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Spell doom for insects above and below ground with one application.

The end is near for chinch bugs, sod webworms, grubs, fire ants and more than 70 ]l .
other turf-eating pests. Nothing on the market gives you better control of surface and ajpecTus

subsurface insects. Atlectus™ is a revolutionary new product that provides deadly broad-
spectrum control that's both preventative and curative, with a long residual effect. For insects,
it's eternally long. To learn more, call 1-800-331-2867 or visit BayerProCentral.com. by BAYER.
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Cover Story -
Searching for Profit

A detailed approach to estimating landscape

CONSITHCIION JOUS can rasse profit margins for

CORtractors who are utilizing less sophisticated pricin

methods, Also, contractors can (,l:. "r" estimate
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rates u'h'{/ macring eir costs.

Morwer image on cover: Epley Assoctates

) A Best Of The Web -
W “rSunday Conversations

Too many weekend phone calls have some Lawn &
Landscape Online Message Board wsers just saying

No' to off-hours Inquiries.

*i\

? Mower Health Boost
A= : i N
R{‘j{ll/d?‘ mower mamnienance can )'z'r/m ¢ the chances

of frequent repairs ,mr/ prolonged downtime.

1 Q@ Maximizing Broadleaf
Weed Control

Assess your fall weed control now to improve your

.1//rluulumx next year.
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11 ! £ Frozen Assets
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Contractors who conduct i 1rr:gamm.' Dusiness i states
ith cold winter climates krow J

with cold winter climates know that its alu ays wise

to winterize.
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What does MESA look like? Ifyou've used it
you know MESA slow release nitrogen
provides brilliant green color, fast response,
and lasts longer than SCU.  But now
something’s different. Rip open a bag that
contains MESA. It will be easy to spot. just
look for the dark blue granules. That's right,
MESA is now dark blue! MESA is another
Practical Innovation available only from
LebanonTurf. Each dark blue granule
combines ammonium sulfate for fast

response and great color, with our MethEx

LHON n J 17/114’2{/1//4([
bhat works 5o /[U L...last 50 long?
¢ .

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

methylene urea. MethEx methylene urea is
released by soil microbes and provides
reliable long feeding. Patented MESA is the
only slow release nitrogen technology to
combine the benefits of ammenium sulfate
and methylene urea in a single slow release
homogeneous granule. So. if it’s not blue
its not MESA. To learn more, and get a free
40 page Agronomy Manual, visit our web
site at www.LebanonTurf.com. click on
promotons and  enter  coupon

code LL2II5 .

Lebanenlurf

1-800233-0628 » wwwlebanonTurf.co
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"l / !Swnch On Sales

% A number of methods can help contractors ramp up

landscape lighting sales.

1 2 A vv Celebrating 25 Years

1
r Attendees to Lawn & Landscape’s 25"
.-'l'llll."('?‘.hl?"'. (,c'/:'/)mrum /t'tlf‘l.’f‘(/ :1[/!)1(;'

newly released industry statistics and integrated

marketing tactics.

O Product Spotlight -

1JO ‘Save the Trees

Check out the following products that help protect

trees from insects and diseases.
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Rea ching New Heights

n the landscape industry, growth opportunities are plentiful.
Adding new services to increase business from your core
customers is one opportunity to drive expansion and help
turn employees into your company's future managers and
leaders. Other reasons to diversify a business include;
* To boost stagnated growth and create a long-term
growth strategy for your core business.
* To enhance customer satisfaction.
* To become more competitive against local, regional and
national companies.
* Toincrease revenue and profit margins.
* To create efficiencies from a new service offering.
* To improve customer and employee retention.

But when companies diversify they also face many challenges.
For instance, if done poorly, diversification can increase chaos and
confusion to the core business and ultimately decrease revenue
and profits.

Aware of these potential obstacles, Landscape Contractor
Brian Light purchased a Weed Man franchise so he could establish
a lawn care business with a recognized system for success. “I
knew | wanted to make a change, so | researched different options
and came across Weed Man,” says Light, president, Luminary
Landscapes, Knoxville, Tenn. “They have proven systems that
work, they give me the guidance | need, and I'm doing it on my
own, so there’s a profit motive there as well.”

PLANNING AHEAD. Successful businesses usually begin with a
vision and goals. Weed Man provided Light with the foundation
the company needed to reach its profit potential. “Most franchises
don't provide any kind of budgeting for you,” he explains. “Weed
Man sat down with us and came up with true numbers that we
knew were attainable from an income and expense report, and
we are 98 percent on track with our first-year budget.”

Weed Man's business planning system even detailed all of the
company’s expenses, including the number of computers and
desks needed to get started, says Light.

HIGH-TECH HELP The computer system provided by Weed
Man to its franchises has played an integral role in the growth
of Light's company. With the click of a mouse, Light knows how
much product his technicians are applying, the square footage of

all of his lawns and how many clients are in a particular zone. “it's
very easy to use,” he says. “If you need customer information, it
will quickly pull up what you need.”

Scott Hall has also realized success with the Weed Man
computer system. “It's the best I've ever seen,"” says Hall, owner,
Classic Landscaping, Frederick, Md. "Our whole business wraps
around that software. It does take some time to learn and utilize,
but once you learn it you can know what your business is doing at
any point in time — even by the hour.”

SUPPORTING CAST. Once a Weed Man franchise has been
established, the subfranchisor provides invaluable support
to the company. Whenever Hall has a business or technical
question, he says the company can turn to the subfranchisor for
immediate advice. “They're terrific,” he says. “| call them all of
the time and ask them questions, and | don't know of any other
franchise system where you would get that kind of support.”

Hall also schedules weekly conference calls with his
subfranchisor and meets regularly to review his franchise’s
financial performance. “There's a constant stream of e-mail
support, information and tips,” he says.

TRAINED FOR SUCCESS. Without Weed Man's startup training
sessions, Light says he doubts his franchise would have achieved
its current success. The subfranchisor reviewed fertilizer
formulations, weed identification, customer service practices and
estimating and billing procedures with Light and his employees.
“You can't beat on-the-job training, but if we didn't have that
advanced technical training in the beginning, we wouldn't have
been as successful as we are now,” he shares.

THE RESULTS. Weed Man has become more than just another
new business opportunity for Light — it's helped his landscape
maintenance division increase revenues by 20 percent. He says,
“When we market to our Weed Man clients, they say, ‘Since you
did such a great job on my yard with lawn care, would you also
be available to take care of our landscape mowing and trimming
needs?”

Weed Man franchise opportunities are available by calling 888/32 | -
9333 or visiting www.weed-man.com for more information.

VISIT US AT GIE, BOOTH # 1733
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Daily News
Green industry news updates every day.
www.lawnandlandscape.com

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

he calendar says Sunday, but somehow you're spending time on someone else’s property
instead of your own. Lawn & Landscape Online Message Board users commiserated

over working weekends and discussed how extra long hours take their toll on mind,

Business Forms

body and spirit. Check out the article on page 84.

Looking for more valuable content related to this i
landscape.com, scroll over “Magazine” on the |

Believe it or not, there’s more to Lawn & Landscape Online than industry-leading news
coverage and a dynamic online message board community. The following were the four
most downloaded items from www.lawnandlandscape.com in September 2005 — and
there’s plenty more where these come from:

1. 2004 Cost of Doing Business Report. Sponsored by John Deere, this valuable
report on what it takes o be in business was downloaded more than 5,000 times. Visit
www.lawnandlandscape.com/files/2004CostofBusiness.pdf to read it yourself.

2. 2005 Media Kit. Thinking of advertising in Lawn ¢ Landscape magazine or on
Lawn & Landscape Online? Find out how our 360 Marketing can bring your products
and services to a qualified industry audience. Visit www.lawnandlandscape.com, click
“Magazine” on the menu bar and then choose *Media Kit™ to learn more.

3. Rating the States. Our September 2005 Rating the States report has been very
popular, illustrating just how business friendly each state is. Visit this link:
www.lawnandlandscape.com/files/pdf/RatingStates2005.pdf.

4. Sales/Estimating Forms. Did you know free business forms are on Lawn & Land-
scape Online, available to download and customize to your own business? Visit www.

lawnandlandscape.com/tools/businessforms today to start browsing.

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

Message Board

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

Industry Links

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

Associations

An easy-to-navigate directory of local, stare,
national and international trade assoctations.
wiow.lawnandlandscape.com/associations

Product Directory

A growing database of industry products,
including photos and supplier contacts.
wiww,lawnandlandscape.com/product

Marketplaces

An interactive listing of manufacturers

and suppliers.
www.lawnandlandscape.com/marketplace

Extras” for more award-winning content, including: )
+ Check out our November Online Extras section for a look

landscape lighting. o
*  For the donts of blowout irrigation winterization, provided by Hunter In

Online Store

A one-stop shop for industry-related books,
software and more.
www.lawnandlandscape.com/store

dtat s

our November Online Extras section.

* For news on the industry’s contributions to Hurricane Katrina relief and recovery effo
WRr gniine Oy s

out the Headline News section of the homepage regularly at www.l

for Humanitys H
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Are you

making

30%

Net Profit

You too can make 30 Y0 nNet Profit!

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

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

Can you afford to wait?

Call for a Free Demo.

Do it NOW!
Lease to own for as mm39ﬁr month

Call 800-635-8485 today for a FREE Demo CD.

www.clip.com —Fijim—

VISIT US AT GIE, BOOTH # 1233
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hat a great industry we work in. Lawns, landscapes, trees, shrubs,
Wnnnuals. perennials, sports fields and play grounds all contribute to
the health and vitality of consumers and professionals alike.

Young athletes hone their skills on school and city fields. Boys and girls
run across their yards playing tag or chasing pets. Adults entertain family and
friends in serene backyard settings. [l children and adults gain hope from the
sights and smells of gardens.

Landscapes are more than dirt, grass, shrubs and seeds. Landscapes make
a house a home. They connect neighbors and a neighborhood together. They
bring value to a home and self-worth to the family residing within the home.

Recently, landscape contractors and industry suppliers collaborated with
Habitar for Humanity to install yards and landscapes for several homes in the
Twin Cities. This partership was initiated by Project EverGreen and embraced
by local contractors, suppliers and Habitat.

The mission of Habitat is well known: they seek to eliminate poverty hous-
ing and homelessness from the world, and to make decent shelter a matter of
conscience and action.

Habitar has built more than 200,000 houses around the world, providing
more than 1 million people in more than 3,000 communities with safe, decent,
affordable shelter.

It makes sense to provide these homes with landscapes and Project EverGreen
intends to expand its partnership with this group and others such as America
in Bloom — a national beautification campaign and contest thar fosters com-
munity involvement and civic pride through the use of flowers, plants, trees
and other environmental enhancements.

Our industry contributes billions of dollars to the U.S. economy. As we
reported last month in Latwn & Landscape’s annual State of the Industry report,
the overall landscape industry grew by about 9 percent in 2005. Operating costs
are up, but so are gross revenues and, most importantly, net profit.

Contractors are providing valuable services in five key service areas: turf,
irrigation, landscape construction, trees and ornamentals and lawn care. The
demand for our services is spread primarily through word of mouth, which
equares to satisfied customers.

But local issues are a huge concern and growing daily. The activists, similar
to the late 1980s and early 1990s, are coming after the professional landscape
industry. Activists are attacking schools and their use of pesticides. City govern-
ments are paying residents not to landscape their properties. Bans on irrigation
systems are being mandared from officials who dontunderstand the water-saving
value of properly installed irrigation systems.

Your industry needs your voice. It needs you to be vocal at your local city
council, school board, Kiwanis club and church meetings. It’s up o you to
be local educarors on the environmental and economic importance of yards,
landscapes, sports fields and green spaces.

Get involved. Promote your industry. Promote the value of green. 8
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MORE PROFESSIONALS DEMAND KOHLER POWER ES 0N

—QXYGEN SE

ATTACH TO

WIRE TIE!T

+ THIS IS WHY.

:‘fl. (“ EXCLUSIVE Closed Loop EFI. Automotive-inspired

g technology. The most precise fuel mix across the entire
J "' rpm range. Instantaneous adjustments to changing load.
[”,’ Incredible power and response. An astounding 25% fuel

savings. KOHLER. Command PRO. engines. Inside and out,
they're all-pro. Call us at 1-800-544-2444, ext. LL8,
or see your KOHLER dealer.

- i

Whether it's engines, plumbing products or world-class resorts, Kohler sets the most demanding KOHLER
standards for design, engineering and innovation. For the most demanding professionals. -

5 by Koher G
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NOV. 14-16 Hardscape Expo & Conference, Las Vegas, Nev. Contact: Holly Whitlock,
= that holly@hardscapeexpo.com, www.hardscajpeexpo.com, 847/277-0244
o NOV. 15-17 Grandy & Associates’ Basic Business Boot Camp, Owensboro, Ky.,
dateis published, Contact: Linda Haddix, 800/432-7963
send an
announcement NOV. 15-17 Empire State Green Industry Show (Formerly NYSTA Turf & Grounds Expo),
at least 12 weeks Rochester, N.Y., Contact: NYSTA, nysta@nysta.org, www.nysta.org, 800/873-8873
in advance to
NOV. 16-18 Aqua Show 2005. Las Vegas, Nev. Contact: Kathy Newkirk,
Lawn & Land-
www.aquashow.com, 800/536-3630
scape Calendar.
4012 Bridge DEC. 1-2 Great Southern Tree Conference, Gainsville, Fla. Contact: FNGLA,
Ave,, Cleveland, Ireindl@fngla.org, www.fngla.org, 800/375-3642
OH 44113.

CALENDAR

-
www.lawnandlandsc8

Efficiency / Reliability

ZIS A HNEW

;Jf;l?;‘;‘;': \IIE"“”‘G Mixing & Dispensing Systems Large or Small
- S - — =
TFIE FhIG! « Fill trucks faster

BRUTE

90 DAYS NO PAYMENTS
ject to terms and conditions

OAC. Subj

« Uniform fertilizer
& chemical mixes

* Strongest Wheeled Loader

* Over 50 Attachments

* 8§75 Ibs. Operating Capaciry
* 4.5 MPH Travel Speed

* Smooth soft touch controls

- Save on the
chemical usage

Sotera Systems

For mini bulk
tanks & drums

» Many financing options

Pump & Meter Kits

#MS 39 1 Gallon
# MS 35 1 quart

# MS460
"i CHEMICAL P.O Box 1307
CONTAINERS, INC. Lake Wales, Florida 33859

1-800-346-7867

Specialists in Liquid Handling Products & Equipment

VISIT

VISIT US AT GIE, BOOTH # 1710
USE READER SERVICE # 16

US AT GIE, BOOTH # 432
USE READER SERVICE # 15
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Skid-Steer with Snowblower

gpecialists!

Skit-Steer Loader with Snow V-Blade!

Off-Season? There’s no off-season.

Don't let your Bobcat® equipment sit idle in the winter. Use the family of Bobcat snow removal attachments to
keep it busy with diverse snow removal jobs - from small paths to large parking lots, and everything in between.
And, with options like heated and air-conditioned cabs, you can work in comfort all year long. Fast, efficient snow
removal. That's what Bobcat does in the off-season.

Dalcani www.bobcat.com/AAS56F ey
Bobcat | oo

Bobeat Company West Fargo, ND 58078 VISIT US AT GIE, BOOTH # 2800 A1 (IR agersoliand 1.« e
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A beautiful lawn can make a mom miss the perfect birthday shot. And it can create referrals for your business. Get the

most out of each fungicide application with Heritage? the longest-lasting, most effective fungicide. Nothing works better
f g g : ] 3



For noticeably l;,r
beautiful lawns. | ¢

~

against brown patch. Make every summer memorable. Call the Syngenta Customer
Resource Center at 1-866-SYNGENTA or visit www.syngentaprofessionalproducts.com

VISIT US AT GIE, BOOTH # 2422
USE READER SERVICE # 18
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DEC. 1-2 Lawn & Landscape Growing Your Business Seminars with Jack Mattingly, Portland, Ore. on Dec. |, Los An-
geles, Calif. on Dec. 2. Contact: Michelle Fitzpatrick, mfitzpatrick @gie.net, www.lawnbizseminars.com, 800/456-0707

DEC. 5-8 2005 Virginia Turfgrass and Sports Turf Short Course, Blacksburg, Va. Contact: www.thevtc.org, 757/464-1004

DEC. 6-7 Georgia Turfgrass Association Turfgrass Institute & Trade Show, Duluth, Ga.
Contact: gta@turfgrass.org, www.turfgrass.org, 800/687-6949

DEC. 6-8 New Jersey Turfgrass & Landscape Expo, Trump Taj Mahal Casino & Resort, Atlantic City, N.J.
Contact: New Jersey Turfgrass Association, www.njturfgrass.org, 215/757-NJTA

DEC. 6-9 Ohio Turfgrass Conference & Show, Columbus, Ohio. Contact: Ohio Turfgrass Foundation, www.
ohioturfgrass.org, 888/683-3445

DEC. 6-8 Rocky Mountain Turfgrass Conference & Trade Show, Denver, Colo. Contact: www.rmrta.org, 303/770-2220 '

DEC. 8 Oregon Landscape Expo, Portland, Ore. Contact: info@oregonlandscape.org
www.oregonlandscape.org, 503/253-909|

Landscape Attachments \

So, whether you're grading a driveway, seeding your
grounds, mowing grass or tilling your fields, Frontier helps
- ; : y . you get the job done quickly and easily. You'll also save

Turn your tractor into the ultimate workhorse with the valuable time with the John Deere iMatch™ Quick-Attach
Frontier family of landscape attachments. Frontier rear blades, Hitch System. It lets you move from one Frontier attachment

box blades, grooming mowers, rotary tillers, and pendular to another in record time!

spreaders are just some of the tools that can help you unleash The possibilities for your property are endless —and so are
your property’s potential. Each one is compatibility tested to the tools from John Deere and Frontier. See your John Deere
maximize the performance of your John Deere tractor. dealer today.

[

www.BuyFrontier.com

\

Rugged. Reliable, Ready.

USE READER SERVICE # 19
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The Hustler FasTrak™ was the first residential zero-turn mower
built to commercial standards of quality, productivity and
durability. After years of rigorous testing and meticulous
improvement, the FasTrak™ is ready for professional use.

And at nearly half the price of most commercial z-riders,

the FasTrak™ will keep your team competetive and profitable.

Commercial quality now at a residential price. Time to get in the game!

® AFour-Year residential warranty -
all parts and labor!

® AOne-Year commercial warranty -
all parts and labor!

@ Lifetime warranty on
the tractor frame

@ Lifetime warranty on the
leading edge of the deck

. % , X k ; W
. 5 . - A »
. 5, 3 - : AT LAy &
: ‘.» 20 s
v e ey ot e ST
ey ’ N A :

800.395.4757 www.hustlerturf.com

VISIT US AT GIE, BOOTH # 2940



* Tell Them, Tell The

In sales, we make countless presentations
— some better than others. So I wanted to
share with you some tips I've learned from
speaking that will make your sales presenta-
tions better.

Organize your presentations around the
Three Ts: (1) Tell them what you're going
to tell them, (2) tell them, and (3) tell them
what you told them.

First of all, tell them what you intend to
say. Open your presentation by giving a very
briefoverview of whatyou're going to go over.
For example, ifyou are making a presentation
to a facility managerata local office complex,
you mightsay, “Thanks for your time; in less
than five minutes, I'm going to tell you suc-
cinctly why Holland Landscaping is the best
choice for maintaining your grounds.” Most
people are very busy, especially those you are
calling on in the commercial sector. When
you let them know you are going to be brief,
they tend to focus on your message.

Secondly, tell them. In as few words as
possible, you need to clearly convince the
prospect how and why you are the best
choice for the job. Here are some things you
might say to thar commercial client. “Since
1984, Holland Landscaping has been caring
for some of the area’s most prestigious office
complexes. Our clients use us year after year
and refer us to others because not only do we
offer fair prices, weare extremely talented and
reliable at maintaining commercial properties
like yours, Let’s go through our proposal to
improve your property.” Then go over the
proposal, highlighting the important parts.
Keep in mind — the prospect might not want
to read all the fine print. Touch on the best,
most important points and move on. Talk
about price at the end and dont dwell on it.
Ask them if they have any questions about the
proposal and then tell them the reasons why

they should do business with your firm.

Remember, rarely does someone only get
one price. Your job is to differentiate you and
your company from all other options. Some
ways to do that are with some “leave behinds.”
For example, you might take photos of some
of your best work, get a testimonial letter from
theseclientsand putiton the back of the photo.
[ would present the photos like this: “Here are
photos of three of the properties in your area
that we care for. A testimonial letter from each
client is on the back of each phoro. Please, call
them and ask themabout ourwork. Also, here’s
alistof 10 other references thathave properties
similar in size and/or scope to yours. | hope
you'll call them as well.” You've donealot. It's
time to wind down and answer any questions
your prospect might have and ask for the sale.
Then, it’s time for the close.

The last thing you do in any good pre-
sentation is tell them what you told them. In
this case, you should review the best reasons
upon which your prospect should base their
decision and remind them of your desire to
work with them. Enthusiasm sells and while
proposals help sell work, it’s people who do
most of the work. [ always close my presenta-
tions by thanking my prospect for their time
and leaving them with some great parting
words, “Mr. Jones, thanks for your time. I'm
sure this is a big decision for you and one you
won't take lightly. | have met with countless
professionals like yourselfwho were faced with
the same, tough decision you are facing right
now. And when most of them see all the value
and expertise we bring to the table, we get the
job. So I wanted to stress to you, that when
you do business with Holland Landscaping,
you get me. And if there is someone more
passionate about landscaping and raking care
of their clients, I'd like to meet him. Give me

a chance; I will not disappoint you.”

is a speaker, consultant and author, as well as owner of Grunder
Landscaping Co., Miamisburg, Ohio. He can be reached at

866/478-6337 and via www.martygrunder.com.
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As you look toward 2006, now is the rime
to pay attention to contract renewals,
winter customer service and off-season busi-
ness operations.

To make a run for new or renewed service
accounts, get out of the office and inspect as
many projects as possible now. During your
visits, develop a checklist of items for crews to
address on their next visits. Also, take time to
greet clients and ask if there is anything else
you can do for them. Let them know you
appreciate their business and look forward
to working for them next year. They need
to hear this from the company owner. The
primary objective here is to get face-to-face
with as many clients as possible before the
winter doldrums set in.

Ensure that your crews take extra time
to provide the best quality and leave sites
looking impeccable. A nice touch is for crew
leaders to leave notes saying, “My crew and |
enjoyed working with you this scason and we
look forward to working for you next spring.
Have a great holiday season. Thank You!” Be
sure the note is hand written, as this is more
personal and means a lot to the client.

While there are only a few weeks left in
the year, you still can incur some unneces-
sary expenses — or have opportunities to
increase profits even more. Keep an eye on
labor requirements this time of year. Some
companies have employees leaving too soon
and others have too many employees for the
work remaining. Remember the old saying
“Hire Slowly, Fire Quickly” — don't keep un-
necessary labor on the books. Also keep an eye
on overtime. Aim to keep overtime hours at
z¢ro, if possible. Determine your backlog of
work and establish the budgeted labor hours
to accomplish it.

Some companies in the warmer climates
also have reduced workloadsduring the winter
months. Don'tcontinue with the same schedule

.,

"

Winter Operatlon Checklist

and budgeted hours on your maintenance jobs.
The workload is different. Generate new to-do
lists and new budgeted hours per job or visit.
Consider reducing the number of people on
a crew and/or the total number of crews per-
forming the work. Your objective is to reduce
payroll, which is your single biggest expense.

Now is also the time to determine your
holiday schedule, if you haven't already, and
let your employees know the plan in advance.
I suggest shutting down the majority, if not
all, of your operations during the Christmas
and New Year's time. Try this schedule:

* Thanksgiving three-day workweek: Work
three days (Nov. 21 t023) and take off Thursday
(Thanksgiving Day) and Friday.

* December holiday schedule: Last work day
is Friday, Dec. 23. Stay closed for the full week
of Dec. 26 and reopen on Jan. 2.

This plan helps save direct labor costs
and also gives your employees some time off.
But don't forget about your clients during the
holidays. While you may not be performing
work, it’s still necessary to have someone answer
phones (no answering machines, please) in
case anything comes up. Additionally, if you
provide snow removal services, be prepared
in case it snows during this time off. Develop
a game plan whereby crews are on standby
for snow removal or any emergency that may
arise. This can all be planned in advance so as
not to jeopardize client services, but still have
a greatly reduced labor force. Make sure your
key people are involved in decisions to reduce
your holiday workforce.

Finally, take this time of year to determine
your equipment needs for 2006. Contacr deal-
ers now for favorable pricingand developaplan
for the winter refurbishment of each machine
already in your fleet, even it it’s only cleaning,
sharpening or repainting. Make a to-do list for
sach piece and prioritize your list to make sure
everything is ready to go come spring.

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.
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Dress for Success

In the 1990’s dot-com era, under relentless
pressure from their younger counterparts and
in an effort to shed the perception that they
were old-fashioned, many companies began
adopring “casual Friday” dress. This was a
challenge for die-hard professional dressers
(PDers) like me. For whatever reason, | was
more productive, more pumped, and more
efficient when I dressed the part of a profes-
sional consultant — even if 1 never saw a client
or left my desk for the entire day. Eventually,
however, afterattending board meetings where
I was the only one wearing a suit, and my bank’s
branch manager work a t-shirt to work, I gave
in and made the transition to a more casual
style of dress.

To this day, however, I still believe that 1
perform better when I feel better and, I hate
to admir ir, but I still feel better dressed up.
Apparently, I'm not alone in this thinking.
According to a new survey by OfficeTeam,
a California staffing service, most employees
feel that dress does, indeed, make the man or
the woman. More than 80 percent of surveyed
professionals said a person’s work artire affects
his or her professional image. A 2003 survey
by No Nonsense, the pantyhose manufacturer,
found that 70 percent of executives said that
workplace dress affects an employee's produc-
tivity, while 63 percent said that wearing more
professional clothing makes employeesadvance
faster in their careers.

If you believe that dress does impact im-
age, then it's imperative that you develop a
specificdress code for your employees. (Ifyour
employees are perceived as unprofessional in
their image, this will reflect on the image of
your organization.)

Your dress code should be appropriate for
your business, your culture, your workforce
and your industry. This doesnt mean, how-
ever, that just because 75 percent of your
industry dresses like slobs that you should,
t0o. Remember the old adage — you never get

a second chance to make a first impression?
It’s true. Every business should strive to ensure
their employees look and sound betrer than
the competition.

The dress codes we're writing for employee
handbooks today contain very specific “do not
even attempt to wear these” lists that consider
workforce characteristicsand often include such
itemsas (for ladies) sheer blouses, low-cut tops,
cockuail or spiked shoes, items with sequins
or excessive beads, and skirts that are shorter
than 2 inches above the knee. For men, the
“prohibited” listusually includes shorts, sockless
shoes, and baseball caps and visors. For both
men and women, most policies prohibir ath-
letic and beach-wear, exposed undergarments,
low-cut or excessively baggy pants, clothing
with holes, tight or suggestive clothing, leather
clothing, tennis shoes, overalls, and visible or
offensive clothing and tattoos (judgment call
on management's part). Some policies prohibit
body ornaments, although it may be necessary
to make a religious accommodation.

Clearly, these lists are not all inclusive and
any dress policy that you implement should
address the following: (1) accommodations
based on medical conditions (i.e., a skin con-
dition that precludes a male employee from
shaving) or religious faith (i.e., the wearing
of a turban for Hindu and Sikh employees, a
head scarf for Muslim employees, or yarmulke
for Jewish men), (2) any special requirements
based on safety standards (including jewelry
and headsets, among others), (3) any special
uniform provisions, and (4) general grooming
standards related ro cleanliness, neatness and,
don't forget, everyone's favorite — hygiene.

When developing your dress code, be
mindful of uniformity — that is, whatever
standard is required of men should also be
required of women. Also, be sure to include
consequences for non-compliance and then
follow-through with them in a consistent and
non-discriminatory fashion.

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

he owner of Dan's Landscaping & Lawn Care,

Terrytown, La., was the host of visitors to the

Lawn & Landscape Weed & Insect Manage-

ment Seminars — South in mid-August. Little
did attendees to the event and facility tour know that
The Big Easy would be soaked with hurricane and flood
waters in just a matter of weeks. With his facility located
just 5 miles outside of New Orleans — and only about 5
feet above sea level —Standley's business could well have
been a casualty of Hurricane
Katrina, but thankfully beat
the odds.

“We have some roof and
siding damage at the shop, but
we've got power and every-
thing's running now," Stand-
ley tells Lawn & Landscape
magazine. All he's waiting for
now is the return of more
employees. “So far, four of our
I2employeesarebackand|'ve
got them workingas muchas|
can during the week, and then
leaving them the weekends to
get all of their personal needs
straightened out. We've got
two more guys returning soon
as well, so we're getting back
to business.”

Standley says the challenge with his employees is that
they evacuated the region before Katrina made landfall,
but now have nowhere to come “home” to. In fact,
Standley said he set up “"Hotel Dan’s Landscaping” for
a short time, turning part of the company's front office
areas into sleeping quarters until his workers were able to
secure housing. “We had to get a little creative on hous-
ing for awhile,” Standley says, “but we had a generator
and an air conditioner and did the best we could for our
employees.”

STORIES OF KATRINA. Meanwhile, on the
north side of flooded Lake Pontchartrain, Standley says
his family's home was also spared the flooding that the
New Orleans area experienced, sustaining mostly tree
and wind damage. Ever the optimist, “| ended up with a

A New Orleans-based Contractor’s Story

Dan Standley has one request: “Tell them all,'We're Back."™

skylight in my office,” Standley jokes.

Prior to the hurricane, Standley says he and
his family temporarily relocated to Montgom-
ery, Ala., for a couple of weeks to stay with
relatives. “The town welcomed us with open
arms,” Standley says. “We were able to enroll
our kids in school and the residents there were
so generous.”

