf courses 
have taken care of superintendents' questions." 

Yarborough says lawn care companies should try 
post-patent products to see if they can get equal or 
better performance at a lower cost. Regarding quality, 
he says EPA standards for product registration mean 
that a post-patent product has to be "substantially simi-



lar" to the original branded product. For that and other 
reasons, formulators of post-patent products cannot be 
characterized as fly-by-night operations. 

"Sipcam is a family-owned business with more than 
a 50-year heritage," Yarborough says. "The company is 
a basic registrant of technical chemistries and end-use 
formulations." 

An increase in post-patent products is a good thing 
for the lawn care industry because it creates new op-
portunities for more players and lowers prices. As an 
example, Yarborough points to Roundup. Monsanto has 
come up with improved brands, but the price for the 
original brand product has come down, as there are 
about a dozen post-patent products available. 

An added benefit of post-patent products is taking 
place in distribution. When basic manufacturers own a 
large proportion of active ingredients it gives them the 
ability to influence distributor decisions. 

"As more post-patent products become available 
it empowers distributors, even the small independent 
distributors, to broaden their product lines and give 
their professional lawn care customers greater sourcing 
options." 

Syngenta: Bullish on research and 
the professional turf market 

While affected by the loss of patents for some of 
its proprietary active ingredients, Syngenta's mission 
to discover and bring new chemistries to market will 
not change. Driving that commitment for investment is 
market growth, says Steve Stansell, marketing manager 
for the lawn and landscape and aquatics business of 
Syngenta in Greensboro, NC. 

"We see professional turf products as a global 
growth driver for our future," Stansell says, "We be-
lieve in particular that the lawn care market could grow 
significantly. That projection is contingent upon the 
economy, such as home starts, but our research invest-
ment is increasing in turf and ornamental and golf. As a 
corporation we are also looking at compounds earlier 
to see if they have turf potential." 

The last point represents a shift in the focus of 
research, says David Ross, Ph.D., turf and ornamen-
tal technical manager. Syngenta researchers in the 
United States and Germany screen more than 500,000 
compounds per year. Of that, 100 might make it to the 
field for stage one testing and of that only one or two 
compounds will have the potential to become a new 
commercial product. 

A few years ago crop protection ranked higher 
on the company's research priority list. Today, more 
emphasis is on professional turf, so initial screening of 
all new compounds includes 8-9 turf insects, 8-9 turf 

weeds and 8-9 turf diseases. 
Research is yielding results, including the launch of 

Flagship Insecticide in 2003 for the ornamental market, 
Monument Herbicide in 2004, and new formulation of 
Heritage Fungicide (Heritage TL) for golf and lawn care 
in late 2004. 

Research has also been expanded beyond conven-
tional pesticides to products that can help the plant 
enhance its own health, and plant growth regulators 
that can improve turf health. Syngenta is also investing 
in plant genetics and the broader biotech sector. 

Syngenta's mission isn't changing, Stansell says. The 
company evaluates its product portfolio based on cus-
tomer needs and opportunities. That includes looking 
for ways to reformulate and improve upon proprietary 
compounds, even after they have lost their patent 
protection. 

"Syngenta owns excellent active ingredients that 
are no longer patented but which have value in the 
marketplace. We continue to invest in them to improve 
their formulations and uses," adds Ross. "For example, 
with diquat we are working on improving its purity on 
new formulations. Prodiamine is off patent but we are 
not slowing down research on it. We have been doing 
research on chlorothalonil since the 1960s." 

"We are paying more attention to the product life 
cycle," Stansell says. "Products are born and mature. 
Our company's expertise is about creating leading edge 
technologies and enhancing our mature products." 

"We don't just offer a container of chemical but also 
the technology to make it work," adds Ross. "What our 
customers want is a high quality experience for their 
own customers, even to the point of putting technical 
people on the ground immediately if there is problem, 
pinpoint the issue and make a recommendation to help 
that customer." ll 
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Fast control of the toughest weeds. 
No wonder Quicksilver is the perfect addition to your tank mix. 

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

Just add a little QuickSilver to your tank. It's rainfast 
in one hour and effective in 2 4 - 4 8 hours. And 

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

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

•FMC &QuickSilver 
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© 2005 FMC Corporation. FMC, the FMC logo. QuickSilver. ' a ^ 
and the QuickSilver logo are trademarks of FMC Corporation. 
Always read and follow label directions. 
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Warm- Weather 

Spurge, knotweed and clover are no match for the 
power of new Surge® Broadleaf Herbicide For Turf. 
Energized with sulfentrazone, Surge has the power 
and speed to knock out tough broadleaf weeds 
fast. And it even suppresses yellow nutsedge! 
Visual results in 48 hours - now that has a 
powerful effect on call-backs. 

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

I T M 

Put the power of Surge to work 
for your business this year! 
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 

El b i / G O R d o n 

c o n p o n a t i o n 
[An Empl3ye&-Owned Company 

/ • k '/•' 1 kK 
1-8tia-8E1-79B5 
surge.pbigardan. cam 

From the makers of 
TRIMEC Herbicide W j 

is a registered trademark of PBI/Gordon Corpordli 
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"I don't want to micromanage," 

Hornung says. "But if technicians aren't 

doing their jobs, we will continue to 

closely monitor their schedules until 

they get back on track. Most of the 

time, they will correct any bad habits 

because they get tired of us watching 

them so closely. And once one person 

does it and gets caught, he spreads the 

word around to the rest." 

For his irrigation service techni-

cians, Hornung got a 5 to 10 percent 

productivity increase from incorporat-

ing software that streamlined the sched-

uling, estimating and billing process. 

In the past, when irrigation techni-

s t o r ^ 

cians would fix a broken sprinkler head, 

they would handwrite the material and 

labor details on paper, leave that invoice 

at the client's house, bring back a copy, 

and the office manager would input 

the information into the computer and 

send an invoice. "Technicians would 

wait until the end of the day to fill out 

their paperwork and they weren't billing 

for the time they drove to the job, bill-

ing incorrect times altogether, forget-

ting parts they used and sometimes 

even losing invoices," Hornung says. 

"We didn't have a process for allocating 

time during the day. We didn't have 

benchmarks for how may hours certain 

k 1 
I r e a c h i n g s o a s 

falley Green Cos., Sartell, Minn., sets each lawn care techni-
cian's production-per-hour goal at between $100 and $135. 

Most new lawn care technicians start at a production-per-hour 
goal of $80, Hornung says. "That's just the newness of the job to 
this employee," he explains. "We slowly increase it as they become 
comfortable with the job. We tell them that next week we want to 
see them at $85. Most of the time they come in at $90 because 
they know we're watching this number. We don't baby-sit them 
right away because then they'll expect us to solve all of their 
problems all of the time, but if they get frustrated and run into a 
roadblock, we are their to assist them and they look at it as we're 
helping them vs. telling them what to do." 

New technicians spend their first two weeks visiting clients 
with Lawn Care Manager Tony Cauley. "We spend enough time with 
them to the point when they are telling us they don't want us rid-
ing with them anymore - they can handle the job," Hornung says. 
"We put them in control of their own destiny. We let them make 
mistakes, but we keep them in a controlled mistake environment. 
Once they get through this, they can get increases of $5 or $10 
production-wise every couple of weeks. With some organizational 
advice, anyone can increase their productivity 30 percent given 
some time. Before we know it, a person who's been with us for 
three months will be at $100 an hour. 

"We try to manage them with a one-minute manager mental-
ity," Hornung continues. "We want them to do the job their own 
way in our parameters. If we give them a cut-and-dry approach, 
it's too controlling and they get frustrated too quickly. If we provide 
a layout of what we expect them to do each day, such as being in 
the office by 6:15 a.m., having their truck loaded, the paperwork 
together, etc., then they can do it their own way - it all depends 
on their personal comfort level when it comes to structure and 
organization." 

Assef 
Software for 

Landscape Professionals 

that demand nothing short 

of the very best money 

can buy 

Asset™ is THE single 

program that helps you run 

your entire operation 

from start to finish. 

Call us. 
We'd love to prove it. 

You have everything to gain. 
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Face to face or over the phone, the true attitude comes through 

- loud and clear. From everyone who represents the company. 

And that goes triple for you and me. 

So, as a customer, how does it feel to be treated like an annoyance 

or not get straight answers or have a complaint shrugged off? (If 

you can manage to get through at all.) 

When you sense the person on the other end of a conversation 

thinks they have better things to do or just cant be bothered... 

When the response you get is unsatisfactory, dismissive or 

downright insulting.. .When the real message is: You don't count 

for much with us... 

Chances are you'll go elsewhere. 

Poor service is "the number one reason, far and away," that 

customers leave. And most will walk without ever saying why. 

As customers ourselves, there comes a time we're grateful when 

somebody just barely meets our needs. Whatever happened to 

service quick to go beyond our expectations... instead of giving 

us heartburn? 

Around here our motto is: Dependable Service since 1915. That's 

a long time spent keeping our promises - whether they're written 

down or not. And we hope to keep right on delivering more than 

you might ever expect. Including an explanation and an honest 

apology when things go off the track. 

Excellent service - and I mean more than just lip service - can't 

end when we bank the customer's check. The more you and I 

create a you-and-me relationship with our customers, the surer 

we can be that we're running our business better. 

« | W E I S B U R G E R I N S U R A N C E B R O K E R A G E 
A Division of Program Brokerage Corporation 

5 Waller Avenue • White Plains, NY 10601 
Phone: 800-431-2794 • Fax: 914-428-0943 

www.weisburger.com 

repairs should take to install and how much time should be al-
located to each stop." 4 

To alleviate these problems, two service technicians each carr^j 
a PDA and have a printer in their truck. The software costs $200 j 
a month for the two PDAs (adding a third, which Hornung may! i 
do in the fall based on how much irrigation winterization work i 
he gets this year, would add another $60 per month). The PDAs d 
costs about $300 each, and the printers also cost about $300 i j 
per truck. "Now, when we schedule a repair, our office manager b 
asks the client what's wrong with the system and she schedules 
it in. If she isn't sure of the time needed for the repair, she calls 
a technician to find out how much time to allocate. Instead of , j 
service technicians getting done what they can in a day, now we iq 
are selling blocks of time each day. We know when days are full ji 
and we can tell the homeowner when the technician will be therfc 
within a two-hour window. Before, we'd guess when the techni-
cian would be there and then the client would get upset if he 
didn't come that day. Also, all of the client information is s tored^ 
on their PDA, so when the technician goes to the job he has all 
the information he needs, including the client's address and direc 
tions to get there, what type of sprinkler system the client has, 4 
any special access codes needed to get to the controller, etc." 

When it comes to billing, all of the parts Valley Green uses arc 
recorded in the system with the correct prices so they just have to 
be selected. Presetting this information in the system took about 
two to three weeks, Hornung says. Service technicians clock into 
the job on the way there, do the work, draft an invoice on their 
PDA, select the parts they used, clock out of that job, print the 
invoice and leave it for the homeowner. The PDA takes care of 
all outside paperwork and autodumps information from the road 
into the office software system." 

At the end of each week, Hornung is also able to print out a 
usage report and order the necessary parts to restock the irrigation 
service trucks, eliminating excess inventory. 

The most important aspect for the system has been being able 
to bill for drive time to each job, Hornung says. "We used to bill 
when we got to the jobsite," he explains. "But those 15 to 30 min-
utes to get to each job was the difference on us not making money 
in this service. On an eight-hour day, if you aren't billing for drive 
time, that could add up to four hours of lost time - that's 50 
percent of our time. That's part of our profit. Our time is accurate 
now to the minute and we do not have to look up product cost on 
every job, which saves time. Mistakes have been cut down as well.' 

Another high-tech solution that helped cut down on inac-
curacies for Valley Green was a new lawn care business-focused 
software program that was installed in 1999. The program cost 
$5,000 to $6,000 for installation and initial training. Then, last 
year, Hornung paid $1 ,500 for 1 Vi days of additional upgrade 
training, which he was able to split among three companies in the 
Minneapolis area to save on costs. 

The reason Hornung switched to a program more adaptable to 
his business was because of its increasing size. "Our old program 
was fine for a company with 300 to 500 lawn care fertilization 
customers because technicians can remember most of the special 
requests, but once you get over 500 or 600 customers, you may 
have a different technician doing the job every time so you have 
to make sure the necessary detail is there, as well as a record of the 
amount and types of products used so it can all be coded and keep 
our inventory in line as well as enable technicians to answer clients' 
questions and what's been done on their properties and when." 
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What else did the software en-
able Hornung to do? "We went from 
$250,000 in sales to $960,000 this 
year with only one person in the office 
- that's what it did," he says. "I now have 
seven computers in the office and every-
one uses them. All employees use them 
to time in and out of the office each day, 
and they can also use them to double 

check weather reports or directions to 
a client's house. I can then type reports 
every two weeks before I do payroll to 
make sure employee hours are coded 
properly and to ask any questions." 

BANNING COMPLACENCY. 
Creating an environment for ad-
vancement also means addressing the 

The new HosEnclose by Carson Industries is the 
all-in-one product that includes a 50" hose, nozzle, 
built-in valve and plumbing—al l inside a grade 
level enclosure. 
Convenient—Hinged lid provides easy access to hose 
when you need it. Stores out of sight when you don't. 
Versatile—Can be used in mulitple locations near 
gardens, patios and driveways. 
Efficient—Install easily with quick-connect PVC union. 
Add profit and value to your next landscape p ro j ec t -
add HosEnclose. 

Patented 

NCLOSE 
By CARS<DN. 

1160 Nicole Court • Glendora. CA 91740 
800-735-5566 •909-592-6272 

Fax 909-592-7971 • www.carsonind.com 
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owner's changing role. For Hornung, his 
personal transition from technician to 
owner has been challenging. He's been 
able to do this more smoothly in lawn 
care, where Cauley has stepped up to 
handle production scheduling and client 
requests, but it's been more difficult in 
irrigation. "I'm doing the irrigation esti-
mates and following up to make sure the 
system was installed correctly, then I tell 
clients that if they have any additional 
questions or need service, they can call 
our office manager Marci Rich and she 
can schedule a technician to come out to 
their properties," he says. "This way I'm 
setting their expectations and trying to 
make this transition smooth." 

Being able to move from technician 
to owner also means hiring people who 
are self-motivated. As such, Hornung 
looks for employees who take pride in 
their work and have an owner mentality. 
Those who don't blend in with this type 
of culture don't stay long, Hornung says. 
"How can people learn unless they walk 
down the same path I did?" he explains. 
w I try to teach people the job and then 
allow them to make some mistakes and 
learn along the way. When people ask 
me if this is what they are supposed to 
do, I turn around and ask them, 'What 
do you think you're supposed to do?' 
Most of the time they know the answer, 
but they just lack the confidence. It 
takes at least one month before we break 
them of the mentality that I'm the boss 
and I tell them what to do. I want them 
to think for themselves." 

Above all else, constant improve-
ment is a daily job requirement for 
Valley Green employees. One way Hor-
nung encourages this in his employees 
is by asking them for just 1 percent im-
provement on each job. "I'm constantly 
reminding them to think about small 
tasks on the job that impress clients and 
mean doing the job only 1 percent bet-
ter than someone else, such as picking 
up sticks in the yard or helping to carry 
in groceries — this makes it something 
that is measurable for them," he shares. 
"We never want to let ourselves become 
complacent. We are constantly looking 
for better ways to operate. U 

Check out the July Onl ine Extras section to see 
a copy of Valley Greens service report and learn 
how the company successfully added mosquito 
control to its service mix. 

http://www.carsonind.com
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With no end in sight for surg-
ing fuel costs, landscape 
contractors throughout the 
United States are looking for 

ways to offset this increasing expense. Con-
tractors have several options - from adding 
fuel surcharges to their prices to purchasing 
more fuel-efficient equipment. As gas prices 
continued to rise in recent months, Lawn 
& Landscape Online Message Board users 

- shared their plans and ideas for coping with 
this added cost. 

After all, fuel is as critical to landscape 
work as air and water are to sustaining life. 
In fact, Message Board participant Kory 
Ballard says he spends at least $200 ,000 
annually just on fuel. According to Lawn & 
Landscapes 2004 State of the Industry Re-
port, the cost of fuel is the No. 1 business-
limiting factor contractors expect for 2005. 
In the report, contractors ranked fuel prices 
a 7.7 on a level-of-concern scale from one 
to 10, with 10 being the highest concern. 

For the past several months, Message 
Board participants have kept each other up 
to date on gas prices in their regions and 
how they expect them to impact business. 
For instance, during a March discussion 
contractors reported diesel prices rang-

ing anywhere from $2 . 13 to $2.70 per 
gallon. Ballard, president of Des Moines, 
Iowa-based Perficut Lawn & Landscape, 
responded to the price-hike complaints by 
saying, "Guys, surcharge. If you're a main-
tenance company, surcharge. If you re an 
irrigation company, then adjust your prices 
— then surcharge." 

SURCHARGE IT. When contractor 
Scott Graham tried to add fuel surcharges 
to a homeowner associations contract, he 
says the customer was less than receptive. 
"I wanted to include something in my 
contracts this year that if gas prices rise to 
unexpected levels, I have the authority to 
charge a small temporary fuel surcharge," 
says Graham, owner of SG Lawnscape, 
Glenshaw, Pa. "Well, the community man-
ager e-mailed me back saying that none of 
his other contractors have ever approached 
him about this and that the ones in the 
past who have were trash companies.' Am 
I wrong for doing this?'" 

In response, Message Board participant 
Ronald Barnhardt suggests that Graham 
include in his contracts an annual price 
increase for the first three years of the agree-
ment and then lock the customer in for life 
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at that price. This way, Graham can establish long-term custom-

ers and ensure he's compensated for rising fuel prices, says Barn-

hardt, president, Barnhardt Landscape, Rockwell, N.C. This 

is usually the best approach because last-minute, temporary 

adjustments are more likely to aggravate customers, says Justin 

Rasmussen, chief executive officer, Urban Lawnscapes, Seattle. 

"While gas is a big expense for all of us, it is not our biggest," 

Rasmussen explains. "What if gas prices drop suddenly? Are you 

going to offer a decrease in rates? Customers like the comfort of 

fixed rates and schedules for planning and budgeting." 

Contractor Matthew Schattner agrees, saying predeter-

mined price hikes can safeguard contractors from customers 

who demand price decreases when gas prices plummet. "Don't 

limit yourself to only rising fuel costs for raises," says Schattner, 

owner, Mat'z Snow & Lawn, Kansasville, Wis. "If anything, say 

it's the rising cost of doing business. Also, if you do in fact go 

with the method of only increasing if fuel hits a certain amount 

of dollars per gallon, then make sure they know it will stay 

there. Otherwise, you're going to hear questions like, 'Well, fuel 

went down - does our price go back down?'" 

And that shouldn't happen with experienced contractors 

because gas price increases are inevitable, says Andrew Aksar, 

president, Outdoor Finishes, Walkersville, Md. "We all know 

gas prices go up," Aksar says. Its been that way since I can 

remember. I'm respectfully confused as to why its suddenly an 

issue for a contractor who is a good businessman or woman. 

When you write your proposals for 2006 , plan for the increase. 

In 2006 , when you write your proposals for 2007 , plan for the 

increase." Aksar recommends a fuel surcharge clause similar to 

the following: "In the event prices for gasoline and/or diesel 

fuel reach or exceed $2 .50 per gallon at the pump, a fuel sur-

charge of $ 2 0 a month will be added to the monthly invoice 

and will remain until prices go below $2 .50 per gallon." 

Such a policy may recover lost profits from rising fuel costs if 

contractors charge the right price, says Ron Soukup, vice presi-

dent of operations, Emerald Lawns, Brainerd, Minn. Soukup 

says he learned the hard way how much underpriced surcharges 

can impact business. In 2003 , Soukup says Emerald Lawns 

was "burned" by fuel prices because the company factored in 

a $ 1.40-per-gallon surcharge, resulting in an average 13-cents-

per-gallon loss. The company now charges $2 .75 per gallon. 

The additional cost may raise some customers' eyebrows, 

but contractors can minimize the backlash by explaining why 

the charges are necessary, Ballard says. His company added 

a fuel surcharge to more than 1 ,000 accounts last year. He 

charged a 1-percent premium to one-time jobs and 3 percent on 

all maintenance, commercial and lawn care accounts. "We sent 

a letter stating that we work hard to keep our prices down, but 

due to the rise in gas and the surcharge applied to all goods sup-

plied to us, we are forced to pass that cost on," Ballard explains. 

"We have very few complaints on thousands of customers." 

Some customers may actually question why the price hike 

didn't come sooner, says Michael Derrig, a partner with LBMD 

Landscaping in Rye, N.H. "We did a fuel surcharge three years 

ago when gas went up from $ 1 . 0 5 to $1.70," Derrig says. "Not 

one person complained - some even said they were wondering 

when we were going to get smart. When doing 130 properties 

per week, added gas increases at the pump add up fast. People, 

in general, see themselves first hand what they are paying at the 

pump, so because it directly affects them every day, they can 
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see how it affects us due to it being 

one of the largest expenses on the 

maintenance side of the business." 

TAKE IN IT IAT IVE. Landscape 

contractors cant do much about 

rising fuel costs, but can they take 

steps to make themselves more fuel 

efficient? Some Message Board users 

questioned whether diesel engines 

could result in significant savings. 

Chad Stern, owner of Chevy Chase, 

Md.-based Mowing & More, says he 

regrets not purchasing diesel-powered 

trucks. After making some calculations, 

Stern says he could have saved some 

money with a diesel engine. "With gas 

prices at $2 .20 for regular and $2 .40 for 

diesel and assuming a gas engine gets 8 

mpg and a diesel gets 14 mpg, it would 

take 4 9 , 0 0 0 miles of driving before 

you recover the $5 ,000 extra you paid 

for the diesel engine," Stern explains. 
MIf you plan on keeping the truck for 

150 , 000 miles, then you will actually 

save a little more than $ 1 0 , 0 0 0 in fuel 

over the life of the vehicle, even after 

you recover the cost of the engine." 