In one story of generosity, Standley says he
stopped at a gas station prior to making a return
trip to New Orleans in order to fill up his vehicle,
and hopefully some gas cans, which were difficult
to find. “You couldn't find gas anywhere within
a two-hour drive of New Orleans, so we knew
we'd need to get some before we left in order
to be self-sufficient,” he explains. “We stopped at
every home improvement and hardware store,
but we couldn't find gas cans anywhere.” When
he stopped at the gas station, Standley made his
case toanother gentleman there, offering to pay
cash for the man's own gas cans from his home.
“He turned out to be a county commissioner in
the area and not only was he able to get us four
gas cans for our trip back, but he also paid for
our fill-up,” Standley says.

A woman in the area also showed Standley
and his family kindness, offering a sack of toys
for the kids, as well as some clothing and a Bible
— with $100 sneakily tucked inside. “We were doing
OK and didn’t need the money,” Standley says, “but the
generosity of the people who we met was overwhelming.
It's nice to know that so many people still have that kind
of spirit to help out strangers when they need it.”

Standley says the story that hit him the hardest was
of a woman he met in a Home Depot parking lot. The
woman, heavily medicated and weak, was accompanied
by a friend who explained that the woman had lost not
only her car and her home as a result of the hurricane,
but her family as well. “Just seeing the look on her face
| know that everything that's happened to me up to
this point is just a grain of sand on the beach compared
to what this woman has gone through,” Standley says.
“Now, when my 5-year-old daughter asks if I'll play with
her, | put down whatever I'm doing to spend that time
with her.”
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BACK TO BUSINESS. According to

Standley, news coverage of the aftermath of Hur-
ricane Katrina, though accurate in some respects,
shouldn't be generalized to represent all of New
Orleans and the surrounding towns and parishes.
“You hear all of these stories about the flooding
and the looting, but our parish is just a dot on the
map, compared to the New Orleans metro area,”
he says. “The national news portrays all of southern
Louisiana as New Orleans, but that's not the case.
Going through this hurricane certainly wasn't the
best of circumstances, but we have power, people
are driving through the streets and rebuilding their
homes, kids are going back to school -alot of things
are coming back on line."”

Dan's Landscaping & Lawn Care is coming back

continued on page 28

an Standley, owner of Dan's Landscaping & Lawn Care,

Terrytown, La., was recently forced to close up shop
for a short period during the Aug. 29 landfall and immediate
aftermath of Hurricane Katrina.

Thankfully, Standley says he was prepared for the worst,
including carrying insurance coverage, such as business inter-
ruption insurance.

“Business interruption insurance basically pays for your
losses of profits after a disaster,” explains Mark Weisburger,
of Weisburger Insurance Brokerage, White Plains, N.Y. “This
is the coverage that will let you continue to pay rent, com-
pensate your employees and cover your lost profits for the
time that your business is unable to function.”

Weisburger says business interruption coverage is
something all business owners should consider — not just
those operating in disaster-prone regions. "Our offices are
on the fourth floor of an office building in White Plains and
we've never had a hurricane here — but we could have a
fire tomorrow,” Weisburger says. “It's not just about being
somewhere susceptible to disasters; it's about making sure
your covered for this particular type of peril.”

Weisburger also refers to “extra expense” insurance
policies, which are similar. If a fire damages your facility, for
instance, you may be able to move your business across the
street; however, that costs money. Extra expense policies
cover things like getting new phone lines installed at a new
location or paying rent on a temporary office space while
yours is being repaired.

Weisburger says some business interruption or extra
expense coverage may be included in your regular business
insurance policies, but that contractors can purchase addi-
tional coverage if they 're so inclined. Watch out for stipu-
lations and exclusions, though. For example, Weisburger
says if your company doesn't have flood insurance, business
interruption caused by a flood may not be covered.

T
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win a NEW Perma Green

every year for the next 10 years!
register online or at a | ESCO or other dealer near you

sorry - mansion, vehicle and tuxedo not included
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A New Orleans-based Contractor’s Story

on line as well, tending to its commer-
cial maintenance accounts during the
clean up, and anticipating additional
renovation and installation work once
the clean up has been taken care of.
“Having had a relationship with a tree
care company in the area turned out to
be incredibly important,” Standley says.
“We're starting clean-up jobs at some
of our big shopping center properties
that were hit hard — one of which had
60 trees downed all on its own. Without
the business relationship we have with
that tree care company, we wouldn’t
have been able to get in there so fast
and take care of our clients.”

Standley says while there will be
three weeks of work for which the
company will not bill these clients, he
sees a good deal of restoration work
coming around the corner. “There are

parishes (counties) in the area that look
like the surface of the moon right now,”
Standley describes. "All of the green
that used to be there will need to be
replaced.”

Andwhile Dan’s Landscaping & Lawn
Care did lose two apartment complex
accountsasaresult of major water dam-
age on the properties, the company will
likely pick up accounts from contractors
whose businesses aren't able to handle
the aftermath.

Inthe meantime, the challenge will be
tofind employees to handle theincoming
workload. “Right now, everywhere you
go you see ‘Help Wanted' signs in he
windows,"” Standley says. “Each of the
major homeimprovementstoresaround
here need |00 people or more and until
they get those people they have to close
early because they don't have the staff

to stay open. Initially, it's going to be a
big hit to the economy, but things will
turn back around eventually.”

For his own business, Standley says
he learned some important lessons that
other contractors should take note of,
as well. “When we evacuated, | brought
my computer hard drive and some of our
business files with us, which would have
beenveryimportantifthe conditions had
been worse,” he says. “| also learned the
value of business continuation insurance
and making sure you have accesstoemer-
gency funds if you need them. It's also
important to have those local business
relationships with equipment dealers,
leasing companies, subcontractors, etc.,
so you'll be at the top of the list as a cus-
tomer and maybe get the resources you
need ahead of the masses when disaster
occurs." — Lauren Spiers Hunter

SKID SPRAYERS ¢« COMPLETE TRUCK SYSTEMS « PARTS & ACCESSORIES

Modular Spraying Systems 8 i
The ideal solution for your unique space requirements. | ' '

* Two Piece Frame Provides Maximum Versatility
and Mounting Options

* Multiple Tank Sizes Available

* Expandable

* |deal for Vans, Flatbeds, and Enclosed Truck Bodies
* 3-Way Ball Valves Allow For Easy Tank Selection and Transfer

G280, SPRAYING
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Insects have something
new to worry about.

Menace is Nufarm’s new insecticide using time-tested bifenthrin technology to control a
wide variety of insect pests, such as chinch bugs, sod webworms, mole crickets, ants
(including fire ants), billbugs and mites.

This fast-acting synthetic pyrethroid has low to no
odor and provides quick “knock-down” of insects.

Menace quickly ensures healthier turf and M ENA‘ E
public environments in nearly all residential
and commercial settings. GMNULAR

» Controls most major turf
insects and a large number
of ornamental pests

P Available as Menace PL

Granule (0.2% bifenthrin)
=== MENACE 79%
‘Menace 7.9% Flowable
mmhdoorand FLQWIABLE
outdoor bR e gt

Nufarm Turf & Specialty brings its well-deserved reputation
as a provider of solutions to our new line of insecticides.
Look for more new product solutions in the coming months!

N

Contact a Nufarm representative or your
l local distributor for more information:
800-345-3330
Nufarm www.turf.us.nufarm.com
Turf & Specialty Always read and follow complete labe} instructions,
Home of Riverdale Brands ™ Menace and Multitude are trademarks of Nufarm Americas Int.
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HURRICANE KATRINA

v

!industrx news > > >

American
Red Cross

The Green Industry Contributes to Hurricane Relief

urricane Katrina is having a
devastating financial impact
on the United States, par-
ticularly in the states most
severely impacted: Louisiana, Mississippi
and Alabama. In an effort to alleviate
some of the financial impact, donations
are pouring in from private individuals
and public corporations alike, with a
number of donations being made by —
organizations and companies in the
green industry. Here are some of the
industry's contributions:
* The Professional Landcare Network
(PLANET) has organizedadisaster sup-
port program to help put contractors
who want to donate supplies, labor and
money in contact with affected con-

tractors who need their help. Click on
PLANET's Emergency Disaster Support
Program link at www.landcarenetwork.
org for more information.

* Phoenix Environmental Care has
added disaster relief for victims of
the Mississippi Gulf Coast tragedy to
the list of programs qualifying for the
company’s PERKs
program. The PERKs
program provides
purchasers of Phoenix
Environmental Care
products with incentives that may be
converted into donations, contributions
or sponsorships of turf-related activities
and organizations. For more informa-
tion, visit www.phoenixenvcare.com.

q
N

Phoenpg

* Dow, parent company of Dow Agro-
Sciences, contributed $3 million to
the hurricane relief efforts, consisting
of $1 million in a cash donation to the
American Red Cross, $1 million match
to employee and retiree donations to
the American
Red Cross and
$! million in
products and technology donations
for the longer-term reconstruction
effort.

* The Florida Turfgrass Association col-
lected $2,000 in donations

and sent them to the IDFRG:
American Red Cross
in support of hur-
ricane victims during

Setting the New Standard...

Critical Spot Sprayer for Ilght and medium duty e S
antiicing and vegetation spraying systems.

o
= Jdrn-key System - 200apd 400 gallon systems

* Hitch-style Mounting -

Keady for use in seconds

= Integrated Liquid Transfer - No additional systems needed

= In-cab Controls

nea g

Pressure aind ground based electronic controls

lmn\

Ultra-compact design fits
all standard pickup bodies
andflatbeds!
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LOOK AROUND, VANGUARD" BIG BLOCKS"
ARE REALLY CUTTING IT UP.

VANGUARD"™ BIG BLOCKS™ FROM 25.0 TO 36.0 HORSEPOWER
(Including NEW 30.0-36.0" HP Vertical Shaft Models)

You're always on the lookout for ways to be even more profitably productive.
That’s why you should give Vanguard BIG BLOCKS a serious look. These air- and
liquid-cooled BIG BLOCKS power the machines that get a lot more done. So don't
just sit there. Click on commercialpower.com to be linked with BIG BLOCK-powered

machines that'll have you looking at a better bottom line.

JANCCART

34-36 HP are projected gross HP rating for the 993cc vertical shaft engine models
MMERCIAL nmoo

Production engines available in July, 2006
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its industry conference Sept. |1-14 in
Bonita Springs, Fla.
* Hunter Industries cre-
“.'I."er ated a donation program
in partnership with its
Preferred Contractors to
support ongoing relief efforts for hur-
ricane victims. All proceeds will go
to the American Red Cross Disaster
Relief Fund.
* The Southern Nursery Association
(SNA) established an Industry Disas-
ter Support Program to respond to
the needs of contractors
in the southern portion
of the United States
devastated by the hur-
ricane. SNA expects the
majority of assistance
to come in the form of

loaned equipment, such as

generators, chain saws, pumps, etc.,
and donated crews to help southern
nurseries get back up and running and

THe RoraDAIRoN®
SoiL RenovaToR

For more information, call 800.554.4863,
fax 570.602.3053

or email rotadaironemrex@aol.com.
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The Brickman Group President and CEQ Scott Brickman
say's his company will match two-for-one all employee

contributions to its Katnna Rellef fund.

Photo: The Brickman Group

Scott Brickmen

s BRICKMAN

Enbumcing the

salvage plant inventories. Call SNA at
770/953-331 | for more information.
* The Davey Tree Expert Co., Kent,
Ohio, sent hundreds of its employees
to the damaged regions of Mississippi,
Louisiana and Alabama to trim and re-
move trees from power lines and work
hand-in-hand with utility companies to
help restore power to the Southeast.
Employees drove down from as far as
Wisconsin, Ohio and Pennsylvania.

* Scott Brickman, president and CEO
of The Brickman Group, challenged his
team to raise $500,000 for hurricane

wicrtoan Lawdlsonpe Sloee 1419

relief. The Brickman family made per-
sonal contributions totaling $250,000 to
the Red Cross Disaster Relief Fund. And
the company will also match itsemployee
contributions to its Katrina Relief Fund
two for one ($2 for every $| contributed
by employees). Brickman regional offices
are also collecting donations of items
requested by the American Red Cross
that Scott Brickman and his wife, Patrice,
will load up and drive to Gulfport, Miss.
There they will hand the donations off
to a U.S. Navy chaplain they know who
oversees five shelters in the area.

More Profitahle hy Design

Irrigation and Landscape Design Software
for All Green Industry Professionals
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Phone: (281) 463-8804 + Fax: (281) 4831404 + Emall: salesgPraincad com « Web Sl www.rsincad com

USE READER SERVICE # 27

Visit us online today for details!

www.raincad.com
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CAVALCADE 65WDG

Preemergence Herbicide

wit avalcade.

Make Cavalcade your weed control weapon of choice this spring.
It’s the double-duty preemergence herbicide that prevents grassy
weeds like crabgrass, Poa annua and goosegrass, as well as

broadleafs like prostrate spurge, common purslane and knotweed.
With the proven active ingredient prodiamine, Cavalcade battles
30 weeds in all. Available as a granular combined with fertilizer
or as a sprayable. Either way staining is not an issue. And because

Cavalcade is priced right, you also protect your profit.

Call

800-250-5024

for a distributor near you. www.AdvanLLC.com
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* Honeywell is donating up to
$500,000 to support multiple pro-
grams to help those who have been
affected by the hurricane. Specifically,
Honeywell will contribute $100,000
to the Honeywell Humanitarian Relief
Fund and will match all employee do-
nations dollar-for-dollar to the fund.
Monies from the fund will be used
to support local Honeywell employ-
ees and local fire and
emergency squads. In
addition, Honeywell
made the company'’s
Sikorsky 76 helicop-
ter and its supporting
air and ground crews
available to the U.S.
Federal Emergency
Management Agency
(FEMA) to help with
search and rescue
and emergency sup-
ply efforts.

VERMEE

Leading Versatility in Landscar

The Vermeer® compact equipment r
line is built rugged to meet the
customers’ need for reliable work-
site productivity. Labor savings
ideas, versatile solutions, and local
dealer support are just the beginning
of the Vermeer commitment to the
landscape market. To us, it's simple.
We've been doing it for more than
five decades. Call 1-888-VERMEER
or visit www.vermeer.com.

Vermeer
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The Worlds Fastest Lawn Mower

An Amencan Tradition

To find out how to cut more acres of grass per hour
using a genuine Made in USA mower, Visit:

www.dixiechopper.com

Over 25 Years Dixie Chopper has been building the most productive machines in the industry.
Experience the difference today at your nearest Dixie Chopper dealer.
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Green Building Practices

on the Rise

andscape contractors with commercial or interiorscape accounts could have a grow-
ing sales opportunity on the horizon. According to the Intenation-
al Facility Management Association (IFMA), the majority of respon-
dents to a recent online survey reported implementing green concepts within

their organization’s facilities.

Findings from IFMA's 2005 Sustainability Study showed that 70 percent of companies are
implementing “green building” concepts. The aim of green (sustainable) building is to minimize
the disturbance to and improve the function of ecosystems during a building's construction and

service life.

Using natural daylight, purchasing recycled office products, embracing water conservation,
participating in incentive programs offered by local utilities or state/provincial agencies, and adding

environmental criteria to the vendor and
product-selection process topped the
list of the most common green building
practices.

Landscape contractors may be able
to help commercial office buildings meet
these green building objectives through
water-saving irrigation and energy-sav-
ing landscape designs. In addition to
recognizing that turf and shade trees can
lower summer air conditioning bills, and
that interior landscapes can bring with
them better work environments, many
buildings also are turning to “green roofs”
whereby rooftop landscapes further lower
a building’s energy costs.

According to an IFMA news release,
when asked about the motivation behind
implementing green policies, facility man-
agers reported concern for improved
employee health and productivity, cost
savings, environmental responsibility, re-
duced liability and life cycle cost strategy.
Slightly of less importance were public
opinion and corporate or government
mandates.

Compared to the 2002 survey results, there
has been a 3 percent increase in those who have
reported adhering to a master plan to implement
all feasible green concepts. In this year's study,
the majority of facility managers — 59 percent
— reported implementing selected green building
concepts, unguided by a master plan; || percent
are following a master plan to implement all feasible
green concepts; |7 percent haven't implemented
any green strategies but will do so within the next
two years; and |3 percent haven't implemented

An example of a “green roof,” installed by Bozzuto Landscape Co., that is
becoming popular atop commercial buildings, according to an IFMA research
study. Photo: Bozzuto Landscape Co.

any green strategies and do not plan to do so.

“The rewards of green building, like improved
employee health, cost savings and environmental
responsibility, have really started to emerge, so we
were not surprised that more facility managers are
adopting green building policies now," says Shari
Epstein, associate director of research for IFMA.

The data for this study was based on 34| respon-
dents to a Web-based questionnaire sent to 3,510
U.S. and Canadian professional members of IFMA
on May |2, Full results of the study can be viewed at
IFMA's Web site, www.ifma.org.
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of Bio Landscape & Maintenance gets a hefty Green Fleet discount when he buys any 3 John Deere
mowers, tractors or Gators™ at one time—then on all his John Deere purchases for a full year.

“John Deere does more work for every dollar | put into it.
And with the discount they give me, my dollar buys more.
This is an $11 million company. John Deere helped us

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

aving now


http://www.MowPro.com
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Growing

ife in the mid-1990s appeared to
be good for Christopher Curtis.
He was working and living in a
tropical paradise, and his design/

build and landscape maintenance company

had reached nearly $3 million in revenue.
But the growth was more than Curtis
could handle.

Curtis began pouring money into the
company's infrastructure to accommodate
the growth and was depending on a staff
that wasn't prepared for the increased
responsibilities. As competition heated up
and the economy turned sour, Curtis was
left with more assets than he needed, lower
profit margins and an overworked staff
producing unsatisfactory work.

Curtis, 61, eventually realized that he
needed to slow things down for his Haiku,
Hawaii-based company if he wanted to
produce the financial and aesthetic results
he desired from his work.

As your current business began grow-
ing what challenges did you face? There’s
.ll\\.l}'\ a lot of work out there, and il'_\‘ull.rc
g< )ud cveryone wants you o \]n lhcil \\'()l'k.
If you're doing $2 million dollars worth of

work a year and you've got good guys you

can depend on to produce that amount of
gross return and you see an opportunity to
double that, which is already a more-than-
comfortable living, it’s easy to get greedy and
think you could be making more. It’s very
tempring to expand that bubble, but there’s a
whole bunch of things wrong with that pic-
wre. I'm nor trying to say people shouldn't
grow their companies. They should, but you
have to be careful. No. 1, you can't repro-
duce the crew thar you have. You can't clone
them. What you get is a lot more Indians
and no more chiefs, so the guys who are run-
ning the jobs are going to get stressed out.
I'hey're going to have double the amount of
guys working for them, and you're going to
have to break crews off to run jobs with crew
chiefs who are nor really up to par, which is
whar happened to me. And on top of that,
I had to buy trucks, tools, toolboxes — all of
the equipment for these guys. I'm spending
all of this infrastructure money and building
up the company, and they're producing infe-
rior work because they're not on that level.
Then, as if that wasn't enough, the
economy went sour. This was in 1995 or
1996. In Maui, everything went downhill.
[ had made all these investments. I had

all of these guys, tools, trucks, equip-

DY o & aodicope
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ment and work out there, but it was
ffL“;”Lll \\"l’i\. \‘1‘[‘(’ \1)1]1;7&11(“['\ h.‘(l
come along and saw what | was doing
and thoughrt they could do it wo. So

| had more competition as well, and

they didn't know what they were doing,

what overhead was or what their costs

were, so they were underbidding and

forcing my bids down. As a result, [ was

working on a very narrow margin with
money | borrowed to invest to get the

company up to this level.

How did you get back to a comfort-
able level? I pulled back to abourt $1.5
million a year from about $3 million

Now I think we

do about $2.2 million or $2.3 mil

ind began rebuilding.

lion, and that’s ine. 'm just trying to

maintain everything at this level, and

Christopher Curtis

the more I'm able to hold the company

at this level, the more I can improve the

quality and be involved in innovation
in terms of design ideas and take risks

| could never take when I was growing
the company. Before I was never in-
volved in new ideas. I was just involved
in the financial burden and manage-
ment burden of building the company,
but the aesthetic work of my company

wasn't growing, and that’s very impor-

tant to me, We have a very high-quality

product, and we want to maintain thar.

You mentioned that this happened

before with the nursery. Why did you
make the same mistake twice? | think

[ blamed it on my partner. It was the

same scenario, but I think I blamed it

on him. I didn't really recognize that it’s

not somebody’s fault. Its the fault of
getting sucked into that view that the
more money that turns over, the more
that drnp\ to the bottom line. i',\'&'l‘}'--
body in business knows that's not how
it always works, but [ didn't know that.

I didn't go to business school.

Once you discovered that you were
growing too fast, how did your busi-
ness approach change? I'm much more
selective about the kind of work I take.
If you can afford to do thar, that's great
because that means every job we have,
the whole company is excited about.
We do a lot of $400.000 to $500.000

landscape work now.

What are you looking for in your
new accounts now? Clients who care

www.lawnandlandscape.com
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Onevof'the few lawn pests
new ARENA® can’t control.

ARENA and the Arysta LifeScience logo are trademarks of Arysta LifeScience North America
Corporation. © 2005 Arysta LifeScience North America Corporation. ARN-005



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

ARENA" Insecticide from Arysta LifeScience
North America may not solve all of your pest
A problems, but it sure takes care of the key ones.

t Along with exceptional season-long control of
b Y white grubs, ARENA stops chinch bugs, sod
webworms and billbougs dead in their tracks.
Plus, it offers suppression of cutworms and
mole crickets.

You'll also like the fact that ARENA
Insecticide features an excellent safety profile.
And it comes in your choice of convenient
spreadable or sprayable formulations.

This year, ask your turf products supplier
for the new standard in broad-spectrum
insect control — ARENA Insecticide from
Arysta LifeScience. To learn more, call
1-866-761-9397 toll free or Vvisit
www.arystalifescience.com.

//‘ rena

@ Arysta LifeScience
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When you encountered problems from  wanted to know what happened to his

about what we're going to do. [ really
£ !

interview the clients. I talk to them. growing too fast, did you seek help or business because I didn't want this to

I feel them out to see if they're really advice from anyone in the industry, happen to me. He said, “What happened
interested in the kind of work that | such as business consultants or other is I started saying, ‘No' to the small local
provide. I'd much racher be with some-  contractors? No, but | had a friend 20 jobs. I only took the fancy, fancy jobs." 1

body who is excited about and involved  years ago who had a large residential learned from him that you can't do that.

in the work because rogether we can construction firm on Maui, and I did Thar's kind of why I have a maintenance
create a much more unique atmosphere all of his landscape work, and he went company. In maintenance, you're always
that fits their particular needs. bankrupt. I went to see him because | the goat and never the hero, but it's cash

How. It takes care of your clients, and

it takes care of your design work. In a
sense, that is my bread and butter. The
checks from maintenance always come
at the same time, and it is a way for us
to serve the local clientele, who aren’t the
out-of-state people who are buying here
and building. The people who live here
need help too, but they don't have the
kind of money these other people do.

NOW yo u . So is the maintenance portion of

your business kind of like insurance?
Can do It sure is. It’s in every way insurance. It
ensures we have a paycheck every week.
It ensures our jobs stay true to intent.
t
an eX ra What are your plans to deal with ris-
ing expenses in Hawaii? We're going
m" 18 ',l awns to have to pay more because you must

have people to do the work. The county

)C&S TURF CARE EQUIPMENT

d ' is always trying to put together afford-
p er ay. able housing for people, but they can't
possibly keep up with the power of the
almighty inflated dollar over here, so we
have ro pay more. But if I can pay some-
body a lot more and he can produce a
lot more, then it's worth it, and I don't
have to pass that on to the clients. In
other words, the same way I'm becoming
more selective with clients, I'm becom-
ing more selective with my employees.

What are your future plans for
growing the company? I'm giving
the company to my employees, | have
three top guys — one who runs each
division — who have been with me for
20 years, so I'm giving each a percent
of the company stock every year over
a 10-year period and at the end of that
TURF TRACKER TIME MACHINE R 10-year period I'll be 72 years old.
Then over the following 10-year period
they'll buy the rest from me. I'm trying
to set it up so they can be comfortable
and pass that to the rest of the people in
the company. Other than that, 'm just
trying to do a better job to make more
profits so I'll have more money to share
with the people here who deserve it.

VISIT US AT GIE, BOOTH # 2516
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MAY RESULT IN
HICGHER PROFITS
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Simply the Best

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

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

it's the way we conduct business.

Visit our website at www.scag.com

Scag Power Equipment  Division of Metalcraft of Mayville, Inc. 1000 Metalcraft Drive, Mayville, WI 53050

VISIT US AT GIE, BOOTH # 2932
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hen it comes to
working with a
¥ homebuilder, Land-
o 4w % scape Contractor
o kRl Mark Osinski says
‘ \ the pros definitely

escape, Chagrin Falls, Ohio, has partmered

with Kingdom Home Builders since the

early 1990s, and he has installed landscapes
on more than 250 homes as part of the
business relationship.

Forming the relationship was a matter
of skill, mixed with a little luck of being
in the right place ac the right time. “The
builder saw the quality of our work and
asked us to submir a bid for one of his
model homes,” Osinski says. His bid was
.luuplul. and that one model home led

to another, which led to another, and the

outweigh any cons. The president of Natur-

relationship grew from there.

Today, business from the builder rep
resents about 10 percent of Narurescape's
gross sales. The relationship is a win-win,
says Osinski. “The builder can control
costs, and | have a steady workflow,” he
shares. “It’s good for both of us.”

A steady workfow cuts down on
()\l!l\l\l S H\‘ni o El(lli'LIH' new l\llxlnx’\\.
He can also purchase material in volume,
which gets him special pricing and helps
him offer discounts to the builder. “If I buy
a truckload of trees, I can pass on a portion
of the savings to the builder because he is
going to buy those trees throughout the
season,” he says.

Another benefit to the relationship is
the presuge .Hl\{ HP[‘HHHHII\' that comes
with the builder. For example, Osinski has

been able to participate in several widely

november 2005
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TIRED OF SECOND-GUESSING
HANDWRITITEN TIMECARBDS?

_EMPLOYEE TlME SHEET
l' x| (,L‘ W)

o
4 S

Total Hours

Employee Report
Bill Kemp
Jobsite Name: Walby Property Date Range: 12/12/2005 through 12/16/2005

Day Start End Activity
Mon 1212 7.08 AM 12:05 PM Irrigation 4:57 hours

1241 PM 322PM Irrigation 2:41 hours 7:38 hours
Tue 1213 712 AM 12:07 PM Irrigation 4:55 hours

1243 PM 323PM Irrigation 2:40 hours  7:35 hours
Wed 1214 712 AM 12:02 PM Irigation 450 hours

12:46 PM 349 PM Irrigation 3:03 hours 7:53 hours
Thu 1215 717 AM 1219 PM Planting 502 hours

12:50 PM 346 PM Planting 2:56 hours 7:58 hours
Fri 1216 713 AM 1207 PM Planting 4:54 hours

12:44 PM 339 PM Planting 2:55 hours 7:49 hours

S

Employee total { 38:53 hours

REALITY CHECK.

The Jobelock System easily tracks attendance for each worker, at every jobsite, 24/ 7
Find out why more than 175,000 workers clocked in today with The Jobclock System!

THE JOBCLOCK® THE LANDSCAPER'S TIMECLOCK™"
RUGGED - POWERFUL - ACCURATE - OPERATES 24/7 - ATTACHES ANYWHERE

:

. o
EXAKTIME

Call today: (888) 788-8463 www.jobclock.com
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publicized home shows. These shows let
potential customers see first-hand the
quality of Naturescape’s work. Osinski
can count on the shows to bring in

a few leads that turn into sales. “The
decision-makers come to these shows,”
he says. “They're serious buyers who are
ready to build. You're hitting a targer
market with a great deal of exposure.”

GET IN ON THE GROUND
FLOOR. Osinski admits that it's rare
for a builder to approach a contractor.
In facr, it’s a highly sought after, yet
difficult, relationship for a contractor
to form. “If you're good and the builder
likes you, they'll keep you,”
“The builder is likely to use the same

he says.

subcontractor once a favorable relation-
ship has been established.”

This is good news for the contractor
doing the work, bur it makes it chal-
lenging for someone to enter the game.
Osinski suggests contractors call lnml

- How do YOU make Lz

Tree Care » Landscape Design
Landscape Management

Turl Masagement » Pond Care

The most effective mycorrhizal inoculants available

PLANT
HEALTH
CARE, INC.

jitional produ

Biofertilizers for long-lasting fertility

- R S

homebuilders to request to be placed
on their bidders list. But don't give
up if there isn't a response right away.
“Sometimes you will have to call and
ask more than once,” he says. “It’s up to
the contractor to keep calling and pur
suing leads. You can’t expect the builder
to come to you.”

:\nd (hc |1.ml \\'nll\’ dnc\n'( stop
once the bid is won. Just as builders
will keep a contracror if they like his
work, they'll just as quickly let him go
if the work isn't up to their standards.
“These are high-end homes and high
end landscapes, so builders expect more
from you,” he says, adding that some
contracts say the builder has the right
to terminate the relationship ar any
time, as long as they provide written
notice within 30 days.

A contractor’s work is a reflection
of the builder, so most builders look
for someone who can provide high

quality, not just a low price. “In trying

By Usm

Safe, environmentally friendly products
Easy to use, expert results

Today S Technology for Tomorrow’s Environment™

n or distributor locations Call: 1-800-421-9051 o

VISIT US AT GIE, BOOTH # 1634
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to form a relationship, a contractor
must provide quality service and value
in order to win the trust of the builder,”
hn' says ”l'w:\'nnu .\]\\A\\ wants a ;nnd
price, but follow-up and warranry
service in this type of relationship is just
as important to the customer because
it proves the builder chose a reputable
subcontractor to represent his firm

All Naturescape’s products and
services come with a one-year warranty.
hey follow-up several times after
an installation to ensure the work is
satisfactory. The first is one month after
the initial installation. Six months later,
they review the installation again. In
the 11th month, the homeowner will
contact Narturescape with any concerns,
giving them enough time to correct a
situation before the warranty expires.

Keeping up a consistent level of
quality can be one of the biggest chal-
lenges of working with a builder. “Every

job has to come out the same,” Osinski

ndscaping Easter,
MORE Proﬁtable’

ERT Tools!
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You can buy off the back of a truck . _ )m a trusted expert

It’s your choice.

ProSource One sales representatives are trained professionals who make it a point
to understand your operation. They have the product expertise and local
knowledge you need to make your customer’s grass greener,
your business more profitable, and your life easier.

We're committed to offering branded, time-tested products that are backed by
research, quality control, and the after-the-sale product support you've come to
expect from the industry's premiere manufacturers.

Isn’t it time you got to know ProSource One?

PRO'WME@ Growing Smarter.
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says. “But it’s not a perfect world. It
might rain one day and wash out some
grass seed. So we have to return to

that property and bring it to the level
acceptable to the builder and the hom-
cowner.”

Time management can also be a
challenge when working with a builder.
“When you're working in a develop-
ment, all the residents in that area are
your customers,” Osinski says.

When going to one appointment,
Osinski can find himself being pulled
in multiple directions at once, If an-
other homeowner sees him in the area,
they'll call him over ro ask a question,
which can be a problem when he has
another appointment scheduled. “Once
they see you, they want to talk to you,”
he says. Scheduled appointments are
his priority, but it can be difficult to
tell a customer he doesn't have time for
them, especially when they “just need a
second.”

*FREE Shipping

Replacement
Blades & Parts

WORKING TOGETHER. Natur-
escape is currently working on one of
Kingdom's cluster home subdivisions
located within a prestigious gated com-
munity. The homes start at $500,000,
and included in that price is the front
landscaping, lawn and irrigation. Na-
turescape also does any hardscaping on
the property, which oftentimes is an up-
grade to the basic package the builder
sells — for example, if the homeowner
wants a brick patio rather than the
standard cement patio.

Many times, Osinski’s involvement
in these projects starts with the design
phase. But in this case, the builder had
the design work completed beforehand,
creating five different landscape designs
to match the various architecrural
styles of the homes. “Sometimes these
projects are done so far in advance, they
have landscaping designs done before
they even break ground,” he says. “The
architect firm that designs the house

Your BEST Choice for Quality Mower Parts
S——

Immediate Delivery

Trimmer Line &
Blade Grinders

W.E. Chapps distributor:

FLAIL-MASTER'

*Free shipping on all orders of $50 or more

* Equipment Covers
* Leg/Arm Chapps
* Mesh Bags

(800) 251-4020

www.flailmaster.com
P.O. Box 40984, Nashville, TN 37204
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subcontracts that out sometimes on
large commercial projects because the
city wants to see some semblance before
they approve it.”

Generally, Osinski says his staff
holds weekly production meetings
to forecast upcoming jobs, Over the
years, he has developed a good working
relationship with the builder’s field
staff. “The project supervisor will call
and give us the projected stare date,”
he says. “We schedule that into our
workforce on a weekly basis.”

Naturescape is responsible for doing
final grading before the lawn is put
down, so they work in association with
the excavator digging the basement.
“After the excavator finishes the rough
grade, we take it from there,” Osinski
explains.

Because of the high volume of work,
Osinski has a dedicated crew whose
first priority is Kingdom. “If there is
a project scheduled at a certain time,

gz Lutters Choice

CHAINSAWsupplies
at Discomnd Prices!

CHAINSAW PARTS
including guide bars,
sprockets, saw chain,
sharpening accessories
and safety svear!

Free ) 1
Er ,
| 4 :

2008 East 33™ Street
Erie, PA 16514
1-888-288-8371 ——

WWW. cutterschoice.com
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HEAVY TRUCKS
MEDIUM TRUCKS
SEVERE TRUCKS
ENGINES

BUSES

PARTS / SERVICE
FINANCE / LEASING

S INGH
) X%
T

IH'IERH!I]BHAL“’ CF SERIES.
HELPING SMALL BUSINESSES
'EVERYWHERE PUT DOWN ROOTS.

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.
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that crew’s first responsibility is to the
builder,” he says. He typically runs
three crews a day, depending on the size
of the job. “Bur a minimum of three
men are available when needed for
Kingdom.”

SIGNING A CONTRACT. Once a
builder accepts a bid, it becomes a con-
tract. “That way the builder knows up
front what their costs will be,” Osinski
says.

Rather than signing, say, a five-year
contract, the contracts are site-specific,
lasting until the builder has finished the
project or reached build-out. Ifit’s a

long-term project, as most generally are,

Osinski says it takes about four to five
years for a build-our.

Because of this, contractors should
make sure their contracts with builders
include a provision for a cost of living
increase, in addition to the base price.
Osinski suggests contracts contain

wording to the effect of “a percentage
increase on an annual basis to cover the
cost of living.”

“If contractors get locked into a
certain price, they could lose a great
deal of money without some provision
for when costs, such as steel and gas,
go up,” he says. “The builder doesn’t
automatically increase your contract so
you can have a higher profic margin.”

When it comes to pricing the ser-
vice, it's critical for contractors to know
their actual cost of doing business. In
exchange for the volume of work they're
giving, builders will expect a discount.

“If it’s two or three houses, they
don’t care about a discount,” he says.
“But if there are 10 houses, they'll want
one.”

The percent discount builders
expect differ based on the size of the
projects. But in general, Osinski says a
5 percent discount is appropriate when
starting out. “You can't really give any

more and still offer high quality,” he
points out,

But figuring out how much of a
discount to give is not a guessing game.
“You have to know your cost of doing
business so you can evaluate the op-
portunity,” Osinski says. “The bigger
the job, the more of a discount you can
offer. You have to know your costs to
determine any sort of discount.”

Osinski says the volume of the work
he receives makes up for the discount
he gives the builder. In turn, contrac-
tors should realize it’s common practice
in the home-building industry for the
builder to charge a markup on the
contractor’s service.

But make no mistake, When start-
ing this type of relationship, contractors
are definitely taking a gamble. “You are
putting yourself at risk,” Osinski says.
“You may not be profitable at first, but
you do it in the hopes that it will result
in a large volume of work.” 8

| TrU@ yatched precipitation
any ARC any RADIUS

~

AN INDUSTRY FIRST

When the arc of an MP Rotator” is adjusted, the flow
rate automatically changes to maintain a matched
precipitation rate. This eliminates the labor and
uncertainty associated with rotor nozzle installation
— as well as the waste of throwaway, plastic nozzle
trees — assuring that the flow rates specified on the
design will be the flow rates after installation. And
when the radius is adjusted, the flow rate automatically
changes in order to maintain high-uniformity and
matched precipitation. MP Rotators — an industry
first — assuring true matched precipitation.
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rough series

hey’re considered public-en-
emy No. 1 by many landscape
contractors. The alleged
culprits are lowball competi-
tors, and they're driving down
industry profits, according to
contractors \\'h(\ were \llr\'L'_\'L'd r(lr /.A('I('”
& Landscape’s 2005 State of the Industry
Report. Since 1997, contractors surveyed
for the annual report have ranked lowball
competitors as the third-highest business-
limiting factor in the industry.

Burt contractors whose profit margins
have decreased in recent years might be
searching too far from home for an answer
on why profits are falling. Instead, contrac-
tors own estimating procedures could be
the reason their profits have suffered.

“I think there are lowballers in every
industry,” says Marty Grunder, an industry
consultant and president of the Grunder
Landscaping Co., Dayton, Ohio. “I think
we probably ger a little too excited abour it.
Worry about yourself and that you know
your costs well and that you run a lean,
mean organization. If there are contrac-
tors who bid work you can’t compete with,
don’t worry about it and move on. Think
of it this way — they're just having a slow
going-out-of-business sale.”

In landscape construction, cost aware-
ness is especially critical because the jobs
typically require more materials, labor,
equipment and unexpected expenses than
maintenance. When contractors take a sim-
plistic pricing approach, they sometimes

lawn & landscape
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don't include all of these factors in their  The green industry is a much newer

estimares and risk losing money, says industry. Because of that, the plumber
industry consultant James Huston, and other trades have well-established
president of [.R. Huston Enterprises, pricing methods, so they're a litde
Englewood, Colo. Huston attributes further ahead of us as far as production
T some of the estimating difficulties con-  rates and standardized pricing methods
tractors face to an industry that’s still are concerned.”
growing. “The green industry, in gen- Contractors can reach the estimat-
eral, I think is a little less sophisticated ing level that similar industries have
than the other trades,” Huston says. achieved by accurately measuring job
“Let’s take plumbing, for instance — the  sites, tracking job costs and establishing
plumber has been around a long time. scientifically based production rates.
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et the bidding wars begin. When estimating commercial construc-
tion jobs, contractors are typically competing with several other
contractors for the lowest price. This means that contractors need to
be conscious of industry pricing standards and differences in client
expectations between residential and commercial jobs.

In general, gross profit margins for commercial jobs are 10 to 20
percent less than residential accounts, says James Huston, an indus-
try consultant and president of J.R. Huston Enterprises, Englewood,
Colo, The competitive nature and increased production rates associat-
ed with commercial work contribute to the lower margins. Contractors
should also be aware of differences in materials costs for commercial
and residential jobs. For commercial jobs, contractors can typically
charge a retail price for materials, whereas with a commercial job,
contractors should charge a wholesale price, Huston says.

Production rates are usually faster in commercial jobs because
they require a different "quality standard." Huston says. In other
words, homeowners tend to be pickier than developers or commer-
cial property owners. “In residential, you have to make sure the trees
really look good and that the homeowner is happy with them = you
might even have an architect pick them out,” he explains. “Whereas
on a commercial project you might have the same type of tree, but it
doesn't have to be as full, so this is where you're going to have a dif-
ferent quality standard and production rate, You're going to put these
things in the ground and move on, whereas in residential you have to
put them in the ground, move it around and make sure everything is
perfect. So residential is much more labor intensive.”

Additionally, commercial jobs sometimes require less physical labor
because they provide better site access for large equipment, such as mini-
excavators and skid-steer loaders, than residential jobsites, But to realize
maximum productivity from these machines, contractors should first train
their employees on how to properly operate equipment, Huston says.

The key to maximizing profits on commercial jobs is repeat busi-
ness, Huston says. Contractors should try to establish a relationship
with a builder who will provide ongoing business instead of playing
the open-bid market. “Negotiate as much work as possible." he ex-
plains. “Negotiated work and repeat work are less risky and garner the
highest profits vs. open-bid work, which is much lower.”

Gross profit margins for negotiated bids are 5 to 10 percent
higher than open bids, according to Huston. If contractors do join the
open-bid market, they should do their homework by asking other sub-
contractors on the job about their experiences with the client, Huston
recommends. He also suggests that contractors have an attorney re-
view the contract before signing it to make sure it covers all the bases.

www.lawnandlandscape.com
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comfortable in the harsh on-the-job conditions you face every day. So whatever you do, whether you're

a4Boran18EE, Red Wings are built to fit. And last. For a dealer: redwingshoes.com or 1-800-RED-WING.

USE READER SERVICE # 44




HANNAY

breakthrough series

FORGET FACTORING. Estimat-
ing should be fairly simple, righe? All
contractors need to do is multiply their
materials costs by a figure to cover over-
head and profit. Sometimes referred to
as the facroring method, this approach
works well in retail businesses, such as
nurseries, but in the design/build busi-
ness, contractors face too many vari-
ables to use such a simplistic approach,
say industry experts. “It’'s flying by the
seat of your pants,” warns Jack Mat-
tingly, president, Mattingly Consulting,
Woodstock, Ga. “If you're doing that, |
guarantee you're losing money. If you're
not, you're lucky, but you will get killed
on other jobs.”

A better approach is establishing
a detailed estimating system that pin-
points each cost associated with doing
business, Huston says. “When you just
factor things, that doesn't identify any
costs, such as overhead, labor or equip-
ment,” he explains. “In other words,
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Westheffer Co., Inc
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what's the cost of the tree, the labor to
install it and the truck to get it to the
job site?”

Knowing how long each job
function takes to complete can help
contractors establish their budgeted
hours for particular jobs. This is usu-
ally accomplished by timing different
tasks over a period of time, recording
the information and using the averages
as guidelines for future jobs, Huston
says. When performing the audit, often
referred to as a time and motion study,
contractors would also record the job
size. The data can then be entered into
a computer spreadsheet that will calcu-
late a price based on job type, job size
and the contractor’s selected markup.

Monitoring production rates should
be an ongoing process. Mattingly
recommends that contractors perform
a time and motion study at least rwice
annually.

Another way to track production

Call Us First For All Your Spraying Equipment & Parts Needs!

When you need
hose, reels, guns,
fittings, tanks,
pumps, or repair
kits, look no
farther than
Westheffer.
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rates is with job costing. Contrac-

tor Andrew Aksar requires that his
crewleaders record on a timesheet how
long each step of a job took, including
travel time to and from the job and
truck loading and unloading time. Also
included is each material used on the
job, from topsoil to marking-paint cans,
says Aksar, owner, Outdoor Finishes,
Walkersville, Md.

“As we're doing the job, we track
actual production hours and acrual ma-
terial expenses, and I track every litde
penny spent,” Aksar explains. “Ir allows
me to compare estimated material
expenses vs. actual expenses and allows
me to compare estimated production
hours vs. actual production hours,
which will allow me to see if we made
the estimated net profit or went over or
under the estimated net profi.”

Part of the tracking process is
receiving consistent and accurate com-
munications from the field. Contrac-
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tors should have one staff member who
is in charge of making sure the job is
moving forward according to plans

and is relaying that back ro the crews,
Huston says. This person should be
someone with a financial stake in the
company, such as a sales associate. “You
might have two to five people on the
job, and if these people aren’t talking,

FAMILY OWNED AND OPER

SO AT AT 1T

that opens a huge gap for problems

people don't know exactly what is
expected; crews don't know precise
materials or the nuances of the job,” he
explains. “The sales person has to make
sure that everything is tied together
and that the crewleader knows what is
expected.”

Ed Koenig, sales and marketing di-
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rector for Grafton, Ohio-based Lifestyle
Landscaping says he determines average
production rates by keeping in constant
contact with his account managers.
“There have been several times where
I've sat down with account managers
and said we need to look at how long
this takes,” he says. “Then we'll go

to our crews and ask them what they
think, and they'll give us valuable input
in terms of what they're going through
because there are all types of intangibles
we don’t always see. That way we're able
to see what's going on and assign an
amount of time to a given task.”

EXPECT THE UNEXPECTED.
Contractors dont have to be for-
tune-tellers ro accurately estimate
design/build jobs, but they do need
the foresight to account for potential
obstacles along the way. These variables
can decrease profits or even wipe them
out if they're nor included in the esti-
mate or if the contract doesn't clearly
state that cost overruns could increase
the job price. Contractors sometimes
encounter these problems on jobs
where soil conditions impede progress.
Huston recommends that contractors
include a rock or ledge clause in their
contracts to protect them against po-
tential pitfalls on the job. Such a clause
would state in the contract thar prices
are subject ro change if a ledge or rocky
soil conditions require additional time
and marerials,

In some instances, contractors can
tailor the clause to fit certain condi-
tions common in their regions. That's
exactly what Grunder says he does for
jobs thar require concrete demolition.
“One thing we run into a lot that you
can lose your tail on is tearing out con-
crete that has fencing or rebar in ic,”
he says. “So you need to have clauses
in your contract to make sure you're
covered in case you come into some
hidden conditions.”

In Grunder's case, he says the
contract would typically state the fol-
lowing: “It is assumed that the material
were dcm()lishmg is free of rebar and
is 4 inches thick. If it is more than
4 inches thick or conrains rebar or
reinforcement, there shall be an extra
charge to remove it.”

In addition to clauses, landscape
contractors should add a risk factor
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of at least 10 percent to the crew’s
average wage on all estimates, Huston
advises. This number can be higher if
contractors think the job will present
additional challenges. “If you're on a
job and you feel comfortable about the
production rates, you're still going to
add 10 percent to your average wage
because things happen and you have to

protect yourself,” Huston says.

But Grunder says a risk factor isn't
always necessary because the rock or
ledge clause should take care of any
unforeseen circumstances that occur on
the job. “We don't like putting in an ex-
tra fudge factor,” he explains. “We like
to assume that everything is going to
be OK but have a clause in the contract
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that we can execute if we need to.”

The key to executing contract
clauses is effectively communicating
with the customer potential problems
before they happen, Grunder says. “Be
realistic and honest and say, “We're go-
ing to work with you and do everything
we possibly can to make this a pleas-
ant experience, but anytime you do a
project of this scope, there can be issues
that come up, and we want to prepare
you for those; here are a couple of
things that might happen,™ he explains.
“Clients don't like surprises, and that’s
how you tick people off, so you want
to have conversations upfront that let
them know everything may not go
perfectly.”

PEOPLE PROBLEMS. Physical
roadblocks aren’t the only obstacles
contractors can encounter on the job.
There’s also the human factor. Difficult
customers can cause slowdowns and
decrease profits, as well. This is when

a contractor’s experience and intuition
come into play. If a contracror gets “bad
vibes” from a customer, the contractor
might want to consider a contingency
factor, Huston says. “I tell guys once
you put the whole bid together, step
back and take a look at it, sometimes
your risk factor is the homeowner from
hell, so you add an extra $1,000,” he
explains.

Although experience typically tells
contractors when to include a contin-
gency factor, there are ways contractors
can learn more about a client before
proceeding with a job. One sign con-
tractors should be wary of is an overly
meticulous customer. “If a customer is
trying to nickel and dime you upfront,
that’s a sign,” Huston points out. An-
other way contractors can read clients
is by asking other contractors on the
job about their experiences with the
customer, he adds.

Contractor David Rykbost says he
usually includes a 10-percent risk factor
in his jobs but will increase it by 5 to
10 percent if he thinks the customer
will cause problems. “If they're just ask-
ing 10 million questions about things
that are really insignificant, you have
to wonder if they're going to hammer
you for every little thing when the job
is done, in which case you can put
in a higher risk factor,” says Rykbost,

continued on page 66
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e breaktrouh sries sidear

here’s a disclaimer on

every automobile’s

side-view mirror thar

says, “Objects may be

closer than they appear.”

Maybe landscape con-
tractors should heed a similar warning
that says, “Eyeball estimates may be
less accurate than they appear.” Such a
mantra could protect contractors from
basing their lawn maintenance esti-
mates only on experience rather than
measuring the property for precise
numbers.

Indeed, contractors who derive
their prices from measured production
rates should increase their chances of
obtaining their targeted profit margins,
say industry experts. General, unscien-
tific estimates might work for smaller
one- or two-man operations, in which
case the contractor is usually pricing

Photo: Dowco Enterprises

jobs himself, but larger companies with
multiple employees could suffer from
such a simplistic approach, says Frank
Ross, president, Ross-Payne & Associ-
ates, Chicago, Ill.

“I don’t have a problem with an
experienced eye,” Ross explains. “If
you're a one-man show and you're
doing it all yourself, then fine. Bur if
you're going to delegate estimating to
someone else in your business, all of
the sudden that person doesn’t have the
same eye and you have a job that’s been
horribly misestimated, and it’s either
overestimated and you lose the job or
underestimated and you lose money on
the job. There are guys in the industry
who can do that, but few in number
who do it well.”

Industry consultant Marty
Grunder agrees that only the most
experienced maintenance contractors




e
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should depend on intuition to produce

estimates. “If you're a rookie or new
in this business, you berter measure
because you can't afford to blow a

bid,” says Grunder, president of the

Grunder Landscaping Co., Dayton,

‘Ohio. “You have to understand that

doing that bid is a building-block for
your company’s future.”

IT’S IN THE CONTRACT. A poor
maintenance estimate can hinder a
company’s future growth when contrac-
tors don't spell out all the terms and
conditions of a contract for potential
clients. In such cases, clients may expect
more services than what's stated in

the contract. One way to avoid these:
problems is to specify that any services
beyond what's worded in the contract
are subject to hourly fees. Thart's how
Ed Koenig, sales marketing director for
Grafton, Ohio-based Lifestyle Land-
scaping, says he keeps client expecta-
tions in check.

“With maintenance it’s all about
building a relationship with the cli-
ent and establishing the trust chat’s
necessary to have that sort of working
relationship,” Koenig explains. “A lot of
the clients we work with are upper-end
residential, and their needs are not
always typical. It's not something you
can script real easily.”

When Koenig writes his mainte-
nance contracts he lists in detail all of
the services the customer will receive,
the frequency of visits and the bill-
ing schedule. Then he specifies that
anything beyond the scope of work he
outlined will cost additional time and
materials and provides the customer
with an hourly rate.

Contracror David Rykbost charges
a set rare for mowing jobs but charges
hourly for other maitenance jobs, such
as'spring cleanups and fall leaf pickups,
that can varyin time. Rykbost, presi-
dent of Dave's Landscape Management
Co. in Hudson, Mass., also insists that
cach year when customers renew their
contracts they check off each'service
théy wanrand sign the document. The
process saved Rykbost from providing
a mulching service for free. He relates
an incident in which a customer already

mulched his beds but checked off

and signed a service request sheet for
Rykbost ro provide the mulching, Per
the customer’s request, Rykbost's crews
showed up and mulched the yard. The
customer was upset but when Rykbost
showed him the signed request form,
he accepred the charge. “He ended up
paying us because he told us to do i, so
it’s important to get those signatures,”
he says.

MEASURABLE MOTIONS. Con-
tractor Maurice Dowell knows from ex-
perience how long jobs should take but
even this 27-year veteran says to remain
competitive a more exact appmaah may
be necessary. “We realize estimating has
to be brought 1o a science to the point
that I could take an employee out there
and by following steps one through
three he can account for the price of
thac particular property. Thac is our
goal,” says Dowell, owner of Dowco
Enterprises, Chesterfield, Mo.

Dowell is considering a software
program that can determine prices
based on the size of the property and
the type of equipment being used. To
gather the data necessary for such a
software program, Dowell will likely
need to quantify his producrion rates
by conducting time and motion stud-
ies, which are performed by observing
employees in action, recording the
type of equipment they're using, and
timing how long it takes them to fin-
ish specific jobs.

“Contractors need quantifiable
production rates for all of the services
they perform,” says Jack Martingly,
president, Martringly Consulting,
Woodstock, Ga. “That means they
need to determine how long it takes
to-mow 1,000 square feet with a 21-
inch mower, how long it takes with a
36-inch mowerand all other aspects
of the job, including trimming and
edging. Only then have they taken the
guesswork out of it.”

Mattingly recommends contrac-
tors transfer the dawa from the study o
a computer spreadsheet or estimating
program that will calculate prices based
on the information gathered. From
there, contractors should continue

tracking production rates throughout
the year so they can make adjustments,
when necessary, Ross says.

Contractors can track production
hours by requiring that employces
fill out time sheets for each task they
perform. “You want to collect time
whenever your crew goes out to a site,
and you want to see how many hours
they're actually spending to mow the
site,” Ross explains. “If you're over the
estimated value that you sold the job
for, you then want 10 know how the job
is performed — it might be the mowing
patterns being used or the crew is doing
more than what you sold the job for. If
it were to go unmeasured or untracked,
you may end up the year thinking you
had a greart job, but you actually lost
money because you didn't pay any ar-
tention to it.”

Industry consultant James Huston
agrees that tracking production hours
is useful for commercial jobs and
larger residential jobs but says it’s not as
necessary with residential jobs because
they're smaller and less risky. “It’s so
time consuming to measure everything
thar very few people actually do it,”
says Huston, president of ].R. Huston
Enterprises, Englewood, Colo. “You're
whipping out prices left and right and
you just don't always have the time to
measure everything.”

Huston’s approach for estimating
residential jobs is less analytical. After
contractors determine their overhead
and materials costs, he recommends
they set daily billable goals for their
crews when working smaller residential
accounts, So if a contractor sets his
daily rate at $600 for an cight-hour day,
he would charge $75 per man-hour,
which is derived by dividing the daily
goal by the hours worked.

The result is a simpler method of
tracking profitability, Huston says.
“The hourly rate is important, but
what is more important is that every
day you bill $600,” he explains. “In
other words, at the end of the day, you
better be able to bill $600, if you can
they're heroes, if you can't, there’s a
problem. That is a great way for main-
tenance guys to see if they're making
money.”

wwwawnandlandscapecom | november 2005 |

lawn & landscape




WHY SETTLE FOR SECOND BEST!

SEEDA-VATOR®
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THE SEEDA-VATOR USES PATENTED VIBRATING SOLID TINES TO EXTENSIVELY
FRACTURE THE SOIL, RESULTING IN AN IDEAL SEEDBED. THE SEEDA-VATOR
ALSO HAS A PATENTED SWIVEL HITCH THAT ALLOWS THE OPERATOR TO TURN
AROUND OBJECTS WITHOUT TEARING THE ESTABLISHED TURF. WHICH IS
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CALL FOR A FREE VIDEO TODAY
800-363-8780
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|Hook-ALe HOOKLIFTS

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

Lift, Load,
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Dump!
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Lawn Care:Landscapings

Scheduling Estimating Accounts Receivable
Routing Pesticide/Herbicide
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Invoicing EpeteIConts
Time &
Income Reports Materials

1-800- 586 4683

www.adkad.com/freedemo. htm
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continued from page 62

president, Dave’s Landscape Management
Co., Hudson, Mass.

Sometimes it's best to simply turn
down a job if the customer appears too
picky or combative, Grunder says. “Put
it this way, if you're having problems
with the prospect before you even put a
shovel in the ground, that's a bad sign,
and you need to walk away from it and
devote your efforts roward your better
customers,” he says. “It takes a lot of
courage and experience to do that, We
do it a couple of times a year when we
become concerned that we can’t meet
expectations.”

Clients aren't the only ones who can
cause job slowdowns, as Aksar realized
on a recent project. Crewmembers are
subject to fatigue, which can increase
labor costs and reduce profits as much
as client interference. By the second
week of June, temperatures in Aksar’s
region had reached the high 80s and
low 90s. At this particular job, work-
ers had o wheelbarrow everything into
the yard because of limited site access.
The hear combined with the additional
labor resulted in a loss of a day’s worth
of production hours, Aksar says, adding
that contractors need to pur themselves
in their laborers shoes when estimat-
ing a job. “When you're not working
in the field, it's casy to sit back and not
think about those little details,” he says.
“When we're job costing, we seem to
think employees are working all day long
with big smiles on their faces. Bur with
poor worksite conditions, they're taking
breaks and catching their breath.”

The experience has made Aksar more
conscious of how access and employees’
physical limitations can impact a job.
Now, before finalizing an estimate, Aksar
checks whether his skid-steer loaders will
fit through certain entrance points or
whether land conditions will hinder the
equipment’s performance, such as hill
steepness. A wet or muddy slope could
prevent a skid-steer loader from proceed-
ing up the hill.

In the future, Aksar says he will add
production hours to the job if he knows
it will require a significant amount of
manual labor, especially in high tempera-
tures. “This is a labor issue,” he explains.
I have to put myself in the laborers’ shoes
because they're the ones hauling the
wheelbarrow up and down a hill all day

long.” @&
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“The people at John Deere Landscapes
have

stepped up

to bat for us many times...”

“On a day-to-day basis, the simple fact of knowing we can depend on John
Deere Landscapes to provide us with the best service possible
reminds us that without that partnership, we would not be as competitive and
as successful as we are.”

— Robert L Rivera, Evergreen Services, Inc.

Irrigation Landscape Regional Nursery Nationwide Nursery Landscape
Equipment Lighting Wholesale Centers Direct Services Supplies

John Deere Landscapes is your one supplier for all the irrigation, lighting and landscape supplies you
need. With over 275 branches nationwide, we have a location near you. Stop by and see what we can offer
you today!

800-347-4272
www.JohnDeereLandscapes.com

VISIT US AT GIE, BOOTH # 1116
USE READER SERVICE # 55
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or lawn and landscape business owners like you, every crisp
fall breeze brings with it maintenance and installation op-
portunities for everything from leaf clean-up to landscape
enhancement installation and fall fertilization. At John
Deere, this time of year also gives us a chance to in-
troduce you to our full line of commercial euipment
for the lawn and landscape professional that you've come to depend
on over the years. Maybe you'll have the chance to benefit from some
of our equipment offerings on these last few projects of the year; or,
perhaps the products and plant materials available at your local john
Deere Landscapes store will come in handy on late-season landscape
installations. In either respect, all of our john Deere dealers and sales

representatives are looking forward to working with you.

We recognize that fall and winter mark the important seasons when
businesses take a close look at their books, reflect on the past year's
ups and downs, and strategize about how to make the upcoming year
even more successful. Knowing that, we're excited to bring you this
third-annual in-depth Benchmarking Your Business report. Packed
with national and regional data on the business numbers you deal with
every day, we know this report will be something you can use to see
where your company stands right now and establish goals to help you
continue growing your business and your profits. “We af John Deere shive
Knowing the importance of numbers to your business's bottom line, this to be more than iUSf a

year's Benchmarking Your Business report includes more charts and graphs,
allowing you to easily insert yourself into the report to see where your own supplier fOf your bUSiness'
company's challenges and opportunities lay, as well as data interpretation that

We're eager to be your
truly goes beyond the numbers.

business partner, helping to
As a leading provider of commercial maintenance and installation equipment, ”
irrigation products, landscape materials and other services, we at John Deere mesr ¥out gOOlS.
strive to be more than just a supplier for your business. We're eager to be - Gilbert Pena
your business partner, helping to meet your goals of improving everything from
your business systems to your bottom line. This fall, we're sure you'll find the
2005 Benchmarking Your Business report to be a valuable tool in doing just
that and we look forward to meeting you — perhaps in the spring, or even

sooner — as you move into your next season of success.

Gilbert Pena
Brand Manager, Commercial Mowing

John Deere



Benchmarking
Your Business

by Lauren Spiers Hunter

n July 2005, Lawn & Landscape

and operations consultant Jack
Mattingly developed the 2005
Benchmarking Your Business
survey, which was sent to lawn
and landscape business owners
randomly selected from Lawn
& Landscape’s circulation list of
presidents and owners. Along with
a questionnaire, a $| incentive was
mailed to each recipient, inviting
their participation.

A total of 796 surveys were
completed and returned to Lawn
& Landscape, which commissioned
independent research firm Re-
search USA to tabulate the results.
In addition to providing industry
averages and median results, the
data was broken down by revenue
and region for a more accurate
picture of each segment of the
industry.

Average revenue and other av-
erages and percentages are based
on response data from this report
only. Results have a margin of error
of */- 3.5 percent.