But not everyone agrees that diesel 

engines result in savings. Diesel fuel is 

not always less money than gas, and for 

some contractors an additional $ 5 , 0 0 0 

for a diesel engine is a significant 

investment, says Will Sharp, president, 

Lawn Dawg Services, Matthews, N.C. 

Contractors also need to factor in the 

interest that accompanies the additional 

$5 ,000 , Aksar points out. 

In another discussion, some Mes-

sage Board participants wondered 

whether they can use less-expensive 

regular gas in their machines or if 

higher-octane grades are necessary. 

"I've always used regular gasoline 

because its cheap, though I've been 

told a couple of times recently to use 

premium in my mowers and blowers," 

says David Young, owner, Kuebler 

Landscapes, Salem, Ore. Mat'z Snow 

& Lawn uses regular-grade gas for its 

equipment and hasn't experienced any 

equipment problems attributed to the 

lower-octane gas, Schattner says. Oth-

ers say they use mid-grade gas in their 

equipment for better performance. 

"We use mid-grade in everything," says 

Dale Wiley, owner, Landscape Specialty 

Services, Forest Grove, Ore. "Pickups 

that tow run better without the exces-

sive predetonation problems with 8 7 

octane.' l l 
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L andscape contractor John Hill 
replaced his entire mower fleet with 
stand-on units about five years ago 

I after realizing how much more 
productive his employees were compared 
with when they operated riding mowers. 
Since making the move, Hill, owner of San 
Antonio, Texas-based Hill Horticulture says 
he has achieved significant savings, which 
he attributes to crewmembers who are 
less fatigued because they can now remain 
in one position while mowing and have 
improved maneuverability. 

"The guys just don't get as fatigued 
standing up," Hill says. "When a guy has 
to sit down and then stand up to pick up 
debris or whatever and he's on that mower 
four or five times a day, then that can be fa-
tiguing. A stand-on mower is less fatiguing 
to them because they have a good standing 

rest position and a better line of sight than 
on sit-down mowers. I think having to get 
up and off that mower is where the fatigue 
part comes in, so I think that's the biggest 
difference." 

Stand-on mower manufacturers are 
hoping more contractors, such as Hill, will 
realize the benefits of these units. Cur-
rently, few mower manufacturers produce 
stand-on units, which comprise less than 
5 percent of the total mower market, says 
Bill Wright, president, Wright Manu-
facturing, Frederick, Md. But every year 
more contractors are purchasing stand-on 
mowers because of their affordability and 
productivity potential. Sales for Wright 
Manufacturing's stand-on units have in-
creased 25 to 40 percent in each of the last 
five years, according to Wright. At Great 
Dane Power Equipment, 2005 stand-on 

L 
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sales are expected to increase 30 percent 
from 2004, says Ken Taylor, business 
manager, Great Dane Power Equip-
ment, Cary, N.C. The company's 2004 
sales were up about 25 percent over the 
previous year, Taylor adds. 

Wright says he expects that trend 
to continue. "The additional growth 
in our industry has been with riders," 
he explains. "The reason they've picked 
up so much speed is because they're 
becoming smaller, lighter and more 

agile. That trend is what gets people off 
of a walk-behind and onto a rider." 

Taylor agrees that the stand-on 
market should pick up as contractors 
become more aware of their benefits, 
such as the ability to more easily load 

and unload the units from trailers 
because of their compactness. "It's a 
learning curve, and perception is real-
ity," Taylor says. "I've had people say, 
'I don't want to stand all day. That has 
to be more tiring than sitting down.' 

And I come back and say that's a true 
statement if you're truly sitting all day 
and cutting for five or six hours, then 
there's no question a sit-down machine 
is better. But if a crew is highly mobile 
and constantly loading and unloading 
the machine, then I would question 
that statement." 

THE STAND-UP ADVANTAGE. 
Why stand when you can sit all day? 
Price is one reason. Many contractors 
and manufacturers consider stand-on 
mowers a go-between for walk-behind 
and riding mowers. Although more 
expensive than a walk-behind mower, 
stand-on mowers provide some of the 
same compactness and maneuverability 
as a mid-mount zero-turn mower at 
a lower cost. A stand-on mower costs 
about 10 percent less than a zero-turn 
riding mower and about 10 percent 
more than a walk-behind mower, Tay-
lor says. Wright estimates a stand-on 

"A stand-on mower is less fatiguing because the 
operator is in a good standing rest position and 
lias a better line of sight." - John Hill 
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mower costs $1 ,000 to $1 ,500 less 
than a zero-turn rider. 

Stand-on units can provide 
better visibility than riding mow-
ers as contractors maneuver around 
obstacles because they're standing 
over the mower deck, says Wes Free-
man, brand manager, John Deere 
Commercial Mowing, Cary, N.C. 
Adding to the maneuverability is the 
deck design, which is much like a 
mid-mount zero-turn riding mower. 
"By definition, its a mid-mount 
in deck design, and it's also much 
more compact than a zero-turn riding 
mower because you are standing on it, 
and because of that, you take up less 
room on a trailer and it can be less fa-
tiguing to the operator," Freeman says. 

The improved visibility has resulted 
in less maintenance and a longer lifespan 
for Hill's mowers. With the riding mow-
ers, Hill's crews would often bend the 
mower's yokes after hitting curbs they 

couldn't see. "Most people I compete 
with here are replacing their mowers 
every two to three years," he explains. 
"We're in our fifth year, and I guarantee 
that I get two more years out of them, 
and my acquisition cost goes way down." 

The stand-on mower's design also 
makes slopes easier to handle than 
riding mowers because they have a low 
center of gravity," Wright adds. With 

a stand-on mower, the operator is 
only a few inches off the ground, as 
opposed to 30 inches or more above 
the ground with a rider. This lower 
center of gravity allows contractors to 
mow steeper hills with less likelihood 
of tipping, he says. 

In many cases, stand-on mowers 
are replacing walk-behind mowers 
because they reduce operator fatigue 
and can maneuver around tight areas. 
"Typically, it seems like the stand-on 
units are being used as replacements 
for commercial walk-behinds because 

that's the easiest application for com-
mercial contractors to see the benefits," 
Freeman says. "If I get a stand-on where 
I'm actually standing and riding on 
the machine I can mow faster, increase 
productivity in highly landscaped areas 
where I'm doing a lot of trimming or 
mowing smaller footprint properties." 
But stand-on mowers aren't limited to 
cutting just residential properties, Free-

L i g h t i n g , I N C . 

The World s Finest Decorative 
Outdoor and Landscape Lighting 

visit our web site at www.cascadelighting.com 

A 08NLYTZ COMPANY 

^ Lumiere 
VISTA Lighting 
^ ^ ^ K I C H L E R 

KIM LIGHTING 

Please call for a complete list: 

1-800-758-6359 
Phone: 330-733-7070 

FAX: 330-733-4868 
25 Elinor Avenue 

Akron, Ohio 44305 
E-mail: 

lights@(os(odelighting.com 

We have the world's most 
popular fixtures from leading 

manufacturers in 
stock for immediate 
shipment anywhere 
in the United States. 

HADCO NIGHTLIFE 
NIGHTSCAPING 
KIM LIGHTING 
LUMIERE 
COPPERMOON. INC. 
KICHLER 
LIGHTFARE BY ROCKSCAPES 
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 
VILLAGE LIGHTING 

USE READER SERVICE # 63 USE READER SERVICE # 64 

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

Website: 
importtransmissionfactory.com 

E-mail: Ralph2itf@aol.com 

Fax: 321-268-3242 

REMANUFACTURED Dyno 
Tested Truck Transmissions 
UD, Isuzu, GMC, Mitsubishi, 
Jatco, Aisin, complete with 
converters, latest factory 
upgrade, nationwide shipping 
and 24 month warranty. 

http://www.cascadelighting.com
mailto:Ralph2itf@aol.com
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Buying smart is more important today than 

ever. Fuel costs have risen sharply due to ris-

ing global demand and they are not likely to 

ever return to the relatively low prices of the 

1990s. Lawn care professionals face higher 

direct business costs as a result, as well as 

higher fertilizer prices driven by rising natural gas and trans-

portation costs. In this new economic reality it is important to 

understand your fertilizer options. The right fertilizer buy can 

reduce the total pounds required, require fewer applications, 

reduce mowing and maintenance and reduce the environmen-

tal impact. The strategic agronomic goal is healthier turf that is 

more efficient to maintain. The strategic business goal is more 

profit. 

Supplying turf professionals with "Practical Innovations" is 

the mission of Lebanon Turf. It is also the strategic filter used to 

develop new and innovative products. All Lebanon Turf prod-

ucts deliver added value for turf professionals by saving time 

and money and solving business needs. 

LebanonTurf 
a V 



ebanon Turf is a dedi-

cated supplier of 

innovative products 

I spanning turf establish-

ment through maintenance. Lebanon 

offers top NTEP-rated seed varieties, 

seed establishment mulch, fertilizers, 

and fertilizer combination products. 

Lebanon has been a pioneer in develop-

ing advanced slow-release nutrients, 

including Meth Ex 4 0 ", a superior 

methylene urea complex; MESA®, an 

exclusive methylene urea ammonium 

sulfate technology; and Expo®, the first 

reacted slow-release potassium sulfate 

product. All Lebanon products deliver 

truly superior value through a combina-

tion of state-of-the-art science with a 

deep understanding of turf managers' 

needs. 

E s t a b l i s h i n g T u r f F a s t e r 

PennMulch*J Seed Accelerator with Moisture Cell Technology™ 
Of all the challenges turf professional face, growing a healthy and consistent 
stand of turf from seed can be the most frustrating. PennMulch Seed Accelera-
tor is a breakthrough product that provides faster and better results. 

Watering is the most fundamental problem with seed establishment. Cus-
tomers rarely follow watering guidelines and natural rainfall delivers either 
too little or too much moisture. Lacking roots, recently germinated seed-
lings do not have access to water just millimeters beneath them in the soil. 
Without critical moisture, desiccating wind and sun can limit their lifespan 
to hours. 

PennMulch with Moisture Cell Technology helps eliminate wet/dry cycles. 
Each pellet helps create ideal conditions for seedlings to thrive and develop. 
Here are some of the benefits of using PennMulch Seed Accelerator: 

Moisture Cell Technology™ conserves moisture at the seed bed level 
It is free of weed seeds that contaminate your turf when using straw 
It does not blow away like straw 
It does not need to be removed or raked up 
A full rate of starter fertilizer is included 
Germination and seedling development are faster 
Improved uniformity eliminates dry spots and resulting bare spots 
Stand density is increased by reducing seedling mortality 
Time and money are saved with no return trips to reseed 
It is easy to apply and requires less equipment than straw or 
hydro mulch 
It provides a finished professional appearance to seeding jobs 
Convenient packaging meets any job size 
It can be applied along boarders without getting into bed areas 
It does not splash onto surfaces and stain like hydro seeding slurries 

Lebanon innovation delivers more value 

PennMulch pellets are superior to straw or other pa-
per pellets. PennMulch is made of recycled paper that 
breaks down naturally without robbing the soil of nutri-
ents. PennMulch also contains no weed seeds (straw 
is often contaminated with orchard grass, Timothy • 
or other perennial forage-type weed grasses, which 
cannot be selectively controlled once they invade new 
turf!) And unlike straw, PennMulch will not blow off-
target into a neighbor's pool or yard, and it never needs to be removed or raked 
u p ' 

PennMulch is also superior to other paper pellets. PennMulch is the only 
product on the market with Moisture Cell Technology™. This patented 
technology puts super absorbent co-polymers into each and every pellet, the 
same polymer used in baby diapers, so each pellet can absorb up to 400% of its 
weight in water - making it available to seedlings at the seed-bed level. 

PennMulch is also the only product of its kind that includes a full rate of 
starter fertilizer so everything needed is applied in a single application. Many 
spreader manufacturers have developed high-volume units that make applying 
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MESA™ Nitrogen: A superior alterna-
tive to sulfur-coated urea, MESA 
homogenous granules deliver up-front 
first response, long feeding and predict-
ability. Half a granule of MESA is still 
MESA, while half a granule of an SCU 
fertilizer may be wasted nitrogen. 

PennMulch fast and easy. All you need to do is prepare the seed-
bed as you normally would, sew the seed and lightly rake it in for 
good seed-to-soil contact, then spread PennMulch at the desired 
rate and water it. 

Feeding Turf Better 
The ideal fertilizer offers quick green up, excellent color, long 
lasting fertilization and is cost-effective. The ideal source of 

slow release nitrogen for turf 
is MESA™. MESA (Meth 
Ex Sulfate of Ammonia) is 
Lebanon's exclusive methylene 
urea, ammonium sulfate com-
plex. MESA is made by reacting 
two excellent forms of nitrogen 
- ammonium sulfate and Meth 
Ex 40® - into homogeneous 
granules. MESA delivers up-
front response, long feeding and 
predictability. MESA is efficient 
fertilization because the turf 
uses more of the nitrogen and 
less is lost to volatilization or 
leaching. Because methylene 

ureas are released by soil microbial activity, release is affected 
by soil moisture and temperature, which means the amount of ni-
trogen released is more naturally matched to the plant's demand. 
Advantages of MESA include better color, less surge growth and 
longer-lasting results: 

Fast response 
Long feeding action 
Brilliant color 
Microbial release 
Reduce or eliminate flush leaf growth 
More cost-effective and efficient than SCU 
No catastrophic release 

Lebanon innovation delivers more value 

The ideal fertility program should supply adequate nitrogen for 
turf without allowing the amount of nitrate to exceed demand. 
Excessive nitrogen can cause turf to grow too fast, and nitrogen 
that cannot be used can leach and be a source of groundwater 
contamination. 

Of the two forms of nitrogen usable to plants, the nitrate form 
is prone to leaching which can contribute to non-point source 
water pollution. In contrast, the ammonium ion form is held on 
the soil to minimize leaching or volatilization. 

Quick-release urea nitrogen fertilizer became popular be-
cause of its wide availability and low initial cost. But urea quickly 
mineralizes in the soil to form excessive nitrate levels. To counter 
this problem urea granules are sometimes coated with molten 

sulfur in varying thicknesses to form a sulfur-coated urea (SCU). 
In theory the advantage is that as the sulfur breaks down the urea 
will be released more slowly. However, in the real world mechani-
cal damage to the sulfur coating during production, handling and 
application can result in the catastrophic release of urea. Even the 
addition of waxes or polymers to make the granules less brittle may 
not eliminate this problem. 

In contrast, MESA does not rely on a protective coating to 
achieve slow release. The release of methylene urea polymers is 
through microbial activity, so the release is extended for longer 
periods and loss to leaching or volatilization is greatly reduced. The 
bottom line is that half a granule of MESA is still MESA, while 
half a granule of an SCU fertilizer might be wasted nitrogen! 

MESA is also superior to SCU in regard to sulfur. Many turf 
managers don't realize that sulfur is the fourth-most important 
nutrient based on plant demand. Use of less refined fossil fuels in 
the past meant that sulfur was rarely deficient. Use of more highly 
refined fossil fuels in the past decade means that soluble sulfur may 
be deficient, and if so it can show up as yellowing of newly-emerg-
ing leaf tissue while being masked in the mature leaf. 

SCU fertilizers have a small percentage of sulfur (8% or less) 
and it is not soluble until mineralized over a period of several 
months. In contrast, the ammonium sulfate used in MESA sup-
plies soluble sulfur to build chlorophyll and related pigments to 
increases photosynthetic ability without the need to increase leaf 
area. What you see is brilliant color and a healthy plant with less 
flush leaf growth! 

The major advantage of controlled-release nitrogen is to avoid 
excessive leaf growth soon after application. In university trials 
MESA outperforms SCU by posting equal or better turf quality 
ratings while at the same time producing less leaf tissue. The end 
result with MESA is healthier turf and lower maintenance costs! 

Maintaining healthy turf easier 
Confront 3 is a new three-way herbicide combination for control-
ling tough turf weeds. This new herbicide chemistry incorporates 
fluroxypyr for control of tough weeds like clover and ground ivy, 
while the phenoxy component quickly controls dandelion and 
plantains. Confront 3 is labeled for use on most turf sites, includ-
ing residential lawns. The new zero phosphorus small particle base 
enhances foliar contact and control, and the 33% MESA slow-re-
lease nitrogen delivers fast response, brilliant green color, and long 
feeding action. The result is terrific looking turf that fills in fast 
behind retreating weeds. 

For non-residential sites the original formulation of Confront 
contain clopyralid. It is a granular herbicide that provides control 
of clover and other tough weeds on par with a spray application. 

Specialized solutions for ornamental care 

The Woodace® brand is a line of products designed to help profes-
sionals care for landscape ornamentals. Woodace Preen® Plus is 
the ultimate labor saver, preventing more than 140 grassy and 
broadleaf weeds from invading shrub beds. Woodace fertilizers are 
just right for trees, shrubs, annual flowers and groundcovers. All 
Woodace nutrition products feature practical innovations in plant 
nutrition like IBDU® slow-release nitrogen, PERK® slow-release 
organic iron, and Expo® slow-release potassium sulfate. 

Topdress ornamental fertilizer options include: Woodace® 11-
4-6 Palm Special with Expo®; Perk®; IBDU®, Micros; Woodace® 
Flowering 14-14-14 with IBDU* MICROS; Woodace® A.C.R.E. 
12-3-6 for Holly and Acid Loving Evergreens; and Woodace® 
Long-term 18-5-10 13.0% WIN. 

Weed Control products include: Woodace® Preen® Plus; and 
Woodace® 13-18-18 with Expo® and 1.73% Ronstar®. 

The Woodace product line includes a planting tablet: Wood-
ace® 14-4-6 Tablet 8.0% WIN; and a soluble fertilizer: Woodace 
20-20-20 Spray Grow. 



Lebanon Turf: Specializing in turf innovation 
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Lebanon Turf began as a dedicated fertilizer 

manufacturing facility for Central Chemical, 

Hagerstown, Maryland. Prior to World War II, 

the facility was used to produce dry mixed fer-

tilizers for farmers in central Pennsylvania. Af-

ter the war the company began selling bagged 

fertilizer to farmers on Long Island, New York, 

and producing 5-10-5 fertilizer under the Sears 

private label for lawn and garden use. Lebanon 

soon also became one of the first companies to 

formulate fertilizer-herbicide blended products. 

Numerous innovations followed. For more 

than two decades Lebanon produced pesticides 

for the United Nations global campaign to 

eradicate malaria. The company developed a 

process to make "ureaform" controlled-release 

nitrogen fertilizers, which made homogeneous 

lawn and garden fertilizers possible. By 1967, 

demand for turf fertilizers was booming and 

the plant was dedicated to producing lawn and 

garden products exclusively. 

In 1993, purchases of the Seaboard Seed 

Company and Stanford Seed Company gave 

Lebanon a presence in the grass seed and wild 

bird food markets, and the company name was 

changed to Lebanon Seaboard Corporation 

to reflect the expanded product line. Lebanon 

Turf Products, the company's professional 

service division, began to market fertilizer and 

seed lines. In 1998, Lebanon made the dif-

ficult, yet strategic decision to sell its farm divi-

sion, but purchased two companies to expand 

its turf business - Pursell Industries and Penn 

Turf Products - the producer of Penn Mulch, 

an unique seed establishment mulch. 

Today, Lebanon Seaboard is a world class, 

single-source producer of quality turf prod-

ucts. The company now employs more than 

300 people, operates six modern production 

locations in three states, and produces multiple 

lines of quality fertilizer and fertilizer-pesticide 

combination products. Lebanon Turf services 

customers through its network of more than 

600 dealers and distributors in the United 

States. The company also distributes profes-

sional turf products in Europe, Asia, Australia, 

New Zealand and Canada. 
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Lawn & Landscape Media Group Presents . . . . 

2005/06 G rowing Your Business Seminars 

Lawn^Landscape 
GROWING YOUR B\ JSNESSl V 

Featuring Jack Mattingly, 
Mattingly Consulting 

u 
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A Comprehensive One-Day Educational 
Event For Landscape Contractors 

i r -
What You Will Learn By Attending 
Learn proven methods to drive the growth and 

profitability of your company. 

Discover how to improve your company's performance 

through detailed tracking of sales efforts, labor 

hours and labor costs and equipment investments. 

Sharpen your sales presentation development and 

delivery skills and how to more accurately estimate 

and bid jobs. 

Establish policies and procedures that will position 

your company for long-term, sustained growth. 

W h y I Attended The Seminar 

"The information presented by Jack Mattingly was very valuable and 

will help us improve our existing systems immediately. We took home 

enough information in one day to save us thousands of dollars and 

hours of wasted labor - it was one of the best seminars I have ever 

attended." 

Attendee At The 2004 Houston, Texas Growing Your Business Seminar 

Seminar Dates & Locations 
August 18,2005 October 6,2005 
Indianapolis Houston 

August 19,2005 October 7,2005 
Columbus, Ohio Oklahoma City 

August 25,2005 November 10,2005 
Chicago Boston 

August 26,2005 November 11,2005 
St. Louis Albany, New York 

September 16,2005 December 1,2005 
Washington, DC Portland, Oregon 

September 23,2005 December 2,2005 
Greenville, South Carolina Los Angeles/Orange County 

California 

September 29,2005 March 16,2006 
Nashville Madison, Wisconsin 

September 30,2005 March 17,2006 
Atlanta Minneapolis 

A Great Value For A 

Seminar With So Much To 

Off or Your Business 

HOW TO REGISTER? 
By Phone: Call 800.456.0707 
On The Web: www.lawnbizseminars.com 

Sponsored Exclusively By 

^ ^ J O H N 

-

http://www.lawnbizseminars.com


mowers/power equipment 

man notes. They're effective on certain 
commercial lots, such as cemeteries, 
where highly detailed work is required. 