J4  BENCHMARKING YOUR BUSINESS REPORT

nowledgeable account managers, a well-designed Web site,

skilled crews and a friendly receptionist all help end-users
feel comfortable in their decisions to hire certain companies;
but what would happen if they looked beyond the talent and
insight of their professional contractors? If homeowners and
property managers looked at their service providers' books,
would they still feel sure about their services?

Beyond providing a professional service, most lawn and landscape profes-
sionals know that running a successful business is all about numbers. Good
rapport with clients is essential, but a business that doesn’t make money won't
be around long enough to offer continued service to those customers.

Knowing that, the 2005 Benchmarking Your Business report was devel-
oped to serve as a starting point on your road to success. The charts included
here are designed to let you compare your company to others on both
national and regional scales. Moreover, industry consultant Jack Mattingly has
offered his insight into what these numbers mean. After all, it's one thing to
be able to compare your company's costs to national averages, but it's quite
another to identify how to track those costs on a regular basis and watch your
bottom line improve as a result. As you make your way through the report,
take a look at the “Take Note” items for helpful analysis of many charts.

COST/PROFIT ANALYSIS. Whether it's pounds of fertilizer or hours of
labor, direct costs will vary by company. Service mix, job size, number of ac-
counts and numerous other factors all play into what percentage of a compa-
ny's expenses are directly related to their jobs. But according to Mattingly, the
general direct expense categories will be the same for every business: Labor,
materials, subcontractors and equipment rental.

“Direct costs are the costs directly associated with performing a certain
piece of work,” says Mattingly of Mattingly Consulting, Woodstock, Ga.
“Everything else is some type of overhead, broken out into equipment costs,
indirect job costs and administrative costs.” Mattingly says that landscape de-
sign/build companies will sometimes have a higher percentage of direct costs
than maintenance companies, which generally gives maintenance companies
higher gross profit. Moreover, he notes that lawn care companies likely have
the lowest direct costs, making these services among the most profitable.




How do you project your total gross revenue to change

from 2004 to 2005

Take Note: Overall, a majority of green
industry companies (53.6 percent)
expect revenue increases from 2004
to 2005. One trend we see here is that

National | <$100k | $100k- | $300k | $1M+ | more large companies expect revenve
i ase, whi ore small compani
Average $299k $999k expect revenue decreases. Moreover,
the smallest companies are expecting the
Increase 53.6 41.2 59 68.3 68'-4 largest revenue decreases - an average
22.9 percent loss - compared to only 8.5
No Change 37.4 44.6 35.3 27.5 28.2 percan losses reportsd among iy Mvgest
companies expecting decreases. Industry
Decrease 9 14.2 5.7 43 3.5 consultant Jack Mattingly suggests that
smaller companies may need to keep closer
Average Expected 16.6 18.1 6.6 14 17.6 oAbl aqfundiy dassdcdnsaies
Increase this trend.
Average Expected 19.8 22.9 13.8 15.5 8.5
Decrease

What percentage of your gross sales revenue does your company spend for the

following expenses in each service area?

o ainn S nrensauvEs L aDOl . < raxesnsones ] §arenannry ...Materials.............]
$100- $300- $100- $300
Total <$100k $299k $999k $1M+ Total <100k $299k $999%k $1M+
Maintenance | 12.1 9.8 13.4 18 16.4 8.4 10 7.4 5.7 3.8
Construction| 8.2 4.1 1.7 14.2 17.2 11.8 7.9 15.4 19 15.9
Lawn Care| 3.8 4 39 3.8 1.5 LA 6.3 4.8 34 0.7

Understanding these numbers is essential, according
to Mattingly — if the former isn't taken care of, the latter
won't exist. “Most companies have in the neighborhood
of 50 percent direct costs, which means if a client pays
me $100, | have $50 to spend to get the work done and
| have $50 left to pay for all my overhead, including my
salary and profit,” he explains. "l see a lot of contractors
that have problems determining what to charge in order
to recoup those costs. They're selling labor and materi-

als, but they don't know how much to mark up their
direct costs in order to cover their overhead.”

Focusing on gross profit is one way to get started
on the right track to managing costs. “Generally, gross
profit is all the monies you have left over after you've
paid for your direct costs,” Mattingly says. “Net profit,
on the other hand, is what you have left after you pay
your overhead, but before taxes. The gross profit is key
because if that amount isn't high enough, you won't have

WHAT PERCENTAGE OF YOUR REVENUE IS GENERATED

BY EACH OF THE FOLLOWING SERVICE AREAS?

Other: 5.6%

Snow Removal: 5.6%

Lawn Care:
7.3%

BENCHMARKING YOUR BUSINESS REPORT

Take Note: While the average lawn and landscape company reports
nearly a third (30.1 percent) of its revenue coming from construction,
it's no surprise that maintenance comes out as the largest service
segment, earning more than half (51.4 percent) of the average
company's revenue. In fact, 50 percent of companies report that at
least 55 percent of their revenue comes from maintenance and 25
percent of respondents say maintenance is more than 80 percent of
their business. Respondents to this survey only expect 7.3 percent
of their revenue to come from lawn care. Because small companies
made up the bulk of respondents to the Benchmarking Your Business
report, this smaller percentage could be due to the fact that many
small companies tend to lump lawn care revenue in with maintenance
revenue. Phil Fogarty, president, Weed Man, Cleveland, Ohio, says
this service segment is among the most profitable in the green
industry due to efficient routing, per-application (rather than hourly)
payment structures and lower materials costs. Finally, the regionality
of snow removal explains its small 5.6-percent slice of the pie.

An interesting dynamic exists when comparing maintenance
and construction revenue to companies’ overall revenue, The 2005
Benchmarking Your Business research shows that the smallest
companies ($100,000 or less) make 64.3 percent of their money in
the maintenance sector, while the largest companies ($1 million or
more) eamn only 28.7 percent of their revenue in this segment. The
reverse is true in construction where the smallest companies only
make an average of 18.8 percent of their revenue, while the largest
companies make more than half (52 percent) of their money here.

J5



What do you project your company’s 2005 net profit to be as a percentage of gross sales?

Total <$100k $100- $300- $1M
$299k $999k

Nonel/loss 96 4 16 4.1 =
1to 3% 13 16.5 12.3 71 9.1
4t0 5% 13.2 15 12.9 9.7 12.3
6 to 9% 10.1 7 7.8 15.7 23.6
10 to 14% 16.3 11.9 14.8 24.7 26.6
15to 19% 15 1.2 16.1 21 18
20 to 29% 13.3 13.3 14.2 15 6.2
30 % or more 13.1 15.5 17.8 5.1 -

enough left over to pay your overhead, let alone make
any money.”

Creating a simple chart of accounts — either in a
spreadsheet or a formal computer program — is one way
for business owners to break down costs in a format
that's easy to track. This helps ensure costs are being
recovered with money left over to grow the business.

READ YOUR FINANCIALS. Acknowledging the
need to track business costs, many business owners will
next ask how often to track those numbers. Mattingly
says looking at financial statements on a monthly basis
is sufficient, but the 2005 Benchmarking Your Business
survey shows that a remarkably low number of contrac-
tors — only 34.2 percent on average — actually take this
step. According to the data, the likelihood of a company
to receive monthly financial statements is directly related
to its size. The smallest companies (under $100,000)
are least likely to receive these reports with only 18.1
percent reporting that they do so, while 78.2 percent of
the largest companies ($1 million or larger) receive them,
suggesting that the most successful companies are the
ones that watch their numbers.

“Overall, | think it's unbelievable how few business
owners receive their monthly financial statements,”
Mattingly says, “but what the data does show is that if

Do you receive monthly financial statements?
]

they're receiving them, they're reading them."” According
to the data, of the 34.2 percent of contractors receiving
monthly statements, 96.| percent report reading those
statements as well.

Mattingly believes that smaller companies may be less
inclined to look at financial statements regularly because
they're unclear of how to track their costs in the first
place. However, small companies should have an easier
time setting up a chart of accounts, compared to larger
companies that may have expanded service menus,
“When you're small, even if you offer both installation
and maintenance, there's not really enough work there
to justify itemizing each division,” Mattingly says. “But as
you get larger, then you really want to start looking at
your financial statements separately because you need to
find out which of your service lines is generating the most
gross profit. In my opinion, that’s the service you want to
sell the most of, rather than focusing on the work you like
to do the most.”

Phil Fogarty agrees that business success and numbers
go hand in hand. “Running a successful business in this
industry starts with good business planning and even if
you don'’t have it right the first year, if you take the time
to track you're numbers you'll be able to hone it down,”
says the president, Weed Man, Cleveland, Ohio. “What
I've seen is that the companies that make the most

Liiaesavassanceasvues Revenue...........ocevvenes L s toaassvansaonnos Net Profit.........cc..uuit ]
$100- $300- None/ 1to 10to 15to
Total <$100k $299k $999k $1M+ Loss 9% 14% 29% 30+%
Yes| 342 | 181 371 494 78.2 256 | 41.8 | 452 | 373 | 256
No| 65.8 | 81.9 62.9 50.6 21.8 744 | 58.2 | 548 | 62.7 74.4

Take Note: In looking at companies’ overall revenue compared to their tendency to receive monthly financial statements, it was no shock to see that as
revenue increased, so did monitoring of financials. That is, reviewing of numbers improves companies’ financial stature — or vice-versa. At the same time,
when compared to net profit, a bell curve appears. Companies that report expecting 10 to 14 percent net profit for 2005 were most likely to receive monthly
financial statements, with 45.2 percent of companies regularly receiving their numbers. This makes sense, as the average expected net profit (15.3 percent)
falls within this category, and because 10 to 14 percent was the most common expected profit range reported by survey respondents (16.3 percent chose
this category). From there, however, companies' tendencies to receive financial statements fall off in both directions. As expected, companies making the
lowest profit margins are less likely to receive monthly financial statements; however, the same is true for companies making 15 percent net profit or more

BENCHMARKING YOUR BUSINESS REPORT



From out of nowhere comes a compact track loader that won't settle for second
place. The new CT322 and CT332 really shine with best-in-class stability, breakout, tractive effort,
and travel speed. Plus, they run on a smooth-riding easy-to-clean undercarriage that's more
durable and significantly less expensive to operate and maintain. To find out how these new
CTLs are really making a name for themselves with landscapers, see your John Deere dealer.

pstart”

www.JohnDeere.com

VISIT US AT GIE, BOOTH # 1116
USE READER SERVICE # 56



http://www.JohnDeere.com

money are the ones that track their numbers the most,
and many of them are tracking constantly.

“The challenge is that we're in an industry of people
that love getting out in the field and doing the work,"”
Fogarty continues. “But in order to meet those goals,
many people find themselves in management or owner-
ship positions that require them to look at reports that
they wouldn’'t normally be interested in. We need to
refocus that mentality so those business owners are
doing the work they love in business they're eager to
work on."”

Following financials also can ensure that business
owners get paid what they deserve. “There’s a disparity
in the data that tells me business owners either don't
pay themselves correctly or don’t know how much of
their costs go to their own salaries,” Mattingly says. "On
one hand, companies are reporting that an average of
4.4 percent of their overhead goes toward salaries for
company officers. For an average size company — about
$419,000 for this report — that's only $18,436. At the
same time, the average annual salary for a company
president alone is $53,084.”

There's nothing wrong with paying yourself a sal-
ary of $50,000, Mattingly says; but the discrepancy in
these dollar amounts could come from contractors
misunderstanding how their numbers are reported.
Less-than-structured salary payments can contribute to
this problem. “A lot of small-business owners don't pay
themselves correctly,” Mattingly explains. “They may
only pay themselves every three months, or even wait
until the end of the year to keep the profit at a minimum
and avoid higher taxes. Those kinds of practices may
seem to work, but the message is that people that don’t
accurately follow their financials are really shooting in
the dark. The minute things start to turn out of favor,
they won't know why. If everyone looked at their finan-
cials, they’d see that those reports tell a story of what's
working and what's not, and it gives the business owner
a chance to change their practices for the better.”

CONTROL WHAT YOU CAN. For business owners
that want to adopt the practice of reviewing monthly
financials, Mattingly suggests generating a given month'’s
reports on the 10" or 15" of the following month. For
instance, wait until Dec. 10 to look at November's
financial statement. This will allow plenty of time for the
books to be officially closed on November.

“When you read your financial statements and
you're looking for places where you can make adjust-
ments, the most important thing is to look at the num-
bers you control on a daily basis,” Mattingly says. “You
can't control rent and you can't control gas prices — but
you can control your direct costs."”

To this end, Mattingly says start by focusing on labor,
which is generally a company’s biggest expense. In the

continued on page |10

What are your company’s projected costs in 2005
for each of the following expense areas?

Equipment Costs:

Shop Tools: 4.2%
Mechanic Labor: 5.8%

Other: 2.5%

/

Insurance
(Vehicle &
Equipment):
18.4%

Tires & Tubes: 5.4%

Repl /Mair
Equipment: 15.8%

Mai
r

Indirect Job Costs:

Other: 6.7%

Dump
Fees: 12.2%

Uniforms: 6.7%

ministrative Costs:

Other: 2% Accounting/
Legal: 4.7%

Salaries —

Company
Officers
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South/Soutﬂeast*'

. ombine a |2-month service season, an entrepreneur-
ial spirit and a laid-back atmosphere and you get the
South/Southeast (S/SE) region of the United States,
which has struck a balance between the expenses of
running a business and the opportunity for success in
4 the lawn and landscape industry.

o According to the recent Benchmarking Your
Business survey companies in the |3 states comprising the S/SE region
have higher equipment, indirect and administrative costs compared to
businesses in the Northeast/Midwest (NE/MW) or West/Southwest
(W/SW) regions. However, those business costs may be offset by lower
wages paid by S/SE companies, which only pay the highest average
wages in two out of |5 categories highlighted by the survey (See chart
on page |12 for more information). Likewise, more companies in this
region operate on four-day workweeks than companies in other areas,
which often points to better management of overtime labor and other
overhead costs. On average, | |.2 percent of S/SE companies run four-
day workweeks, while 8.8 percent work fewer than four days each
week. The majority of companies — 64.6 percent — have traditional
five-day operations, though 2. percent of respondents said they plan

Percentage of Total on moving from five-day to four-day workweeks.
Respondents: 228 Costwise, S/SE companies have higher equipment costs than the

" other two regions, including an average | |.4 percent of expenses going
Average Projected toward oil and fuel costs, compared to only 7.6 percent in the NE/MW
Revenue for 2005: $430.915 and W/SW regions. This
Median Projected e s o
Revenue for 2005: §107,143" service season, requir- Other: 4.5%

ing them to stay gassed Snow Removal: 1.7%
up while other compa-
Employees: 9.3 nies are powering down
for the winter.

Average Number of
Lawn Care: 8.3%

*The median is the revenue amount that

divides the data set in half. Fifty percent Despite costs, S/SE
of companies reported revenue below this companies maintain
amount.

successful operations,
reporting that they

2005 % of Year expect both the highest
Annual Cos. Founded revenue increases and
Bavanis lowest revenue de-
creases for 2005 among
Less than | 48.5 | Before .8 the three regions. Nearly two-thirds (60.3 percent) of S/SE companies
$100,000 1970 expect revenue increases from 2004 to 2005, with an average expected

$100.000- | 29.5 | 1970 to 9.1 increase of 19.5 percent. Likewise, only 8.4 percent of companies in this
$299'000 1979 region expect to lose money over the year, with an average expected

J decrease of 7.5 percent. Presumably because of their long service
$300,000-( 15 [1980to | 28.9 season, the percentage of revenue coming from maintenance (60.5

3 $999,999 1989 percent) and lawn care (8.3 percent) are higher than those of compa-
$1 Ml"lon 7 1990 to 40 6 nies in the NE/MW and W/SW, however. S/SE companies come in last
' with regards to revenue from construction, reporting only 25 percent
) or more 1999 = .
-- of their income from that business segment.
2000to | 15.1 On the lawn care side, S/SE companies are expecting both the
2002 largest increase and largest decrease in revenue from this service seg-
2003 to 55 ment. Overall, 43.7 percent of companies expect a revenue increase in
2005 continued on page |15
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Which of the following benefits does your company provide to employees?

% of Cos.

Benefit Offered Offering

. Raise/Salary Increase in 2004 A 50.6%

weresneasenses TENUIE IN YEArS...ovivvniniiiiens]

<1 <2 <3 3to4 5to9 10+

494 50 | 563 55 | 49.7 | 44.1

1

2. Year-end/Holiday Bonus 47.6% 44.6 49.4 47.6 51 471 41.2
3. Company-supplied Uniforms 40.5% 431 51.5 47.6 46.6 43 38.6
4. Paid Holidays Off 38.3% 35.7 451 47.6 421 M.7 38.6
5. Paid Vacation 34.3% 32.3 39.8 39.6 40.3 36.9 35.7

. Paid Vacation 31 :

347 | 40. 39.2 | 37.9

1

2. (t) Raise/Salary Increase in 2004 30.8% 33 38 39.9 38.6 38.5 34.6
3. (t) Year-end/Holiday Bonus 30.8% 32.8 36.4 38.5 35.9 36.6 36.8
4. Use of Company Cell Phone 30.4% 32.8 36.7 39.6 37.2 36 324
5. Paid Holidays off 29.2% 323 37.3 37.5 36.2 36.3 36.8

— y

1. Use of Company Cell Phone 38.3% 34 39.5 39.2 43.4 36.6 43
2. Paid Vacation 34.4% 34.2 38.9 424 43.8 37.3 40.1
3. Use of Company Car 33.6% 28.9 33 33.7 36.9 31.8 37.9
4. Paid Holidays off 30.6% 31.8 36.7 37.5 39 35 38.2
5. Health Insurance 27.6% 25.8 321 32.3 33.1 29.3 36.4

Take Note: Due to space constraints, we can only list the top five benefits for each level of employment. In addition to the benefits named here, survey
respondents also reported their offering of these benefits: Paid personal and sick days; dental, vision, life and disability insurance; 401(k), profit sharing, and
performance bonus. When compared to length of employment, companies reported being more likely to offer each of the top five benefits at each personnel
level if the employee stayed on for at least 1 year, For salaried labor, benefit offerings became more frequent at the two-year mark. Likewise, company
executives/managers are more likely to see benefits increase after three or four years, and again if they remain with the company for 10 years or more

continued from page |8

2005 Benchmarking Your Business data, labor (compared
to materials or subcontractors) was indeed the big-

gest expense for lawn maintenance companies, with an
average of 12.1 percent of gross sales going toward this
expense. However, construction and lawn care compa-
nies seem to see their highest costs in the materials sec-
tor. Construction companies report | |.8 percent of their
gross sales revenue going toward materials, compared

to only 8.2 percent for labor, while lawn care companies
spend 5.3 percent of their gross sales on materials and
only 3.8 percent on labor.

Overall, Mattingly says he’s surprised by the labor cost
percentages. “| think 12 percent of labor is low; most
companies | see are usually around 25 percent, so busi-
ness owners looking at these numbers shouldn't immedi-
ately jump to the conclusion that they're doing something
wrong if their labor is more than |2 percent.” Generally
speaking, Mattingly says labor should be, proportionately, a

company's biggest expense. Low numbers here may again
be a result of inaccurate tracking of company expenses.

As it is, the numbers suggest that lawn care and con-
struction companies have their labor costs under control
— it's materials costs that weigh heavier on these com-
panies. “Managing your materials costs is very doable,”
Fogarty says. “It’s all based on the integrity of your mea-
surements. At some companies, measurements aren't
that critical, but a lot of mismeasured properties end up
underpriced, the calculations of materials you need are
incorrect, and calibration is off as well. In our company,
everything is based on measurements and we track
materials to the point where the amounts we request
are always within a few bags or a few gallons of what we
actually use, which eliminates waste."”

According to our Benchmarking Your Business data,
many companies are already working on managing costs
that are within their control. For better or for worse,

J10 BENCHMARKING YOUR BUSINESS REPORT
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Want to brighten your profit picture?
Meet the John Deere 4000 Twenty Series. With up to 21%
more horsepower’, 3-year powertrain protection’ and
optional quick-change iMatch™ attachments, it's the perfect @
way to get more work done. And you can get started right o
now—with a test drive at your John Deere dealer.

VISIT US AT GIE, BOOTH # 1116
USE READER SERVICE # 57

NOTHING RUNS LIKE A DEERE™


http://www.JohnDeere.com/TWENTYseries

How much, on average, do your company’s employees earn in the following positions:

Eirdodensse Region............ ] [y Revenue...............
$100k- $300k-

Position Total SISE NE/MS W/SW <100k $299k $999k $1M+
Entry-level mower operator | $8.33 | $8.38 | $8.55 | $7.94 | $8.13 | $8.38 | $8.48 | $8.42
Senior mower operator | $11.18 | $10.69 | $11.62 | $10.88 | $10.87 | $11.33 | $11.19 [ $11.44
Entry-level spray technician | $9.88 | $9.36 | $10.87 | $9.19 | $9.75 | $9.67 | $9.95 | $10.12
Senior spray technician | $13.92 | $13.82 | $14.19 | $13.61 | $11.14 | $15.28 | $13.48 | $14.54

Entry-level irrigation crewmember | $8.93 | $8.84 | $9.49 | $8.71 | $9.16 | $8.61 | $9.08 | $9

Senior irrigation crewmember | $13.12 | $14.01 | $13.43 | $12.68 | $14.25 | $11.89 | $12.79 | $14.26
Entry-level laborer | $8.32 | $8.16 | $8.71 | $7.82 | $8.19 | $8.26 | $8.52 | $8.24
Senior level laborer | $11.32 | $10.88 | $11.96 | $10.71 | $11.04 | $11.25 | $11.66 | $11.20
Crew foreman/supervisor | $14.16 | $13.44 | $14.91 | $13.45 | $13.15 | $13.67 | $14.57 | $15.23
Field supervisor/account manager | $16.61 | $15.42 | $18.45 | $15.80 } $13.02 | $16.98 | $16.50 | $18.12
Equipment mechanic | $16.31 | $16.11 | $16.85 | $15.23 | $14.77 | $15.83 | $16.27 | $17.35
Landscape architect/designer | $25.97 | $35.45 | $21.56 | $27.66 | $36.39 | $26.66 | $20.40 | $22.99
Salesperson | $14.75 | $11.75 | $15.18 | $18.16 | $9.94 | $19.02 | $12.46 | $18.24

Operations manager/vice president | $26.95 | $31.83 | $27.23 | $23.51 | $22.68 | $25.11 | $25.70 | $33.81
President/CEO/owner | $30.13 | $30.13 | $27.51 | $34.19 | $27.25 | $31.79 | $30.84 | $45.42

one of these areas is employee benefits. “When you
talk about benefits, people immediately start thinking of
health benefits — medical, dental, vision, etc.,” Mattingly
says. “| have some clients who just give away the farm

However, health insurance is more likely to become

available to hourly/seasonal and salaried workers if they

remain with a company for several years.
Non-billable labor is another area in which Mattingly

when it comes to these kinds of things. But with this data,

| was pleasantly surprised to see that most companies are
scaling back their benefits relative to health. This may not
be so great if you're an employee, but this is the big issue
with businesses right now — health insurance is getting
really costly and it will probably get worse.”

While health insurance is in the top five benefits of-
fered to executives and company mangers (offered by
27.6 percent of companies), hourly/seasonal and salaried
employees are more likely to see benefits such as paid
vacations and holidays, annual raises and holiday bonuses.

is pleased with the industry’s performance. “The aver-
age projected costs of non-billable labor is below 2.5
percent across the board and it seems like most compa-
nies are below 2 percent, which is good," he says. “But
the trend | see here is that smaller companies are doing
a much better job with this than larger companies.” In
this respect, larger companies may have more non-bill-
able hours simply because they have more employees.
According to the data, companies larger than $| million
have an average of 46.9 employees, compared to compa-
nies under $100,000 that have only 2.5.

continued on page |15

How many pieces of the following equipment does your

company own?

J12 BENCHMARKING YOUR BUSINESS REPORT

Equipment % Owning Average
One or More Number
Owned Take Note: In the green industry, equipment ownership
far exceeds contractors’ propensity for leasing, with
Hand-held equipment 94 12.7 an average of only 1.2 percent of contractors reporting
that they lease heavy equipment. The remaining 98.8
Trailers 90.9 2.8 percent choose to purchase equipment, with hand-held
equipment having the most popularity, by far. Contractors
Push/Walk-behind mowers 73.6 44 report that they are least likely to own skid steers, with
ik only 31 percent of companies owning one or more
Rldmg Mowers 721 2.1 Sixty-nine percent of respondents own zero skid steers;
y of those who do own one or more, 65.8 percent own
Uﬁllty vehicles 53.6 1.6 only one. Because skid steers and similar pieces of
equipment are used infrequently, many contractors are
Tractors 47.3 1.1 more likely to rent the machines when they need them,
rather than make payments on a machine that isn’t
Skid Steers 31 5 generating regular revenue.
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Northeast/ Midwest

he heartland of America: Warm summers, strong winters

and an expanse of turf area that needs constant attention.

The vast majority — 57 percent — of respondents to the

Benchmarking Your Business Survey hail from this North-

east/Midwest (NE/MW) region. Contractors here seem to

be maintaining the status quo in their businesses this year,
with many regional responses coming closer to national averages than
those of the other South/Southeast (S/SE) and West/Southwest (W/SW)
contractors.

The majority of NE/MW companies (17 percent) report expecting
10 to |4 percent net profit for 2005; the majority of total respondents
to the survey (16.3 percent) also expect their net profit to fall into this
range for the year.

Keeping the region in balance with regard to revenue, 50.6 percent
of NE/MW companies expect an increase in revenue from 2004 to
2005. At the same time, 38.9 percent of NE/MW companies expect no
change in revenue over the year and 0.5 percent — a larger percent-
Percentage of Total age than the other two regions — expect a revenue decrease. Among
companies expecting increases, the average expected revenue increase
is 15.2 percent (the lowest expectation among the three regions), com-

Respondents: 57.1

Average Projected pared to an average |9.5 percent decrease among companies expecting
Revenue for 2005: $424 573 revenue to dip. This decrease is closest to the national average of 19.8
: rcent.
Median ijmed P2 As the NE/MW Percentage of Revenue by Service
Revenue for 2005: §138,144* expects the low- Other: 5.3%
est 2005 net profit

Average Number of among the regions Snow Removal: 9.7%
Employees: 7.9 (14.5 percent, on

. < average), it's worth L Cares 4%
*The lian is the revenue amount tha : (4%
divides the data set in half. Fifty percent Liad that only 33‘,'
of companies reported revenueabove this percent of companies
amount and fifty percent reported revenue in this region say
below this amount.

they receive monthly
financial statements.

2005 Year While this is not the
Annual Founded smallest percentage
Revenue among the three

regions, NE/MW contractors who do receive their number regularly are
Lessthan | 42 |Before 7.2 least likely to actually read them. Only 93.5 percent of NE/MW contrac-
$100,000 1970 tors that receive their monthly financials read the reports, compared to
$100,000- | 31.2 | 1970 to 1.5 98.7 percent of S/SE contractors and 98.3 percent in the W/SW region.)
$299.000 1979 While NE/MW companies are staying relatively flat revenuewise,

crewmembers at these businesses are likely quite happy. Companies in
$300,000- | 18.8 | 1980 to 29.7 this region offer the highest wages in || of |5 categories, compared to

$999,999 1989 the other two regions. Moreover, wages in |3 of |5 categories are above
$1 Million | 8 |1990to 35.4 the national averages. (See page |12 for more information). Moreover,
or more 1999 hourly/seasonal employees in this region are more likely than those

employees in other regions to receive health insurance (17.6 percent of
2000 to 1.9 companies offer this benefit), 401 (k) (10 percent), raise/salary increase in

2002 2004 (53.6 percent) and a year-end holiday bonus (50.8). These benefits
2003 to 4.3 may compensate for NE/MW hourly/seasonal workers receiving only 4.8
2005 paid days off. (See more about industry benefits on page | 10.) ‘

BENCHMARKING YOUR BUSINESS REPORT 3



West/Sout

rom the height of the Rocky Mountains to the depths of the

Grand Canyon, the American West is defined by its land-

scape. Inspiration abounds for lawn and landscape companies

in the West/Southwest (W/SW) region of the country. And

while this region may be small in terms of the concentration

of businesses (only 20.| percent of total respondents are
based in the W/SW), it certainly isn't weak.

Along with silver-screen hopefuls, a number of lawn and landscape
contractors flock to the West Coast and many are able to turn their big
dreams into reality. With a long service season in much of the region and
many high-dollar account prospects, the W/SW boasts more $1 million-
plus companies than the South/Southeast (S/SE) or Northeast/Midwest
(NE/MW) regions (9.4 percent of companies, compared to 7 and 8 per-
cent, respectively). It appears that more businesses are on their way to
that benchmark as well, as 52.9 percent of companies expect a revenue

Percentage of Total increase from 2004 to 2005, with an average expected increase of 16.2
Respondents: 20.1 percent. Forty percent of companies expect their revenue to stay the
same year over year,

Average Projected while only 6.9 percent Percentage of Revenue by Service

Revenue for 2005: $400,157 of companies expect
revenue to dip —a Other: 7.2%
. . Snow Removal: 1.6%
Median Projected smaller percentage of X /
Revenue for 2005: $134,848* companies than in the ~ Lawn Care: 6.1%
other two regions.
Average Number of Across the major
Employees: 7.3 service segments, the e
*The median is the revenue amount that W/ SW e)fpects A gre?ter
divides the data set in half. Fifty percent Increase in construction Construction: 36.4%

of companies reported revenue above this revenue than the other
amount and fifty percent reported revenue
below this amount.

two regions with 46.8
percent of respondents

expecting an average in-

2005 Year crease of 16.3 percent.
Annual Founded At the same time, 9.9 percent of companies (more than in the other two
Revenue . ; regions) expect a revenue decrease in construction of an average 19.6
Less than | 43.1 | Before 4 percent. On the lawn care side of the business, fewer companies in the
$100.000 1970 W/SW expect an increase in lawn care revenue (29.7 percent compared
- to 43.7 in the S/SE and 30.6 in the NE/MW). This may be due to a trend
$100,000- | 29.9 | 1970to | 10.4 | toward smaller turf areas in the region, with more of an emphasis on
$299,000 1979 drought-tolerant or low-water use plants and landscape areas.
$300,000- | 17.6 | 1980 to 245 While fewer companies in the W/SW expect revenue to decrease

in 2005, those companies that do expect declines are expecting much

$999,999 1969 higher revenue decrease than in the S/SE or NE/MW regions - 22.8 per-
$1 Million | 9.4 |1990to | 43.5 | cent, on average. This suggests that while the rewards may be great in
or more 1999 the W/SW, companies have to pay their dues to make it to the big time.
2000 to 135 According to the data, the W/SW spends more on health and business
2002 insurance than the other two regions — 4.5 percent of total expenses,
compared to 3.3 percent in the NE/MW and 2.9 percent in the S/SE.
gggg to | 4.1 While some costs like Workers' compensation is mandated, W/SW

continued on |15
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continued from |12

Finally, Mattingly says he's pleased to learn that only 16.| percent of
companies employ either a full-time or part-time mechanic. While it may be
handy to have someone dedicated to keeping your company's equipment and
vehicles in working order, Mattingly says a full-time mechanic is unnecessary
for companies under $750,000. “| was surprised that 40 percent of $| million
companies do not employ a mechanic. | thought more of them would — but
that's a good thing,” he notes. “A lot of times, you're not quite at the size you
need to be to have your own mechanic. The smallest companies — those un-
der $100,000 - really don't have a need for this type of role in their organiza-
tion. It's probably not necessary until you're closer to $750,000 to $1 million,
and even then it's dependent upon the size of your equipment and vehicle
fleet — not the amount of revenue your bring in."”

KNOW IT TO GROW IT. Overall, Mattingly saw a number of positive
trends as reported in the 2005 Benchmarking Your Business data. If more
companies followed their financials, those trends could become even stronger
down the line, he suggests.

“One thing that’s surprising is the number of companies that expect not to
grow and those that expect their revenue to decrease,” Mattingly says. “To
me, there's a sales issue there. Why aren't they growing? Do they not know
how? Is there not enough money? | think almost every company wants to
grow, but many business owners will tell you there’s too much competition
and they're not getting enough marketshare, so they don't expect to grow.

“To this, we should say, ‘All the more reason to start looking at monthly
financials,” Mattingly continues. “If you're following your financials and know
where your costs are, you should be able to manage your business to the point
where you don't need to worry about losing money. Keep tabs on your monthly
financials so you can grow despite competition or economic challenges."c

e R TS|

West/Southwest continued from |14

of total costs, compared to 2.5 and
3.3 percent in the S/SE and NE/MW,
respectively) and on company officer
salaries (5.3 percent of total expens-
es); W/SW presidents/CEOs make an
average $34.91 per hour — the high-
est pay rate among the three regions.
Remembering that the W/SW also
has more $1 million companies than
the other two regions, it's worth
noting that presidents/CEOs of these
size businesses make an average
of $45.42 when their salaries are
worked out hourly.

Despite high costs, W/SW con-
tractors are least likely to receive

companies are finding other ways to
offset the cost of insurance in their
region. Only 7.9 percent of compa-
nies report offering health care to
hourly/seasonal employees, and only
|6 percent offer the benefit to sala-
ried employees (the lowest among
the regions).

At the same time, W/SW em-
ployers could do a bit more to help
keep their costs in line — a few key
expenses are much higher than when
compared to companies in the other
two regions. A boon to higher-level
employees, companies in this region
offer more paid days off for execu-

tive managers (|7.2 days per year)
than S/SE and NE/MW companies.
Moreover, the W/SW also spends
more on supervisor salaries than

monthly financial statements. Only
30.6 percent of respondents say they
do, with 98.3 percent of those who
receive monthly financials reading

the other two regions (3.7 percent them on a regular basis. ‘

South/Southeast continued from |9

lawn care for 2005, with an average
increase of 18.5 percent — more than
in the other two regions. At the same
time, 52.5 percent of companies
expect revenue in lawn care to de-
crease by an average of 42.3 percent.

In terms of personnel, S/SE
companies generally have the most
employees in the nation, with 8.7
percent of companies having 20
employees or more, and 3.8 percent
having 50 or more. Likewise, com-
panies in this region report more
permanent employees with longer
tenures than in other regions, which
could be related to benefits that
companies in this region offer. S/SE
companies offer more paid days off
(holidays, sick days, personal days
and paid vacation) to both perma-
nent and hourly/seasonal employees
(13.2 and 6.4, respectively) than
other regions of the country. And
while the S/SE comes in last regard-
ing tenure of seasonal employees,
the benefits they extend to hourly/
seasonal workers may be an effort
to increase employee loyalty. S/SE
companies are more likely than
NE/MW and S/SW companies to of-
fer nine of 17 benefits, including the
paid days off mentioned above, as
well as life, disability and vision insur-
ance; company-supplied uniforms
and use of a company cell phone.
(See page |10 for more on benefits.)

Overall, green industry com-
panies in the S/SE report that they
expect solid net profit for 2005. The
majority of companies in this region
(17.4 percent) expect profit in the
range of 20 to 29 percent. Part of
this strong profitability may stem
from the fact that companies in the
S/SE are more likely than those in
other regions to receive and review
monthly financial statements. On a
monthly basis, 40.5 percent of busi-
ness owners in this region say they
receive financial statements on their
companies and 98.7 percent of those
individuals say they review those
reports when they get them. The
S/SE region leads the states in these
practices.
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GIVE THE GIFT OF
KNOWLEDGE FROM THE

LAWN & LANDSCAPE
BOOKSTORE

BOOKS . CDS . VIDEOS . TRAINING MATERIALS

A gift from the Lawn & Landscape Bookstore is a great way to:

® Reward your employees for their e Educate up and coming

hard work this year professionals at your company
* Honor a co-worker e Find that unique gift for the pest
e (elebrate a birthday. holiday, control professional who has

company anniversary, or other everything

special event

Don't know what to buy? Give a Lawn & Landscape Bookstore Gift Certificate.

GET YOUR SHOPPING DONE EARLY * GIFT WRAPPING AVAILABLE

LAWN & LANDSCAPE
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ORDER TODAY
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Too many

W'Ckﬂﬂd p

phone calls
have some
Lawn &
Landscape
Online
Message
Board users
just saying
‘No
off-hours

inquiries.

lawn & landscape

november 2005

unday is supposed ro be a day

of rest. But busy schedules and

customer demands force some

landscape professionals to work on
their off-days. Contractor Justin Rasmussen
faced such a situation when he fell behind
two business days on calls to potential
clients. The increased workload prompred
Rasmussen to ask Lawn & Landscape
Online Message Board users whether they
return client calls on oft-days.

“My typical policy is to return all calls
within one business day,” writes Rasmus-
sen, owner, Urban Lawnscapes Northwest,
Burien, Wash. “I usually do not answer my
phone or return calls ar all on the weekend
unless it is for a client who has a project
in progress. | am thinking abour calling a
few people on Sunday. It doesn't look like
I will have ime to make calls this Monday
— thus, the Sunday conversations.”

Most Message Board participants
responded by writing that contractors
should value their personal time by setting
boundaries for when the workweek starts

and ends.

www.lawnandlandscape.com
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GIVE IT A REST. Perhaps nobody knows
how working too much can impact a
contractor’s personal life more than Sal
Mortilla. At one point in his career, Morti-
Ila says he worked 15 hours per day. He did
this for 15 years until the long workdays
took its toll.

“The cost was far more than any
profit was worth,” writes Mortilla, owner,
Landscapes Unlimited, Long Island, N.Y.
*Cost one: Divorce after 18 years and three
children. Reason: Total devotion to the
business. I didn't have a clue until it was
100 late. Cost rwo: A diminished relation-
ship with my children, which was far more
devastating than the divorce. Cost three: At
32 years old, I had a total physical break-
down from overwork.”

Contractor Dennis Watson experi-
enced a situation similar to Mortilla's. Like
Mortilla, Watson was divorced and lost
time with his daughters from overworking
himself. “You have ro have balance in your
life, and if you are a driven-type of person
it is real easy to work, work and work,”
writes Watson, owner, Double D Lawn
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Care & Landscaping, Big Sandy, Tenn.
“Although this happened 19 years ago,
I sdill find myself getting caught up in

the business. Step back, take a breather,

regroup, and you will gain far more
than the income you were seeking.

>

learned that lesson early,” says Musolf,

president, MJM Lawn & Landscaping,

Cockeysville, Md, “We did the same
as everyone else — long hours, etc. But
once we both started having kids, we
changed everything we did. The office

ALTERNATIVES TO ANSWER-
ING. Mortilla’s health problems forced
him to establish new business hours and
policies. During the busy season, the
company is in the field five days a week
and provides estimates seven days per
week, including from

10 a.m. to 2 p.m.
=

“You have to have balance in your life, and if you are a driven type of person it is real easy
to work, work and work. | still find myself getting caught up in the business. Step back,

take a breather, regroup, and you will gain far more than the income you were seeking.

That said, Sunday calls are few and far between.”

on Sunday. Bur the
Sunday hours stop the
first week of July. The
result for Mortilla has
been more customer
respect ;md a lwucr
relationship with his

- Dennis Watson family, he says.
o e Musolf says he's no-
ticed customers tend
That said, Sunday calls are few and far is not in either of our homes, so if to be more understanding about off-
between.” someone does call on the weekend, we days if he explains the situation. “Our
When contractor Mark Musolf had don’t know until Monday. It did take landscape side generally works four- to

his first children, he quickly realized
that more work wasn't necessarily bet-

r. “Luckily for me and my brother we ~ worth it.”

a while to shake the feeling of having
to go in and check messages butr well

. . l
Quite Possibly the last truck

you will ever buy...
l

* One fruck can support numerous bodies, which
cuts cost and maintenance

One truck operator
can, without leaving
the cab of the truck,
load and unload or
change fruck beds
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minute cycle
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10-hour days,” he writes. “We could be
on a three-week project, and when it
comes to the end of the day Thursday,
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John Deere Landscapes
Can Do More Than

Save
You TIMe.

“The people at John Deere Landscapes have Stepped up to bat for us many times. On
a day-to-day basis, the simple fact of knowing we can depend on John Deere Landscapes
to provide us with the best service possible reminds us that without that
partnership, we would not be as competitive and as successful as we are.”

— Robert L Rivera, Evergreen Services, Inc.
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Irrigation Landscape Nationwide Nursery Landscape
Equipment Lighting Direct Services Supplies

ohn Deere Landscapes is your one supplier for all the irrigation, lighting and landscape
supplies you need. With over 250 branches nationwide, we have a location near you. Stop
y and see what we can offer you today!
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the client says, ‘So will you be back
Friday?’ We explain to them thar the
crew has already worked 40 hours, and
they need time with their family. We
get a whole lot of respect for that.”
Burt not everyone is comfortable
letting business go unfinished for
the weekend. The prospect of losing
to other contractors in the bidding
process means Michael LaPorte can't
miss a beat when it comes to returning
phone calls. “I guess [ am too insecure
from getting my brains beart out at the
bid table every day,” writes LaPorte,

president, Commercial Scapes, Bristow,

“If someone wanted me to bid
work, | would at least call them back. |
have seen when attitudes ger like this,
then aggressive start-up companies get
a foothold in the market. It’s great to
have a lot of work booked, burt fat and
happy can be dangerous.”

In such situations, one possible so-
lurion is to screen messages and return

the calls in order of priority. That's how
Marthew Schattner says he deals with
weekend calls, “IFit’s someone who's
only time to pay me is on Sunday, then

I'll make a special trip out to their place

on a Sunday,” writes Schattner, owner,
Mat'z Snow & Lawn, Kansasville, Wis.
“If it’s some price shopper, they'll wait
for me to call back on Monday. I really
don’t have a set policy, but I do, more
or less, shy away from dong business on
Sundays, if possible.”

Andrew Aksar will respond to cur-
rent and pending client requests on
the weekends bur will waic until the
following Monday to return calls from
first-time inquiries. After an initial con-
sultation, Aksar, president of Outdoor
Finishes in Walkersville, Md., says he
tells customers that typically they'll
need to leave a message on the week-
ends, but there’s a “strong chance” he'll
call them back Sunday evening.

“One of the services our clients pay

for when they use us is the fact thac |
am accessible,” Aksar writes, “People,
in general, want answers and they want
them on the spot, and I do not want to
have my guys show up on a current job
in the morning and find out the client
is not happy with something or find
out that the client changed their minds
and we don’t have the tools needed at
the site to accommodate the change.

I want to know all there is to know
before they show up.”

Melissa Brodsky will return phone
calls on the weekend if they were made
during normal business hours and she
couldn’t get back to the customers
during the week, says Brodsky, owner,
Honeybee Landscaping, Grafron, W.Va.
But during off hours she turns her
mobile phone off and the volume down
on her home business line. “I am trying
to set a precedent so people will honor
my boundaries,” she writes. B8

sidebar on page 90

[=[JI=].. DIESEL-36% BETTER FUEL EFFICIENCY THAN GAS
EIFFIGIEN T, pixons KoDIAK DIESEL>-THE LOWEST PRICED ZERO TURN DIESEL

o

o o rauil
lot12monms
See doaler for details.