In other instances, contractors are 
trading their zero-turn riding mowers 

cally, the operation of those controls is 
exactly the same as on a ride-on zero-
turn mower, so you push the lever for-
ward and it will control that side's drive 
tire. If you pull it back toward you, it 

^ i ... > ' • 

for stand-on mowers. In fact, stand-on 
units are actually zero-turn mowers, 
Freeman says. "It is a true zero-turning 
machine and has what we refer to as 
loop controls," he explains. "And basi-

would put that drive tire in reverse." 
Landscape contractor Andreas 

Dambakakis switched about two years 
ago to almost entirely stand-on mow-
ers. His Winston-Salem, N.C.-based 

company, Yards By Us, made the move 
because of customer demands. "The 
reason we went with them is because 
we're 95 percent residential," he 
explains. "So anybody who cuts grass 
knows that a walk-behind will give a 
prettier cut than a zero-turn mower. It 
allows you to stripe the yard and make 
it look good. Other mowers have bigg< 
tires and leave wider tracks. The smaller 
the cut, the lighter the mower, the pret-
tier the cut." 

Dambakakis adds that riding mowers 
are often too heavy for residential yards, 
resulting in complaints from homeown-
ers who say the mower has torn away 
turf or left tracks in the lawn. "Most 
customers, if they had their way, would 
like us to use a 21-inch push mower, but 
we can't be efficient that way," Dam-
bakakis says. "So how can we be efficient 
and still offer the quality of cut that a 
21-inch mower provides? That's where 
these stand-on units come in." 

BL6900 
59.2CC POWER BLOWER 

high volume, low 
weight, extreme 

durability, supeiioi 
total peifoimance 

2-year True Commercial 
Extra warranty 

maruyama 
P R E M I U M O U T D O O R P O W E R E Q U I P M E N T 

w w w . m a r u y a m a - u s . c o m 

v r o d u c t i v i t y p o w e r 
v a l u e p e i f o i m a n e 9 
Demand more. Because good enough i s n ' t good enough. 
Demand Maruyama. Because e x t r a o r d i n a r y q u a l i t y , proven 
d u r a b i l i t y and s u p e r i o r per formance s t i l l m a t t e r . 
Because commitment to s e r v i c e and support s t i l l count . 
Because we b u i l d the t o o l s of your t r a d e , the t o o l s you 
depend on, everyday. Demand Maruyama. Because anything 
less j u s t i s n ' t good enough. A l l commercial outdoor 

power equipment i s not c r e a t e d e q u a l . 

PREFERRED SUPPLIER OF PORTABLE OUTDOOR POWER EQUIPMENT 
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USE READER SERVICE # 35 
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Industry Service and Market Leadership 

25 years of recognized excellence 
Largest circulation of landscape 

professionals* 

Most widely read publication** 

Most honored editorial staff 

Recent honors include: 

Folio Magazine: 
Gold Winner for Editorial Excellence 

American Society of Business 
Press Editors (ASBPE) 

• Editorial Excellence Special Report, 
Gold Award 

• Editorial Excellence Regular Depa r tmen t 
Gold Award 

Turf and Ornamental Communicators 
Association (TOCA) Awards: 

• Best for Overall Wr i t ing 

• Best for Product In format ion Art icle 

• Best for Overall Ornamenta l Features 

• Best for Single-Page Design/Editorial 

• Mer i t for Turf Feature Art icle 

*Lawn & Landscape December 2004 BPA - Circulation 73,644 

**Source: Publisher's Third Party Research 

www.lawnandlandscape.com 
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P R O D U C T I O N P O I N T S . Many 

contractors who have realized success 

with stand-on mowers say reduced la-

bor and equipment costs and increased 

productivity are the top reasons they've 

stuck with the machines. Labor typi-

cally accounts for 35 to 4 0 percent of 

a contractor's costs, and equipment 

and service comprise 10 to 15 percent 

of a contractor's overhead, Taylor says. 

So contractors can potentially reduce 

costs with labor-saving equipment, such 

as stand-on mowers. Taylor estimates 

stand-on mowers can save a contractor 

30 percent in labor costs. 

Yards By Us purchased 12 stand-on 

mowers two years ago for $ 7 , 0 0 0 per 

unit. The company has raised worker 

productivity 50 percent since switching 

to stand-on mowers and is cutting with 

one-man crews instead of two, Dam-

bakakis says. The stand-on mowers are 

less physically demanding so employees 

can work longer days, he adds. "Our 

main thing was to be productive and 

make sure employees are not tired from 

walking behind a mower," he explains. 

"In my opinion, this is where mowers 

are going in the future." 

Hill says his company loses some 

speed with the stand-on mowers but 

makes up for that with the improved 

mobility and the ability to fit an ad-

ditional mower on his trailers. Hill esti-

mates that has increased productivity by 

25 percent with the stand-on mow-

ers and has switched from a five-day 

workweek to a four-day week, saving 

him more than $ 1 0 0 , 0 0 0 in payroll in 

the first year. "The fact is they're on the 

mowers less now than before because 

they can see where they're going and 

it's easier to maneuver around trees and 

buildings," he says. 

Contractor Daryl Zeka agrees that 

speed isn't the most important factor 

to consider when purchasing a mower. 

Zeka, a partner with Boynton Beach, 

Fla.-based Palm Beach-Broward Land-

scaping, replaced many of his riding 

mowers with stand-on machines because 

the additional speed wasn't necessary. 

The company runs three or four mowers 

per crew with at least two being stand-

ons, Zeka says. With smaller zero-lot 

line properties, maneuverability is more 

critical, he says, adding, "I can get the 

same work done with a more maneu-

verable $6 ,000 machine than with a 

$9 ,000 machine, so that's the direction 

we went to with the crews that maintain 

those type of properties, and some of 

those properties do have large turf areas, 

so we'll put two stand-ons on a crew 

with another sit-down mode l ."® 

Check out our July Onl ine Extras section to 
learn how a stand-on mower can be converted 
into a riding mower and how you can turn a walk-
behind into a stand-on unit wi th a sulky. 

If you're tired of using heavy, poorly balanced hedgers, try Tanaka's 
new THT-210S - the lightest in its class! At 11.0 lbs., the THT-210S 
reduces fatigue so you can increase productivity and profits. 
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NEW! S START 
reduces pull-force 

by 60 percent. 

NEW! 5-POSITION 
LOCKING REAR 

HANDLE SYSTEM 
improves operator 

safety. 

NEW! IMPROVED 
HEAVY-DUTY ANTI-
VIBRATION SYSTEM 

reduces fatigue. 

CALL US TODAY FOR A FREE DEMO. 

1 - 8 8 8 - 4 T A N A K A 
WWW.TANAKA-USA.COM 

Tanaka 
l U 

USE READER SERVICE # 68 

TURBO TURF 
HYDRO SEEDING SYSTEMS 

Call us for a FREE video A info pack! 

TURBO TECHNOLOGIES, INC. 
1500 FIRST AVE, BEAVER FALLS, PA 15010 

800-822-3437 www. Turbo Turf, com 

USE READER SERVICE # 69 

THT-210S 

21 cc, 1.1 h.p. 
Two-Stroke Engine 
26" Double-Sided Blades 

http://WWW.TANAKA-USA.COM
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Five years ago, fire ants were hardly 
on the radar screen for Raleigh, 
N.C.-based lawn care company 
Fairway Green, says company 

manager Kevin Herrmann. That changed in 
recent years when these pesky and some-
times painful critters moved farther north. 

For property owners, their new neigh-
bors are nothing but a nuisance, but for 
Fairway Green, the invasion has resulted in 
a new business opportunity. The company 
has been offering fire ant control for more 
than two years, during which time cus-
tomer demand has continually increased. 
"Three years ago we would get maybe one 
or two calls a year," Herrmann says. "Now, 
we're looking at 15 to 30 calls a year." 

Herrmann estimates that fire ant con-
trol is generating only $10 ,000 a year in 
revenue, but in five to 10 years that number 

could increase to $40 ,000 as customers 
become more educated about the problem. 

Herrmann isn't the only lawn care op-
erator (LCO) whose business has increased 
from fire ant control inquiries. Pesticide 
bans and increased media coverage also 
have boosted customer demand 15 to 20 
percent annually for Jacksonville, Fla.-based 
McCall Service, says Alvin Formella, the 
company's senior operations manager. 

LCOs farther west may also want to 
take note of Formella's and Herrmann's 
experience because fire ants have expanded 
into several western states, including 
California, New Mexico and the Texas Pan-
handle. Traditionally, fire ants have limited 
themselves to the Southeast because they 
thrive on warm, humid conditions. But 
in recent years, they've appeared in drier 

continued on page lOO, sidebar on page 98 



DEAL WITH CLOVER LIKE NEVER BEFORE. 
Make clover and other hard-to-control weeds fold with Spotlight™ specialty herbicide. 
It works fast on established turf and does a consistent job every time. Tank-mix 
Spotlight for an even wider spectrum of control. It works well with all primary broadleaf 
herbicides and its liquid formulation is easy to mix. Or get Spotlight in the powerful 
formulations of new Escalade and Escalade Low Odor herbicides from Nufarm. 

Dow AgroSciences 

Spotlight 
Specialty Herbicide 

www dowagro.com/turf 1 -800-255-3726 ™*Trademark of Dow AgroSciences LLC Always read and follow label directions. 



>esticides/fertilizers 
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Don't be so quick to blame product failure when 
fire ant treatments aren't effective because 

applicator error could be the issue. When spreading 
broadcast treatments, uniform application is critical 
or affected areas could be left untouched. 

Lawn care operators can accomplish this by 
making sure their spreaders are calibrated correctly, 
says Richard Patterson, professor of entomology, 
University of Florida. Incorrectly calibrated spreaders 
are usually responsible for fire ant treatment failures 
at Raleigh, N.C. based Fairway Green, says Kevin 
Herrmann, company manager. "If you have a failure, 
generally it's from not putting the material down at 
the right rate or not hitting all the areas," he says. 

Improper product storage can also result in poor 
control rates. Most baits should be used immediately 
and stored in a cool, dry space because they're formu-

lated with soybean oil, which is perishable. "Invariably, 
when contractors say they've treated a yard with one of 
the commercial baits and they're not working it's be-
cause it's been opened and left somewhere," Patterson 
says. "Use up the material quickly or if you're treating 
individual mounds, buy the smallest amount necessary." 

Technician training can help prevent some mis-
haps. Jacksonville, Fla.-based McCall Service makes its 
technicians review proper application techniques with 
each new product the company receives, says Alvin For-
mella, the company's senior operations manager. Mc-
Call Service technicians are trained on proper spreader 
calibration to ensure materials are being distributed at 
the right amounts, what to look for on label instructions 
and how to properly mix liquids, Formella says, adding 
that technicians must know some basic math to deter-
mine the proper concentration of liquid insecticide. 

Grubs Eating Your Profits? 
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climates, possibly from increasing de-

velopment, says Charles Barr, extension 

program specialist, Texas Cooperative 

Extension, Bryan, Texas. "With irriga-

tion, they can survive in places where 

they're not supposed to," he explains. 

The keys to profiting from fire ant 

control services are educating customers 

and accurately assessing job costs. 

FIRE UP C U S T O M E R S . When fire 

ants are biting, it usually doesn't take 

much to persuade customers that treat-

ments are necessary. But for customers 

who have fire ants but haven't experi-

enced their stinging bites, selling the 

service can be a little more challenging. 

Believability is the biggest hurdle 

LCOs face when marketing fire ant 

All-Terrain. . 
Survivability 

Biotechnology that's right for your 
specific transplant environment 

Increase transplant survival 

Improve plant health 

Save on replacement costs 

roots 
d r y R o o t s * M - R O O T S * T R A N S P L A N m 

f o r m u l a 1-STEP™ | 

NORMAL CONSTRUCTION. HEAT & DROUGHT 
PLANTING STRESSED SOIL CONDITIONS • 

Our name says it all 
( 800 ) 3 4 2 - 6 1 7 3 
www.novozymes.com/roots 

Read and follow all label directions. DryRoots, M-Roots and Transplant 1 Step™ are trademarks of Novozymes Biologicals, Inc. 

novozymes The Novozymes logo is a registered trademark of Novozymes A/S. C2005 Novozymes Biologicals, Inc. 

control, says Scott Frith, marketing 

director, Lawn Doctor, Holmdel, N.J. 

Customers often want a quick fix, not 

realizing that individual mound treat-

ments are usually temporary solutions. 

"That's where our marketing comes 

in - to communicate the benefits the 

service provides and to build that cred-

ibility." 

Existing customers present the 

best opportunity for selling fire ant 

programs because LCOs have already 

established credibility with them, Frith 

says. For these clients, Lawn Doctor 

tries to illustrate the potential problems 

fire ants can cause by leaving promo-

tional door hangers at their homes. 

According to Frith, door hangers work 

because it's one of the first things cus-

tomers see when they get home. 

One Lawn Doctor door hanger 

features a bare foot just inches away 

from landing on a fire ant standing 

atop its mound with a message above 

the image that says: "Read this before 

you take another step." The back of the 

door hanger introduces the company's 

program, indicates the benefits and 

provides the company's phone num-

ber. The image is 

intended to help 

the customer feel a 

personal connection 

with the problem, 

Frith says. "I like 

the slice of life type 

of advertising where 

the customer can see 

themselves in that 

scenario - you're kids 

want to go out and 

• H T t S u ^ T ^ I play on the lawn, but 

they can't because 

•1 n / ^ ^ W of this problem or 

l B you have a barbecue 

' * and you can't enjoy 

it because fire ants 

are there," he explains. "If you can 

depict that in a way that resonates with 

consumers and then deliver a believable 

solution, you should be successful." 

Formella depends on brochures 

provided by manufacturers at no cost 

and radio or television advertisements 

to get his company's message across. 

The brochures explain why fire ant 

control is necessary, when the fire ant 

control will take effect, how long the 

fire ant control will last and provide 
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product safety information. Formella 
spends 3 to 4 percent of the company's 
total budget on marketing. Sixty to 
90-second radio ads range from $60 
to $95 and television ads of a similar 
length are $85 to $500, depending on 
the market and time the ad is running. 
For instance, a television ad during the 
6 p.m. news would be closer to $500. 

The ads typically include the company 
name, years in business, the fact that 
it's family owned and operated and 
highlights the guaranteed services the 
company provides. The company will 
also do a 30-second radio ad in the 
spring specifically for fire ant control 
that tells customers that it's a once-a-
year, guaranteed treatment. 

M O U N D S OF PROFITS. Pricing 
fire ant control isn't much different 
than other lawn care applications. Lawn 
Doctor, McCall Service and Fairway 
Green break down their charges per 
1,000 square feet. The only exception 
for Lawn Doctor is large commercial 
properties, in which case the company 
prices per acre, says John Buechner, 
director of technical services, Lawn 
Doctor. The main difference between 
pricing fire ant control and other lawn 
care applications is that the entire yard, 
including beds and other non-turf 
areas, must be taken into account for 
thorough control. When treatments 
fail, it's often because a non-turf area 
was missed, Herrmann says. 

Like Fairway Green, McCall Service 
surveys all potential fire ant sites before 
providing an estimate. "You should 
always measure your bedding areas in 
addition to turf areas to get good con-
trol and price properly," Formella says. 

McCall Service includes its materials 
cost, labor and other overhead costs, 
such as licensing, administrative and 
insurance, plus an estimated 10-percent 
markup in its fire ant control price, 
Formella says. Materials cost will vary 
depending on the customer's budget. 
For instance, a treatment with yearlong 
residual costs about $275 per acre, Barr 
says. Faster-acting insecticides cost $30 
per acre but require multiple treat-
ments. "You could put down baits at 25 
or 30 percent of the cost, but the cost 
is the same in the long run because you 
do more applications," Formella shares. 

Fairway Green charges $25 per 
1,000 square feet for its broadcast 
treatment. The company pays $2.40 
to $2.80 per pound for the insecticide 
and uses 2 pounds per 1,000 square 
feet. Any baits technicians apply are 
included in the $25 per 1,000-square-
foot charge. The treatment is about 10 
percent more profitable for Fairway 
Green than traditional lawn care ap-
plications, according to Herrmann. 

For McCall Service, fire ant con-
trol yields the same profits as other 
treatments, Formella says. Treatment 
efficacy can determine whether LCOs 
achieve their maximum profits, he 
notes. Fire ants can initially be eradi-
cated, but re-invasion is always possible, 
even with the most effective broadcast 
treatments, because rainfall can break 
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down the material, Formella warns. As 
a result, follow-up applications could be 
necessary. That's why Formella prefers 
using a material with a longer residual 
effect. "If it's done right, you cut your 
callbacks down, and certainly if your 
callbacks are down, then your account 
becomes more profitable," he says. 

Indeed, callback frequency can 
impact profits, Barr says. Baits are 

necessary for customers who want 
immediate results. But they typically 
require return visits. A bait/preventive 
treatment combination is ideal, but the 
client must be willing to pay a higher 
upfront cost, Barr says. This is where 
educating the customer is key. During 
the sales process, McCall Service sends 
customers educational materials that 
explain how the fire ant control works 

and what the customers should expect 
from it before the actual application. 
A sales representative will then follow 
up with the customer in person and 
reiterate some of the points made in the 
marketing materials. "With the use of 
verbal communication and literature, 
you have more of a chance of getting 
the message through to the consumer," 
Formella says, 4-L 

f i r e a n t c o n t r o l s t r a t e i e s 

Fire ants are "smarter" than many people think. 

On the surface, some fast-acting contact treat-
ments appear to eliminate the problem. Lawn care 
operators (LCOs) sometimes use them to appease 
stressed homeowners who want the pests gone 
instantly. But if any survivors are left, the ants own 
survival mechanism tells them to move on and more 
mounds can pop up, which is why many LCOs opt for 
a combination of broadcast and mound treatments. 

Mound treatments can be made in the form of 
baits, mound drenches or powders. The baits consist 
of insecticides mixed with soybean oil on processed 
corn grits. They work by attracting worker ants that 
take the bait back to their colonies and pass it along to 
the queen, which dies or becomes infertile if the bait is 
an insect growth regulator. Some newer baits produce 
up to 90-percent control within 24 hours, but a prob-
lem might still exist, says Richard Patterson, professor 
of entomology, University of Florida, Gainesville, Fla. 
"If you treat an individual colony and the ants move to 
another locale, they may not be subjected to the toxic 
bait and set up shop somewhere else, and then you 
just chase ants around the yard," he explains. 

Entomologist Charles Barr calls baits "a one-
shot deal." "For speed, that's the one to go with," 
says Barr, program specialist, Texas Cooperative 
Extension, Bryan, Texas, adding that fast-acting baits 
can be more than double the cost of some slower 
acting baits. "It cleans the ants out and gets good 
control in a short time - close to 100 percent. But the 
area is open for reinvasion." 

Because mound treatments are viewed as 
temporary fixes, broadcast applications are becom-
ing increasingly popular, Barr says. Certain broad-
cast treatments are more expensive than other fire 
ant controls and take about one month to produce 
results, but they can be effective for more than a year. 

However, the one-month waiting period is too 
long for many customers. In this case, Barr recom-
mends mixing bait with a broadcast insecticide. 
That's the approach technicians working in Lawn 
Doctor's southern locations take. Technicians there 
will bait active mounds and apply a broadcast insec-
ticide as a curative method, says John Buechner, 
director of technical services for the Holmdel, N.J.-
based company. "If there are active mounds, we use 
the bait because the customer sees the mounds go 
down quicker," he explains. "Some baits can knock 
down the ants in a day or two, but there may be other 
undetected mounds that you don't see, and that's 
why you broadcast, so you get season-long control." 

Technicians at Raleigh, N.C.-based Fairway Green 
place baits near hard surfaces, such as sidewalks, 
driveways and the structure's foundation, says com-
pany manager Kevin Herrmann. "We never do any job 
where we just put down a broadcast treatment and 
don't use any baits because if you have a fair amount 
of activity, they're more than likely under a sidewalk 
or a driveway or along the roadway," he says. "It's an 
insurance package for us because we guarantee our 
services for a year, so we don't want to go back." 

Jacksonville, Fla.-based McCall Service uses sev-
eral methods, including growth regulators, broadcast 
applications and mound drenches, says Alvin For-
mella, the company's senior operations manager. The 
company does mound drenches less frequently than 
other treatments because they only kill 50 percent of 
the population, and the other half will move to other 
locations, Formella says. When the company does 
apply liquid treatments, they're usually done in com-
bination with a bait or granular broadcast treatment. 
Baits must be applied more often than broadcast 
treatments, but Formella says if the product includes 
a growth regulator they're very effective. 
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irrigation 

a r s 

I r r i g a t i o n 

c o n t r a c t o r s are 

d i s c o v e r i n g t h a t 

d r i p i r r i g a t i o n 

is m o r e t h a n 

j u s t a way to 

save w a t e r . 

in Dri 

From a water conservationist s 
viewpoint, drip irrigation could 
be considered the ideal system 
for watering plants. After all, 
drip irrigation is 50 percent 

more efficient than traditional overhead 
systems, says Mike Stoll, market manager 
for Netafim USA's landscape and turf divi-
sion, Fresno, Calif. Water savings is good 
news for drought-stricken regions where 
water has become a valued commodity. But 
for irrigation contractors, the system must 
also deliver business for them to consider it 
a worthwhile endeavor. 

Contractors' success with drip irrigation 
systems may depend on how well they can 
sell drip's additional assets. Water efficiency 
is the systems most obvious benefit, but by 
targeting specific plant material, drip irriga-
tion may also result in less weed growth, 

b y j o n a t h a n k a t z 

lower water bills and faster plant growth. 
Besides, in the future contractors may 
have no choice, as more municipalities will 
require low-volume irrigation. "You have 
water management districts telling people 
that just because you buy water doesn't 
mean you have a right to waste it, and 
because the greatest portion of summer 
water is used outside, they're going to start 
imposing bans to save water," Stoll says. 