20 HP DIESEL

. Save Time. Save Fuel.
~~~

Dixor® EnviroSystem™ emphasizes
operator ergonomics and comfort
for quiet operation, low vibration
Commercial Warranty ' and smooth ride
3 Years Parts 2 Years Labor

fool assist.

120c Hydro-Gear® pumps with
Parker® wheel motors for
performance and durability,

18-position deck height
adjustment levar with
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he simplest solution to handling customer calls

during off hours is letting the answering machine
take over and returning inquiries during normal hours.
But what should contractors do when customers start
calling their personal phones when business is closed?

Patrick Johnson, owner of Reflective Gardens in
Knoxville, Tenn., says he changed his home phone to
an unlisted number after someone obtained it by call-
ing information, he says. After the incident, Johnson
wanted to know from other Message Board users if
they provide their personal phone numbers to clients.

“| do not give my personal phone number to
anyone,” says Andrew Aksar, president, Reflective
Gardens, Walkersville, Md. “You have to draw a line
between work and your personal life."

Aksar doesn't give his mobile phone number to
clients eitherand when he makes outgoing calls from
his mobile phone the number is automatically blocked.

But Dale Wiley, owner of Landscape Specialty
Services in Forest Grove, Ore., says there's a benefit to
providing your personal phone numbers to clients. “Be-
ing very accessible leads to happy clients and larger
margins,” he writes. “If | don’t want to talk to them, it
goes to voice mail.”

Some contractors, like James Binns. are selective
about which clients receive their personal numbers.
“There are times that | do give my home number to
clients who | am having a hard time getting in contact
with,” writes Binns, Earthworks Landscape Gardening.
Fayetteville, Ark. *| screen all of my calls.”

29101 The Old Road, Valencia, CA 91355 TOLL FREE: (800)
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We're American Made.

King Bros. Industries
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Professionals have relied on Corona tools
for more than 80 years. Each tool is made
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set the job done, there's a Corona
nelp you work more etticiently
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mowers/power eqfqipment

anufacturers
continually change
MOWeTS to Increase
their lifespans and
make them more
durable. Burt this

doesn’t mean much
if they're not regularly and properly main-
tained. Neglecting scheduled maintenance
tasks can cost contractors time, money and
eventually the entire machine.

Whether contractors maintain their
mowers in-house or rely on dealerships
to perform service, regular checkups can
prevent problems before they start and
maximize equipment investments.

MISSED MAINTENANCE. Some main-

tenance tasks seem so simple and routine it

can be easy to forget how critical they are.
One of the most common tasks contractors
forget to perform is greasing the spindles,
says John Hollenbeck, technical service
specialist, Everride, Auburn Neb. Contrac-
tors should check their owner’s manual or
the bottom of the floor plate to determine
all the grease points, he suggests. On some
mowers, the floor plate will show where
the grease fittings are located and how
often they should be lubricated. In general,
spindles should be greased at least every
24 hours, according to Hollenbeck. This
may need to be done more frequently if the
mowers are being operated in dry, dusty
conditions, he says.

When greasing spindles, it’s critical that
contractors check the mower’s manual to
ensure the right type of grease is applied.

Photo: Husqvarna
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been America's N-Series LCF diesel
#1 selling low cab trucks offer even more
forward truck for 19 straight  productivity enhancing fea-
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ity and incredible handling, www.isuzucv.com/ll or call

they easily get you around the 800-785-5445 ext. 2375 for
tightest traffic. full details.
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Mixing different greases or applying the
wrong type of grease can cause more
problems than not greasing ac all. “If you
purt a barium-based grease or calcium-
based grease in with a lithium-complex
grease, it turns to a plastic-like substance
and locks everything up,” Hollenbeck
says. “The incorrect grease usage or

lack of greasing is the No. 1 enemy of a

greaseable roller bearing spindle.”
The price for neglecting proper spin-
dle care can be significant. Rerail price
for a new spindle is $150 to $250, and if
all spindles fail at once, contractors could
pay $600 to $700 for parts and labor to
fix the problem, Hollenbeck says.
Spindle performance can also be

affected by dirt and debris buildup

HOW TO TRIM MORE THAN GRASS.

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

Trim fuel and insurance* costs. You get accurate driver

and vehicle operating information.

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

Many FleetDirector customers also find they're able to

/|
handle more work without adding equipment or manpower. 4
(Think what 2 extra jobs a week would do for your bottom line?)

Find out how FleetDirector can improve your operation.
Ask for your FREE Return On Investment Analysis.

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

leletrac

under the deck. When grass clippings
and other dry material aren't removed
from the deck’s underside they can get
trapped inside the spindles and shorten
the life of the bearings, says Fred Hem-
mer, field service manager for the Toro
Co.’s Consumer and Landscape Con-
tractor Division, Bloomington, Minn.
The deck’s underside should be cleaned
cach day using a pressure washer or a
putty knife to remove hardened mare-
rial, says Bob Walker, president, Walker
Mfg., Fort Collins, Colo.

Other maintenance tasks that should
be performed daily include checking
the engine and hydraulic oil, the air
filter and blade sharpness. Typically,
engine oil needs to be changed every
100 hours, bur that can vary depending
on manufacturer recommendations,
Hemmer says. Gabe Freda, the head
shop mechanic at KW Landscaping in
Severn, Md., says he checks the oil in
every company mower once per week,
performs oil changes every 100 hours
and changes oil filters every 200 hours.

Freda says he knows how many hours
:ach mower has been operating because
each one is equipped with an hour meter.
The meter is located on the control panel
of the mower. It’s either preinstalled or
can be purchased as an after-market item
for less than $10, he shares.

Contracrors should check the
hydraulic oil when the machine is cold
to get an accurate reading because the
fluid will expand when ic’s hot. If the
hydraulic fluid has a milky appearance
that likely means there’s water in the oil
and it needs to be changed, says Hem-
mer, adding thar typically hydraulic
oil should be changed once each year
along with the hydraulic oil filter.

Some manufacturers also recommend
that contractors change the hydraulic
oil filter after the first eight hours of
operation because the original filter
may contain some debris left over from
the manufacturing process.

The air filter can be checked daily,
but operators shouldn’t remove che air
cleaner on a regular basis or blow on it
with an air gun, Walker says. “The No.

1 way engines are ruined is by overser-
vicing air filters,” he explains. “If you're
taking them on and off every day, you
have a high probability of damaging the

o Wralcmaster compary ceiling of that air filter to the point where

you will let dust into the engine by dam-
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Now, Wright's Stander RH™ and Sentar® mowers feature rapid deck height adjustment, R
controlled by a single lever. Combined with the speed and agility lawn maintenance professionals

have come to expect from Wright's riding mowers, Wright's lever-action height adjustment can
help you rise to any mowing challenge — and cut the competition down to size.

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

THE WRIGHT WAY TO MOW.

@right
commercial products

For more information, call
1.301.360.9810 or find our dealer
locator at www.wrightmfg.com.
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aging the media itself, blowing on it with
an air gun or mechanically damaging the
sealing thar seals the filter in place.”

Nowadays, many air filters are
protected by a pre-cleaner that carches
most dust and debris before it reaches
the filter. Oftentimes with pre-clean-
ers, air filters can remain unchanged
for six months to a year, according
to Walker. Perhaps the simplest way
to determine whether the air filter
needs to be changed is by checking the
restriction indicator, which is a gauge
located on the intake side of the filter
on some mowers. This gauge notifies
the operator when airflow has become
too restricted for the engine to operare
properly, Walker says.

The mower’s cooling fins should
also be cleaned anytime dirt or debris
collect inside of them because dirt that
collects inside the fins and isn't removed
can shorten the engine’s life by 60 per-
cent, Hemmer says. In the worst-case
scenario, it can cause the engine’s head
gasket to blow. The best way to clean
the cooling fins is blowing out the dirt
with an air compressor by following the
same path as air that’s drawn into the
engine, Hemmer recommends.

These maintenance tasks should
help contractors get the maximum life
out their mowers, but it’s cut quality
that really matters to customers. Sharp
blades are essential for ensuring the best
possible cut. Dulled blades will result
in browning of the grass blade tips. A
new blade might be required if the end
appears to be coming to a point instead
of typical full-body width, says Jim
Forrester, distributor manager, Encore
Mfg. Co., Beatrice, Neb, Walker recom-
mends that contractors inspect mower
blades daily and sharpen them at least
every other day. Hemmer suggests
sharpening blades after no more than
10 hours of use.

Tire pressure will also affect the cut
quality. Uneven tire pressure on a zero-
turn mower can impede the machine’s
ability to turn, Hollenbeck says. Over-
filling a tire can cause the mower to
damage or leave unsightly marks on the
turf, Hemmer says, Typically, mower
tires should be filled between 12 and 13
psi, according to Hemmer.

IN-HOUSE MECHANICS. With so
many maintenance tasks to manage,
contractors can have a difficult time

m |awn & landscape november
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Stone Screed is a revolutionary new tool designed to eliminate the tedious,

time-consuming task of leveling the base course in complex hardscape projects.
Once the first stone, paver, block or retaining wall unit is leveled, Stone Screed
enables each one after it to be installed effortlessly and accurately. Since Stone Screed

SIONE

goes places screed rails or forms won't easily go, it's ideal for curved walls, steps,
sidewalks and brick repair, to name a few. Fact is, Stone Screed makes base course
leveling so simple, you'll want two for every crew!

* Saves time, money and energy * Lightweight, stable and indestructible
www.kalcometals.com * Easily adjusted for all wall units/pavers * Rugged aluminum alloy won't rust or wear
. ‘ j * Blade always stays 90° from mainframe
© Stone Screed. 2005 Pays for itself on the first project ys stay.
_HE Darby/Roberts. “ * Improves installation time for any * Developed by a professional
Proudly Made in the L.SA. skill level hardscape contractor

View a complete
step-by-step
demonstration

on-line at
www.kalcometals.com

Ensure that
the first stone
is level grade blade into Ievehng base mate- ensure that

base material rial with blade both are level

Lay main frame on Push or pull main —— Place next
[ stone and push frame across stone E stone and
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suffering from

keeping tabs on how often and how and other typical maintenance tasks,
GAS PAI N s, well the mowers are being serviced. Ina  Dinsmore says.
® move made to standardize maintenance Having this regular service sched-
practices, South Walpole, Mass.-based ule has made D. Foley Landscape less
Unleaded 8 D. Foley Landscape hired a full-time dependent on dealerships for repairs
i 2-99 n fleet supervisor to regularly service the and has brought consistency to the
y Power q company’s equipment. company’s maintenance program. “In
’ Plus 3-09 10 All of the company’s crews get an the past, we had seven crews doing
Power g equipment inspection once a week by maintenance seven different ways,”
Premium 3.1 9 T the company’s fleet supervisor, says Dinsmore explains. Bcfnrv: one crew
John Dinsmore, the company’s opera- might have invested a lot of time in
° tions manager. Every week, each crew cleaning their mowers, whereas another
Diesel 3.00 3 will trade its set of equipment at the crew invested very little.”
10 company shop for backup machines. Since hiring an in-house mechanic,
This ensures all routine maintenance D. Foley Landscape has sped up turn-
By now it’s no secret: steadily rising tasks are performed on a regular basis. around time on repairs by several days
fsel costs, combined with inefficient During the weekly service, com- and in some cases, several weeks, Dins-
: = A pany mechanic Rick McComb pressure  more says. Also, when a mower is out of
fouting and dI'IVIn(J practices, are washes all the mowers, scrapes the service, crews are immediately provided
(ausing some major headaches for decks, sharpens the blades, greases all a backup machine, which helps prevent
fleet owners and managers. critical points, checks for wear and rtear downtime. 8

Fortunately, there is a cure for
these (and many other) mobile
workforce ailments: Navtrak. Our
GPS-based, web-enabled vehicle
tracking solutions are currently

To prevent startup problems or potential repair issues when a
new season arrives, contractors should consider preventive
maintenance before storing their machines away for the winter.

making thousands of businesses For starters, contractors should clean the mowers using either
healthier and more productive. We'll pressurized air or water, says Bob Walker, president, Walker Mfg.,
show you exactly where your pain Fort Collins, Colo. If water is being applied. contractors should cover
is — and how to fix it. Permanently. all electrical components with plastic bags. he says. Removing grass
So why suffer when you don't have buildup, especially under the deck, is a good way to prevent corrosion.
to? Your prescription ... From there, contractors should lubricate the spindles just in case
the water from the pressure washer forces the old grease out, Walker l

says. As for the gas tank, Mike Anderson, technical service representa- |
tive, Toro's Consumer and Landscape Contractor Businesses Division,
Bloomington, Minn., recommends operating the engine until it quits

<navtrak

Driving Business Productivity”

866‘k590'9|903d : and then pouring a fuel stabilizer in the tank to treat any remaining

www.navtraﬁ ",mt/ ARGSapng fuel in the system. The fuel cap should be left loose for evaporation. b
( L Y/ After completing the final maintenance tasks, mowers should
e < be stored in cool, dry areas where temperatures are between 0 .

and 40 degrees, Hollenbeck says. The battery also should be fully
charged before storing the mower. A fully charged battery should

S P Ec I AI- OF F E R have 12.5 volts or more, says Fred Hemmer, field service manager for
for Lawn & Landscape subscribers! the Toro Co. To minimize battery power loss during storage, Hemmer
From now until also recommends disconnecting the negative cable on the battery
November 30, wete Whenever possible, mowers should be stored in a sheltered area,
like a garage, but if they are being stored outdoors, they should be cov:
ered with a breathable material to minimize corrosion buildup, Ander-
AT son says. Even if the mower is stored indoors, it's still a good idea to at
25199 value! For least cover cushioned areas such as seats and armrests to protect them
more details, go to from damage caused by rodents and other animals. Hemmer recom-
http://www.navtrak.net/landscaping mends placing some type of rodent control near or around the mower to
prevent mice or rats from building nests under the engine shrouds.

offering our new

business productivity
software, Street Suite
4.0, FREE with all new
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Above: Ground ivy or
creeping Charlie is one of
the most difficult weeds to
control in lawns. Photos:
Zac Reicher
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hough we are out of the fall

window for broadleaf weed
control, now is a good time
to evaluate your fall ap
plications in order to make
improvements for next year.
Though a good rating of
your fall applications is the number of How
ering dandelions in April and May, germi-
nating winter annuals and some perennials
may skew your judgment. A good habir after
any application is to return to some of the
lawns in 10 ro 14 days ro check for results.
Waiting until next round in a month or so
may allow regrowth of partially controlled

weeds as well as germination of new weeds.

Control

WHY FALL APPLICATIONS? Though
good cultural practices go a long way in
preventing weed invasion in turf, chemical
control is often needed on new accounts,
neglected lawns, and after rough growing
years. Though some spring weed control
may be needed to conrtrol escaped dandeli-
ons, fall is easily the best time of the year to
control broadleaf weeds in cool-season turf.
[here are a number reasons why profes-
sionals prefer to apply herbicides in the fall
to control broadleaf weeds. The herbicides
that we use for broadleaves are systemic,
meaning they move generally with the pho-
tosynthate in the plants. Perennial weeds

like dandelion and clover are actively ship-

wwwlnwnmd‘mdscapo LCom
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ping photosynthate to
their crown and roots
in the fall prepar-
ing for winter. The
herbicide translocates
with the photosynthate
to roots and crown
giving a complere kill
of the weed. This is
just the opposite with
spring applications, as
the plant is shipping
storage products from
the roots and crown to
the leaves. Herbicides
applied in early spring
do not translocate well
and often provide only
burn-down, and rarely a complete kill.
Most vegetables, ornamentals, trees
and shrubs tend to be extremely sensitive
to phenoxy herbicides, which produce
curled leaves and shriveled fHowers with
only the slightest drift onto buds and
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Customized Printing

Programs
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image collection

« Customized text and layouts made
by our talented graphic designers
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Though dandelions are easily controlled with broadleaf herbicides in the fall, infestations
to this degree suggest poor cultural practices that must be corrected first.

newly expanding leaves. Since the major-
ity of these plants are finished flower-
ing and growing new leaves in the fall,
herbicide drift damage is rare.

Effective broadleaf weed control
can leave holes in the turf that can be

populated by a different
weed. If this occurs in
the fall, these holes are
usually filled in by the
desired turfgrasses as
opposed to crabgrass or
other weeds that would
¢ germinate and fll in
voids left with spring
weed control.

DON'T RUSH. Most
lawn care operators
focus on broadleaf
" weed control with their
rounds in September.
However, our relatively
recent data as well as
earlier studies at Michigan State sug-
gest waiting until October and even
November to improve control.
Qur research at Purdue found that
herbicides applied from Ocrober 1
through November 1 improved long-

("The Most Complete Soil Inoculant Ever C reated )
\\\l&‘» For Tree, Shrubs & Turf
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Rootgrow...c.

Bri mgmg Sozl s to Life

At Rootgrow®, with the
help of Soil Foodweb, we
have created an organic
biological soil amend-
ment that can transform
poor soils into fertile
growing environments.
We have isolated and
cultured the most
effective players in the
soil biology game - 90
species of beneficial bacteria, 55 species of fungi, 30 species of
protozoa, and 10 species of nematodes. The organisms in Rootgrow
are alive and fresh, and can be used to enhance compost tea or used
directly out of the bottle to apply to turf, trees and shrubs. We have
also added a diverse range of both endo and ecto mycorrhizae
spores, as well as sea kelp and liquid humus, which serve as food to
help grow and sustain microbial diversity in the soil.

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

1-866-ROOT-GRO
www.rootgrow.com
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Test drive
an EverRide” mower,

and you ‘Il be entered

(‘~® to Wln one of many

powerful prizes’ 100 individuals will

score S'TIHL power tools.

, And one lucky winner will drive off with the

Q grand prize—a 20086 HUMMER HS,

Log onto EverRide.com or call 1-888-525-5474 to
locate the dealer nearest you. And schedule a test drive

on your own turf. @

Sweepstakes begins November 1, 2005 and ends April 30, 2006.

«.

[ MT NV 0 and WA autside the United States and D G and whers prohibited Subsect to Otficial avaitisble ty 1 2 soit addrersed. s1amped
1 NE BRIE. Arvnistratar Promation Activat

| VISIT US AT GIE, BOOTH # 1316
LISE READER SERVICE # 79



vesticides/fertilizers > > >

term broadleaf weed control compared
to the same herbicides applied in
September. Our speculation is that
weeds are killed either dircu(ly h)’ the
herbicide when applied later in the fall
or weakened ro the point that they suc-
cumb to winter-kill. Herbicides applied
carlier in the fall may allow the plant to
recover and survive the winter. This was
validated by researchers in Scottsbluff,
Neb., who found that applications of
2,4-D and/or dicamba were far more
effective in conrrolling dandelions and
Canada thistle when applied one to

10 days after the first frost than when
applied five to 11 days before the

frost. These researchers found that the
herbicides indirectly reduced concen-
trations of toral sugars, thus increasing
the plants susceptibility to freezing

temperatures and winter-kill.

We have found that even (()ugh- Though white clover becomes obvious when it flowers in the early summer, it is a perennial and
to-control weeds can be controlled best controlled in late fall. Clover outcompetes turfgrasses at low nitrogen and is a good
effectively in October and November indication that the lawn is not receiving enough annual nitrogen.

THE BEST GROOMED LANDSCAPE TRAILERS.

O ROOH PACE AMEIMCAN, NG. SUMMIT HAMMER CONQUEST CARGOSPORT JOURNEY

USE READER SERVICE # 80
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with herbicides that would be con-
sidered marginal at other times of the
year. Another benefit in waiting until
after the first frost to control weeds is
that germinating winter annuals like
common chickweed and henbit can be
better controlled. Applications made
in Seprember may miss some of these
later-germinating winter annuals.

A problem with applying herbi-
cides in late fall is a lack of immediate
satisfaction for the client. Weeds are
slow to respond to late fall applications
and they may not show any damage by
winter. This could be overcome by us-
ing carfentrazone, a fast-acting contact
herbicide. Adding carfentrazone to your
favorite broadleaf herbicide or using an
herbicide containing carfentrazone like
carfentrazone will provide a quicker
knockdown for those late fall applica-
tions. This can increase the cost of
application, but will give a quick visual
response for the customer. We have also

DO MORE
WITH

found that adding carfentrazone in a SPRING APPLICATIONS. Though

late fall application should not diminish  fall applications are most effective for

long-term control from the systemic controlling broadleaf weeds, spring
active ingredients in the herbicide. applications are often warranted. Avoid
the tempration to treat too early be-
WHICH HERBICIDE TO USE? cause applications will be most effective
Most practitioners will use herbicides if you wait until dandelions are just
that contain two to four active ingre- beginning to flower. Applications before
dients. These compounds are often this tend to only burn back leaves and
synergistic; increasing efficacy and com-  the plant regrows within a few weeks.
bining active ingredients also expands Esters formulations are more effective
the spectrum of weeds controlled. For than amines in spring probably because
instance, 2,4-D is good on dandelions,  of better leaf penetration in cooler tem-
but not one of the best herbicides for peratures. Though control improves later
clover control. Mixing 2,4-D with di- in the spring as temperatures warm with
camba allows control of both dandelion  esters, unfortunately so does the chance
and clover. We have also found that of off-site target damage to ornamentals
within a weed species, there may be and vegetables as they start to break bud,
different biotypes (populations) that germinate or flower. Since amines tend
differ in their susceptibility to a single to be less volatile than esters and reduces
active ingredient. By using multiple the chance for off-target damage, it is
active ingredients, we should be able important to switch to amines as soon as
to overcome thar effect and control all possible. Realizing that spring broadleaf
biotypes equally. control is always less effective than fall

OTTERBINE FOUNTAINS & AERATORS

TRUCK.

DETACHABLE TRUCK BODY SYSTEM

v

3 HP Galaxy ISP Phoenix

AT OTTERBINE, we know that water quality is
equally as important as aesthetics. We offer a
complete line of fountains and aerators rang-
ing from 1/6HP to 25HP, meeting the needs of
virtually everyone.
Our Aerators:

+ Reduce Algae, Odors, and Discoloration

+ Deter Insects and Insect Breeding

+ Have the Highest Pumping Rates in the Industry

+ Come With an Industry Best Warranty

For a complete listing of our products and services

888-311-0867 www.bucksfab.com Contact us at www.otterbine.com or 800-AERSTER!
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applications, try to maximize control by

making applications when the product
has a chance to dry on the leaf, avoid
mowing prior to application to maxi-
mize the leaf surface area, and do not
mow for three days following application

to allow the products to translocare

TACKLING TOUGH WEEDS.
Weeds like Canada thistle, ground ivy
(creeping Charlie), and violet are rough
to control for a variety of reasons. We
have learned quite a bit from our research
on ground ivy that can be extrapolated to
other tough-to-control weeds.

Always use the full labeled rate and

best control can be expected with ap-

plications in the late fall (October 1 to

Fall applications of herbicides allow translocation to

even the deepest taproots of dandelions.

November 1), Two applications about
four weeks apart will improve control
over a single application. This is because
ground ivy spreads by stolons, burt her-
bicides do not translocate well through
stolons. Many buds survive along the
stolons and start to germinate in about
four weeks, even though the mother
plant was killed by inital application.

We also found that the preemer-
gence broadleaf herbicide isoxaben
helps limit spread of ground ivy by
preventing stolons of ground ivy from
‘pegging down.” Thus combining with
your favorite postemergence herbicide
will improve long-term control of
ground ivy.

Multiple biotypes of ground ivy exist
that vary in their sensitivity to herbicides.
For instance, you might easily control

ground ivy in the front lawn with 2,4-D

esticides/{ertihzers

but ground ivy in the back lawn is unaf-
fected by the same product. We found
that the 2,4-D-tolerant biotypes were
usually controlled with triclopyr and vice
versa, so .1l(u:n.mng active ingredients
should improve control. However, an
exhaustive screen with all commercially
available products over thousands of
ground ivy biotypes was impossible.

'he bottom line is that if you are having
trouble controlling a specific species in
spite of maximizing other strategies,

consider changing your active ingredient.

WEED CONTROL IN NEWLY
SEEDED/OVERSEEDED LAWNS.
With the above-average temperatures
throughout the Midwest this summer,
many lawns will require reseeding
or overseeding next spring. Seed-
ing always takes precedence over
\\&'Cd u‘n(rul lK‘\ ause (h«' wlmim\
for successful seeding is far nar-
rower that the window of effective
weed control. The general rule is
seed as early in the fall as possible
and then worry about treating the
broadleaf weeds later. The same
goes in the spring, seed as early as
possible and then treac for broad-
leaves later. Most broadleaf herbi-
cides require waiting ro apply un-
til after the second mowing of the
seedlings, burt check the label for
specifics. Seeding after a broad-
leaf herbicide application usually
requires a thorough irrigation or
precipitation between applica-
tion and seeding. Herbicide use before
or after seeding gets tricky because they
can be damaging to the seedlings, so be
sure to check your herbicide label for the
most accurate information.

In late fall and early spring, evaluate
your fall broadleaf herbicide control.
Hopefully, your applications were effec-
tive, but if not, try a few ideas from this
article to maximize control next year. 8

Zac Reicher is a professor and turfgrass
extension specialist at Purdue University,
wiwu '.Alg"\._/'m’//m' edulturf. Reach him at
Zreu /'z'/'lfl/fur//m'.:'//:4 or 765/494-9737.
EDITOR'S NOTE: The inclusion or
omission of active ingredient or product
brand mentions in this article should not
be considered endorsements or exclusions

by Lawn & | .Hld\\.l}‘&' magazine
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RaIN I BIRD

Water is one of the earth’s most precious resources, and the need to conserve has never
been greater. Since Rain Bird’s beginnings in 1933, Rain Bird has focused on developing
products and technologies that use water in the most efficient manner possible. As the
world's leading manufacturer of irrigation products, we feel it is our responsibility to
take the lead on this issue by promoting water conservation through not only efficient
irrigation management but also through education, training and services for our
industry and our communities. We call this The Intelligent Use of Water.™

Rain Bird follows the guiding philosophy of The Intelligent Use of Water by producing
water- and cost-efficient products and by informing others of how to practice water
conservation. Rain Bird accomplishes this through our training programs available to
irrigation contractors and through education programs. For example, we've developed
environmental education curriculums in conjunction with Cal Poly Pomona aimed at
helping teachers and students better understand the vital role water plays in various
types of ecosystems. Through our annual participation in the Rose Parade, we have
used our floats to draw attention to animal species and natural habitats that have
been adversely impacted by water shortages. And we have authored the white paper,
Irrigation for a Growing World, which discusses both causes and potential solutions
to the growing global water crisis.

As the incoming Irrigation Association president in 2006, I feel it'’s an honor to be
able to utilize my experience with Rain Bird to lead an organization committed to
conserving our natural resources. The irrigation industry promotes the development
of new technology and methods to best conserve water, and it is my goal to further
these efforts. Rain Bird will continue to manufacture water-conserving products for
landscapes, agriculture and golf and will continue to educate others on how they, too,
can conserve water. By working together, we can all have a hand in saving our vital,
life-sustaining resource.

L S\l

Ken Mills
General Manager - Contractor Division

www.rainbird.com
-‘ he . e“\t .
el B water

© 2005 Rain Bird Corporation
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WHAT PERCENTAGE OF YOUR
NEW IRRIGATION BUSINESS COMES FROM THE
FOLLOWING?
MARKETING TYPE % OF CONTRACTORS
Word-ot-mouth refermals 59.93
Lo/ refierval servics 1275 rrigation services have become assets in a contractor’s offerings menu for
Vellow Page ads " the basic reason that plants need water to grow. And in today’s busy world,
Pecicaciviad ok 3,20 more and more homeowners and property managers do not want to waste
N 339 the time and rising water bills standing on their properties with a hose
- —= to thoroughly soak thirsty roots. By installing irrigation systems, contractors
Company Web site 1.69 < %:‘ ’ _ J P ‘L' &- P, . >
T — provide landscapes with adequate water during the correct times of the day,
irect M v. % A - < v e - -
e : giving clients a peace-of-mind that is worth paying for.
illboard advertsing 1A4 . . ’ 4 N o
—— - In fact, according to Lawn & Landscape research, nearly half (41 percent)
o ad: ang 032 . - N » s 5 4 .
minilie 1 . of contractors offer irrigation maintenance services and 31 percent of contrac-
COither 0,48 ~ . - T . v . - » .
tors offer irrigation installation services. And the 2005 State of the Irrigation
YEARS OF EXPERIENCE Industry Survey, conducted by InsightExpress, reveals that this service area
YEARS IN | YEARS OFFERING continues to grow annually, particularly as water preservation becomes more
BUSINESS | IRRIGATION important. This study shows that the average contractor reported an 11.67
SERVICES : S A e o 5
2 — - percent increase from 2004 to 2005 and 82.7 percent of survey rcxp()ndcms
Average 24 6.72 - . . *
Contatot ' expect an average 17.16 percent increase in 2006 revenue.
A LOOK AT REVENUE PEAK-SEASON EMPLOYEES
2004 2005 2006 EXPECTED FULL- | PART- | TOTAL AVERAGE
REVENUE | REVENUE | CHANGI INCREASE I'IME I'IME REVENUE PER
Overall $603,094 $673,452 +11.67% 82.7% say EMPLOYEE
i 4 Oy
SN Overall | 2361 | 17.44 | 4105 $16,406
N ast/ S$702.747 $767,582 +9.23% 79.1% s v = - e
i ' 2 ' S Northeast/ | 9.00 .45 13.45 $57,069
Midwest +11.86% ’
Midwest
Southeast $570,108 $730,978 +28.22% 87.0% say = = - -
, +21.36% Southeast 12.38 2.97 15.35 $47.621
West $538,725 $654.411 +21.47% 79.4% say West/ 11.31 2.03 13.34 $49.056
| Southwest +19.74% Southwest

STATE OF THE IRRIGATION INDUSTRY S3




While more than 80 percent are projecting double-digit growth in T PERCENT OF YOUR
2006, another 15.6 percent project stable revenue and only 1.6 percent

projected a decrease in 2006 revenue.

WHAT
IRRIGATION SYSTEM AND PARTS
PURCHASES IN 2005 WERE FOR THE
FOLLOWING?

Expenses are also on the rise, reflecting a continued investment in

ARSI . . PART % OF
irrigation systems. Between 2004 and 2005, contractors increased their '

RESPONDENTS

irrigation expenditures by 12.08 percent from $18,973 to $21,265. Pipe

o . " : 2 5 Pipe 18.36%
topped the list with contractors reporting that this system asset made up
18.36 percent ot S VO TRAIN YOUR EMPLOVERS ON Spray heads 18.25%
their pu rch&sTs th;s IRRIGATION MAINTENANCE AND INSTALLATION? Rotors 16.32%
YORr. opray edos TRAINING TYPE % OF CONTRACTORS Contallir 12.55%
followed closely at T T e ; :

= Larn on the job, observing /U0 >

18.25 percent, and m}:cn 8 Valves 11.87%
1930L5 ‘“ SlSalie \; Professional training and/or 33.2% Drip systems/ 9.32%
on the list at 16.32 certification classes components
perceant. Control- Instruction manuals 27.7% Pumps 3.13%
lers and valves —
came in at 12.55 Online services 4.2% Rain moisture sensors 2.91%
and 11.87 percent, Other training types 7.8% Other parts not 7.30%
respectively. not mentioned here mentioned here

Contractors Respond to
Water Restrictions

espite the fact that nearly half of respon-
dents to our irrigation survey point out
that water use restrictions or regulations
have been put into effect in their regions
during the past two years, 5.8 percent of contractors
did not change their business practices as a result.
With some municipalities paying increasing attention
to water use levels, this could become a problem
for those contractors who do not adapt to changing
times. For the 62.3 percent who reported that water
restrictions had an affect on their businesses, 23.8 per-
cent install more drip irrigation, 18.9 percent install
more automatic shut-off devices, 13.7 percentare us-
ing more self-adjusting or “smart" irrigation products
and 5.9 percent experienced other impacts.
However, overall the percentage of system up-
grade, replacement and new installation sales that
have been in direct response to increase water use
regulations remains below |10 percent for both resi-
dential and commercial jobs (9.68 and 8.19 percent,
respectively). The same can be said for the percent
of total 2005 irrigation installation revenue
that is made up of drip or low-pres-
sure irrigation systems — 9.23 per-
cent for residential jobs and 7.14
percent for commercial jobs.
Approximately 6 percent
of contractors also reported
other business consequences
as a result of water use limita-
tions in additionto theoneswe .
listed. These included increasing =

water prices, removing lawn ar- T 'I T
eas altogether, the incorporation of R S

pressure release valves on all systems,
the use of reclaimed water, and charging for
coming out to set clients’ timers.

INCREASING IMPACTS?

What impacts have water use restrictions
had on your business (select all that apply)?

23.8% - We install more drip irrigation
18.9% - We install more automatic shut off devices
13.7% - We began using more self-adjusting or “smart" products
59% | Other
Rising Restrictions
Have ne’uSater use restrictions

or water use regulations come into effect
in your area in the past two years?

Audit Alert

Do you perform irrigation audits?

'6.9% Yes, we do catch-can audits

- _ ' 8. '%Ys.wemnmwusageuus
64 ' i b b 7.8%Yes.wesubconn'actaudits
= e

Though irrigation experts say audits can help con-
tractors determine a system’s efficiency and the resulting
renovations could reduce water use, only 32.8 percent
of contractors conduct audits, including catch-can audits,
water usage bill audits and audit subcontracting.
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* More contractors choose Rain Bird' spray heads
and nozzles than all other brands combined.:

+ ! Install Confidencer

*

- Install Rain Bird" 1800° Series Spray Heads and Nozzles.

|

. Contractors and specifiers choose Rain Bird spray heads and nozzles more often than all

‘S other brands combined. For some, the reason is a proven track record of performance
that spans nearly three decades. Others praise the reliability, the durability or nearly 90
nozzle options. Whatever the reason, Rain Bird spray heads and nozzles continue to be
the dominant choice.

Rav I BIRD

VISIT US AT GIE, BOOTH # 2821
USE READER SERVICE # 85



Photo: Rain Bird

Residential

vs. Commercial
Irrigation Outlook

By Nicole Wisniewski

ccording to our State of the Irrigation Industry research, the majority

of landscape companies (67.4 percent) offer irrigation services to both

commercial and residential clients. Lawn & Landscape decided to split

he research in half by these two client types to uncover the resulting
similarities and differences.

The average residential irrigation-focused company is approximately five years
younger (10.19 years) than the typical commercial irrigation business (15.69
years). Many landscape business owners start out offering services to people they
relate the most to — their next door neighbors. Therefore, it’s understandable that
younger businesses would be focused on primarily residential clients and discover
the revenue portential of commercial clients as they grow.

The average company that focuses on commercial clients also has offered ir-
rigation services for a longer period of time compared to companies focused on
residential customers — 12.65 vs. 5.76 years.

Commercial-based businesses also bring in more revenue on an average annual
basis than their residential counterparts - $1.42 million in 2004 and $1.56 million in
2005 vs. $419,178 in 2004 and $503,082 in 2005 for residential companies. However,
residential companies grew an average of 20 percent, double what their commercial-
focused counterparts grew — an average of 10 percent. The majority of both business
types (85 percent) project an increase in 2006 sales of approximately 17 percent.

Word-of-mouth referrals top the list in terms of where new lrrlg.,.uion business
originates for both commercial and residential businesses. But this marketing type
plays a much greater role for residential businesses with those contractors reporting
that its responsible for 67.99 percent of their new business and commercial contrac-

tors saying its only responsible
for 36.15 percent of their new

; 2 business. Lead/referral services
RESIDENTIAL COMMERCIAL | RESIDENTIAL & COMMERCIAL pl;w a larger role for commer-
Overall 23.8% 8.8% 67.4% cial-based companies at 25.33
Northeast/Midwest 24.2% 4,4% 71.4% percent of new business vs. only
= : 13.99 percent of new business for

Southeast 29.3% 6% 63%% . . A

residential-based companies.
West/Southwest 22.5% 11.8% 65.7%%

Sé6

STATE OF THE IRRIGATION INDUSTRY



Naturally, larger jobs call for more employees to handle the work
— the average commercial-focused irrigation company employs 70.33
people full-time and 12.48 people part-time during peak season while
the average residential-focused company employs 6.99 full time and
1.63 part time people during the spring and summer months.

Not surprisingly, larger jobs also calfﬂ)r more equipment, therefore
commercial companies spent more than double their residendal counter-
parts on irrigation system and component expenditures in both 2004 and
2005 ($27,250 and $27,092 vs. $11,962 and $12,431, respectively).

Water use regulations affected more commercial companies during the
past two years than residential with 48.1 percent reporting. Only 30.1
residential-focused companies said water limitations were a%fccting busi-
ness. Maybe that's why more commercial companies audit water usage

SIZE MATTERS

AVERAGE PR()PERTY

West/Southwest

SIZE
Overall 0.41 acres
Northeast/Midwest 0.32 acres
Southeast 0.59 acres
0.35 acres

bills compared ro residential companies at 14.8 percent vs. 5.5 percent, Al

respectively. However, residential companies are reacting to these regula- AVERAGE pR()pERTY
tions in other ways more than commercial companies — 27.4 percent say SIZE

they install more drip irrigation and 17.8 percent install more automaric ,

shut-off devices. Only 18.5 and 7.4 percent of commercial companies Overall 0.83 acres

are adapting their businesses in these two ways to the limitations. Northeast/ Mid 0.81

When it comes to (rainin? irrigation technicians, 40.7 percent of com- SEEREARL RGNS 2L 2GE
mercial companies offer professional training and/or certification classes Southeast 0.68 acres
compared to only 27.4 percent of residential companies. The majority
of both types of companies” workers learn on the job, observing others. West/Southwest 0.98 acres

When conducting client comparisons in the three U.S. regions, COMM INSTALLATION
West/Southwest contractors handle the most acreage in the commercial — — —
irrigation market, with the largest property sizes in both installation REGION AVERAGE PROPERTY
an«f maintenance. This region also reported the largest properties for SIZE
residential maintenance. However, Southeast businesses install residential Overall 915 acree
systems on the largest lots compared to the other two regions. )

When reporting price, Northeast/Midwest contractors charged the Northrac NG et A R0 heres
most per hour for irrigation maintenance work on both residential and =
commercial jobs — at more than $3 per hour higher than the other two Southeast 7.57 acres
regions in both categories. Wit/ Bonthunat 8.59 acres

What percent of your commercial irrigation s mg COMMERCIAL MAINTENANCE
A s ndominium
s for e folowing] REGION AVERAGE PROPERTY
. Other SIZE
i Overall 8.64 acres
%‘J 97% Golf Courses
74 Northeast/Midwest 6.95 acres
%‘ .24% Agriculture Southeast 6.10 acres
% Sihools and Universities West/Southwest 7.63 acres
%_14 02%
Athletic Fields
s Office Parks
O,
4.56% Municipalities
5.62%
Malls and Retail
Cost Concerns
REGION AVERAGE MAINTENANCE AVERAGE MAINTENANCE
CHARGE PER HOUR - CHARGE PER HOUR —
RESIDENTIAL COMMERCIAL
Overall $45.47 $50.60
Northeast/Midwest $47.64 $52.88
Southeast $40.14 $47.42
West/Southwest $44.54 $49.51

P 1
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A Superior 3/4" Rotor
Comes with a Price...

List Price $ 13 50

Rain Bird” 5004 Rotor

- ...a Lower One.

($169 less per case than Hunter* PGE™")

l )
‘ List Price $ 1590

Rain Bird® 5004 Plus Rotor

Install Confidence?
Install Rain Bird” 5000/5000 Plus Rotors.

You are always looking for ways to save time and save money,
all in an effort to be even more profitable. One clearly superior
way to do all three is with Rain Bird 5000/5000 Plus Rotors.

* Eliminate dry spots with
water-efficient Rain Curtain”
Nozzle Technology.

* Proven reliability backed by an
industry-leading 5-year warranty.

* Improve productivity with flow
shut-off and faster, easier pattern
adjustments and nozzle changes.

Ask your Rain Bird distributor today for your lower price.
Visit www.rainbird.com/5000 for more information.

RaN R BIRD

* Case price based on Hunter PGP 4" rotor list price of $21.95 per rotor as of October 1, 2005.

VISIT US AT GIE, BOOTH # 2821
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Reuters/Yusul Ahmad, courtesy www.alertnet.org

YO u Can h e | p those affected by the earthquake and tsunami emergency

in Southern Asia and Eastern Africa with a financial gift to the American Red Cross International

Response Fund. Your gift allows the Red Cross to provide immediate relief supplies, food and safe
water, health care and other support to those in need. Visit Redcross.org or call 1-800-HELP NOW

to make your donation to the American Red Cross International Response Fund today.

American
+ Red Cross
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by jonathan katz and will nepper

Contractors who conduct irrigation business in states with cold winter climates

know that it's always wise to winterize.

I awn care professionals who offer irrigation services quickly learn that there are more ‘}“"
2 e A - P c i
equipment and staffing requirements, not to mention new pricing, scheduling and cus- %
£ £ (-4

tomer demands involved. Contractors located far enough north to feel the effects of Old
Man Winter have even more to consider.

Irrigation systems installed in ground are likely to freeze in the winter and need
special care before the seasonal shut-down to assure top performance when spring signals
the beginning of a new irrigation season. Systems that are not properly winterized can

be damaged to the point of uselessness, meaning customer callbacks that unnecessarily waste everyone’s
time and money.

“Winterization is protecting your assets,” explains Doug Stewart, contractor account manager, Rain
Bird, Wichita, Kan. “It means protecting your sprinkler system in freezing climates and protecting the
pipes underneath the ground and the sprinkler heads and valves from damage that occurs when water
left in the pipes freezes.”

] “In northern climates there will be frost on the ground,” says Will Katerberg, president, Grapids
Irrigation, Grand Rapids, Mich. “The pipes underground and the exposed pipes above ground will
freeze. Ice in the pipes will expand and split the pipes. You winterize to prevent this.”

m lawn & l.md'scapc november 2005 WWW, awnnnc“andscapc.com
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irrigation > > >

STEP BY STEP. Scheduling winter-
ization commonly occurs between the
middle of September until the first

of November, Stewart says. “Some
states have already had some freezing
weather but it typically takes more than
a few freezes to really hurt the pipes
underground,” he points out. “But the
backflow preventers, which are above

WASTING TIME
CHASING SNOW?

YOUR V-PLOW FEEL

LIKE A WEE PLOW?

DIMENSIONS COMPARE AN § 2 V-PLOW WITH A BLIZZARD MODEL #10

ground, are more quickly susceprible
to freezing conditions. You could have
a quick freeze of 30 degrees and that
could potentially damage an above-
ground backflow preventer.”

In parts of the country susceptible
to an early freeze, interim safeguards,
such as covering exposed backflow pre-
venters with blankets or other insulat-

EARN
YOUR

WINGS.

THEN SUPERSIZE

TO A BLIZZARD.

For a dealer near you,

visit us online or call toll free

1-888-680-8600.

www.blizzard plows.com

USE READER SERVICE # 111

ing materials, can help protect systems
until a full winterization is performed,
Stewart adds. Because winterization
scheduling will vary from region to
region, contractors should be aware of
their local climate conditions, weather
patterns and the size of their client list
so they can determine the best time to
begin winterizing systems, says Kevin
Gordon, senior product development
manager, Hunter Industries, San Mar-
cos, Calif.

“The bigger the client list, the
more resources it will take and the
more time you'll need to fulfill your
winterization needs,” he says. “So it's
a combination of what kind of staffing
you have available, how many clients
you have to service and what weather
patterns look like.”

Complete winterization occurs in
several steps and even though every
contractor might tackle the job with
their own nuanced system, the basics
are generally the same.

The first step is turning off the
system’s water at its source. “If it’s a
domestic water supply then you want to
winterize the backflow by opening the
ports to clear those chambers of water,”
Karterberg says. Because the point of
winterization is to prevent freezing, ob-
viously the water source will need to be
cut off before the pipes can be cleared
of residual warer.

“There are three different ways to
drain the system for the three different
types of systems out there,” Stewart
says. “Some have manual drains which
require you to manually open a valve
to drain the water out of the system,
Others have automatic drains thar will
independently drain the water our of
the system every time the system is shut
down,” he explains.

To manually drain a system, first
shut off the irrigation water sup-
ply and open all the manual drain
valves, according to informarion on
Hunter Industries Web site at www.
hunterindustries.com. After the water
has drained from the mainline, open
the boiler drain valve or drain cap on
the stop and waste valve and drain all
the remaining water that is between
the irrigation shut-off valve and the
backflow device. Then open the test
cocks on the backflow device. If the
system has check valves, the sprinklers
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will need to be pulled up so water
can drain out of the bottom of the
sprinkler body. Once all the water
has drained out, close all the manual
drain valves.

The automatic drain method
works by opening the automatic drain
valves when they're locarted at the end
and low points of the irrigation pip-
ing, according to Hunter Industries.
These will automatically open and
drain water if the pressure in the pip-
ing is less than 10 psi. To activate the
automatic drain valves, shut off the
irrigation water supply and activate a
station to relieve the system pressure.
After the water has drained out of the
mainline, contractors would follow
the same steps as the manual drainage
procedure.

But the most common method
of clearing water from an irrigation
system requires an air COMPressor to
evacuate water by pushing pressurized
air through the chambers. “The most
thorough way is to hook on an air com-
pressor that has high volume and low
pressure,” Katerberg says, adding that
somewhere between 50 and 55 pounds
of pressure is sufficient. “Then you
blow each zone clear until it is virtually
free of water,” he says.

Stewart asserts that it is best to blow
our each zone clear twice. “A good rule
of thumb is to go through each zone for
about two minutes at a time and then,
once you've completed all of the zones,
go through them all for two minutes
again,” he says.

Katerberg explains that systems
that pump water from a natural source
require removing the suction line from
that source to prevent ice damage.
“Then you have to open up the differ-
ent chambers in the pump or remove
the plugs on those chambers to remove
the water,” he says.

Stewart says that there is a miscon-
ception among those new to irrigation
winterization that the greater the air
pressure being pumped through the
system, the better. “The opposite is
true,” he explains. “You really need
volume to push the water out. You do
not want a high-pressure compressor
for winterizing. Some compressors
run at 120 to 160 psi, and that kind
of pressure could damage the system
quite a bit because the viscosity of air

is much lower than water and it creates
high stress on the system.”

Stewart says that a good rule
of thumb to follow is use the same
amount of pressure that the system
would normally run on. “So if the sys-
tem usually runs at 50 or 60 psi water
pressure, that’s what you'd want from
your air compressor,” he explains.

Introducing

Flowtronex

|
| . ITT Industries

With a team of over 500
manufacturing, service & support
professionals,

Team Flowtronex

provides a laser-tight focus

on customer satisfaction

through the entire lifecycle

of our world-class

“Finally, you make sure the control-
ler is in the off position so that you can
make sure it doesn’t inadvertently go off
in the winter,” Stewart explains,

On the other hand, Karerberg as-
serts that the electric systems should
be run once a week for two or three
minutes. “Some people set them up for
twice a week but the important thing

Manufacturing
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Service

800-786-7480
www.flowtronex.com
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THE WATER GARDEN INDUSTRY |
IS YOUR NEWEST
HIGH MARGIN OPPORTUNITY

ARE YOU GETTING YOUR FAIR SHARE?

The Water Garden Industry Has Been
Consistently Growing Between 15 -
30% For The Last Five Years.

For those contractors that invest their time to get
properly trained and have a creative flair, margins
far exceed landscape contracting, maintenance,
irrigation projects and services. Why leave money
on the table with your existing customers for your
competitors to move in on?

Our FREE Kit LAL0O51106 “Growing Your Bottom
Line With Water Gardens” will show you how to
make more money; selling the Endless Cascades™
and PondSweep® PRO Skimmers, becoming a
Certified PondSweep Manufacturing Co. Installer,
Certified IPPCA Member, and using our new
training & marketing programs.

Surveys Prove Consumers Want Low
Only PondSweep® PRO Skimmers support up to three types of filtration. Maintenance Water Gardens.

Our founder, Gary Wittstock, co-invented the
first commercial pond skimmer back in 1992 and
was granted U.S. Patent #5,584,991. In 2000,
PondSweep Manufacturing Co. was awarded U.S.
Patent #6,054,045 for improvements upon Gary's
ecosystem.

Our current sixth generation PondSweep® PRO
Skimmers support up to three simultaneous types
of mechanical filtration and provide the highest
level of filtration with the easiest customer
maintenance of any skimmer available today. This
is made possible by our vertical mat orientation
and patented bellows door.

Most debris in a water garden collects on the
surface due to being blown in. The bellows door
allows our PondSweep® PRO Skimmers to skim
more of the surface water with an identical pump
than any of our competitors.

PondSweep® PRO Skimmers come in four vault
sizes and five opening (weir) sizes to meet the
specific needs of your customers. Remember,
skimmers go in the ground so what really matters
is how they work not how they look on the
distributor’s showroom floor.

Properly installed PondSweep® PRO Skimmer in water garden with Koi.



Surveys Prove
Customers Want Unique
& Natural Looking Water
Gardens.

Ever wish you could create a
waterfall of ANY size, ANY
shape or ANY pattern you could
imagine? By simply connecting
multiple vaults on-site, without
extra attachment pieces, your
waterfall design can range
from a simple, straight line to a
sawtooth pattern to serpentine
curves to a completed circle and
any pattern in between.

Endless Cascades™ allow

you to easily create multiple
simultaneous flows or streams of
any size from any side of a single
waterfall vault.

Endless Cascades™ can be used
to create Disappearing Falls™,
Disappearing Fountains™ and
cleanout locations for Lake and
Pond Vegetation Filters. The only
limitation to Endless Cascades™ is
your imagination.

To the creative
Landscape Architect,
Designer or Pond
Specialist, Endless
Cascades™ are a dream
come true.

Choose the perfect stone, even
oversized and cut the vault to
match it. Endless Cascades™ are
easy to install, due to our any

or all sided liner attachment
method, and are easy to hide
due to the plant and rock ledges.

Mention you saw this ad in Lawn
& Landscape and receive a $50
coupon from your first purchase
of PondSweep products.

You can see the Endless
Cascades™ “Live” at The
International Irrigation Show
(Nov. 6-8, Phoenix. AZ) Booth
#3003 and the AQUA Show (Nov.
16-18, Las Vegas, NV) Booth
#428.

Unlimited Width

VI

Serpentine

Sawtooth

Custom Cut ANY portion of ANY or ALL sides

Call 866-754-6766 Now

or email info@pondsweep.com for your FREE Kit #LAL051106
“Growing Your Bottom Line With Water Gardens” and to locate

an Authorized Distributor near you.

PONDSWEEP MANUFACTURING CO.
(866) SKIM-POND ® (866) 754-6766 @
www.pondsweep.com N\ § Q

© 2005 PondSweep Mig. Co. All Trademarks and Registrations are property of PondSweep Mig. Co. JEJLAL051106
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is that they activate occasionally. We've Stewart says that set fees can range want to make sure that you arrange
found that when they're unplugged from $50 on the low end for a residen- your routes so that jobs are as close to
minerals stick to them over the winter,”  tal winterization to several hundred one another as possible, because time
he says. “We've rarely had problems dollars for larger commercial sites. is money.”
from activating them occasionally in “Sometimes the larger commercial sites “To do the job properly, a contrac-
the winter.” might require more than one compres- tor could expect to get abour 10 resi-
sor to fill the 4-inch or 6-inch main dential jobs completed in a work day,”
PRICING POINTERS. Pricing ir- lines which would raise the price,” he Katerberg says. “It usually averages out
rigation winterization isn't any more explains. to an hour getting there, setting up
complicated than pricing other services, Scheduling is particularly im- properly and setting the controller.”
but Stewart says that there are few com-  portant to the business of winteriza- “The number of commercial jobs
monly used strategies. “Some contrac- tion in that there is a small window in a day is difficult to say,” explains
tors will offer a maintenance program of time to tackle every job. “Some Stewart. “It depends on the size of the
and service program where they provide  contractors will have to use all of their  business, obviously, and how many
a start-up in the spring and a winteriza-  available resources, and all of their service people a contractor has. Some
tion in the fall,” he says. “Sometimes manpower and trucks to get every- smaller companies do between 200 and
people will offer this kind of package thing done in that short window,” 300 each winter, while others do as
with the winterization free, included Stewart says. many as 2,000 or 3,000."
with the first year purchase of the irri- “Often contracrors will arrange

gation system. Thereafter, they'll charge  their winterization jobs according ro
a set fee for winterization.” Stewart says  zip code or neighborhood,” Stewart
that maintenance packages that include  explains. “That way they are practically  For the don'ts of blowout irrigation winterization,
both spring startup and winterization next door to their next job. There are provided by Hunter Industries, check out our
typically cost from $150 to $200. several ways to do it, but you always November Online Extras section.

LiL’ BueBA® CURB MACHINE. :
DD LANDSCAPE BORDERS TO YOUR SERVICES |
N START A LUCRATIVE BUSINESS. .
00) 314-9984 FOR A FREE VIDEO AND CATZ
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O%r over a quarter of a century, the Walker Mower has been
an American original design; developed and manufactured by
the hands of skilled craftsmen who have specialized in one
product line. The Walker Mower is not an “overnight project”
or a copy of another mower—the original design challenge was
to make a machine to do a job. Today, thousands of landscape
professionals have found the Walker Original fits their job and
has helped build their business. If productivity and high quality
mowing are needs in your business, see what the Walker
Mower can do for you.

ALK

R J'”?l\/g.

W’ﬁm‘
T\.[N
USA

=l 2EE I-=
. '.: -I I——

Accepted in the United States and 28 nations around the
world as a leader in Commercial, Zero-Turn Mowing
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www.walkermower.s. com « Request a Free Demonstration Today
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nce contractors learn how
to install landscape lighting
systems, many are left in
the dark about the best
way to sell them. Unfor-
tunately, there isn't one surefire way to sell
lighting. Direct mail might work great for
one contractor, but not as well for another.
Nighttime demonstrations are almost im-
perative for those new to the market, while
contractors with more experience can rely
on a portfolio and referrals.
How to figure out which method works

best is mostly a macter of trial and error. Try

a few different tactics and track them to see

which ones yield results. "A combination
of two or more methods is most effective,”
says Eric Borden, vice president, Ambiance
Lighting Systems, Riverside, N.]. “You
can’t rely on just one.”

But before stocking up on direct mail
pieces or placing a full-page advertise-
ment in the Yellow Pages, the first step is to
include lighting as part of every installation
design. “Contractors should be includ-
ing lighting with every package they offer,
whether or not the customer asks for it,”
says Mike Southard, national sales manag-
er, Kichler Landscape Lighting, Cleveland.

Mark Moore, president, Green Earth

m |awn&|nnclscape | november 2005 | wwwlawnandlandscape.com




Photo: Johnson Landscape Lighting

Montville, N estimates thar 60 of what it is you're trying to sell and install,” says
0 percent of his installation customers request to see Cruz Perez, vice president of marketing, Vista Professional
For the other 30 to 40 percent Outdoor Lighting, a Simi Valley, Calif.-based manufactur
ghring, he includes it anyway. “Over er. “The more knowledge you have, the more comfortable
customers who weren't thinking about it you'll feel about selling it.”
to go with it,” he says.

shting as part of an installation package MAIL CALL. Most contractors at some point or another

e potential sticker shock. Many homeown have tried direct mail. But how well it works depends on

1s something they can buy ar a local whom you talk to. Contractors in some markets rely on it
inderstand the high quality heavily, while others don't at all. The benehit to direct mail
job, they don't understand the price. is that it lets contractors target homeowners who make
nay hind it hard to swallow a $4,000 lighting good lighting prospects.
s Todd Hostetler, sales manager, Cas It typically costs a minimum of $2,000 for a lighting

Bur when you say this is a installation,” Southard says. “So you have to make sure

$10 | e installation and the light youre m 1g to potential customers who can afford that.”

luded, theyll say OK.’ I'his usually means targeting houses with a certain
ps the best advice when it comes to selling property value. “The customer base for professional

the product. “You need a good knowl landscape lighting is in the mid- to upper-end residential
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KICHLER

demographic,” Perez says. “Of course,
property values depend on the part of
country a contractor is in. A mid-price
home in California may be $480,000,
while it’s $180,000 in North Carolina.”

Chris Johnson, owner of Johnson
Landscape Lighting in Jacksonville,
Fla., targets homes with values start-
ing at $300,000. He finds targeting
property values more effective than
targeting income levels. “You miss the
marker of retirees and empty nesters,”
he explains. “They may not have an
income anymore, but they might be a
wealthy group of people.”

Johnson buys a list of targer custom-
ers, usually about 20,000 names, for
about $50 per 1,000 names. He mails
a 6-by-9-inch, full-color postcard with
an application photograph on the front
and the company’s contact information
on the back. He mails the postcard ev-
ery 45 days. “The key with direct mail
is to be consistent and repetitious,” he

LANDSCAPE LIGHTING

in one

circuit

SINCE

Lighting your path to success...
KICHLER EXCLUSIVE!
e TWO 300 watt transformers

e TWO separate sets of multi-
tap outputs - up to 15v on each

says. “It would cost you more in the
long run to mail 50,000 cards at one
tme and never do it again. It’s better to
mail 1,000 cards three or four times to
the same people.”

Johnson pays about $5,500 to mail
20,000 postcards. “It costs about 40
cents each with printing, production
and postage,” he says, adding that
direct mail is cheaper in bulk. “If you
only do 1,000, the cost per piece is go-
ing to be higher, maybe 50 or 55 cents
a piece.”

Moore does direct mail for other
landscape services he offers, but not
lighting specifically. He says his mail-
ings, including printing and postage,
cost about $1 each for 3,000 pieces.
He has tried one mailing for landscape
lighting, but he found it ineffective.
“It was around 9/11,” he explains.

“So it may have just been bad timing.
Down the road, I may try it again.”
To help defer the cost of direct mail,

1938

many manufacturers offer free postcards
with room on the back for contrac-

tors to put their contact information.
Contractors are then only responsible
for the cost of postage.

The downside is that direct mail
doesn’t have a reputation for yielding
the highest leads. And even targeting
the right customers doesn’t necessarily
guarantee great results. “If contractors
do canvas and targert the right area,
they're still only going to gera 2 or 3
percent return rate,” Hostetler says.

GETTING LISTED. Yellow Pages
advertisements are another popular sell-
ing strategy. But like direct mail, their
effectiveness varies. Hostetler knows
contractors who buy a half-page or a
full-page advertisement, bur he feels it
isn't money well spent. He estimates

a half-page ad costs at least $1,000

a month, and it offers less than a 1

percent return.
continued on page 129

LAWN AND LANDSCAPE
CoMPANIES HAVE
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CLC LABS SOIL

TESTING!

e TWO independently
controlled timers and photocells
o X-10 compatible

o Lifetime warranty

e Angled terminal board with
30-degree tilt

e Flip-top door with magnetic
fastener

e Primary current loop

Contact us today for a FREE information packet.
Be sure to ask about our Premiere Contractor Program

800-659-9000
www.kichler.com/Isa

Ler Us SHow You How!

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

325 Venture Drive
Westerville, OH 43081
614 888-1663

FAX 614 888-1330

Exclusive laboratory services for the
Turf & Ornamental Professional.
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Snapper Pro commercial products

work overtime for professionals

who demand equipment built to last.

napper Pro wrote the first chapters of its commitment to quality long before the landscape contractor boom. Then, the
company's philosophy was simple, but solid: Build quality products that deliver results.

Not much has changed if you ask Dick Felder, vice president and general manager of the Snapper Pro commercial
division, who compares their durable products to the most basic, functional tool. “Like a hammer,” he says, “our mowers do
what they are supposed to do. Snapper has always been popular because it is bullet-proof.”

Landscape contractors appreciate this rugged mentality. “Professionals live and die for the features and benefits of these
products,” Felder says, explaining the brand’s logical transition into the commercial market — a suitable fit for a manufacturer
focused on building equipment that can work overtime. “We've never won a pretty contest — although we are working more on
aesthetics — but we build equipment that is extraordinarily heavy-duty and durable,” Felder says. “That philosophy started with
our first rear-engine rider and has carried over to our commercial equipment line.” ;

Uncompromised Quality

Quality is obvious to landscape contractors. “They can look at
the equipment and tell the difference between a mid-or low-level
product and one that is built to last,” Felder says.

Snapper Pro fulfills landscape contractors' requirements for

construction, and that translates to longevity, Felder adds.
Professionals can rely on Snapper Pro equipment to expertly handle
tough terrain, tight areas and long days in the field without sacrificing
performance.

Premium product design incorporates features such as twin belt
drives, Felder points out. “If you snap a belt, you can still operate
the machine and, chances are, you probably wouldn’t know [it was
broken],” he says.

Control panels positioned below operators’ legs are accessible,
but protected from obstacles like branches or brush, which can
accidentally engage side controls. Meanwhile, removable floor
panels provide easy access to major maintenance points.

“Our philosophy is to make equipment easy to repair should it
need repairs,” Felder says, adding that a two-year warranty protects
all components. Regardless, Snapper Pro is confident even year-
round landscape contractors won't be knocking on their dealers’
doors with repair requests. “We build in durability so our hope is
that you won't have to worry about [going in for service,]” he says.

When professionals do require replacement parts or service,
Snapper Pro servicing dealers provide immediate solutions. Dealers




carry robust parts inventories so their in-house technicians
can tend to service needs on the spot. After all, landscape
contractors can't afford to wait in line while they accumulate
costly downtime that eats away revenues.

"Our dealers are accessible and their in-house technicians
stock an excellent supply of replacement parts," Felder says.

Durability, innovation and longevity are hallmarks of
Snapper Pro.

“We snug right up to the limit,” Felder says, referring
to blade tip speed among other technologies. Blade speed
combined with advanced under-deck air dynamics allows
Snapper Pro products to stand up to what Felder considers
the ultimate turf test: southern-style mowing.

“We develop these products in the south,” he explains.
“We are used to cutting St. Augustine grass, Bahai grass, Zoysia
grass — and we also cut Bermuda grass and fescues. We design
products that cut every turf variety.”

Meanwhile, Snapper Pro searches for ways to give landscape
contractors even more edge with new products on the drawing
board that will provide more innovative solutions.

“The marketplace is evolving, and we watch what commercial
cutters do and what they like," Felder says. “We are constantly
looking for features that will give our dealers the edge in
supplying reputable products that fulfill commercial needs.”
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The best way to build products that meet dealers’ expectations
and fulfill landscape contractors’ need for sturdy, long-
lasting equipment is to simply go back to the basics, Felder
says. Snapper Pro’s reputable brand is backed by attractive
programs to make premium mowers financially accessible.

“Regardless of your business, you should always be
increasing revenues and reducing costs,” Felder says. “If you
can buy equipment for a lower cost and get the same high-
quality product from a servicing dealer with a great reputation,
why not save $1,000?”

Reasonable prices stem from competitive financing
programs that allow landscape contractors to purchase
professional-grade mowers without exceeding their budgetary
boundaries. A point-of-sale kit displayed by each model
underscores financing opportunities, such as low monthly
payments, interest rate specials and limited-time zero-percent
financing deals.

“You add up all those qualities, and professionals say, ‘|
need to look at this,” Felder say

Dealers also will not compromise their businesses
while catering to professionals’ demands for competitive
pricing. They can qualify for end-of-year volume rebates,
demonstrator discounts, target dealer programs and early
pay discounts that allow them to price products to sell while
still earning healthy margins.
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Seltzer Services
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Powered by Snapper

Quality is why I've been using Snappers for
seven years. The Snapper Pro has good, solid
construction. The seats are comfortable, and you
have plenty of leg room. If | start mowing at 8 a.m.
until 8 p.m., minus two hours for driving time, | am ——
still comfortable. What | really like is the joystick
control. It’s easy to operate, you are comfortable,

Lucious Porks
Lou’s Lawn Care
Memphis, Tenn

and you use one hand to operate the machine
rather than having both hands tied up.

Snapper has a solid line of products. As a
matter of fact, I'll buy a couple more next year.

Robert Etheridge
Etheridge Lawn Care
Bahala, Miss
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continued from page 126

But he says that it's important to
be listed. “It’s always good to be in the
Yellow Pages, even though it may not be
a good return rate,” he explains. “When
customers see it, they perceive you as a
legitimate company.”

Johnson agrees it’s important to be
listed. “Your customer mighe tell his
neighbor your name and thart neighbor
will look you up in the phone book,”
he says, adding that listing his name
and phone number costs him about
$16 to $20 per month.

Another potential downside is
that customers calling because of an
advertisement are typically only looking
for quotes. “They've probably talked to
someone already and they're looking for
pricing,” Hostetler says. “You just end
up in a bidding war.”

Another concern is the increasingly
tight market for the books themselyes.
Josh Bruner, division sales manager
for The Highridge Corp., Issaquah,

Wholesale Landscape Lighting

Wash., cut back on advertising because
of the growing number of directories,
as well as increased prices and the large
number of contractors who advertise in
the media. “We used to invest heavily
in Yellow Pages advertising, but in the
last two years, we have cut back and
taken those monies and used them

for advertising on television,” he says.

/e still have a presence in the various
books, but Yellow Pages advertising now
only represents 10 to 15 percent of our
lead generation.”

Buct if contractors already use the
Yellow Pages to advertise other services,
it's important to mention the fact that
they offer lighting as well. In addition,
many phone books offer a separate
landscape lighting category, so contrac-
tors should list there if available.

SHOW THEM THE LIGHT. Light-
ing is a visual business, which is why
nighttime demonstrations are a useful

» > >design/bui|d

tool for closing a sale, especially for
landscape contractors new to the
market. When Johnson started ourt five
years ago, he had no customers, no
references and no photographs. “I had
to do on-site demonstrations to show
customers what theyd be getting,”

he explains. “The demo was almost
imperative.”

Hosteder thinks of nighttime
demonstrations as marketing, but
because of their high closing rate,
he also thinks of them as the goal of
marketing. In other words, contractors
should use their marketing to get to
the demonstration stage. “If a contrac-
tor can demo a system, it’s almost a 90
percent closing rate,” he says. “Once
customers see their house lit, they
want it.”

Demonstrations also show custom-
ers what a professional design means.
“A good lighting job is not six lights
from the sidewalk to the door along

THERE IS SOMETHING NEW

KlCLEthg’"

LANDSCAPE LIGHTING

'wWw.wholesaleIandscapelighting.com
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the driveway,” Perez says. “With the
demo, you pick one section of the yard
or house and say this is what I can do
for the rest of the yard. Just give them a
little taste to show them how good it’s
going to look.”

Demonstrations kits vary in cost,
depending on the quality. Most manu-
facturers offer kits, or contractors can
create one of their own. A few fixtures
and a battery pack can cost $200, but
one with transformers and more lights
can cost $1,500.

The negative to demonstrations
is that they have to be done at night,
which in the summer means 9 p.m. Set-
ting up demonstrations that late every
night isn't always ideal for contractors.
In addition, there is only time for about
one demonstration per night, which
equates to five to six sales calls per
week.

“If you do six demonstrations and
close 80 percent, that is four or five

jobs,” Johnson says. “That’s great, but
you're working all of the time and get-
ting home at 11 p.m.”

As Johnson has built references and
a portfolio, he says the need for dem-
onstrations has decreased. “If you have
a solid reference list, you can go into a
neighborhood and do 20 estimates in a
week,” he says, adding that even if the
closing percentage drops to 50 percent,
it’s still 10 jobs instead of four or five.

As business grows, it helps to carry
a portfolio of previous jobs to show
potential customers how great their
homes can look. Hostetler recommends
showing customers a portfolio that lists
the addresses of three or four jobs with
designs similar to the one a new cus-
tomer will have. “If customers actually
go out and look, it’s about a 75 to 80
percent return rate,” he says. “If they're
taking the time ro look at previous jobs,
it's probably going to lead to a demo at
some point.”

SIGN OF THE TIMES. When ho-
meowners see a professional landscape
lighting system installed at their home,
the effect is dramatic. Seeing one on