So by exploring drip irrigation now, 
contractors can get a step ahead of their 
competition, says Janet Reilly, marketing 
manager for Rain Bird Corp.'s Landscape 
Drip Division, Glendora, Calif. "It's a good 
way for contractors to differentiate them-
selves and tell clients, 'I can install drip, 
save you water and still give you healthier 
plants,"' Reilly says. 

Apparently, more contractors are doing 





just that. Low-volume irrigation sales 

have increased 20 to 25 percent annu-

ally in the last five years while tradition-

al irrigation systems have been rising 

in sales by nearly 6 percent each year, 

according to Stoll. "The significant 

increase we see on the low-volume side 

shows that more contractors are moving 

away from sprays and rotors," he says. 

A H E A L T H Y DRIP. Property owners 

typically purchase irrigation systems 

because they want lush, green lawns 

and healthy plants. Although drip 

irrigation is distributed in low vol-

umes, that doesn't mean plants will be 

underwatered and dry up. In fact, drip 

irrigation is said to make plants even 

healthier than overhead systems because 
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they're designed to meet each plants 

irrigation needs, whereas traditional sys-

tems distribute water over a wider area. 

Often referred to as point-source irriga-

tion, this type of drip system features 

emitters the contractor would place 

at the plants root zone. By placing 

the emitters exactly where the water is 

needed, the plants should receive more 

uniform coverage, resulting in quicker 

plant growth and less wasted water. 

"Its targeted, so there's no overspray or 

runoff," Reilly says. 

As a result, drip systems can grow 

plants 50 percent faster than overhead 

systems, Stoll says. "Increased plant 

growth comes from putting the water 

at the root zone where it's needed," he 

explains. 

Drip irrigation also contributes to 

plant health by reducing weed growth 

because the water isn't distributed to 

other areas where weeds may germi-

nate, says Don Hendrickson, president, 

Hendrickson Bros., Corona, Calif. In 

addition, the water is being distributed 

underneath the mulch, whereas an 

overhead system wets the mulch, which 

could promote weed growth, Stoll says. 

When irrigation contractor Larry 

Gross markets drip systems to potential 

clients he often points out how the 

system lowers landscape maintenance 

costs by reducing weed growth. "You 

put 3 inches of mulch down on it, and 

we experience 80 percent less weeding 

as a result," says Gross, general manager 

of Sunshine Nurseries, Riverside, Calif. 

"Weed growth is minimal — maybe two 

or three breaks a year." 

Contractors who are trying to 

irrigate a wider range may opt for 

line-source or broadcast drip irrigation. 

This is where the emitter is premanu-

factured into the drip line every 12 to 

18 inches, Stoll says. "This is good for 

dense planted areas where your plants 

are close to each other, so you're going 

to irrigate most of the ground," Reilly 

says. Because of its wider application 

range, line-source systems could be 

considered a replacement for conven-

tional sprinklers, Stoll says. "We simply 

radiate the water through the soil and 

use the soil's capillary action, whereas a 

sprinkler uses water pressure and gravity 

to throw the water through the air," he 

explains. 

In the long run, Reilly says contrac-

http://www.riaconnect.com
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tors' clients will likely realize more 

savings from point-source irrigation be-

cause it's less wasteful. "This is because 

you're actually designing the system for 

each plant," she says. 

LABOR DEMANDS. Contractors 
who are researching the drip-irrigation 

market may get mixed opinions regard-

ing the system's required installation 

time. The type of pipe a contractor uses 

and the amount of digging involved 

impact how much labor is necessary. 

"It depends on the application," Reilly 

says. "It can be a lot easier to install if 

you're running polyethylene tubing and 

you have an odd-shaped area because 

you're not digging trenches and gluing 

all the PVC together." 

Polyethylene tubing is more flexible 

and can be connected above ground so 

no trenching is required, Reilly adds. 

Stoll agrees that tubing can result in less 

labor. "For the most common applica-

tion, which is putting the tubing into a 

garden area around a house or building, 

it's significantly easier," he says. "You 

simply roll the tubing out, staple it 

down and you're done." 

However, polyethylene tubing isn't 

as rugged as PVC and may be more 

susceptible to damage from shovels or 

vandalism, which is why contractor 

Seth Rutherford says drip irrigation 

isn't always the ideal system. Rutherford 

uses overhead spray systems as much as 

possible because drip systems require 

too much maintenance from broken 

tubing and 25 percent more labor 

than traditional systems to install, he 

says. "I like drip for a fixed hedge or 

fixed hydrangea bed, but it tends to be 

a service problem," says Rutherford, 

president of Waterworks of Nantucket, 

Nantucket, Mass. "If a gardener is in 

there cultivating the beds, drip tubing 

just gets poked and poked because it 

all has to be buried a few inches down, 

and he doesn't see it." 

Gross estimates that drip irrigation 

requires 15 to 2 0 percent more labor to 

install than overhead systems because 

there are more components involved, 

such as valves and clocks. But contrac-

tor Bill Jenkins says drip irrigation is 

less labor intensive than traditional 

sprinklers. "Where you might need 

a fairly large number of zones with a 

spray system just to water a given num-

ber of plants, drip can do the same with 

fewer valves, so it's very cost effective," 

says Jenkins, president, Think Green 

Irrigation, Scottsdale, Ariz. It's going to 

be simpler to trench and install, which 

means it will take less time and labor." 

CONSERVATION COSTS. Like 
labor, personal experience will probably 
dictate whether drip irrigation is more 
expensive or less costly to install than 
traditional irrigation systems. Drip irri-

cont inued on page 114. sidebar on page 112 
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competition year M 
after year. ^ 

First to Start. Last to Quit 
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irrigation > > > 

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

The number of emitters required at each plant will 
vary depending on the soil type and plant root 

zone or canopy area. Contractors should base emitter 
quantity on irrigating 50 percent of the plant's canopy 
area, according to information provided by Jennifer 
Waxman-Lloyd, a marketing analyst with Longwood, 
Fla.-based Antelco Corp. Emitter location is also criti-
cal. Emitters should be equally spaced around the 
plant center and at the same discharge rate. Contrac-
tors should keep in mind that as plant root areas ex-
pand, longer application times will be necessary. The 
information provided by Waxman-Lloyd recommends 
the following guidelines for emitter quantities: 

Potted plants - One emitter 
Shrubs - One emitter for shrubs up to 3 feet in 

canopy diameter and two emitters for shrubs with 
3- to 5-foot canopies - one on each side of the plant 

with one emitter facing the prevailing wind direction. 
• Trees - Three emitters for trees with 5-foot to 10-
foot canopies, four emitters for trees with 10- to 20-
foot canopies and six emitters for trees with canopies 
more than 20 feet in diameter. 
• Ground cover and flower beds - For sandy soils, 
one emitter per 7.5 to 10 square feet. For sandy-loam 
soils, one emitter per 10 to 12.5 square feet. 

For emitter placement, the company suggests: 
Potted plants - Place at the base of the plant 

• Shrubs, trees - Place at the base for shrubs up 
to 3 feet in diameter. For shrubs and trees more than 
3 feet in canopy diameter, equally space the emitter 
25 to 30 percent from the plant's center to its canopy 
perimeter. For example, trees with a 20-foot canopy 
diameter would have emitters spaced equally around 
the tree 2.5 to 3 feet from the center. 

Innovation. Partnership. Profit. 
"The dec i s ion for Heaviland Enterprises to b e c o m e a 
Founding Partner of the Symbiot Landscape Network was 
an easy one . As a smaller regional company, w e n e e d e d the 
leverage to c o m p e t e against the national firms for 
commerc ia l m a i n t e n a n c e contracts. By partnering with 
other premier landscape c o m p a n i e s throughout the 
country, this has given us opportuni t ies w e never wou ld 
have realized. The P3 partnerships give us incredible 
purchasing power by offering a full range of products and 
services. Monthly webcasts , the Onl ine Estimator and Sales 
Partner Retreats are other great programs w e take 
advantage of. The c h a n c e to network and exchange 
industry BMP's with m y SLN peers is the icing o n the cake!" 

Tom Heaviland, Heaviland Enterprises 

Heaviland Enterprises is a twenty year old commercial landscape 
management company providing service in San Diego County with 
85 employees servicing over 200 commercial sites. Members of 
PLANET and CLCA, Heaviland Enterprises was the winner of a 
BBB Torch Award for Marketplace Ethics. Find out how Symbiot 
helps Tom Heaviland grow his business, and how a partnership 
in the Symbiot Landscape Network can grow yours. 

Become a Partner 
Today! 

www.symbiot.biz 
866.223.9049 

USE READER SERVICE # 84 

http://www.symbiot.biz


VOLVO THINKS IT'S THE EXCAVATOR THAT 
SHOULD WORK IN A TIGHT SPACE. 
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When you're sitting more comfortably, you work more efficiently. It's that simple. That's why Volvo's new 

range of short-swing radius excavators are engineered to maneuver in the smallest workspace, yet still 

give you plenty of room to operate inside a spacious cab. The roomy interior comes courtesy of Volvo's 

side-mounted engine which is designed for easier servicing and access. And there is absolutely no 

compromise on digging power. In other words, from 2.5 to 8 tons, the new Volvo short-swing radius 

excavators will dig you out of a tight spot comfortably. 

MORE CARE. BUILT IN. 
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Put a Volvo to the test - find your dealer at w w w . v o l v o c e . c o m 

http://www.volvoce.com


continued from page 770 

gation is 25 percent less expensive than 
overhead systems, according to Bill 
Hutcheon, president of drip systems 
manufacturer Antelco Corp., Long-
wood, Fla. Hendrickson estimates drip 
irrigation is 10 to 15 percent less costly 
than overhead sprinklers. 

But installation costs can vary 
depending on the area being irrigated. 
"With drip, its difficult to say because 
planting beds are different, and you 
have different types of plant spacing," 
Reilly says. On average, Gross says 
he spends 25 percent more for drip 
components than he does for overhead 
systems. The higher cost means Gross 
must charge more for drip irrigation 
than other systems, but he says the cli-
ent can easily recoup the added expense 
from water savings. "If they're spending 
$5,000 a month on water with an over-
head system, they could be spending 
$200 a month on drip," he says. 

Gross works mainly with develop-

ers who prefer that he break down the 
price per square foot. He first figures 
what his materials costs are and then 
adds a 30-percent markup. His fees are 
about $ 1 per square foot for a typi-
cal drip project compared with 60 to 
70 cents per square foot for overhead 
systems. For smaller projects, less than 
15,000 square feet, his average price 
is $4.50 per square foot, which is 
comparable to an overhead system. The 
narrower the area, the more cost effec-
tive a drip system will be in comparison 
to an overhead system because tradi-
tional spray systems require more heads 
spaced closer together, which is more 
labor intensive to install, Stoll says. 

In the end, profitability on drip 
irrigation installations is about the same 
as other systems, Gross says. Jenkins 
agrees, saying, "All the work we do is 
bid to be profitable, and drip is cer-
tainly efficient to install, but it doesn't 
stand out as being any more profitable 

than any other type of system." 
Many manufacturers and contrac-

tors point out that drip irrigation 
represents more than just profits - it's 
sometimes the most sensible solution. 
"We're choosing a system not just be-
cause its cost-effective but because its 
the most appropriate," Jenkins says. "In 
the Phoenix area we don't use overhead 
irrigation unless there are some extenu-
ating circumstances. In other markets, 
overhead irrigation is popular because 
they're used to installing it that way. 
But with everyone being concerned 
about water usage, the benefit of drip 
irrigation is that you're using water ef-
ficiently." LL 

Check out our July Onl ine Extras section for 
more tips on proper operating procedures for 
drip irrigation systems, as well as information on 
disk and screen filters. 

OLDHAM 
CHEMICALS COMPANY, INC. 

OVER 40 YEARS OF RELIABILITY 

200 GALLON LAWN RIG 
• 200 GALLON OLDHAM TANK WITH BAFFLE. 
• HYPRO D30 TWIN DIAPHRAGM PUMP. 
• 5.5 HP HONDA ENGINE. 
• HANNAY ELECTRIC REEL WITH 300' 1/2" HOSE. 

INSECTICIDES • FUNGICIDES • HERBICIDES 
SAFETY EQUIPMENT • SPRAY RIGS AND ACCESSORIES 

| 1-800 888-5502 r 
PO BOX 18358 ^ 

3701 NEW GETWELL ROAD IF 
4 MEMPHIS, TN 38118 
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Check us out @ www.lawnandlandscape.com 
Laum & Landscape Online: 
The Industry at Your Fingertips 

Green industry professionals 
need the most up-to-date informa-
tion available to help them run 
successful businesses. That's why 
tens of thousands of industry pro- = T 
fessionals visit Lawn & Landscape ! ===. 
Online every week. 

Lawn & Landscape Online is the 
most advanced site serving the 
industry. With an audience of 
lawn and landscape contracters. 
manufacturers and suppliers, the 
site features top news, regular 
product updates, magazine article 
archives. MSDS and product label 
details, and an active message 
board. 

Visit Lawn & Landscape Online 
regularly to keep up with industry 
trends. Here's more ways to 
participate in this dynamic online 
community: 

TVNwoli 

E-Newsletter: 
Can't visit Lawn & Landscape 
Online every day? Sign up 
online to receive our weekly 
E-Newsletter for a round-op of 
news stones, upcomng events 
and more. 

Product E-Newsletter: Message Board: 
Visit www lawnandlandscape com This page is the ideal place for 
to sign up for the weekly Product 
E-Newsletter showcasing new 
products that can improve job 
quality and operations efficiency 

industry professionals to share 
tips and tricks, ask and answer 
business-related questions and 
network with peers 

http://www.lawnandlandscape.com
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Z Series - Superior Features,r Superior Products 
72cc Strato-Charged™ Engine 
943cfm, 203mph Airflow 
2005 C.A.R.B. Approved 
Free Flow™ Debris Net 
2-Stage Fresh Flow™ Air Filter 

Ventilated Back Pad with Lumbar Support 
Wide Padded Shoulder Straps with Waist Belt 
1.2 Hour Operation with Wide Open Throttle 
Right or Left Hand Throttle Available 
2 Year Commercial Warranty 

Z E D O R H 

K O M A 1 S U 
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Komatsu Zenoah America, Inc. 
4 3 4 4 Shack le ford Road, Norcross, GA 3 0 0 9 3 

Phone: 8 0 0 - 2 9 1 - 8 2 5 1 Fax: 7 7 0 - 3 8 1 - 5 1 5 0 w w w . r e d m a x . c o m 

http://www.redmax.com
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Let Jack Mattinglys industry 

experience help your company 

grow to its fullest potential. 

When you've started a business 
from scratch, its not uncom-
mon to feel like a small fish in 
a pond that just keeps getting 

bigger. And even for small-business owners 
who move past those thoughts and make 
commitments to grow their companies, 
knowing how to get started isn't always easy. 

That's where Lawn & Landscapes 
Growing Your Business Seminars, featur-
ing industry consultant Jack Mattingly and 
sponsored by John Deere, can make a 
big difference. Starting this Au-
gust and running through 
March 2006, con-
tractors around 
the 

usinesses 
by l a u r e n s p i e r s 

country will have the opportunity to at-
tend these interactive seminars. 

"We've averaged about 45 attendees 
for each seminar," Mattingly says. 
"There are a lot of businesses 
out there whose main 
concern is that 
they don't 
know 



how to grow and they don't have 
systems in place to figure out where 

they are at from a job or a financial stand-
point. Those are some of the topics we cover." 

Mattingly says the majority of attendees are 
owners or managers of businesses less than $ 1 million, 

though there are always a few owners of $ 1 million-plus 
businesses, proving that companies of all sizes can benefit 

from the experience, which includes information on estimating, 
managing labor, tracking hours and more. This year, Mattingly 

says attendees will also be able to purchase additional tools includ-
ing a CD-ROM video of how to create a schedule board, and a disk of 

production forms that contractors can customize to their own businesses. 
Every month in his operations column for Lawn & Landscape magazine, Mat-

tingly touches on these topics, but Growing Your Business Seminar attendees have his 
full knowledge, expertise and attention during the course of the day-long seminars. "The 

attendees can also learn from each other as we elaborate on the information together through their 
questions and comments," he says. "As a networking opportunity, all of these business owners can share 

ideas about how these systems have worked for them or the best ways to implement them in their businesses." 
Visit www.lawnbizseminars.com for more information on the Lawn & Landscape 2005-2006 Growing Your 

Business Seminars, including a schedule of cities where the seminars will be held. To register, call the Lawn & Landscape 
conference division at 800/456-0707 or contact Michelle Fitzpatrick at mfitzpatrick@gie.net. ILL 

http://www.lawnbizseminars.com
mailto:mfitzpatrick@gie.net


& landscape events 

\ \ 

W h e n it comes to lawns, 

^ ^ theres nothing clients 

like less than weeds and 

insects. Let the Lawn 

^ & Lajidsc/pe Weed 

& Insect "Management 
m*/ 

0 "Seminars help you build 

j f a t f pest management * w t 

> 

According to Lawn & Landscape 
research, am'where from one-

half two two-thirds of contrac-

tors perform fertilization, weed, 

disease or insect control on 

their clients' lawns. That means the chances 

are fairly good that your company can 

benefit from some educational opportunities 

focused on these types of services. 

This August, Lawn & Landscape is ex-
tending an invitation to you, your manag-

ers and your technicians to attend the Lawn 

& Landscape Weed & Insect Management 

Seminars. We've been able to create two-day 

events featuring some of the industry's most 

well-respected researchers and professional 

lawn care operators (LCOs), along with 

prominent business-management speakers. 

What's more, Lawn & Landscape has 
listened to its readers and past conference 

attendees, and turned last year's three-day 

Weed & Insect Summit into two two-day 

seminars geared specifically to Northern 

U.S. and Southern U.S. contractors' needs. 

Session presenter Rick Brandenburg, 

professor of entomology at North Caro-

lina State University, is looking forward to 

gearing his presentation specifically toward 

Southern U.S. LCOs. "Last year's event in 

Chicago included a lot of great informa-

tion for attendees," Brandenburg says. "The 

challenge was that the audience was from all 

over the United States, and at times only a 

portion of the attendees had a stake in the 

presentation at hand. I'm really encouraged 

by the North/South approach that Lawn & 

Landscape is taking this year because it means 

I can create a longer presentation that's 

geared specifically toward warm-season pests 

and I think the Southern U.S. attendees will 
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Isuzu trucks have 
been America s 
# 1 selling low cab 
forward truck for 19 straight 
years for a lot of reasons. 
With their panoramic vis-
ibility and incredible han-
dling, they easily get you 
around the tightest traffic. 

And for 2006, 
our N-Series LCF 

diesel trucks offer even 
more productivity enhanc-
ing features and a premier 
3-year/unlimited warranty. 
Visit www.isuzucv.com/ll or 
call 800 -785-5445 ext. 2375 
for full details. 
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AMERICA'S #1 LOW CAB FORWARD TR SINCE 1986. 

ISUZU 

r s u z u m i ^ 

Tilt/Telescoping Tachometer Standard Power Door Power Windows Washer Fluid Air Filter 
Steering wheel for Diesel Engines Locks Standard Standard Refill in Dash Indicator 

http://www.isuzucv.com/ll


lawn & landscape events 

really be able to get a lot out of that." 

This year, Brandenburg says his 

presentation is going to focus on major 

warm-season pests, such as fire ants, 

mole crickets and chinch bugs, as well 

as other nuisance species like earth-

worms and moles. He says services like 

mole management are becoming more 

popular among lawn care companies, 

creating a new revenue opportunity. 

As such, Lawn & Landscape has 
not neglected the business aspect of 

lawn care, including several sessions 

focused on sales and marketing. Keith 

Rosen, founder of business consulting 

firm Profit Builders, will be making a 

presentation called "Taking Charge of 

Your Sales" at both the Northern and 

Southern U.S. Weed & Insect Seminars. 

"I've worked with many business owners 

over the years and one thing I've found 

that's similar from industry to industry 

is challenges in making the most of 

your sales opportunities," Rosen says. 

"I'm really looking forward to helping 

attendees work out the best ways to 

tackle their sales issues. Conferences like 

this one also do a great job of bringing 

together like-minded professionals who 

can offer new ideas to each other." 

Beginning with the Northern 

Weed & Insect Seminar to be held in 

Cleveland on Aug. 3-4, attendees can 

look forward to the following session 

speakers and topics: 

• "The Dirty Dozen: Six Mistakes to 

Avoid, Six Steps to Succeed in Lawn 

Care." Phil Fogarty, Weed Man 

• "What's Bugging You? An Insect & 

Grub Control Update." Dave Shetlar, 

The Ohio State University 

• "Keeping Lawn Care Customer 

Retention High." Chris Senske, Senske 

Lawn & Tree Care 

• "Understanding Microorganisms" 

Lee West, Novozymes 

Southern LCOs get their fill of 

industry education two weeks later 

from Aug. 1 7 - 1 8 at the southern Weed 

& Insect Seminar in New Orleans, La. 

In addition to Brandenburg's presenta-

tion, LCOs have the following learning 

opportunities available: 

• "Customizing Lawn Care Services 

= Increased Revenue." Kevin Cooper, 

Cooper's Landscape Management 

• "The Art of Perfection in Lawn 

Care." Karen Novosel, Massey Services 

• "Building a Lawn Care Business Be-

yond $1 Million." Sam Morgan, Weed 

Man 

• "Weeding out the Problem: Tips for 

Effective Weed Control." Tim Murphy, 

University of Georgia 

More information is available at 

www.weedinsectseminar.com, as well as 

details on the seminar locations, sched-

ules, registration and sponsor informa-

tion. Ready to sign up? Call Michelle 

Fitzpatrick in the Lawn & Landscape 
conference division at 800/456-0707 or 

e-mail her at mfitzpatrick@gie.net. 4L 
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W e can build the lawn care 
truck of your dreams 

A perfect b lend o f f u n c t i o n and image 
• 300 gallon fiberglass liquid tank up front • Mechanical or 
pressure agitation • 50 (or 100) gallon fiberglass auxiliary 

tank • Gas engine powers agitator and pump 
• Diaphragm pump • Mechanicals mounted on auxiliary 

tank to save space • Electric pumps available 

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

t/?e hQ$$ reel. 

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

New for '05... 
Tanks & spray systems 
for VANS! Callus. 

Lehman Mfg. Company, Inc. 
800.348.5196 

www.llc-equipment.com 

USE READER SERVICE # 90 

We send you customers 
who want you to call them 

Receive project leads for: 
• Residential landscape installation 
• Commercial landscape installation 
• Residential landscape maintenance 
• Commercial landscape maintenance 

LandscapeLeads.com 
BID M O R E P R O J E C T S 

Enroll online: 
landscapeleads.com 

^ " Enroll toll-free: 
888-28-LEADS 

http://www.weedinsectseminar.com
mailto:mfitzpatrick@gie.net
http://www.llc-equipment.com


YOU WANT i Q*OU£? ' 
" / i n et> ( 

THE NEW SRM-261T FEATURING 50% MORETORQUE. 
MECHD 

Ask Any Pro! 

1-800-432-ECHO 
www.echo-usa .com 

http://www.echo-usa.com
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Enter into the Light 
Help your clients make an entrance with these lighting products. 

^ compiled by kathleen franzinger 

Vista Mode l 2 1 6 5 Petite Copper 

Path Light 

Brushed copper finish ages to a rich 
bronze-like patina 
Made from 14-gauge high-grade copper 
Spun solid copper shade is 31/2 inches wide 
Turn-to-lock lamp base features solid brass 
detailing 
Features an optical-grade frosted lens 
Fitted with a silicone gasket for a watertight 
seal 
UL-1838 listed 
Vista Professional Outdoor Lighting 
- 800/766-8478, www.vistapro.com 

Circle 201 on reader service card 

Kichler Cross Creek 1 5 3 2 2 A Z G 
Path Light 

Arts and Crafts-style, 12-Volt path light 
Aged bronze finish 
Body made of aluminum 
27 inches tall and 6 inches wide 
Shade is textured linen seedy glass 
Matching 120-volt outdoor fixtures available including 
brackets, post lights and ceiling lights 

• Kichler Landscape Lighting - 216/573-1000, 
www.kichler.com 

Circle 202 on reader service card 

http://www.vistapro.com
http://www.kichler.com


• 15-hp Kawaski Engine o (Independent transaxlBi 
o m$qms easy-to-mm str ing provide nearly effortless 

COTtrob Ilk® the W E i l l t e r filter manueverability 
• Five interchangeable mower * Forward Speed/Cruise Control 

decks from 36" to 56" o Retractable Sy% ©ptto 
o Casteriirog tail wheel nlt@w§ fer 

ffiar timoe floating deck • Proven Walker engineering 

For everyone who thought you should walk behind a Walker, 
now you can! Introducing the Walker by Walker-a compact, 
mid-size walk behind using many of the innovative design 
principles from the time-proven Walker Rider. 

W L K AflAD®^^ (zMXMMtf 
5925 E. HARMONY ROAD • FORT COUJNS, CO 80528 • (970) 221-5614 • www,walkermowers.com 

USE READER SERVICE # 92 

Request a Free 
Demonstration Today 

WALKER MOWER 

Uses the same decks as 
the Walker Rider including 

the tilt-up feature 

Retractable 
Sulky stows 
in seconds 



n r o d u e { s n o f l i a k 
• • • • • H i U — m 

CAST Lighting Niche 

Light CNL1CB 

• Measures 3.5 by 2.25 inches 
• Solid copper bracket allows top or 

side mounting 
• Body made of a heavy-gauge 

copper shroud mounted on a solid 
bronze base 

• Internal connections are crimped 
and soldered 

• Prewired with 25 feet of #18/2 
tin-coated, marine-grade wire 

• CAST Lighting - 800/914-2278, 
www.cast-lighting.com 

Circle 203 on reader service card 

Hinkley Lighting A/It. Laurel 
2384CB Lantern 

• 120-volt solid brass fixture 
• Offers a copper bronze finish 
• Measures 8 inches wide and 15 inches 

high; additional sizes available 
• Features textured honey art glass 

panels 
• Back plate measures 7 inches high 

and 61/4 inches wide 
• Controls light pollution, light trespass/ 

egress and conserves energy 
• Matching low-voltage path light also 

available 
• Hinkley Lighting - 800/446-5539, 

www.hinkleylighting.com 
Circle 204 on reader service card 

SINCE 1 9 3 8 

K I C H L E R 
LANDSCAPE L I G H T I N G F ^ I 

Lighting your path to success... 
KICHLER EXCLUSIVE! 

• TWO 300 watt transformers 
in one 
• TWO separate sets of multi-
tap outputs - up to 15v on each 
circuit 
• TWO independently 
controlled timers and photocells 
• X-10 compatible 
• Lifetime warranty 
• Angled terminal board with 
30-degree tilt 
• Flip-top door with magnetic 
fastener 
• Primary current loop 

Contact us today for a FREE information packet. 
Be sure to ask about our Premiere Contractor Program 

800-659-9000 
www.kichlcr.com/lsa 

Efficiency / Reliability 
Mixing & Dispensing Systems Large or Small 

• Fill trucks faster 

• Uniform fertilizer 
& chemical mixes 

• Save on the 
chemical usage 

Sotera Systems 

Pump & Meter Kits 
For mini bulk 
tanks & drums 

# MS460 #MS 39 1 Gallon 
# MS 35 1 quart 

CHEMICAL P.O Box 1307 
CONTAINERS, INC. Lake Wales, Florida 33859 

1 -800-346-7867 
Specialists in Liquid Handling Products & Equipment 

USE READER SERVICE # 93 USE READER SERVICE # 94 

http://www.cast-lighting.com
http://www.hinkleylighting.com
http://www.kichlcr.com/lsa


From Lawn & Landscape Media Group, Publishers of GIE Media's SNOW Magazine 

SNOW 
ESTIMATING 
SOFTWARE 

Sponsored By: 

J ; B 

Managing Snow & Ice 
From highly respected and successful 
snow removal contractor John Allin 
comes a new, comprehensive guide 
to the business of snow and ice 
removal. From pricing to plowing, 
Managing Snow & Ice will educate 
readers on every aspect of owning 
and operating a snow and ice 
removal company. Novices will gain 
a solid understanding of all levels of 
the industry, while experienced pros 
will find insights to boost productivity 
and profitability. 

Snow Removal Business 
Forms 

A companion to Managing Snow 
& Ice, this CD-ROM contains all the 
forms and documents essential to 
snow removal. Taken directly from 
forms John Allin uses in his highly 
successful snow removal operation! 
More than 25 forms including: 
# Sample contracts 
# Subcontractor agreements 
# Financial statements 
# Snow response plans 
& Marketing documents 
# Time sheets 
# Sales letter 
& Job application 
# Rate sheets 
# And much more! 

Snow Estimating Software 
Adapted from the system used by 
successful snow removal contrac-
tor John Allin, this software system 
will ease the estimating process. A 
user-friendly platform walks contrac-
tors through the estimating process, 
computes the information entered 
and delivers a time, material and cost 
estimate per job. The system deliv-
ers price in per-push, per-event and 
per-season formats. 
# Can be customized based on 

your company's production rates, 
snowfall, costs, equipment, etc. 

# Includes default production rates 
based on rates used by Snow 
Management Group 

# $295.95 

/I 4 I S T O R E Lawn6rLandscape 
FOUR EASY WAYS TO ORDER: 

1. VISIT: 
www.lawnandlandscape.com/store 

2. CALL: 
800-456-0707 

3. MAIL THIS FORM TO: 
Lawn & Landscape Media Group 
4012 Bridge Ave. 
Attn: Book Store 
Cleveland, OH 44113 

4. FAX TO: 
216-961-0364 

• Check Enclosed. Payable To: 
GIE Media's Snow Magazine 

• Charge My: 
• American Express 
• Visa 
• Mastercard 
• Discover/Novus 

Card Number. 

Exp. Date 

Oty Subtotal 

Snow Estimating Software - $295.95 each $ 

Managing Snow & Ice - $25.00 each $ 

Snow Removal Business Forms on CD-ROM - $24.95 ea $ 

MERCHANDISE TOTAL $ 

Ohio Residents Add 8% Sales Tax $ 

SHIPPING & HANDLING 
Inside The U.S. - First Item $6.00; Additional Items $2.00 Each 
International - First Item $11.00; Additional Items $4.00 Each $ 

TOTAL AMOUNT DUE $ 

Name . 

Title _ 

Company. 

Address _ 

City 

Phone. 

E-Mail 

. State 

_Fax 

Zip 

ALL0705 

http://www.lawnandlandscape.com/store


Lighting Edge M o d e l 9 1 4 5 

Pa thway Light 

• Features a spun copper head and 
copper pipe 

• Available in multiple heights and 
verde finish 

• Multiple lamp options 
• Head measures 5 by 4 inches 
• 12 Volts 
• The Lighting Edge -

860/767-8968, 
www.lightingedge.com 

Circle 2 0 5 on reader service card 

Sea Cull Lighting 

York town 

Lantern 8 9 0 4 9 B L E - 1 2 

• Single-light fluorescent 
outdoor wall lantern 

• Features black finish 
die-cast aluminum with 
swirled marbleized glass 
Measures 8 inches wide 
and 12 inches high 
Energy Star qualified 
Lamp and photocell 
included 

Sea Gull Lighting 
- 800/347-5483, 
www.seagulllighting.com 

Circle 2 0 6 on reader service 

card 

FINN FAMILY OF 

* i * i 

Saving t ime and money 
with every straw blowing 
application since 1 9 4 9 . 

FEATURES B 4 0 , B 7 0 , B 2 6 0 and the indus t ry w o r k h o r s e , t he B 3 0 0 

8T TV A 1935 | |/f ) 2005 c 

W 
nothing compares to the performance and capabilities of the FINN. 

Call us to learn more about the Straw Blower Family and we will show you 
how quickly FINN equipment will pay for itself and increase your profits! 

8 0 0 . 5 4 3 . 7 1 6 6 . www.flnncorp.com 
Finn Corporation 9281 LeSaint Drive. Fairfield, OH 45014-5457 

f ? ' " • 
FINN Straw Blowers have made it possible to achieve a 3040% 
material savings and to get an incredible savings in labor of 80% over 
hand mulching. Having tried a competitive unit in the past and seeing 
how it would bog down while trying to chop straw, it is obvious that 

w 77 • 
USE READER SERVICE # 96 USE READER SERVICE # 97 

www.nitetymeilluminations.com 

L A N D S C A P E L I G H T I N G 

http://www.lightingedge.com
http://www.seagulllighting.com
http://www.flnncorp.com
http://www.nitetymeilluminations.com


Kim Lighting Direct 
Burial Floodlight 

• Combines performance of traditional 
floodlights with aesthetics of in-grade 
luminaries 

• Offers nine optical systems 
• Choice of heavy-cast bronze or 

aluminum housings, as well as 
composite housings 

• Aluminum housing offered in five 
standard finishes: black, dark bronze, 
light gray, platinum silver and white 

• Bronze housing is offered in a natural 
bronze finish and will rapidly age to a 
deep bronze color and may develop 
areas of verde patina 

• Optional hoods, shields, colored and 
clear lenses available 

• Kim Lighting - 626/968-5666, 
www.kimlighting.com 

Circle 207 on reader service card 

Focus Industries Tikir 
Stars & Moons Area Lights 

• Come in several finishes, including brass 
and aluminum 

• Standard hub generates 20-foot diameter 
output; an adjustable hub supplies 6- to 
32-foot beam spreads 

• 10,000-hour light sources offered 
• Sprinkler/glare shield available 
• Constructed of die-cast brass 
• Brass fixture comes with brass mounting 

stakes 
• Choice of 120 or 12 volts 
• Focus Industries - 888/882-1350, 

www.focusindustries.com 
Circle 2 0 8 on reader service card 

Frog Lights LED 
Mini Spotlights 

• Feature a 1-inch-
diameter stainless-
steel case 

• Waterproof 
• Suitable for walkways, 

walls, driveways, 
ponds, mulch and 
decks 

• Operating voltage of 
12 volts 

• Approximate life of 
11 years 

• Frog Lights -
800/930-1670, 
www.frog-lights.com 

Circle 2 0 9 on reader 

service card 

http://www.kimlighting.com
http://www.focusindustries.com
http://www.frog-lights.com


Product 

AMERICAN BRICK SAW COMPANY, INC. 

American Brick Saw Company, Inc. was established to manufacture superior products for the brick pav-

ing and masonry contractors. Combining existing product knowledge, installation experience, and task 

specific requirements - the Americutter product line was created. The Americutter is the most efficient 

and durable brick and block masonry saw in the industry. Americutter brick and block masonry saws are 

complimented by a complete line of accessory products that include saw stands, utility can, diamond 

blades, and other related materials. 

American Brick Saw Co., Inc. 

825 Seegers Rd„ Des Plaines, IL 60016 

Phone: 800.989.9593 

Fax: 847.390.0060 
wwwAmerican BrickSaw.com 

1.877.965.0951 

m 

USE READER SERVICE #105 

BALLARD INCORPORATED 
Ballard Incorporated manufactures 

and distributes a full line of 

quality accessories. These products 

were designed, build and proven by 

professional landscapers over the past 

10 years. Our products will help 

portray a professional image while 

making your daily efforts more 

efficient. All products backed by a 

quality 1 year warranty. 

Ballard Accessories Inc. 

Des Moines, Iowa 

1 -877 -965-0951 

5 1 5 - 2 8 9 - 3 7 2 2 

www.ballard-inc.com 
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Direct-lnject 
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ArborSystems' Wedgle™ Direct-

lnject™ Tree Treatment System: 

• The only "no drilling" trunk 

injection system—protects tree 

vitality. 

• Treat almost any tree in five 

minutes or less. Cut labor costs! 

• Save 5 0 % to 8 0 % in chemical 

costs—get proven control with 

less chemical. 

• Insecticides, fungicides, PGRs, 

and nutrients available. 

ArborSystems 

www.ArborSystems.com 

800-698-4641 

P.O. Box 3 4 6 4 5 - Omaha, NE 6 8 1 3 4 

h't rifht for the trrrt. h't rifht fur your company. 

t . 

USE READER SERVICE #106 

CREATIVE DISPLAYS1 

Creative Displays1*', Inc. started out in 

business to provide Christmas displays 

for commercial sites. In 1994 the current 

President, Paul Sessel took over control 

and set his sights to greater heights. After 

many years in the commercial Christmas 

display business, Paul has not only begun 

to sell commercial grade Christmas Light-

ing on a wholesale basis, but by aligning 

himself with Kalamazoo Banner Works™; 

all your outdoor display needs can be met 

through one source. 

Creative Displays IM 

1 6 2 1 0 Foster Overland Park, KS 6 6 0 8 5 

Toll Free (800) 7 3 3 - 9 6 1 7 

Email: info^creativedisplays.com 

Website: www.CreativeDisplays.com 

USE READER SERVICE #107 USE READER SERVICE #108 

http://www.ballard-inc.com
http://www.ArborSystems.com
http://www.CreativeDisplays.com


j.j. MAUGET ARBORFOS 

Haulz-All motorized wheelbarrows offer two 

measurable benefits: Productivity and Safety. 

These contactor-grade machines increase worker 

output and reduce exposure to back injury as a 

result of moving heavy loads (up to 600 pounds 

depending on model). 

Run time is typically 4-8 hours if run continu-

ously, all day running start/stop. The maximum 

recharge time required of completely depleted 

batteries is about 4-6 hours. 

More information is available at 

www.haulzall.com, or 

866 HAULZALL (866-428-5925) 

• Fungicide developed specifically for trees 

* Encapsulated injectable fungicide 

labeled for Sudden Oak Death, as well as 

other Phytopthora species including 

P. cinnamomi, P. palmivora and P. cactorum 

* Also controls such diseases as Anthracnose, 

Apple Scab and Bacterial Blight 

* Carries a caution label 

* Rapidly improves root, stem and leaf 

growth as disease pressure eases 

• Environmentally friendly with a target-

specific application that eliminates drift, 

spills and groundwater contamination 

J.J. Mauget, 800-873-3779 

www.mauget.com 

USE READER SERVICE #109 USE READER SERVICE #110 

LOADHANDLER PRODUCTS 
• Converts Your Pickup into a 

Dump Truck 

• Installs or Removes in about a Minute 

• Loadhandler 2000 lb. -

$99 including freight 

• Loadhandler 3000 lb. -

$ 169 including freight 

Richard Schmitz 

Loadhandler Products Corporation 

342 Fourth Street 

Libertyville, IL 60048 

847-362-1031 / 800-580-0791 

fax 847-932-4044 

LT RICH PRODUCTS INC. 

www.loadhandler.com 

rich@loadhandler.com 

USE READER SERVICE #111 

"Endless Cascades™ are the first 

waterfall vault to allow the profes-

sional designer or installer to create 

unique simultaneous streams/falls 

in varying directions from a single 

vault." 

Pondsweep Manufacturing 

1204 Deer Street 

Yorkville IL 60560 

Ph. 630-553-0033 

Fax 630-553-9618 

Were You Featured 
In This Issue? 

FoiMfffiilf 886 .£79.9144 si Icwftofterspnnts. cin 

Reprints enable you to reuse your artide and 
simply place it into the hands of your target 
audience Having been featured in a 
well-respected publication adds the credibility 
of a third-party endorsement to your message 

Give yourself a competitive advantage 
with repnnts 

Contact FosteReprints for information regarding 
repnnts and additional applications designed to 
meet your challenging market needs 

USE READER SERVICE #113 

http://www.haulzall.com
http://www.mauget.com
http://www.loadhandler.com
mailto:rich@loadhandler.com


d u c ^ o o t l i g h t > 

Blow Them Away 
Whether they're backpack, hand-held or walk-behind, blowers can be a major labor saver. Blow through your 
next job with one of these models. 

^ compiled by kathleen franzinger 

Stihl BR 5 0 0 and BR 5 5 0 
Backpack Blower 

4 

• Equipped with Stihl's large-displacement 
4-MIX engine said to offer good fuel 
efficiency 

• Low vibration levels reduce worker fatigue 
• Includes dual-adjust strap system 
• Comes standard with single-handed 

operation, translucent fuel tanks and easy-
grip throttle controls with off switch and 
cruise control 

• Features sturdy, lightweight frames and 
built-in top carry handles 

• BR 500 offers quiet operation with 
a 65-dBA rating 

• Stihl - 800/467-8445, www.stihlusa.com 
Circle 2 1 0 on reader service card 

Husqvarna 356BT Blower 

• Features high-powered engine and low noise levels 
• E-Tech II technology reduces emissions 
• Air Injection system removes up to 97 percent of dust before it enters the filter 
• Includes a load-reducing hardness with padded shoulder straps and a hip belt that distributes the 

blower's weight of 22.5 pounds 
• Equipped with tube-mounted throttle control 
• Special anti-vibration system separates the engine with steel spiral springs to reduce vibration levels 
• Husqvarna - 800/487-5962, www.husqvarna.com 
Circle 211 on reader service card 

stihl 

http://www.stihlusa.com
http://www.husqvarna.com


This month, win a LESCO Rotary Spreader 
LESCO has set the standard for spreaders, and 
now you can win a new LESCO spreader. 

Key features include: > 

• 80-lb. hopper capacity 

• Cam-operated oscillating agitator helps 
eliminate product bridging 

• Shutoff plate features pattern adjustment slide 
for even distribution of a variety of products 

• Sealed gear box protects gear set from M l 
dust and debris 

• Oversized tires increase stability and provide 
easier application on taller, thicker grasses 

• Steel frame with black powder-coat epoxy finish 

SWEEPSTAKES 
: cdX'n™,w Questions? 
• Archived Magazine Articles Call 800/456-0707 
• Message Boards 
• Sign Up for Your Personalized My Lawn&Landscape Account 



Maruyama BL6900 Backpack Blower 

• Powered by a 59.2-cc Kawasaki engine 
• Weighs 20.9 pounds 
• Maximum air volume of 800 cfm 
• A comfortable blower tube assist handle is said 

to ease operation 
• Top-mount, high-flow air filters are said to offer 

good engine protection 
• Maruyama - 253/735-7368, 

www.maruyama-us.com 
Circle 212 on reader service card 

Shindaiwa EB630RT Backpack Blower 

• Powered by a 62-cc, 3.9-hp engine 
• Features a nozzle velocity of 201 mph 
• Offers rapid-fire, pistol-grip throttle control 

mechanism with cruise control 
• Includes comfortable, easy-to-adjust double 

padded harness 
• Thick, breathable nylon back pad stays cool on 

hot days 
• Dry weight of 22 pounds 
• 67.6-fluid-ounce fuel tank 
• Shindaiwa - 800/521-7733, 

www.shindaiwa.com 
Circle 213 on reader service card 

John Deere BH25LE 
Hand-Held Blower 

• Equipped with a 24.5-cc, four-stroke engine 
that meets EPA Phase 2, CARB Tier 2 and 
Europe Stage 2 emission regulations 

• Features a thumb control lever and a sliding 
spark plug for easy handling and maintenance 

• Offers a maximum air velocity of 145 mph and 
a 358-cfm air volume 

• Soft-tone muffler reduces noise levels to 
66.5 decibels 

• Cruise control is standard 
• John Deere - 800/537-8233, 

www.johndeere.com 
Circle 2 1 4 on reader service card 

Cub Cadet Commercial 
BB45 Backpack Blower 

• Powered by a 44.8-cc, two-cycle 
engine that produces 2.5 hp 

• Features 450-cfm air volume 
and 22-mph air speed 

• Offers padded backrest and 
adjustable shoulder straps for 
operator comfort 

• 70-decibel noise level 
• Two-part air filter for maximum 

filtration 
• Cub Cadet Commercial 

-877/835-7841, 
www.cubcommercial.com 

Circle 215 on reader service card 

RedMax EBZ8000 
Backpack Blower 

• Doesn't require a catalytic 
converter 

• Powered by a 4.6-hp, 72-cc 
Strato-Charged two-cycle engine 

• Moves a maximum of 943 cfm of 
air at speeds to 203 mph 
FreeFlow system protects the 
engine from overheating 

• Weighs 24.9 pounds 
• Features air cooling and 

lumbar support, extra-wide 
straps, left or right-hand throttle 

and a waist belt 
• RedMax-800/291-8251, 

www.redmax.com 
Circle 216 on reader service card 

http://www.maruyama-us.com
http://www.shindaiwa.com
http://www.johndeere.com
http://www.cubcommercial.com
http://www.redmax.com


COMPACT DOZERS \\ 1 I J COMPACT WHEEL 
Two Models ^ _ LOADERS 
Operating Weight, ^ F i v e Models 
8,710 - 9,220 lbs. ^^Mjs g ^ j f f S f ^ Bucket Capacity, 

w 0.52 - 1.63 cu. yd3 

WORK HARD 
Komatsu's MR Series excavators combine tight tail swing capabilities with great balance and 
stability for ultimate productivity. Two travel speeds allow fast transport at the job site. 
While HydrauMind™ Hydraulics deliver precise control through all levels of operation. 
REST EASY 
Designed with you in mind, the excavator's anti-corrosion and anti-condensation plastic 
fuel tanks eliminate diesel fuel contamination and ensure consistent engine performance. 
Plus 500-hour greasing intervals means lower maintenance costs. 