their neighbors’ house can also be pow-
erful. “If it’s a well-done installation,
the rest of the block will want the same
thing,” Borden says. “It creates a lirde
bit of envy and desire to have the same
thing as their neighbors have.”

When doing an installation, con-
tractors need to be aware of the poten-
tial customers driving, walking or living
nearby. To cash in on this business,
contractors need to establish a presence
in the neighborhoods they’re working
in. One way to do this is with a yard
sign. “When the neighbors see a house
with new lighting, they'll want to know
who did it,” Borden says. “Having a
sign in the front yard guarantees you're
going to get the first telephone call.”

Hostetler estimates the rate of
return for yard signs at 30 percent. That

A Revolutionary Plant Injection System

ANNOUNCING ACE-JET
ARBORJET'S NEW ACEPHATE PRODUCT

¢ Broad spectrum insecticide
with nutritional properties

ast-acting

——
—

el T -:'4: lu:“:,':,'"'.’".
e CAUTION * Low Cost

¢ Effective for:

Caterpillars, mites, aphids, scale,
adelgids, winter moth, gypsy
moth, leafminers, Emerald Ash
Borer and many more!

-BGG-AIIBOIIJT or 1-866-272-6758 - www.arboriet.com

VISIT US AT GIE, BOOTH # 2348
USE READER SERVICE # 100
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GAS WAS 33¢ A GALLON
COFFEE ... 10¢ ...

SOME THINGS HAVE
CHANGED SINCE 1963.

BuT CLL HAS BEEN THE CONTRACTOR’S RESOURCE
FOR HIGH QUALITY LIGHTING FOR OVER 40 YEARS.

CALIFORNIA LANDSCAPE LIGHTING

CALIFORNIA LANDSCAPE LIGHTING
HAS BEEN THE LEADING NATIONWIDE
DISTRIBUTOR FOR CONTRACTORS
SINCE 1963. WE'VE BEEN THERE
SINCE THE VERY BEGINNING OF THE
LANDSCAPE LIGHTING INDUSTRY,
AND IT’S STILL OUR ONLY BUSINESS.
MODERN, HIGH QUALITY FIXTURES
AND ALL THE ACCESSORIES, WITH
OLD FASHIONED VALUES - THAT’S
CALIFORNIA LANDSCAPE LIGHTING.

California Landscape Lighting
A Division of Kina Enterprises, Inc.
31260 Cedar Valley Drive Westlake Village, CA 91362
Phone: 800-457-0120 Fax: 800-457-0730 www.callite.com

n
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may not seem like a lot, “but if you're
talking to 10 people, that’s three jobs,”
he says. Borden says the return may be
even higher. "All a contractor has to do
is get a job in a neighborhood and put
a sign in the front, and I'd bet theyd
probably receive more calls from that
than anything else they try,” he says.

Of course, contractors have to ask
customers for permission to post the
sign while doing the installation, as well
as to leave it for a few days once the job
is finished. It’s also important to make
sure the sign is readable from the road.

Johnson uses vinyl yard signs with a
metal frame that measure roughly 2-by-
2 feet and cost him around $6 to $10
a piece. He likes to draw attention to
his signs by installing one extra light in
the yard and positioning it directly on
the sign. “Yard signs are terrific because
you're getting several things accom-
plished,” he says. “Potential customers

are SCL‘ng your wnrk .illll sccing your

860:508-4601

CALL
TODAY

2006 ISUZU NPR DIESEL
Auto., AC, Cruise, Pwr. Windows & Doors
CD Player, 18' Landscape Body
Fold Down Curbside, Weedeater & Tool Racks.

number displayed at the same time.
You're getting the best of everything all
rolled into one.”

Bruner has used yard signs in
the past, but he found they could be
problemaric. “It was a hassle keeping
track of them and keeping them in
shape as they moved from site to site,”
he says. “We found it more effective to
use logos on our trucks and rrailers to
establish our presence,” he says, adding
that his trucks and trailers have com-
pany contact information and mention
the lighting installation service.

Another great way to get the infor-
mation out is via door hangers. “After
we do an installation, we hang up door
hangers two houses down on either
side and six or seven houses across the
street,” Johnson says.

Like direct mail pieces, some
manufacturers offer yard signs and door
hangers. Door hangers are usually free,
but there is typically a small fee for yard

2006 ISUZU NPR DIESEL
Auto., AC, Cruise, Pwr. Windows & Doors
CD Player, 16' Landscape Body
Fold Down Curbside, Weedeater & Tool Racks.

mone st
oG PUGLESCOMD

Auto., AC, Cruise, Pwr. Windows & Doors
CD Player, 14' to 18' Van Bodies Available
\ 4' External Dovetail, Roll Up Door.

or email us

Inffeegairvclks.col

*Excludes Sales Taxes
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signs. Contractors should check directdly
with manufacturers or their distributors
abour available marketing materials.

Door hangers and yard signs aren't
allowed in some developments and
communities, so contractors should
check local ordinances before using
cither one. But whenever possible, it's a
good idea to use both. A high-quality,
professional lighting job is a great sales
tool that shouldn’t be wasted.

As an example, Perez points to one
contractor he knows who installed a
job on a house toward the front of a
subdivision. He says, “Because of thar
one job, he was able to line up six to
nine months of work,” 8

-

www.lawnandlandsc ape (1("’ ’

Check out our November Online Extras

section for a look at the common ways to sell

|andscape I-gHing
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Auto., AC, Cruise, Pwr. Windows & Doors

CD Player, 18' Landscape Body
Fold Down Curbside, Weedeater & Tool Racks.

2006 ISUZU CREW CAB DIESEL
Auto., AC, Cruise, Pwr. Windows & Doors
CD Player, 18" Landscape Body

Fold Down Curbside, Weedeater & Tool R
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“Low odor is important, but
Triplet Low Odor herbicide has been

an even better investment than that”

— Michael Kravitsky, Vice President of Grasshopper Lawns, Inc.

Grasshopper Lawns, Inc. has been a family-owned business for more

than 40 years and has built a reputation as a caring company who

takes pride in their service and does not cut comers when it comes e
to either their customers or their employees.

_ AT
2 ‘ i
When brothers Michael and Shawn Kravitsky y B d
introduced Triplet Low Odor into their weed // Ay r

control program this past year, they had |
hoped this new, high quality herbicide would live up to its promise 4

of better performance and increased applicator and customer “...we had significantly fewer

satisfaction. Still, they were not prepared for the positive feedback :

and financial benefits they eventually realized. weed calls - in m b
of 75% to 80% less complaints

The low odor feature was what initially intrigued them and they were °

not disappointed. “Our crews first commented on the clearer color of than the pmousfewm

the herbicide, but then we started to notice that there were far fewer The only thing different in

complaints from applicators - their clothes didn’t smell after using

Triplet Low Odor and the mixing/storage area didn’t have that usual our program has been the

lingering chemical odor,” says Shawn. “While we did not feel it was addition of Triplet Low Odor.”

entirely necessary to promote the low odor benefit to customers, the

intemnal benefit to us was huge.” viichaat and Shawn Kaven Graeihnrba LIRS, c..

Michael adds, “What's even better is that we found that the first two
rounds of applications took care of most weed problems and we had
significantly fewer weed calls — in fact, an average of 75 to 80% less
complaints than the previous few years. The only thing different in
our program has been the addition of Triplet Low Odor. The reduced
callbacks actually save us quite a bit of money in the long run.”

While they both agree that they would continue to use Triplet Low
Odor strictly on the merits of its low odor qualities, they are even
more sold on it now that they understand the financial benefits of
reduced complaints from slow or incomplete weed control.

Find out what the Kravitskys already know, Triplet Low Odoris a
smart investment in your business and weed control program.

Please read and follow all label directions. N

Contact a Nufarm representative or your I

local distributor for more information: _

8003453330 Nufarm

www.turf.us.nufarm.com Turf & Specialty
Triplet is o registered trademark of Nufarm Americas Inc

VISIT US AT GIE, BOOTH # 2324  USE READER SERVICE # 103
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: Attendees to Lawn
& Landscape's
25" Anniversary
Celebration
learned about
newly released
industry statistics
and unkegraled
marketmg tactics.

; S ._;

Celebratin

ood business means establish-
ing long-standing relation-
ships with customers based
on a foundation of trust. This
was the message Paul Wang,
associate professor of integrated marketing
communications, Northwestern University,
Evanston, Ill., shared with attendees to

Lawn & Landscape's 25"

Anniversary cel-
ebration on July 14-16 in Chicago, lll. Lawn
& Landscape is a GIE Media publication.
Word-of-mouth, which is how a major-
ity of landscape companies obrain new
clients, is considered a powerful means of
marketing, but from Wang's perspective,
needs to be something contractors carn.
“For referrals to happen, your customer
satisfaction rating has to be a five on a

Photos: Ron Gould Studios

The entire group poses for
a photo to commemorate
Lown & Landscape’s

25th anniversary (left).
GIE Media's CEO and
President & COO Richard
and Chris Foster (below).

Yea 'S

scale of one to five — a below five rating
is considered in the zone of indifference,
where clients aren’t truly 100 percent
satisfied,” he says. “The value of being a
five in customer satisfaction means greater
customer intimacy, better customer reten-
tion and higher profit margins. One way to
move to a five is to identify and reward the
top performers in your company based on
client comments and customer retention.”

After soaking in marketing knowledge,
attendees, who included industry contrac-
tors and suppliers, attended the Pittsburgh
Pirates vs. Chicago Cubs game on a roof-
top overlooking Wrigley Field.

On day two of the event, Paul Mc-
Donough, president, Project Evergreen, and
president, LESCO, Cleveland, Ohio, shared

-y
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Y
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information with the group

about the goals and progress
of Project Evergreen (www.
projectevergreen.com), an
alliance of green industry
members who promote the
benefits of creating green
spaces and maintaining
them responsibly.

He also revealed new
results to a recent Project
Evergreen consumer survey.

Here are some of the key facts his

The Chicago skyline (top). Northwestern Universi-
ty's Paul Wang educates contractors and suppliers
on marketing. The unique rooftop view of the
Pittsburgh Pirates vs. Chicago Cubs game (right).

The Service Solution is proven Software with:

Integrated Customer and Prospect Database
Visual Mapping of Customers and Prosps

Barcode Processing of Work Orders and Payments
Targeted Marketing to Neighbors and Subdivisions
Customized Proposals, Work Orders, and Invoices
Support for Fuel Surcharges by Zip and Servic
Comprehensive Operational Management Reports

Automated Rouling with Driving Directions

Lawn Care Tree Care Landscaping

lawn & landscape events

research report highlighted:

* 90 percent of consumers said lawn
care and landscape companies  * 87 percent of consumers said the
provide a needed service.

their irrigation, lawn care and land-
scape providers.

services of lawn care and landscape
* 95 percent of consumers companies improves their lawns and
said landscaping adds value to  landscapes.

a home’s worth. * 75 percent of consumers said pro-
* 85 percent of consumers

said they are satisfied with

fessional irrigation companies help
CONSErve water.

Photos: Ron Gould Studios

Software for the Green Industry
The since 1983

from Practical Solutions, Inc.

Call 614-436-9066 for more
information or to schedule
a Live Internet Demonstration

Service

Solution

Green Industry Expo - Booth # 2303
Tree Care Industry Expo - Booth # 950

www.TheServiceSolution.com

Irrigation Pest Control Holiday Lighting

USE READER SERVICE # 105
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Do faster.
Do better.
DuPont.

Your customers will claim victory over fire ants when you use DuPont™ Advion™
fire ant bait. This unique chemistry provides control within 24 to 72 hours, allowing
your customers back outdoors fast. There's no quicker, more effective solution than
Advion™, and it reduces callbacks, resulting in higher customer satisfaction.

Visit proproducts.dupont.com or call 1-888-6DuPont (1-888-638-7668).

Always read and follow all label directions and precautions for use.

DuPont™ Advion™ is not available in all states. See your local DuPont representative for details
and availability in your state

The DuPont Oval, DuPont™, The miracles of science™ and Advion™ are trademarks or registered
trademarks of DuPont or its affiliates.

Copyright © 2004 E.I. du Pant de Nemours and Company. All Rights Reserved. 04ADVN018P277AVA

VISIT US AT GIE, BOOTH # 2700
USE READER SERVICE # 107

DuPont
Advion’

fire ant bait

The miracles of science~



Save the Trees

Check out the following products that help protect trees from insects and disease.

> compiled by kathleen franzinger

ArborSystems Wedgle Direct-
Inject Tree Treatment System
4 \@\
» Treat one tree in five minutes; no
guarding caplets
» No drilling means no sapwood damage

/ ) pis ;

L ezgatr}},!r,/ ,se' Rootgrow Soil
Inoculant For Trees

> e Can transform poor soils

into fertile growing

» Pointer insecticide controls most beetles
adelgids, aphids and other tree pests

» Other insecticides and fungicides
available

» Hardware kit costs $525

» ArborSystems — 800/698-4641,
www.arborsystems.com

environments

¢ Includes 90 species of
beneficial bacteria, 65
species of fungi, 30 species
of protozoa and 30 species
of nematodes

Circle 200 on reader service card

* Can be used to enhance

J.J. Mauget ArborFos Fungicide

» Developed specifically for trees compost or used directly out

» Encapsulated injectable fungicide labeled of the bottle on trees

for sudden oak death, as well as other * Includes a range of endo- and

phytopthora species ecto-mycorrhizae spores, as

well as sea kelp and liquid

» Also controls such diseases as anthrac- '

nose, apple scab and bacterial blight humus

B an & oo fubal o Tree care kit can be deep-root
injected
* Rootgrow — 866/766-8476,

www.rootgrow.com

» Rapidly improves root, stem and leaf
growth as disease pressure eases

» Environmentally friendly with a target-
Circle 202 on reader service

specific application that eliminates drift,

spills and groundwater contamination card

» J.J. Mauget - 800/873-3779,
www.mauget.com

Circle 201 on reader service card

“ lawn & landscape november 2005 www.lawnandlandscape.com
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Rapidly improves ROOT, STEM AND LEAF growth

MAUGET micro-injected FUNGICIDES go to work immediately with ZERO loss to Soil,
Weather, or Mistakes, Designed JUST FOR TREES using the trees natural transport system

WITH AN EQUIPMENT INVESTMENT UNDER
$50.00.
FIGHT MANY TREE DISEASES FOR YOUR _ s
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Only TopChoice™ c«tolsmmforaﬂﬂyearmmstoneprofeﬂomlmplcaﬁon o 5
As unbelievable as that sounds, it's true. And university studies prove it. No return mndlo
treatments. No treating mounds again and again. Just one broadcast application ‘N Fireant control,

of TopChoice controls fire ants and has the residual power to prevent fire ants, )
n?;dmg new queen cells, for an entire year. It also controls mole crickets, fleas and
ticks. Help homeowners venture back to their lawns.

To learn more, call us at 1-800-331-2867 or go online to BayerProCentral.com. by BAYER.

Bayer Environmental Science, 8 business group of Bayer CropScience | 2 TW. Alexander Drive, Research Triangle Park, NG 27709 | Backed by Bayer and TopChoice are
trademarks of Bayer. | TMQBM&MMMMWMWW, | Nwaysrduﬂ!omhbdwmv 1 ©2005 Bayer CropScience

) |
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DIG Corp. LEIT Link Two-Way
Radio Remote System

* Includes radio-remote handset,
LEMA 1600HE solenoid
and the XRC
irrigation controller

e Uses two-way radio
communication between the
handset and the controller

e Users can perform manual
runs, test valves, install
programs, adjust budgets,
review controller status and
activate programs from a
distance of 800 feet

« Creates a safer working
environment while
simplifying maintenance
duties and walk-throughs in
high-traffic and hard-to-
reach sites

e DIG Corp. — 760/727-0914,
www.digcorp.com

Circle 203 on reader service card

Water Cannon
Replacement Pumps

e More than 134 models
available from all major manufacturers

» Include tank-feed models and
continuous-duty versions that can run
23.5 hours per day

* Flow rates to 58 gpm

* Adjustable pressures to 7,000 psi

e All pumps available complete and
ready to use

o Feature four-bolt installation and carry
a factory warranty up to five years

 Water Cannon — 800/333-9274,
www.replacementpumps.com

Circle 204 on reader service card

Fall profits!
Year-round

control.

“Our biggest success this year
has been with TopChoice so
we're looking into a big push
in the fall when people don't
normally think about yards
and landscape and we're less
busy. We've finally found an
answer to fire ants. TopChoice
doesn't fail.”

“After the summer rains, we
gear up for fall applications
of TopChoice so lawns are fire
ant-free throughout the winter
holidays. Many home and
commercial accounts change
out ornamentals to work in
more fall colors. We don’t want
fire ants coming back ever, so
our fall TopChoice applications
aren't only for lawns, they're
for flowerbeds, too. Wouldn't it
be great if we could eliminate
fire ants for everyone?”

To learn more, call us at
1-800-331-2867 or go online
to BayerProCentral.com.

choice

VISIT US AT GIE, BOOTH # 1832

www, ‘awnandgandscape.com
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What Zero Turn Drives
Did for Steering Wheels,
Articulators Do to
Rigid Decks.

Articulators
Conform to
Any Terrain#

“Anp\vmh(‘wl.‘. Lastec, Ing ’ LL1105L
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800 638 1769

WWW.EASYLAWN.COM
£

100-1200GAL

JET AGITATION 900-3300 GAL 7
== MECHANICAL L
\ AGITATION

ALSO AVAILABLE

\

ASK ABOUT OUR FALL SPECIALS GIE 2005 visit us at BOOTH 1134
$500 - $2000 OFF SELECTED UNITS OR’Il.gll}lgO,sFL

USE READER SERVICE # 89

Arbor Computer Systems
Arbor Office Software

« Complete package manages the daily
operation of green industry companies

¢ Includes built-in tracking that follows
clients from the first call to historical
sales analysis

o Features call center, appointment
schedules, field inspections, estimates,
estimate follow-up, work orders,
invoices, statements, job costing and
sales reports

¢ Unlimited support for one year

* Imaging, voice recognition, built-in
marketing, fax and e-mail also included

¢ Arbor Computer Systems —
203/226-4335,
www.arborcomputer.com

Circle 205 on reader service card

Dupont TranXit Herbicide 4

¢ Controls poa annua

 New packaging
includes a measuring
device for
convenience and safe

B et s

handling

* Enclosed system
limits contact with product when
dispersed

e Easy-to-read increments help ensure
accuracy

e Dupont Professional Products —
888/638-7668,
www.proproducts.dupont.com

Circle 206 on reader service card

m lawn & landscape | november 2005 WWW. |awnand|m\dscap@.com
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EDGE YOUR INVENTORY COST AND INCREASE YOUR BOTTOM LINE!

ECHO HAS PROVEN TIME AND

AGAIN IT IS THE TECHNOLOGICAL
INNOVATOR IN THE OUTDOOR \
EQUIPMENT INDUSTRY. \N

ECHO'S Perfect Edge™ power edgers
provide that perfect look to commercial
properties and residential home sites.
Lightweight and easy to maneuver,
ECHO edgers deliver superior power
and durability. These models feature a
HIGH Torque gear case that provides
more cutting torque for exceptional
edging performance. So edge out out
the competition with the most advanced
edgers in the industry, and while your at
it increase your bottom line.

s
G
|

|

! | = v . -

> _— : =4 o ]

Receive 50 free edger blades with
every purchase of an ECHO
commercial edger.”

[y . f ! ! —
P f y | IR
- - W | / i ! o
£ / / r ! / !

To locate your nearest
ECHO dealer please call
1-800-394-4268.

*Oniy ot parucipating Echo deslers n Fiorida and Georgio. Thar offer valkd while supplies last

ECHO

Ask Any Pro!
2-STROKE...BECAUSE WE CAN.

USE READER SERVICE # 110
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Rain Master ZipET Data
Collection Service

+ Data collection and dissemination

designed for iCentral Internet users
» Users can get site-specific, daily ET

o 1 il delivered to any specific Eagle-i
I;::-_ m ﬂ m h svere ey gy controller location in the United States
rrigation and landscape equipment * Eagle-i controllers automatically

Irrigation » Golf & Industrial  We'c commitced o providing d s _
S vhe ket adjust irrigation watering schedules

based on daily ET conditions so only

800.343.9464 | www.ewingl.com b MO Y LY water that has been depleted from the
soil is replaced
USE READER SERVICE # 92 e Daily ET is based on zip code

» Company gathers information on

| Ta ke & i t__ to_t h e M ax! | solar radiation, clqud qover,

temperature, relative humidity and

, 71 tVUdﬂCIﬂq thg E 2 _ [/0 : Mﬂ X / wind speed to create customized ET

profiles for each zip code
* Rain Master — 805/527-4498,
www.rainmaster.com

Circle 207 on reader service card

IPL Shure-Lock
Commercial Series Pails

EZ PROM
ARANAR » Leak-proof pails seal without gaskets
. | » Said to be easy to open, close and
— handle
, »
8710-S Sensor e Made with polypropylene

8710 Control Box

« Designed with interlocking rings to

« Supports up to 64 zones and 16 sensors 9 create a stable pallet

* Utilizes a sophisticated 2-wire system for A5 « Eight pail sizes available ranging from
power and communication

= All (_13!3 can be viewed through Nelson’s custom 1 quart to 1.5 galions
Windows based software : * |PL Packaging — 800/463-4755,

» Save on average 40%" of your outside water usage! ipl-packaging.com
PRC 3EVINOR MCIUR| SAVINGS May vary L.R. Nelson Corporation .
One Sprinkler Lane Circle 208 on reader service card

NELS&N TURF
Y ere (888)Neison-8 » LRNelison.com

Quality. Service. Guaranteed! »y Acclima Made In the 4.S.A

VISIT US AT GIE, BOOTH # 620
USE READER SERVICE # 88

m lawn & landsaapt nmveml)ev 2005 www.lawnandlandscape.com
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PRODUCTS!

&‘.5'& P S s &'.

THIS MONTH, WIN A FULL PALLET OF EDGEPRO
PAVER RESTRAINT WORTH OVER $4,000

Proven professionals nail down their paver jobs with EdgePro Paver Restraint.
Our unique one-piece restraint system is heavier and more durable, yet flexible :
enough to preserve the curves that you create.

Other key features are:

* Durable PVC will not crack, rot
or deteriorate.

* Designed for both straight and
radius installations without
snipping and cutting.

* Compact 7' foot design is convenient
and efficient for storage and hauling.

For more information on EdgePro Paver Restraint and the other landscape products
that Dimex Corporation manufactures, visit www.edgepro.com or call 800/334-3776.

’ el ‘ !
+ Chances fo Win nﬁlﬁ Product QMB stions?

¢ DailyNews =
* Archived Magazine Articles Call 800/456-0707

* Message Boards
* Sign Up for Your Personalized My Lawn&Landscape Account



http://www.edgepro.com

If it’s Not a
CDS-John Blue
Spray Pump...
It’s Just a Pump!

CDS-John Blue Company is the only company
to offer a complete line of polypropylene pumps.

Our patented Poly Millennium Series pumps will handle acid and other highly
corrosive products. The patented thick poly walls will also withstand abrasive
products, which causes pump failure in other product lines.

Plus we have a complete line of diaphragm and piston spray pumps to fit your every turf,
lawn and landscape need. With pressures available up to 725 psi and flow rates from
4.3 to 67 gpm, these are some of the most versatile spray pumps on the market today.

When the time comes for you to buy a spray pump - Buy More Than Just a Pump.
Take a closer look at the CDS-John Blue Diaphragm Spray Pumps.

CDS-John Blue Company
Division of Advanced Systems Technology
800-253-2583 » 256-721-9090 » Fax: 256-721-9091,
www.cds-johnblue.com

VISIT US AT GIE, BOOTH # 1138
USE READER SERVICE # 64

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

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

Website:

importtransmissionfactory.com

E-mail: Ralph2itf@aol.com

converters,

OFFERING ALL ALUMINUM ENCLOSED TRAILERS, WITHN
LencTHs #Rom 10 10 30 Feer, WITH SEVERAL
AVAILABLE OPTIONS. FOR MORE INFORMATION OR A
peALeR pLease contacr LEGEND.

-

W

Intac International Wintac Green
2006 Software

» Integrates scheduling, routing, job
costing, estimating, invoicing,
purchasing, payroll, accounting and
marketing

e More than 100 new features include
the ability to attach photographs to
work orders and proposals, the ability
to wirelessly transmit account history
to select customers and a message
box for flagging customer records
needing special attention

* Available in both single-user and
unlimited multiuser network editions

o Comes with a Quick Start online
tutorial, an illustrated user guide and
a full year of unlimited technical
support services

» Intac International — 800/724-7899,
www.wintac.net

Circle 209 on reader service card

Replications Unlimited
Self-Contained Water Features

« Authentic rock-
like texture
created
using a patented
process

e Product
replicated off real

rock formations

o Features natural-looking details and
coloring

e Made of a composite polymer with
structural strength and long-term
exterior durability

* Come with pumps and hoses

¢ Replications Unlimited —
314/524-2040,

W lon-"

ne m.'.i'l‘m'llﬂ.ﬁ.. owwh |Fax: 321-268-3242 www.replicationsunlimited.com
" Wi 1o Circle 210 on reader service card
USE READER SERVICE # 65 USE READER SERVICE # 93
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COMMERCIAL TRUCK CENTER

OVER 200 TRUCKS IN STOCK

o
R
“"nu aus® b

WE SHIP ANYWHERE!
Ask Us About Our Used Truck Inventory

B

2006 ISUZU NPR s 42 6 .

Auto, A/C, 6.0L 300hp.
Pwr Windows & Locks
48 MONTHS

16ft Landscape Body

2006 ISUZU NPR Diesel
Auto, A/C, 14ft Dovetail

s532 Mo

48 MONTHS

2006 ISUZU NPR DIESEL
Auto, A/C,16ft Landscape Body

2005 ISUZU NPR GAS
Auto, A/C, AM/FM Cass.
1 4ft Dovetail

$27 017

2006 ISUZU NPR
CREW CAB DIESEL
Auto, 16ft Landscape Body

s36 405

2005 ISUZU NPR
Auto, A/C, 6.0L 300hp.
14ft Stake Body

$24,987

1-800-543-5109 OR 770-496-1000

FAX: 770-270-6774
email: TKPisciotta4 @ aol.com
www.kelleytrucks.com

“Call our Parts Department for Overnight Nationwide Shipping”

USE READER SERVICE # 113


mailto:TKPisciotta4@aol.com
http://www.kelleytrucks.com

« Designed for use on
golf courses, parks
and other turf

Aevolutionary product to produce irrigation surfaces

and lanscape plans. designs quickly. easily » Specially designed

and accurately! smooth rubber tracks

leave no trace on turf \\\

 Moves over surfaces
with 3.1-psi ground pressure
e Measures 128 inches long and 60 inches wide
e Offers a hydraulic pump capacity of 17.4 gpm
« Tipping load of 3,800 pounds
e Maximum lifting height of 115 inches
« ASV - 800/346-5954,
www.asvi.com

930.665.8080 Circle 211 on reader service card
Wwwovisualimpactimaging.com

SRITELLITE GRS ey N e 2~ & 4

USE READER SERVICE # |15

More Effective
Less Expensive...

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

@ Q Insecticides - Acephate, Vivid®ll, and MetaSystox®R

Fungicides - Bayleton®, Aliette® and Alomo®
Fertilizers - Qur proprietary Nutriject™ formulations
‘ Bactericides - Oxytetracycline antibiotic
Herbicide - Dicamba
Deflowering Agent- Snipper®

Vo
Tree Tech*

s v ta g obenine

Tree Tech®

microinjection systems
-

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

e-mail: info@treetech.net
Tree Tech® Environmentully Sound Trae Health Care for the 215t century ond beyond

VISIT US AT GIE, BOOTH # 2723

- ~ USE READER SERVICE # 114
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YOUR BEST INVESTMENT
DOWN THE LINE

THE L-2 UNDERGROUND PIPE LAYER

* Lays pipe or cable
Simple, efficient all
mechanical drive
Rugged yet compact
and highly
maneuverable
850 Ibs. on rubber
tracks provides for
minimal lawn damage
16 hp. Kohler
magnum engine
Boring attachment
available

"WARD

C O RPOQOQRAT O N

www.lineward.com

BUFFALO, NY 14224 - 716 675-7373
FAX 716 674-5334 - 800816-9621

USE READER SERVICE # 117

* DUAL PURPOSE BACK-UP OR UTILITY UGHT

+ JUST PLUG IT IN: NO DRILLING OR WIRING NEEDED
+ J0.-WATY HALOGEN 8ULS

* STORES IN GLOVE BOX OR REAR CUBRY

+ STURDY, WATER-RESISTANT CONSTRUCTION

THE BEST WAY TO SEE BEHIND
YOUR TRUCK OR SUV!

Night Buster 1s a dual function, back-up or utility light which plugs
directly into any 7-way round RV trailer receptacle. With Night Buster,

you can now see behind your vehicle on the darkest nights with incredible
clanty. Night Buster 1s dual function. Use 1t in the back-up mode, and
everyime you put your vehicle in reverse, S0-watts of bright, white light
illuminates everything behind you Switch to utility mode in conjunction
with your running lights on and you can now do everything from setting up
camp, hooking up a traler, cleamng your game, and a whole lot more
When not in use, just pull Night Buster out and stow in a glove box or tool

carrier. No tools, mounting or wiring required

For contractors, snow plow drivers, sportsmen, hunters, fishermen, boaters
campers, SUV owners, and everyone who needs great hands-free rear
vehicle hghting - the uses are endless. Fits all trucks and SUV's equipped
with automotive 7-way round trailer receptacie

www.mototrixonline.com

Patent Pending C2005MOTOTRIX, Inc

USE READER SERVICE # |18

(T

Where do you belong?

Remember when you felt most at home? Maybe snuggled on
your mother's lap...riding your father’s shoulders...playing on

the rug surrounded by family.

I suspect we all look to re-create that feeling, that place we feel

most comfortable, most complete, most ourselves

In school, some of us found it playing on a team, or in the
stands cheering the team on. We met new people with common
interests and started working rogether roward common goals,

in carnest or for fun.

What we do to make a living can create a strong sense of being in
the right place, while marriage-and-family arouses many of us to

strerch the boundaries of belonging well beyond our selves.

Over the years, life circles widen to include long-time friends
and like-minded people — at the barbecue or on the golf course,

in the PTA or the VFW, in business or in town.

Now we're the ones with the welcoming laps, the shoulders to
ride on, the hearts open to taking part in bigger portions of
everything around - all very much a legacy of the warmth we

grew up with

I'he communities we join define us. What we care about, what
we share — where we choose ro belong — help tell the world who

we really are.

ko

WEISBURGER INSURANCE BROKERAGE
A Division of Program Brokerage Corporation

5 Waller Avenue = White Plains, NY 10601

Phone: 800-431-2794 « Fax: 914-428-0943

www.weisburger.com

VISIT US AT GIE, BOOTH # 2720
USE READER SERVICE # 116

WWW [nwn.lr‘“)inndﬁ(npﬂ com november 20005


http://www.mototrixonline.com
http://www.weisburger.com

e Air-cooled, single-cylinder overhead valve engines

e Produce a maximum power output of 1.6 hp

e Two PTO options: horizontally mounted (EH035)
and vertically mounted (EHO35V)

 Weigh 8 pounds

e Exceed EPA Phase 2 and CARB

. D
DUTDOO
&
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DUTDOOR
-

USE READER SERVICE # 119

ber 2005 www.lawnandlandscape.com

Tier Il emission regulations

« Offer fast, one-pull starts

¢ Robin America — 630/350-8200,
www.robinsubaru.com

Circle 212 on reader service card

LESCO Float Deck
Walk-Behind Mower ¥

e 48- or 54-inch floating deck
powered by a 17- or
19-hp Kawasaki
engine, respectively

¢ Infinite speeds from O to

6 mph

e Large gas
tank opening
and top-
mounted fuel
valve

e Bungee-style hold-downs
ease access for maintenance

e LESCO -800/321-5325,
www.lesco.com

Circle 213 on reader service card

EZ Maintenance Version
2.08 Maintenance Control
Software

¢ Schedules, manages and
tracks costs and histories of
routine preventive maintenance
and repairs

* Helps with tracking, maintenance
scheduling, issuing work orders,
parts or materials inventory
control and complete
management reporting

e Users enter and track equipment
by class, category and individual
serial number or assigned
identifier

e Link It Software Corp. —
661/286-0043,
www.ez-maintenance.com

Circle 214 on reader service card
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After every paver is perfectly placed, depend on EdgePro
Paver Restraint for the finishing touch. EdgePro is heavier
and more durable, yet is flexible and easy to use. Our
extra-strength rigid design is great for long straight edges and
our fiexible design preserves the curves that you create.

So, what's holding you back? Contact us now for more
information on the paver restraint known as “The Professional
Choice."

Pl 1-800-EDGEPRO | DIMEX

ww.edgepro.com (1-800-334-3776) dimex & dimexcorp.com

VISIT US AT GIE, BOOTH # 2243
USE READER SERVICE # 123

TURBO TURF

H YDRO SEEDING SYSTEMS
u"% 1

TURBO TURF

* Grow great lawns in half the time.
* Fast and easy one man operation.
* Great power & precise trimming.

Call us for a FREE video & info pack/

TURBO TECHNOLOGIES, INC.

1500 FIRST AVE, BEAVER FALLS, PA 15010
800-822-3437 www. TurboTurf.com

VISIT US AT GIE, BOOTH # 1420
USE READER SERVICE # 121

n/ Over 16 Stamped Curb Patterns v
‘)J 7 and 20 Residential and Commercial 'lollls

Start your own business or add another profit center 1o your
existing business with Tygor Curb Machinery

TYGAR
SOTRRN 866-999-9506 www.tygarmig.com

VISIT US AT GIE, BOOTH # 1442
USE READER SERVICE # 120

Fms ess BES o
TALWAYS!

FIRST.. with superior design
attributes like the low profile
outlet riser and open drum
slot to eliminate hose Kinking
and enable smooth even
hose wraps

BEST.. and largest selection
of high quality, professional
grade hose reels for agriculture
and growing

ALways! 100% pure Coxreels quality
in every reel we design and build

Visit our
boothnun

— “ e

O B

USA MADE - USA QUALITY - USA SUPPORT
800-COX-REEL

Toll Free: B0O-269-7335 « Fax: 800-229-7335
Email: infoScoxreels.com

YIIB'MB.W I, Tot: 480-820-6396 « Fax: 480-820-51%2 |

VISIT US AT GIE, BOOTH # 1517
USE READER SERVICE # 122
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Multi-Media Classified Marketing

Maximize your advertising dollars by reaching:

» The Industry's Largest Print Audience.
*» The Industry's Largest Media Web Audience.
» The Industry's 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. J

Business Opportunities

Bidding For Profit

LAWN PROFESSIONALS -- TAKE NOTICE --

Are you interested in MAKING MORE MONEY & HAVING MORE
FREE TIME? The information contained in our manuals and the templates
on our CDs are being used every day in our lawn service and by hundreds of
your peers throughout the United States & Canada. We don't just talk the
talk, we WALK THE WALK! Our lawn service was rated asa TOP 10
service in August 2002. Our manuals and CDs include proven techniques for
Bidding, Service Agreements, Estimating, Snow & Ice Removal, Marketing,
Advertising, Selling, Letters for Success, Telephone Techniques, Employee
Policy & Procedures and more.

PROFITS UNLIMITED Since 1979

Call 800-845-0499 » www.profitsareus.com

Synthetic Back-Yard Putting Greens

¥ Huge Profits - Up t0 65%

“ Synthetic greens are one of the fagtest
* Year Round Installations
* Carry NO Inventory

* Utilize Existing Equipment

growing segments of the $50 Billion a
year golf industry.”

* Buy Manufacturer Direct
* Onhine Certification
Training Now Available

"800-334-9005

WWW. allpmgreens.com

~ Putting Greens .
| = =

Business Opportunities

SELLING YOUR BUSINESS?

FREE NO BROKER
APPRAISAL FEES

Professional Business Consultants
\3usmess C

(.~° 2%,
& %
g 2
A. w

ferger & Ac

Professional Business Consultants can obrain purchase
offers from qualihed buyers withour disclosing their
identinies, Consultants’ fees are paid by the buyer

CALL:

708/744-6715

FAX: 508/252-4447

CONKLIN PRODUCTS

OPPORTUNITY!
Let us help you start your own business

No franchise

fee. No territories, work from home. Use and market

new H'\]il)ﬂhlg\ }'flbdll\h.
BUY DIRECT FROM MANUFACTURER
FREE Catalog - 800/832-9635

www .'f.lll;x;‘l\\.llk((ln:; com

U.S.LAWNS

NO ONE KNOWS THE
LANDSCAPE MAINTENANCE
__ ', INDUSTRY LIKE WE DO.

To find out more about T
us and the opportunity —__-l_
U.8. Lawns can offer, call ——
1-800-USLAWNS or visit — =
us al www.uslawns.com US.LAWNS

lawn & landscape november 2005 WWW lawr.undlunds-;ape com
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BUSINESS OPPORTUNITY

& 1-800-
~Z'LANDSCAPE

Can Be Your New
Phone Number!

WEBSITE INCLUDED

EXCLUSIVE TERRITORY

CALLS RING RIGHT TO
YOUR PHONELINE

LOCAL ADVERTISING INCLUDED

|i ros onty 51499 e .-.uwml

CALL 1-800-ALPHATELL

(1-800-257-4283)

BUSINESS OPPORTUNITY

emendous Business Opportuni
T:vlth Great Long Term Potentia|!

For Questions & Price, Call: 386-871-4245

Businesses for Sale

LANDSCAPE
CONSTRUCTION COMPANY

Well Established 20-year Landscape Company Boston,

Massachusetts Area.
Annual volume $3.5 - $4.0 MILLION
Company breakdown:

* 75% Construction

*10% Maintenance

*15% Snow Operations
Highly recognized, well-managed and organized opera-
tion with a meticulous fleet of over 50 pieces of equip-
ment. Will sell with or withour the real estare, which has
all the necessary provisions for repairs and parking.

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

BUSINESS FOR SALE

TURN-KEY OPERATION!
Well established, 18 year lawn maintenance company in
Pitesburg, KS. Very well known with great potential for
expansion. All equipment is meticulously maintained
and includes snow removal equipment. Will sell for
$150,000. Call Justin @ 620/249-5700.

BUSINESS FOR SALE

Profitable 11 year old Landscape/lrrigation company
in Southern Missouri for sale. This is a growing area
with room for expansion. Gross revenue of $650,000.
Available with or without building and property.
Business has 300 sprinkler maintenance accounts,
il\\'tl]llbr}'. gli(bd qu:lhl'\' (‘l“lp"‘cn!. [rJI“(\j C“\PI()‘\'CC\
and an excellent reputation. Owner will help train,
$450,000 business and equipment only, $600,000
with building and property. Serious only need respond
by email to libizdsale@yahoo.com.

BUSINESS FOR SALE

LAWN CARE FRANCHISE
Lawn fertilization franchise located in Monmouth
County, New Jersey. Affluent area. History of increas-
ing revenue. Excellent growth potential. Al equip-

ment and accounts. Gross over $500K/year. Turnkey
$350,000. Reply ro lawncarebiz@comcast.net.

BUSINESS FOR SALE

For Sale Owner retiring after 30 years in business.
Well established Commercial Landscape Company in
the fustest growing market in the U.S. 12mm concur-

rent volume and 8mm in signed back log.. A full
nursery with approx. 7000 trees, heavy equipment,

maintenance division and other sources of reoc-
curring revenue. Land and buildings are optional,

Principals Only reply o
Charlie Maurer
1930 Village Center Circle #3-965
Las Vegas, Nevada 89134

BUSINESS FOR SALE

Established landscape business since 1991 in