For details, contact your local Komatsu distributor. Call 1-800-Komatsu. 
Or visit KomatsuAmerica.com 

CRAWLER CARRIERS 
Two Models 

r Payload Capacity, 
13,280 - 24,250 lbs. 

KOMATSU 
• komatsu America Corp., Headquartered in Chicago, IL • North American manufacturing operations in Chattart<x>ga, Candiac, Dallas, Newberry, Peoria and Seymour • Over 210 distributor locations serving North America 

02005 Komatsu America Corp. www.KomaLsuAmerica.com 

411-1614 USE READER SERVICE # 103 

http://www.KomaLsuAmerica.com


u c U o o t l i g k 

Tanaka TBL-7600R Blower 

• Equipped with a 59-cc, 4.2-hp engine 
• Produces 815 cfm at 205 mph 
• Weighs 20.9 pounds 
• Features a right-hand throttle 
• Comes with a two-year commercial warranty 
• Tanaka - 888/482-6252, www.tanaka-usa.com 
Circle 2 1 7 on reader service card 

Vandermolen Windmill 960BTx 
Backpack Blower 

• Powered by a 60-cc Kawasaki engine 
• Air volume of 860 cfm at 225 mph 
• Net weight is less than 22 pounds 
• An ergonomic back plate with a quick 

release waist strap keeps the blower against 
the back with no side sway movement 

• Vandermolen Corp. - 877/992-8506, 
www.vandermolencorp.com 

Circle 2 1 8 on reader service card 

Toro Hand-held Ultra Blower/Vacuum 

• Produces a maximum 225 mph stream of air 
• Features a magnesium impeller 
• Air speed can be set from 90 to 225 mph 
• Weighs 7.3 pounds 
• Can easily convert to a vacuum 
• The Toro Co. - 800/595-6841, www.toro.com 
Circle 2 1 9 on reader service card 

Efco BP162 Backpack Blower 

• Equipped with a 61.3-cc, 4.5-hp engine 
• Dry weight of 20.7 pounds 
• Large-capacity fuel tank, multipoint anti-vibra-

tion system, large surface area pleated air 
filter and an air-purge primer/choke control 

• 75-decibel sound level 
(at 50 feet per ANSI B 175.2) 

• Produces a maximum air volume of 706 cfm 
and a maximum air speed of 201 mph 

• Includes backrest and shoulder straps 
• Tilton Equipment Co. - 800/447-1152, 

www.tiltonequipment.com 
Circle 2 2 0 on reader service card 

Kawasaki KRB300A Backpack Blower 

• Weighs 13.2 pounds ^ 
• Powered by a Kawasaki 

TJ27 engine 
• Features one-pull, 

easy-start technology 
• Maximum air volume of 490 cfm and 

maximum air velocity of 150 mph 
• Four-point rubber engine mount system 

isolates vibration 
• Padded backrest and wide shoulder harness 
• Plastic engine shroud and fan casing and a 

muffler with glass wool lining reduce noise 
• Kawasaki Power Products - 877/529-7697, 

www. ka wpowr. com 
Circle 221 on reader service card 

Echo PB-651 Power Blower 

Equipped with a 63.3-cc Power Boost engine 
Air speed of 620 cfm and 205 mph at the pipe 
A diaphragm carburetor ensures the proper 
mix of fuel and air 
Features a see-through, 68-fluid-ounce fuel 
tank and a 74 decibel noise rating 
Tube or hip-mounted throttle positions 

• Padded backrest 
• Echo - 847/540-8400, www.echo-usa.com 
Circle 222 on reader service card 

http://www.tanaka-usa.com
http://www.vandermolencorp.com
http://www.toro.com
http://www.tiltonequipment.com
http://www.echo-usa.com


Solo 471 KAT Backpack Blowers 

• Powered by a 53-cc, 3-hp, two-stroke engine 
• Equipped with a catalytic converter 
• Meet CARB II and EPA2007 exhaust 

emission standards; weighs 20.5 pounds 
• Anti-vibration system 
• Padded backrest and shoulder straps 
• Noise level of 64.5 decibels 
• Solo - 757/245-4228, www.solousa.com 
Circle 223 on reader service card 

Jonsered JB50 
Backpack Blower 

Has tube-mount controls with a pistol grip throttle 
and a cruise control engine speed block 
Produces 183 mph air speed and an air volume of 
400 cfm at pipe end; 70-decibel noise level 
Dry weight of 19.4 pounds 

• Air purge primer and choke 
aluminum impeller, 
translucent fuel tank 

• Padded backframe 
with adjustable harness 

• Jonsered - 877/693-7729, 
www.usa.jonsered.com 

Circle 2 2 4 on reader service card 

Little Wonder SHO Blowers 

• Engine options: 5-hp Honda or 6-hp Briggs & Stratton 
• 5-hp model weighs 110 pounds; 6-hp model weighs 115 

pounds; composite impeller design 
• 12-inch pneumatic rear wheels . 
• A side discharge system ^ 
• Optional swivel wheel kit allows 

360-degree turning and control 
• Little Wonder - 877/596-6337, www.littlewonder.com 
Circle 225 on reader service card 

USE READER SERVICE # 99 

http://www.solousa.com
http://www.usa.jonsered.com
http://www.littlewonder.com


SDOthgl 

No Wear 
Try one of these products to keep soil erosion in check. 

compiled by kathleen franzinger 

Hanes Industries Landscape Fabrics 

• Line of professional-grade landscape fabrics 
• Designed for weed control, erosion control, 

ground cover, frost blanket, soil separation, 
filter fabric and other applications 

• Standard roll lengths of 120 and 300 feet, 
depending on the application 

• Custom roll sizes available upon request 
• Discount available for volume purchases 
• Hanes Industries - 828/464-4673, 

www.hanesindustries.com 
Circle 226 on reader service card 

Finn Corp. HydroSeeders 

• Feature hydraulically driven mechanical 
agitation systems with large steel paddles 
that operate forward and backward at 
variable speeds 

• Mid-sized machines are powered by a 
33.5-hp Kubota diesel engine with a direct-
drive pump and shoot hydraulic mulch up to 
180 feet 

• Eight different models range from 300 to 
3,300 gallons 

• The 300-gallon T-30 HydroSeeder is 
designed for entry-level applications 

• The 3,300-gallon T-330 handles large-area 
applications, such as highway construction work 

• Finn Corp. - 800/543-7166, www.finncorp.com 
Circle 227 on reader service card 

• 

v % 

< w 

Fiberweb Typar Premium 
Landscape Fabric 

Helps prevent weeds by separating 
weed seeds from the soil 
One-time installation of the light 
weight and flexible fabric is said to 
work for years 
Made of continuous polypropylene 
fibers permanently bonded by heat 
and pressure to create a uniform and 
porous nonwoven fabric 
Resists punctures, unraveling and 
tearing 
Packaged in a variety of sizes 
starting at 3 feet by 25 feet up to 
151 feet by 300 feet 
Can also be used for soil retention 
behind retaining walls and around 
blind drains, as weed control under 
decks, to support brick or block 
walkways, for soil retention in 

planters and pots, 
as well as an interceptor 
trench drain 
• BBA Fiberweb 
-800/321-6271, 
www.typarlandscape.com 
Circle 2 2 8 on reader 

service card 

http://www.hanesindustries.com
http://www.finncorp.com
http://www.typarlandscape.com
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North American Green 
SedimentSTOP Filtration System 

• Protects against erosion and sediment loss 
• Consists of a straw and coconut fiber matrix 

reinforced with a 100-percent biodegradable 
netting 

• Netting is rolled from edge to edge to create 
a temporary, water-permeable 3D sediment 
filtration structure 

• NPDES Phase II compliant 
• North American Green - 800/772-2040, 

www.sedimentstop.com 
Circle 2 2 9 on reader service card 

Easy Lawn Contractor Series 
Hydroseeding Units 

• Feature mechanical agitation 
• Spray up to 240 feet 
• Available in mulch capacities from 950 

to 3,300 gallons 
• Equipped with stainless-steel tanks and 

mulch grinder 
• Powered by a 50- to 170-hp John Deere 

diesel engine 
• Digital control panel available on some 

models 
• Zero daily maintenance 
• Easy Lawn - 800/638-1769, 

www.easylawn.com 
Circle 2 3 0 on reader service card 

^ Profile Products Hydro-Blanket BFM 

• Bonded Fiber Matrix offers erosion control on 
steep slopes susceptible to heavy rains 

• Combines Thermally Refined wood fibers and 
multidimensional tackifiers 

• Conforms to the soil when dry to form a 
breathable, built-in-place blanket 

• Hydraulically applied 
• Environmentally safe and biodegradable 
• Profile Products - 800/207-6457, 

www.profileproducts.com 
Circle 231 on reader service card r 

www.lawnandlandscape.com | july 2 0 0 5 | lawn & landscape 1 3 7 
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Turbo Technologies HS-500XPW 
Hydroseeding System 

• Powered by an 18-hp Kohler Command engine 
• A 4-by-4-inch pump offers an output of 640 gpm 

and 63 psi 
• Features a custom molded tank with a bale 

hopper for easy loading 
• Includes a second lid for fast loading 
• Removable 6.5-gallon fuel tank 
• Turbo Technologies - 800/822-3437, 

www.turboturf.com 
Circle 232 on reader service card 

Jacklin Overseeder II Bluegrass 
and Ryegrass Mix 

• Blend of advanced Kentucky bluegrasses and 
perennial ryegrasses 

• Broad environmental tolerance for turf areas damaged 
by necrotic ring spot, summer patch, poa annua 
infestation and traffic 

• Contains a proprietary mix of Award, Everest, NuBlue 
and Liberator bluegrasses with Accent, Top Gun and 
Caddieshack perennial ryegrasses 

• Now contains EverGlade Kentucky bluegrass, which 
is said to offer a strong high-temperature endurance 

• Jacklin Seed - 800/688-7333, 
www.jacklinseed .com 

Circle 233 on reader service card 

" m 

Pennington Seed Penn Tac 
and Penn Dye 

• Penn Tac is a hydroseeding tackifier and 
mulch binder 

• Can be combined with Penn Dye, a 
multi-purpose marker dye 

• When used with dye, Penn Tac quickly 
adheres to seed for a visually appealing 
and effective growing period 

• Pennington Seed - 800/286-6100, 
www.penningtonseed.com 

Circle 2 3 4 on reader service card 

http://www.turboturf.com
http://www.jacklinseed
http://www.penningtonseed.com


P R O D U C T INFORMATION 
CHECK OFF 

visit us at the reader service numbers that you're interested in. 
It's fast and convenient or mail in this card. 

lawnandlandscape.com 1 2 3 4 5 6 7 8 9 10 12 13 14 15 16 18 19 20 

21 22 23 24 25 26 28 29 30 32 33 34 35 36 38 39 40 

41 42 43 44 45 46 48 49 50 52 53 54 55 56 58 59 60 
Nome 

61 62 63 64 65 66 68 69 70 72 73 74 75 76 78 79 80 

Title 
81 82 83 84 85 86 88 89 90 92 93 94 95 96 98 99 100 

Title 101 102 103 104 105 106 108 109 110 111 112 113 114 115 116 118 119 120 

121 122 123 124 125 126 128 129 130 131 132 133 134 135 136 138 139 140 

Company_ 141 142 143 144 145 146 148 149 150 151 152 153 154 155 156 158 159 160 

161 162 163 164 165 166 168 169 170 171 172 173 174 175 176 178 179 180 

Address 181 182 183 184 185 186 188 189 190 191 192 193 194 195 196 198 199 200 

201 202 203 204 205 206 208 209 210 211 212 213 214 215 216 218 219 220 

City State Zip 221 222 223 224 225 226 228 229 230 231 232 233 234 235 236 238 239 240 City State Zip 
241 242 243 244 245 246 248 249 250 251 252 253 254 255 256 258 259 260 

Phone 261 262 263 264 265 266 268 269 270 271 272 273 274 275 276 278 279 280 Phone 
281 282 283 284 285 286 28/ 288 289 290 291 292 293 294 295 296 298 299 300 

Fax E-mail Address 301 302 303 304 305 306 307 306 309 310 311 312 313 314 315 316 318 319 320 

321 322 323 324 325 326 327 328 329 330 331 332 333 334 335 336 337 338 339 340 

341 342 343 344 345 346 347 348 349 350 351 352 353 354 355 356 357 358 359 360 

J U L Y 2 0 0 5 

I f f l M y 
YES, I would like to receive/continue to receive Lawn & Landscape free of charge. 

Signature 
Name 
Company 
Address _ 
State 
Title 
Phone 
E-mail 

Date 

_City_ 
- Z i p . 

Fax 

GIE Media will only use your e-mail address to contact you with relevent industry 
or subscription information. 

If you do not want to receive e-mail from trusted 3rd parties, please check here. Q 

What is the best way to contact you for future renewals? 
Email Fax Telephone 

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) 
• 3. Lawn Maintenance Contractor 
• 4 Ornamental Shrub & Tree Service 
• 5. Irrigation Contractor 
• 6. Landscape Architect 
• 7. Other Contract Services 
(please describe) 

II. IN-HOUSE LAWN/CARE 
MAINTENANCE 

• 8. In-House Maintenance including: 
Educational Facilities, Health Care 
Facilities, Government Grounds, Parks & 
Military Installations, Condominium 
Complexes, Housing Developments, 
Private Estates, Commercial 4 Industrial 
Parks 

III. DISTRIBUTOR/MANUFACTURER 
• 9 Dealer 
• 10. Distributor 
• 11. Formulator 
• 12. Manufacturer 

IV. OTHERS ALLIED TO THE FIELD: 
• 13. Extension Agent (Federal, State, 

County, City, Regulatory Agency) 
• 14. School, College, University 
• 15. Trade Association, Library 
• Others (please describe) 

2. What services does you business offer? 
• 1. Landscape Design 

Landscape Installation 
• 2. Seeding or Sodding 
• 3. Turf & Ornamental Installation 
• 4 Bedding Plants & Color Installation 
• 5. Irrigation Installation 

• 6. Landscape Lighting 
• 7. Hardscape Installation 
• 8. Water Features 

Landscape Maintenance 
• 9. Landscape Renovation 
• 10. Turf Fertilization 
• 11. Turf Aeration 
• 12 Tree & Ornamental Care 
• 13. Tree & Stump Removal 
• 14 Irrigation Maintenance 
• 15. Erosion Control 

Pesticide Application 
• 16. Turf Disease Control 
• 17. Turf Insect Control 
• 18 Turf Weed Control 
• 19. Tree & Ornamental Pesticide Application 

Other 
• 20. Mowing 
• 21. Hydroseeding 
• 22. Snow Removal 
• 23. Interior Landscape Services 
• 24. Structural Pest Control 
• 25. Holiday Lighting 
• 26. Other 

3. How many full-time (year-round) 
employees do you employ? 

4. What are your company's 
approximate annual gross revenues? 

l .Less than $50,000 
2.$50,000 to $99,999 
3 $100,000 to $199,999 
4.$200,000 to $299,999 
5.$300,000 to $499,999 
6 $500,000 to $699,999 
7.$700,000 to $999,999 
8.$1,000,000 to $1,999,999 ^ 
9 $2,000,000 to $3,999,999 X 
10 $4,000,000 to $6,999,999 g 
11. $7,000,000 or more 
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Portable Plants 
Bring the beauty of gardens anywhere your customers want with this selection of landscape planters. 

^ compiled by kathleen franzinger 

M 
Architectural 
Brass Zeki Rust 
Patina Planter 

Solid steel cone planter with 
weighted square base 
36-by-36 inches and custom sizes 
available 
Exterior rust patina finish with clear 
protective coat 
Fiberglass spray-in liner for direct 
planting 
Architectural Brass -
800/752-6837, 
www.architecturalbrass.com 

Circle 237 on reader service card 

Seibert & Rice Italian 

Terra Cotta Critter Pot ^ 

• Handmade in Impruneta, Italy 
• Terra cotta offers a unique pink color, 

good detail and durability 
• Can be left outside year-round, even in 

cold climates 
• Measures 21 inches tall and 

14 inches in diameter 
• Carved with whimsical drawings of bugs 
• Part of the company's American 

Collection 
• Seibert & Rice - 973/467-8266, 

www.seibert-rice.com 
Circle 235 on reader service card 

Champa Ceramics 
Meta l Line Planters 

• Eight colors available 
• New distressed finishes 
• Heights range from 2 to 40 inches 
• Come in four shades of copper, 

aluminum, gold, bronze and violet 
• Champa Ceramics - 206/762-8395, 

www.champaceramics.com 
Circle 236 on reader service card 

- r 
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LawiMandscape 
W E E D m W 
A N D I N S E C T TkSt 
M A N A G E M E N T S ^ 
S * E * M * I * N * A # R * S 

If Your Company Offers Weed and Insect 
Management Services, Then These 
Seminars Are MUST Attend Events! 

SEMINAR 
SCHEDULE 

North Seminar 
August 3-4, 2005 
Cleveland, 
Ohio 
South Seminar 
August 17-18, 2005 
New Orleans, 
Louisiana 

SPONSOR 
PARTNERS 

WHY YOU SHOULD ATTEND 

TITLE SPONSOR 

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

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

Business and technical solutions you can use right away to 
enhance your company's performance. 

La Bayvr 
Environmental Science 

Earn continuing education/certification credits for attending. 

ASSOCIATE SPONSORS 

ovvAgroSciences syngenta 
AFFILIATE SPONSORS 
DuPont 
Nufarm Turf & Specialty 
PBI Gordon 
Sipcam Agro USA 
Weed Man 

TO REGISTER: 
call 800/456-0707 or visit 

ww w. weed i n sectsem i nar.com 



WHY YOU NEED TO ATTEND... 
Expert Speaker Faculty * Diverse Program - Business and Technical Topics 

Customized To Regional Interests * Facility Tours of Leading Companies 
* Valuable Networking Opportunities 

August 3-4, 2005 Cleveland, Ohio 

Wednesday, August 3, 2005 Thursday, August 4, 2005 

8:00 a.m.-5:00 p.m. 
Registration 

8:45 a.m.-10:15 a.m. 
Taking Charge of Your Sales 
Speaker: Keith Rosen, 
Profit Builders, Inc. 

10:30 a.m.-11:15 a.m. 
Maximizing Equipment Efficiency 
Speaker: Bob Ottley, Weed Man/ 
One Step Tree & Lawn Care 

11:15 a.m.-12:00 p.m. 
Keeping Lawn Care Customer 
Retention High 
Speaker: Chris Senske, 
Senske Lawn & Tree Care 

12:00 p.m.-1:00 p.m. 
Group Lunch 

1:00 p.m.-2:00 p.m. 
The Dirty Dozen: 

Six Mistakes to Avoid, Six Tips to 
Succeed In Lawn Care 
Speaker: Phil Fogarty, Weed Man 

2:00 p.m.-3:00 p.m. 
Emerging Regulatory Initiatives: 
Evolution, Not Revolution 
Speakers: Tom Delaney, PLANET 
Frank Gasperini, RISE 

3:30 p.m.-4:15 p.m. 
Time = Money: Why Job Costing Is 
Critical In Weed + Insect Management 
Speaker: Ed LaFlamme, Grass Roots 
Consulting 

4:15 p.m.-5:00 p.m. 
Understanding Microorganisms: 
The Next Frontier in Turf Care 
Speaker: Lee West, 
Novozymes Biologicals 

5:00 p.m.-6:00 p.m. 
Reception 

8:00 a.m.-12:00 p.m. 
Registration 

8:30 a.m.-9:45 a.m. 
What's Bugging You? 
Insect & Grub Control Update 
Speaker: Dr. Dave Shetlar, The Ohio 
State University 

10:00 a.m.-10:50 a.m. 
The Latest Trends In Disease Control 
Speaker: Dr. Rich Buckley, Rutgers 
University 

10:50 a.m.-12:00 p.m. 
Weeding Out The Problem: 
Tips for Effective Weed Control 
Speaker: Dr. Karl Danneberger, 
The Ohio State Universaty 

1:30 p.m.-3:00 p.m. 
Facility Tour 

Hotel Information: Cleveland Airport Marriott 
Phone: 216.252.5333 or 800.228.9290 

Group Room Rate: $109 per night (single/double) Reservation Deadline: July 22, 2005 

August 17-18, 2005 New Orleans, Louisiana 

Wednesday, August 17, 2005 Thursday, August 4, 2005 
8:00 a.m.-5:00 p.m. 
Registration 

8:45 a.m.-10:15 a.m. 
Taking Charge of Your Sales 
Speaker: Keith Rosen, Profit Builders, 
Inc. 

10:30 a.m.-11:15 a.m. 
Training Equals Productivity 

11:15 a.m.-12:00 p.m. 
The Art of Perfection in Lawn Care 
Speaker: Dr. Karen Novosel, 
Massey Services 

12:00 p.m.-1:00 p.m. 
Group Lunch 

1:15 p.m.-2:00 p.m. 
Customizing Lawn Care Services = 
Increased Revenue 
Speaker: Kevin Cooper, 
Cooper's Landscape Management 

2:00 p.m.-3:00 p.m. 
Emerging Regulatory Initiatives: 
Evolution, Not Revolution 
Speakers: Tom Delaney, PLANET 
Frank Gasperini, RISE 

3:30 p.m.-4:15 p.m. 
Building A Lawn Care Business 
Beyond A Million Dollars 
Speaker: Sam Morgan, Weed Man 

4:15 p.m.-5:00 p.m. 
Understanding Microorganisms: 
The Next Frontier in Turf Care 
Speaker: Shawn Semones, 
Novozymes Biologicals 

5:00 p.m.-6:00 p.m. 
Reception 

8:00 a.m.-12:00 p.m. 
Registration 

8:30 a.m.-9:45 a.m. 
Weeding Out The Problem: 
Tips For Effective Weed Control 
Speaker: Dr. Tim Murphy, 
University of Georgia 

10:00 a.m.-10:50 a.m. 
Trends In Disease Control 
Speaker: Dr. Bruce Martin, 
Clemson University 

10:50 a.m.-12:00 p.m. 
What's Bugging You? 
Insect & Fire Ant Control Update 
Speaker: Dr. Rick Brandenburg, 
North Carolina State University 

1:30 p.m.-3:00 p.m. 
Facility Tour - Dan's Landscaping & 
Lawn Care 

TO REGISTER: Phone: 800.456.0707 
www.weedinsectseminar.com 

Hotel Information: Renaissance Arts Hotel 
Phone: 888.364.1200 or 800.228.9290 Group Room Rate: $95 per night (single/double) 

Reservation Deadline: July 18, 2005 

http://www.weedinsectseminar.com


Gainey Ceramics Fiberglass Pots 

• Three new shapes, unique texture 
• Durable 
• Achieve a sophisticated look solo or 

grouped 
• Gainey Ceramics - 800/451-8155, 

www.gaineyceramics.com 
Circle 2 3 8 on reader service card 

• 

TrakMats 
Ground Cover Mats for Professionals 

* Tough, Lightweight 
* Power Cylinder Cleats for Traction 
* 1 0 0 % Recycled Material 
* UV protected 
* Light color prevents burnt grass 
* Unaffected by heat & cold 
* Hand cutouts for lifting 

6128-F Brookshire Btvd www.traKmats.com 
Charlotte, NC 28216 email: sales@trakmats.com 

Garden Art International 

Greek Pottery Vase 

• 16 to 30 inches tall 
• Handmade 
e Matching saucer available 
• Garden Art International 

- 800/500-8004, 
www.gardenartinternational.com 

Circle 2 3 9 on reader service card 

Country Casual 

Estate Planters 

• Made of solid teak 
• Suitable for city gardens, small 

patios or rooftops 
• Add color and texture to indoor and 

outdoor spaces 
• Heavy, well-scaled, traditional finial 

planters 
• Country Casual - 800/284-8325, 

www.countrycasual.com 
Circle 2 4 0 on reader service card 

Valley V iew Industries Venus 

Planters, Saucers, Trays 

• Lightweight 
• Constructed of pure polyethylene 
e Weather-resistant 
e Available in a variety of solids or new 

granite colors 
• Valley View Industries - 800/323-9369, 

www.valleyviewind.com 
Circle 2 4 1 on reader service card 

Tuscan Imports Calice 

a Campana Planters 

• Made of Impruneta clay 
• Frost-proof 
e 22 inches in diameter 
• 28 inches tall 
• Tuscan Imports - 843/667-9101, 

www.tuscanimports.com 
Circle 2 4 2 on reader service card 

Tournesol Siteworks 

Lightweight Planters 

• Metal finishes naturally age and weather 
• Finishes include bronze, copper, iron 

and aluminum 
e Available in round, square and 

rectangular shapes 
e Come in a variety of sizes and designs 
• Tournesol Siteworks - 800/542-2282, 

www.tournesolsiteworks.com 
Circle 2 4 3 on reader service card 

USE READER SERVICE # I00 

http://www.gaineyceramics.com
http://www.traKmats.com
mailto:sales@trakmats.com
http://www.gardenartinternational.com
http://www.countrycasual.com
http://www.valleyviewind.com
http://www.tuscanimports.com
http://www.tournesolsiteworks.com


Bayer TopChoice Insecticide tOPchoice 
• Contains the active ingredient fipronil 
• One broadcast application is said to provide 95 percent 

control of fire ants for up to one year 
• Controls imported fire ants, mole crickets, fleas, ticks 

and nuisance ants 
• For maximum fire ant control, pair a broadcast 

application of TopChoice with Bayer's Ceasefire for use 
in hard-to-reach areas, such as landscape beds, 
parking lot islands and areas near water 

• Bayer Environmental Science - 800/331-2867, 
www.bayerprocentral.com 

Circle 2 4 4 on reader service card 

Rootgrow Organic Biological ^ 
Soil Amendment 

• Is said to transform poor soils into fertile 
growing environments 

• 90 species of beneficial bacteria, 55 species .of fungi, 
30 species of protozoa, 10 species of nematodes 

• Organisms are alive and fresh 
• Can be used to enhance compost or used directly 

out of the bottle to apply to turf, trees and shrubs 
• Has a range of endo and ecto mycorrhizae spores, 

as well as sea kelp and liquid humus 
• Turf care kit can be surface applied; tree care kit can 

be deep-root injected 
• Rootgrow - 866/766-8476, www.rootgrow.com 
Circle 245 on reader service card 

J J. Mauget ArborFos Fungicide 

• Developed specifically for trees ^ 
• Encapsulated injectable fungicide labeled for Sudden 

Oak Death, as well as other Phytopthora species, 
including P cinnamomi, P. palmivora and P. cactorum 

• Also controls such diseases as anthracnose, apple 
scab and bacterial blight 

• Carries a caution label; has a target-specific 
application that eliminates drift, spills and groundwater 
contamination 

• J.J. Mauget - 800/873-3779, www.mauget.com 
Circle 246 on reader service card 

Earth & Turf Model 24D 
TruFlow Topdresser 

• Push-type topdresser for dry, 
flowable materials 
• 3-cubic-foot capacity 
• 8-inch-diameter dispersal drum 
• 24-inch-wide spreading pattern 
• Adjustable front gate opening 
• Simple, four-wheel design 
• Earth & Turf Products -

888/693-2638, 
www.earthandturf.com 

Circle 247 on reader service card 

Yanmar Compact Vertical 
Air-Cooled Diesel Engines 

• Three direct injection models 
available: L48V, L70V and L100V 

• Intermittent horsepower ratings 
are 4.7/3,600 rpm, 6.4/3,600 rpm 
and 9.1/3,600 rpm 

• EPA Tier II exhaust emission 
compliant 

• Counterbalanced for high-speed 
operation 

• Recoil and electric start options 
• Multiple PTO shafts available 
• Yanmar America Corp. 

-847/541-1900, 
www.yanmar.com 

Circle 248 on reader service card 

http://www.bayerprocentral.com
http://www.rootgrow.com
http://www.mauget.com
http://www.earthandturf.com
http://www.yanmar.com


Harper Industries SB3500 
Goossen Straw Blower 

• Mulches four to eight bales per minute 
with a 360-degree range of operation 

• Powered by a 31-hp Vanguard gas engine with 
electric start 

• Features heavy-duty chain flails, quiet operation 
and easy access to blower and all drive systems 

• Includes automatic belt tensioning, eliminating gearboxes 
• Optional features include high-density poly blower liner 

and a two-wheel, 6 by 10-foot trailer 
• Harper Industries - 800/835-1042, 

www.goossen .com 
Circle 249 on reader service card 

Pine Hall Brick Old Mill Paver 

• Genuine clay paver ^ 
• Features earth-tone color range of gray 

and brown tones with a touch of darks 
• Meets ASTM C902 requirements 
• Textured edges and ceramic slurries 

are fired to over 2,000 degrees to create a rustic look 
• Strength of 10,000 psi and higher 
• Water absorption of 5 to 6 percent 
• Pine Hall Brick Co. - 800/334-8689, 

www.pinehallbrick.com 
Circle 2 5 0 on reader service card 

Kawasaki Mule 3010 Trans4x4 
Off-Road Utility Vehicle ^ 

• Four-passenger vehicle can be transformed into a 
two-passenger vehicle with an extended cargo bed 

• Equipped with a quiet, air-cooled industrial V-twin engine 
• Choice of 2WD or 4WD 
• Wheelbase measures 85.2 inches 
• Fuel capacity of 6.4 gallons 
• Cargo capacity is 400 pounds in four-passenger mode 

and 800 pounds in two-passenger mode 
• Vehicle can tow up to 1,200 pounds with optional 

towing hitch 
• Kawasaki Motors Corp. - 800/661-7433, 

www.kawasaki.com 
Circle 251 on reader service card 

Ferris Industries 2005 Catalog 

• Highlights the specifications and features of 
the full line of zero-turn, three-wheel riding 
and walk-behind mowers 

• Includes four new commercial mower models: 
IS 4500Z, IS 3000Z, IS 1500Z and the 
HydroCut 36 

• Also provides information 
on new bagging systems 
for the IS 3000Z and 
IS 1500Z models 

• Includes details on 
company's IS 
Independent Suspension 

• Ferris Industries 
-800/933-6175, 
www.ferrisindustries.com 

Circle 252 on reader service card 

Rain Bird ESP Modular 
Controller Enhancements 

• Controller upgrades from four to 13 stations 
with the addition of three-station modules 

• Hot-swappable modules can be installed 
while the controller is in operation 

• Five-year lithium battery and nonvolatile^ 
memory keep the time, 
date and program 
schedule stored dur-
ing power outages 

• Contractor Default 
program lets users 
save a program and 
retrieve it without reprogramming 
the clock zone by zone 

• Programmable master valve 
• Enhanced Diagnostic Feedback alerts users 

via a message on the display and a warning 
light when watering is suspended 

• Sensor bypass switch lets users override an 
active sensor for maintenance or run a station 
or program manually 

• Rain Bird - 800/724-6247, www.rainbird.com 
Circle 253 on reader service card 

http://www.goossen
http://www.pinehallbrick.com
http://www.kawasaki.com
http://www.ferrisindustries.com
http://www.rainbird.com


Company Name Web Address 

American Isuzu .www.isuzucv.com 119 88 

Ariens/Gravely www.gravely.com 99 73 

ASV www.asvi.com 21 19 

Bayer Environmental Science 

www.bayerprocentral.com 12-13,36-37,48-49,81 

Bell Laboratories www.belllabs.com 9 14 

BioControl systems www.nematodary.com 98 71 

Bobcat www.bobQt.com 14-15 16 

Bnggs & Stratton www.commercialpower.com ... 79 54 

C&S Turf Care www.csturfequip.com 38 28 

Carl Black GMC www.cariblack.com 83* 57 

Carson Industries www.hoseclose.com 78 53 

Cascade Lighting www.cascadelighting.com 90 63 

Caterpillar www.cat.com 24-25 20 

Chemical Containers 124 94 

CLCLabs 98 72 

Combined Mfg www.4mowerproducts.com 50 39 

Compact Power www.boxerequipment.com 102 76 

Cummins Engines www.cummins.com 27 22 

Ditch Witch www.ditchwitch.com 2 10 

Dixie Chopper www.dixiechopper.com 39 29 

Dodge www.dodge.com 154-155 

Dow AgroSciences www.dowagro.comAurf 97 

Drafix www.drafix.com 89 62 

Dupont www.proproducts.dupont.com 103* 77 

Easy Lawn www.easylawn.com 42 31 

Echo www.echo-usa.com 121 91 

Finn Corp www.finncorp.com 126 96 

Flonda Outdoor 93*, 133*.. 67,98 

FMC www.pestsolutions.fmc.com 109 80/81 

GMC www.gmc.com 105 

Great Dane www.greatdanemowers.com.... 3 I I 

Hanes NO 82 

Hunter Industnes www.hunterindustries.com 156 101 

Import Transmission Factory 

www.importtransmissionfactory.com 90 64 

Include Software www.include.com 75 37 

International Truck & Engine Corp. 

www.intemationaldelivers.com 19 18 

John Deere www.johndeere.com 7 13 

John Deere Construction www.skidsteer.com 41 78 

JP Horizons www.jphorizons 30-31 25 

JRCO www.jrcoinc.com 42 30 

Kelley Commercial Truck Center 

www.isuzutruckcenter.com 125* 95 

Kichler Landscape Lighting www.kichler.com 124 93 

Komatsu www.komatsuamerica.com 133 103 

LandscapeLeads.com www.landscapeleads.com 120 89 

Lebanon Turf www.lebturf.com 5,91 12,65 

Lehman Mfg www.llc-equipment.com 120 90 

Maruyama wwwmaruyama-us.com 92 35 

Web Address Page # RS# 

Massey Ferguson www.masseyferguson.com 17 17 

MTI www.spnnklers4less.com 45,50,82 36,40,56 

MTD Pro www.mtdproducts.com I I 15 

National Tree www.nationaltree.com 26 21 

NiteTyme Illuminations www.nitetymeilluminations.com 126 97 

Oldham Chemical Co www.oldhamchem.com 114 86 

OPEI expo.mow.org 87 60 

Race American www.paceamerican.com 88 61 

PBI Gordon www.pbigordon.com 77 52 

Perma Green www.ride-onspreader.com 95 70 

Plant Health Care www.planthealthcare.com 135 99 

Project Evergreen www.projectevergreen.com 103* 102 

Quality Diamond Tools www.qualitydiamondtools.com. 84 58 

Real Green Systems www.realgreen.com 33 26 

Red Max www.redmax.com 115 87 

Reel Rollers www.reelrollers.com 42 32 

RIA Connect www.riaconnect.com 108 79 

Robert Kershaw, Attorney at Law 

www.workvisausa.com 82 55 

Roots www.rootsinc.com 100 74 

Shindaiwa www.shindaiwa.com I l l 83 

Stihl www.stihlusa.com 101 75 

SVE Sales www.svesales.com 142 100 

Symbiot www.symbiot.biz 112 84 

Syngenta Professional Product 

www.syngentaprofessionalproducts.com 28,29 

Tanaka www.tanakaism.com 94 68 

Turbo Technologies www.tuitoturf.com 94 69 

Turfco Mfg www.turfco.com 85 59 

Tygar Mfg www.tygarmfg.com 43 33 

United Spray Systems www.bugpage.com 43 34 

Vermeer Mfg www.vermeer.com 44 66 

Volvo Construction www.volvoce.com 113 85 

Walker Mowers www.walkermowers.com 123 92 

Weed Man www.weed-man.com 38 27 

Weisburger Insurance Brokerage 

www.weisburger.com 76 51 

Wells Cargo ww.wellscargo.com 50 38 

July 2005 Pesticide Supplement 

LESCO www.lesco.com P2 41 

Sipcam Agro USA www.sipcamagrousa.com P5 42 

SePro www.sepro.com P7 43 

J.J. Mauget www.mauget.com P11 44 

Nufarm Turf & Specialty www.turf.us.nufarm.com P13 45 

Syngenta Professional Products 

www.syngentaprofessionalproducts.com P15 46 

United Phosphorus www.upi-usa.com P17 47 

AMVAC Chemical Corp www.amvac-chemical.com P18 48 

FMC Corp www.pestsolutions.fmc.com P23 49 

PBI Gordon www.pbigordon.com P24 50 

Page # RS# Company Name 

http://www.bayerprocentral.com
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http://www.spnnklers4less.com


Multi-Media Classified Marketing! 
Maximize your advertising dollars by reaching: 

• The Industry's Largest Print Audience. 

• The Industry's Largest Media Web Audience. 

• The Industry's Largest Classified Section. 

We offer the industry's lowest costs to be seen in both 
Lawn & Landscape Magazine and 

lawnandlandscape.com 
for one low cost. 

All classified ads must be received seven weeks before the date of publication. 
We accept Visa, Mastercard, American Express and Discover. Payment must be 
received by the Classified closing date. 

Please contact Jennifer Halas at 800/456-0707 or e-mail jhalas@gie.net. 

Business Opportunities 

Bidding For Profit 

LAWN PROFESSIONALS TAKE NOTICE 
* Are you earning what you deserve? 

-Manuals Available-
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 

v 1 % ' PROFITS UNLIMITED 
W I W U B I r l Since 1979 

-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 success. 

Call: 800-845-0499 www.profitsareus.com 

Putting Greens 

Synthetic Back-Yard Putting Greens 
o 

" Synthetic greens are one of the fastest 
growing segments of the $50 Billion a 
year golf industry." 

i* * . £ W 

* Huge Profits - Up to 65% 

* Year Round Installations 
* Carry NO Inventory 
* Utilize Existing Equipment 
* Buy Manufacturer Direct 
* Online Certification 

Training Now Available 

Business Opportunities 
SELLING YOUR BUSINESS! 

FREE 
APPRAISAL 

NO BROKER 
FEES 

Professional Business Consultants 
vfcusi n e S s w £ f 

Ol 
P 

Merger & Acquisition Specialists 

Professional Business Consultants can obtain purchase 

offers from qualified buyers without disclosing their 

identities. Consultants' fees are paid by the buyer. 

CALL: 

708/744-6715 
FAX: 508/252-4447 

BUSINESS OPPORTUNITY 

U.S. LAWNS 

£ 
NO ONE KNOWS THE 

LANDSCAPE MAINTENANCE 
. , INDUSTRY LIKE WE DO. 

Planning to start a landscape maintenance 
company? Already in the landscape 
maintenance industry? Then let U.S. Lawns 
show you how to start or convert your business 
and grow with the leader in the commercial 
landscape maintenance industry. 

Our four ideals. Trust. Quality. Service and Value, 
along with a No Job is Too Big or Too Small" 
philosophy, make U. S. Lawns a 'cut above" the rest. 

• Superior Financial • Ongoing Support 
Management • Corporate 

• Low Capital Investment Purchasing Power 
• Financial Assistance • Sales & Marketing 
• Protected Territories Guidance 

To find out more about 
us and the opportunity 
U.S. Lawns can offer, call 
1-800-USLAWNS or visit 
us at www.uslawns.com US. LAWNS 

CONKLIN PRODUCTS 

OPPORTUNITY! 
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 

mailto:jhalas@gie.net
http://www.profitsareus.com
http://www.uslawns.com
http://www.frankemarketing.com


I N C O R P O R A T E & S A V E ! 

Take Advantage of This Special Offer! 
Form a corporation or LLC in any state 

and receive $30 off your order. 

The easy, affordable way to form a corporation or LLC. 

Benefits of Incorporating 
M Protect your personal assets 
« Gam certan tax advantages 
„ Establish oediWity with customers 

Raise capital more easily 

Benefits of Using Business Filings 
„Over 100,000 smal businesses formed 

Nationwide formation services 
-Outstanding customer service 

„ More affordable than using an attorney 

www.bizfilings.com/lawnmag 800-981-7183 

Businesses for Sale 

LANDSCAPE 
CONSTRUCTION COMPANY 

Well Established 20-year Landscape C o m p a n y Boston, 

Massachusetts Area. 

Annual volume $ 3 . 5 - $ 4 . 0 M I L L I O N 

C o m p a n y breakdown: 

• 7 5 % Construct ion 

• 1 0 % Maintenance 

• 1 5 % Snow Operations 

Highly recognized, well-managed and organized opera-

tion with a meticulous fleet o f over 5 0 pieces o f equip-

ment. Wil l sell with or without the real estate, which has 

all the necessary provisions for repairs and parking. 

Nash & C o m p a n y 

Contact Mr. Kurt Lawson 5 0 8 / 4 2 8 - 1 2 0 1 

Fax: 5 0 8 / 4 2 8 - 9 5 8 6 

Florida Commercial 
Lawn Maintenance 

Companies For Sale 

North Tampa Area Gross $ 8 0 0 , 0 0 0 . 0 0 

Miami Area (Lawn Spray) Gross $ 1 2 0 , 0 0 0 . 0 0 

E. Florida (Lawn Spray) Gross . . . . $ 1 . 7 Mill ion S O L D 

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.pre fe r redbus inessbrokers . com 

All Conversations Are Confidentia l 

Preferred Business Brokers 

J a y Hol lon , C P Rand H o l l o n , C P O 

Licensed Broker Licensed Agent 

3 5 2 / 6 2 9 - 7 9 0 8 • 8 0 0 / 6 3 3 - 5 1 5 3 

Fax: 3 5 2 / 6 2 9 - 2 3 5 9 

BUSINESS FOR SALE 

2 0 0 Acre Sod Farm 9 0 miles E of Chicago. 50x 1 7 0 

bldg with offices, 2 - 4 0 x 8 0 bldg w/shops - 2 homes. 

Sand Sod inventory/Machinery. Serving major 

athletic fields 2 6 9 / 6 9 5 - 5 5 0 5 . 

BUSINESS FOR SALE 

LAWN COMPANY FOR SALE 
Turn Key Business. Lawn maintenance company. 

Well established for four years in Co lorado Springs, 

Colorado. 9 9 % Residential with excellent growth 

potential. Established good customer base. 

Asking price $ 3 0 , 0 0 0 . 

Call Joe or Terry at 7 1 9 / 5 7 8 - 9 4 7 5 . 

BUSINESS FOR SALE 
18 years with many loyal clients, a steady reliable 

crew and equipment in Loudoun C o u n t y Virginia 

with potential to expand and/or compliment existing 

business. "Turn key operation:" Gross sales exceed 

$ 2 0 0 K , net income $ 7 5 K , sell for $ 1 5 0 K plus equip-

ment if necessary. More info. Call 8 0 0 / 4 7 1 - 2 8 9 9 ask 

for Bev O'Toole. 

Educat ional Tra in ing 

EDUCATIONAL T R A I N I N G 

LawnLore™ 
Interactive training S I 
that's easy, effective and fun! A.- .-. An 

Phone Mark at 8 0 0 - 3 2 8 - 4 0 0 9 

For Sale 

LANDSCAPE DESIGN KIT 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. VISA. MasterCard. & 
MO's shipped next day. Check delays 
[shipment 3 weeks. CA add 7.75%tax. 

. AMERICAN STAMP CO. 
FREE BROOtJRf 12290 Rising Rd. LL04. Wilton. CA 95693 
irV,, Local 91^687-7102 TOLL FREE 877-687-7102 

FOR SALE 

INSTANT GARAGES 
ALL WEATHER SHELTERS COVERfo 

SAND/SALT BINS • WORKSHOPS 
EQUIPMENT STORAGE 

Authorized Dealer 
SHELTERS OF NEW ENGLAND INC. 

251 West Hollis St. • Nashua, N.H. 03060 
1-800-663-2701 • (603) 886-2701 
www.sheltersofnewengland.com 

FOR SALE 

kbKUB0TA.com 

D E L I V E R Y O N 

K u b O h . P A R T S 
$5.00 Shipping Per Order 

Order Parts at kbKUBOTA.com or call toll free at... 

1 - 8 7 7 - 4 K U B O T A 
This website "kbKUBOTA.com" is operated 

by Keller Bros. Tractor Company, an authorized dealer 
of Kubota Tractor Corporation since 1972. 

K u b o f o . 

FOR SALE 

Q M l M I M f l B B 
Ideal For: 
• Shops • Garages 
• RV Storage 
• Boat Storage 
• All Your Hunting 

Needs 

//^Global Steel 
Call Now for A FtM Brochun! 1 - B O O - 5 2 6 - 1 1 1 O 

FOR SALE 
Stop guessing square footage! Measure area quickly and 

accurately. Just wheel the D G - 1 around any perimeter 

and instantly know the area inside. $ 3 9 9 + $ 7 ship. C A 

add tax. www.measurea rea .com 7 6 0 / 7 4 3 - 2 0 0 6 . 

^ — 

CALL Jennifer Halas At 800/456-0707 • To Advertise Today! 

http://www.bizfilings.com/lawnmag
http://www.preferredbusinessbrokers.com
http://www.sheltersofnewengland.com
http://www.measurearea.com


c l a s s i f i e d s > > > 

FOR SALE HELP WANTED 

The "NEW" Spreader Carry Hook 

Easy and safe way to carry your spreader 

More room for what you need Slips on 
tailgate, no tools required. 

Works with Lesco and Scott's spreaders 

Turflite Inc. 
1-866-848-7300 
turflite@cyg.net 

FOR SALE 

GOTHIC LANDSCAPE, INC. 
Sincc 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, QAL) 

• 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 Blower Truck Stuck? 

Save thousands of dollars on new 
and rebuilt Series 3,4 and 5 feeders, 
auxiliary feeders, screw augers and 
parts direct from the OEM! 
Call or email Robert Breaux at PMM. 
robertb@premach.com 
800-722-9841 
Or visit us at: www.premach.com 

Precision Machine and Manufacturing, Inc. 

FOR SALE 
Tree Moving Equipment: Red Boss tree spades, 

Tree Boss, Tree Tie, Tree Planters. 

Call Tree Equipment Design at 877/383-8383. 

info@treequip.com. www.treequip.com. 

Made in USA. 

GPS Vehicle Tracking 

GPS VEHICLE TRACKING 
No monthly fees 

Call 800/779-1905 

www.mobiletimeclock.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 

HELP WANTED 

We're breaking new ground in 
Landscape Services. 

RAR Landscaping is now RAR Outdoor 

Services. We've changed our name to 

better reflect our wide range of services. 

It's the same management, owners and 

employees committed to providing the 

most comprehensive and detail oriented 

ground management and landscape 

enhancement services. 

If you have what it takes, and you 
like a challenge, 

Join us as we conquer the next level! 

Foremen * Designers * Crew Members 

Account Managers * Tree Experts 

Commercial Maintenance Sales Person 

W R A R 
OUTDOOR SERVICES 

FAX Resume 410-602-0688 EOE 
Email: palomae@raroutdoorservices.com 

4321 Old Milford Mill Rd., Baltimore, MD 21208 

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 

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 
5 1 3 / 7 7 4 - 7 4 5 9 or e-mail 

chayes@groundmasters.com 

HELP WANTED 

LANDSCAPE EMPLOYMENT 
OPPORTUNITIES 

Wheat's Lawn and Custom Landscape, a premiere 

residential landscape firm in Northern Virginia since 

1978, has positions available for Sales and Landscape 

Managers. Interested candidates should have strong 

leadership skills, industry knowledge and a desire to 

make a difference. 

Wheat's offers: 

• Health insurance 

• Advancement opportunities 

• 401(k) and profit sharing 

• Competitive salary 

• Great work environment 

For confidential consideration, please mail, fax or email 

your resume to: 

8620 Park St., Vienna, VA 2 2 1 8 0 

Fax: 703/641-4792 

Email: wheats@wheats.com 

www.wheats.com 

mailto:turflite@cyg.net
mailto:hr@gothiclandscape.com
mailto:robertb@premach.com
http://www.premach.com
mailto:info@treequip.com
http://www.treequip.com
http://www.mobiletimeclock.com
mailto:Hortsearch@aol.com
http://www.florapersonnel.com
mailto:palomae@raroutdoorservices.com
mailto:resume@lmilandscapes.com
mailto:chayes@groundmasters.com
mailto:wheats@wheats.com
http://www.wheats.com


HELP WANTED 

EXCITING CAREER 
OPPORTUNITIES FOR SERVICE 

INDUSTRY MANAGERS 
Come join one of the largest Vegetation 

Management Companies in North America 

DeAngelo Brothers, Inc., is experiencing tremendous 

growth throughout the United States and Canada 

creating the following openings: 

REGIONAL GENERAL MANAGERS 
BRANCH MANAGERS 

We have immediate openings in 

WA, OR, CA, MA, Conn, M O 

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 
COUNTRY CLIPPER 

DIRECTOR OF SALES 
Shiwers Mfg., a two-division manufacturer of ZTR 

lawnmowers & grain drying equipment, has an 

opportunity for a Director of Sales, due to growth. 

Supervising both divisions, OPE & ag, you will 

manage, coach and lead the sales staff. In depth 

knowledge mktg. Channels is a must. You must have 

at least 8 - 1 0 years of sales exp. & at least 4 years of 

successful sales force management exp. A degree in 

Mktg. Or Bus. Admin. Required. Please send your 

resume and salary history to: Shiwers Mfg., ATTN: 

Brenda Campbell, 6 1 4 W. English, Corydon, IA, 

50060. Equal Opportunity Employer Pre-employ-

ment physical & drug screen required. 

HELP WANTED 
MANAGEMENT PERSONNEL 

K & D Lawn Care Service, Inc., a full-service lawn and 

landscape contractor located in Norfolk, Virginia and 

servicing the entire Hampton Roads area, is looking 

for landscape and grounds maintenance manag-

ers. Qualified persons will have extensive industry 

knowledge, good communication and customer 

service skills, and proven leadership and motivational 

abilities. We want career-minded, hardworking indi-

viduals to assume leadership positions in our growing 

company. K & D offers full benefits including medi-

cal, dental, life and disability insurance, paid vacation, 

and a Simple IRA retirement plan. 

Interested candidates should forward their resumes 

with salary requirements to 757/857-4405 or 

h r@kdlawncare.com. 

HELP WANTED 

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 871 84. 

Email gtackman@nulc.com 
Phone 505 /898 -5510 Fax 505 /898 -2105 

To find out more information about 
Heads Up Landscape please 

visit our website at www.headsuplandscape.com 

GREENSEARCH 
GreenSearch is recognized as the premier provider 

of professional executive search, human resource 

consulting and specialized employment solutions 

exclusively for interior and exterior landscape com-

panies and allied horticultural trades throughout 

North America . Companies and career -minded 

candidates are invited to check us out on the Web at 

ht tp ://www.greensearch.com or call toll free at 

888/375-7787 or via e-mail info@greensearch.com. 

It's no secret that.. 
The t e a m . . 

with the D G S t players 
jk WINS! 

H O W WOULD YOU LIKE TO BECOME PART OF A WINNING TEAM THAT IS LEADING 
THE WAY THROUGHOUT CENTRAL FLORIDA? 

If you consider yourself to be amongst the best in your industry and you 
truly understand quality workmanship and professionalism - then you 
owe it to yourself and your family to learn more about what we have to 
offer. Don't underestimate this opportunity by assuming that we are just 
another "dynamic, fast growing, aggressive, goal-oriented company 
with a proven track record." 

To apply for a position wi th our company, please fax your 
resume to 407.302.5573. If you prefer, you can email your resume to 
recruiting@girardonline.com. Please visit our website for a complete 
listing of current positions available. 

"The secret to success is to do the 
common things, uncommonly well." 

JOHN D. ROCKEFELLER 

V T k T H E C . I R A R D 
I m M C O M P A N I E S 
w w w . g l r a r d o n l i n e . c o m 

mailto:r@kdlawncare.com
mailto:gtackman@nulc.com
http://www.headsuplandscape.com
http://www.greensearch.com
mailto:info@greensearch.com
mailto:recruiting@girardonline.com
http://www.glrardonline.com


HELP WANTED 
Are you looking for a job or Looking for 

qualified employees to: 

Climb it 

Design it 

Plant it 

Grow it 

Landscape it 

Sell it? 

JOBS In Horticulture, Inc 

Employment Advertising 

In Print and Online 

800/428-2474 

www.hortjobs.com 

LANDSCAPE MANAGEMENT 
THE BRICKMAN GROUP, LTD. 

Careers in landscape management available in: Califor-

nia, Colorado, Connecticut, Delaware, Florida, Georgia, 

Illinois, Indiana, Maryland, Massachusetts, Minnesota, 

Missouri, New Jersey, New York, North Carolina, 

Ohio, Pennsylvania, South Carolina, Tennessee, Texas, 

Virginia, Wisconsin. Fax: 240/683-2030. 

E-mail: jobs@brickmangroup.com 

Web site: www.brickmangroup.com 

Software 

Insurance 

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, INC. 

rick@mfpinsure.com 

www.mfpinsure.com 

Landscape Equipment 

LANDSCAPE EQUIPMENT 

TREE STAKES 
Doweled Lodgepole Pine 

CCA Pressure Treated 

2" Diameter, Various Lengths 

Economical, Strong and Attractive 

Phone: 800/238-6540 

Fax: 509/238-4695 

JASPER ENTERPRISES, INC. 

We ship nationwide. 

Web site: www.jasper-inc.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 

Unlimited Customers & Locations 

> Automatic Scheduling, Routing 

> Automate Invoicing, Job Costing 

> Service History & Profit Tracking 

> Labor and Productivity Tracking 

> Material & Chemicals Tracking 

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

• Print Proposals, Invoices, Work 
Orders, Statements, Purchase 
Orders, Reports, Labels. Even € 

design vour own forms in Word 

• Full Accounting G/L, A/R, A/P, 
Payroll, Checking, Inventory. 
Financial Reports and Graphs 

• Built-in links to QuickBooks', 
Peachtree \ MS Office Street 
Mapping, Emailing, and more! 

b h h h h h h b B H H H H H H l 
SOFTWARE • SOFTWARE 

G R O U N D $ K E E P E R » 
BUSINESS 
SOFTWARE 
Invoicing 
Scheduli 
Routing 
Estimatin 

SOFTWARE 
Phone Center Sof tware 

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 Management Systems, Inc at 800/933-1955. 

Industry Web Sites 

INDUSTRY WEB SITES 
Largest and Original Industry Forum 

LawnSite.com 

Largest and Original Industry Search Engine 

EverythingGreen.com 

Free Information, Newsletter, Books and More 

LawnCareSuccess.com 

Largest and Original Snow Industry Forum 

PlowSite.com 

Call Us 4 1 2 / 7 6 6 - 7 3 2 6 

Scheduling & Landscape Maintenance 

Estimating Software 

Unlimited customer accounts 

Quality Software at affordable prices 

Starting at $ 1 9 9 . 0 0 

W H Y PAY T O O MUCH? 

www.BrokenLegSoftware.com 

www.LandscapersForum.com 

919/732-6791 

Worker For Hire 

WORKER FOR HIRE 

Need LEGAL Workers? No more fear of INS 

raids and false social security investigations. The 

Southwest s largest provider and recruiter of legal 

seasonal workers from Mexico. We wade through the 

paperwork for you to provide workers to your door. 

90 day guarantee. Call 2 10/695-1648 or 

www.head-honchos.com. 

WORKER FOR HIRE 

LANDSCAPERS, Plan your 2006 season now! 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 David Donaldson @ USAMEX.ORG (Limited 

visas in 2006. Please call now.) 

Web Designers 

WEB DESIGNERS 
Web Design, Brochures, Logos, Lettering and Printing 

Services for Landscapes. Your single source for market-

ing your landscape business. Samples online: www. 

landscapermarketing.com or call 888/28-DSIGN. 

http://www.hortjobs.com
mailto:jobs@brickmangroup.com
http://www.brickmangroup.com
mailto:rick@mfpinsure.com
http://www.mfpinsure.com
http://www.jasper-inc.com
http://www.wintac.net
http://www.PhoneCenterSoftware.com
http://www.BrokenLegSoftware.com
http://www.LandscapersForum.com
http://www.head-honchos.com


Lighting 

LIGHTING 

LIGHTING 

it % * 

Largest & Fastest Growing 
Pioneer in the Industry 

A £» > 
• 'I 
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IDEAS 

JOIN THE FASTEST 
GROWING INDUSTRY! 

W E OFFER THE HIGHEST 
QUALITY IN HOUDAY LIGHTING. 

DISTRIBUTORSHIPS AVAILABLE! 
Information packet and 

video available! 

1-888-200-5131 
www.briteidea.com 

Holiday Lighting 
Keep Employees Year Rouneh , 

Jt i f nri „ f 

" W r p - i f , 
* ^ 

Landscape Lighting 
Offer High-Margin Services 

Iraining Marketing 
Supplies Support 

Over 400 Locations in 47 States & Canada 

^ N I T E T I M E 
D E C O R 

www. thedecorgroup. com 

1-800-687-9551 

Warehousing 

WAREHOUSING 
Third party warehousing company located in Atlanta, 

GA specializing in the Green Industry. Let K.D.I, help 

lower your warehousing and shipping cost while offering 

your east coast customers same day service. 404/344-

4 1 8 7 or KDIIncorporated@aol.com. 

It Pays To Advertise 
Call Jennifer Halas At 800/456-0707 

industry-leading Web site. However some of our 
subscribers have indicated that our login procedures 
were too complicated, so we have changed them to 
suit your needs. Please follow the instructions below 
to access the Web site: 

1. Visit the Lawn & Landscape login set up at 
www.lawnandlandscape.com/rsdefault.asp. 

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

3. Click on "CONFIRM SUBSCRIPTION." 

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

LawiMiro 
www.lawnandlandscape.com 

http://www.briteidea.com
mailto:KDIIncorporated@aol.com
http://www.lawnandlandscape.com/rsdefault.asp
http://www.lawnandlandscape.com


T h e author is 

d i rec tor of business 

deve lopment and 

instal lat ion manager 

for Da i ly Pain, 

A n n A r b o r , M i c h . , 

and can be reached 

at 734 /302-7246 . 

• Getting the Most 
Out of Trade Shows 

© Trade shows can be fun and exciting 
ways to showcase your products 
and services in front of other local 

businesses and homeowners, both of 
whom may be potential clients. As an 
irrigation company, Daily Rain, Ann Ar-
bor, Mich., takes part in the local Home 
Builder s Association (HBA) Home 
Improvement Show, which was a big suc-
cess this year. More than 200 exhibitors 
took part in the March 2005 show, which 
attracted 6 ,000 attendees. 

This year, we were positioned among 
some of the area's best landscape contrac-
tors whose booths consisted of beautiful 
brick patios, wood decks, hot tubs and 
even 10-foot waterfalls. While they were 
all attractive, these displays took lots of ma-
terial and time to build and were expensive 
to set up. With a little creativity, we found 
that its possible to build a great trade show 
booth that will not break the bank. At 

Daily Rain, we took our marketing motto, 
"Fun, Cheap & Different," and created a 
booth that showed exactly who we are and 
demonstrated precisely what we do. 

Daily Rain met with the HBA three 
months prior to the show to discuss booth 
space and location. Our booth was 16 
by 25 feet and, because of our previous 
involvement with HBA, we were able to 
choose a prime space just off the center 
aisle where traffic was high. We spent a 
week before the show procuring materials 
and setting up the booth. The "landscape 
barn" where we were situated had a dirt 
floor, which allowed us to dig trenches 
and build a working irrigation system 
complete with landscaping. The show 
floor was open to exhibitors three days be-
fore the show, which gave us time to make 
our design concept a reality by trenching, 
building displays, installing plant mate-
rial, painting and creating our slide show. 



This under-construction shot shows how Daily Rain 

was able to incorporate a working irrigation system 

into their trade show booth, along with landscape 

plants and a video screen. 

We developed our design when we 
first decided to have our own booth 
at the show. In past years, we shared a 
booth with a local landscape contractor 
by setting up some landscape lights and 
a few small irrigation displays, which 
primarily accented the landscape con-
tractor's work. This year, we decided to 
spend the $1 ,000 for our own booth. 
In order to offset other display costs, 
we used materials from around the 
shop and enlisted the help of a local 
nursery to donate plant materials. In 
return, our display and slide show told 
attendees "Landscape materials were 
provided by Lodi Farms." Overall, we 
spent a total of just $250 on accessories 
and our booth space was as creative and 
eye-catching as those of the contrac-

tors who spent thousands of dollars on 
displays. Moreover, many exhibitors 
had to pay their staff members for time 
and labor in order to get their booths 
built in time for the show. Because two 
salaried Daily Rain employees took 
care of our company's display, the extra 
expense was averted. 

Our trade show experience taught us 
that thinking creatively can really help 
you stand apart from other compa-
nies trying to attract business - and it 
doesn't have to cost a lot. The Daily 
Rain booth displayed an underground, 
indoor sprinkler system - real sprinkler 
heads, real water and a great sound of 
spraying water that echoed throughout 
the entire landscape display barn. We 
projected pictures of past jobs onto a 
16-by-12-foot screen. Our logo was 
displayed as part of the slide show 
and was also painted on the floor for 
branding. We used yard signs to pull 

people into the booth and pres-
ent our marketing materials. 
Thinking like a potential client 
also will help you generate an 
idea that is sure to make a last-
ing impression on them when 
they are ready to make a deci-
sion regarding your services. 

Some companies believe 
trade shows are a waste of time 
and money, but in reality these 
shows help build your business. 
They put your name and image 
in front of thousands of poten-
tial clients and they're a great 
way to network with other local 
businesses. Over the three-day 
event, Daily Rain built relation-
ships with many local builders 
and landscapes who will likely 
utilize our services as an irriga-
tion company. Keeping our 
name and faces in front of these 
potential clients has proven that 
when it's time for them to make 
a decision on a subcontractor, 
they will choose Daily Rain for 
their irrigation projects. 

Additionally, trade shows 
have created a long list of clients 
who hire us for installation and 
service and, better yet, refer us 
to their neighbors, family and 
friends, generating great word-
of-mouth marketing for us. 

From this year's show, Daily Rain 
was able to sell a dozen new instal-
lations and gain roughly the same 
number of service clients - all in a 
long weekend and for less than $300. 
In fact, we're still getting calls from 
attendees who saw us at the show and 
are finally getting around to irrigation 
system installation after finishing up 
other home-improvement jobs. Gener-
ally, we'd be hard-pressed to sell two or 
three jobs in the same time period. 

The opportunity to participate in 
trade shows is one of many benefits of 
being a member of a green industry or 
related association. As a member of the 
HBA, we were informed of the trade 
show early on and we receive similar 
updates from other industry associa-
tions, such as the Irrigation Association 
and Professional Landcare Network. 
With information about upcoming 
shows and a little creativity and time, 
we're able to create a lasting brand for 
Our company. - David Price L L 





GRAB LIFE BY THE HORNS 

DODGE COMMERCIAL VEHICLES. LET'S GET TO WORK. 

RAM HEAVY DUTY 3 5 0 0 • Available Cummins® Turbo Diesel • Best-in-class diesel torque • Over 16,000 lb towing capacity* 
RAM 1500 • Available 5.7L HEMf V8 • Most available horsepower in a half-ton pickup • Tows over 9,000 lb* 
SPRINTER • Premium 2.7-liter Turbo Diesel engine • 25 mpgt fuel economy Up to 73" interior standing room 
For more info, visit dodge.com/commercia l or call 877-ONTHEJOB. 'When properly equipped. tAverage fuel economy for 2500 1A0"-Wheelbase 

Cargo Van at 50 percent load capacity. Results based on SAE test J1082 as conducted by FEV Engine Technology, Inc. 

1 BUSINESS VEHICLE FINANCE 
Financing th«t flt» your bu»in«>« | 



Why Gamble With Bargain Rotors5 ? 

The Rotor Family 

Trying to save a few bucks on what looks like a good deal can often leave a sour 

taste in your mouth. W h y not choose a brand where the odds are in your favor? 

With a full line of heads designed to handle the particular needs of virtually every 

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

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

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

www.HunterIndustries.com Hunter 
The Irrigation Innovators 

http://www.HunterIndustries.com

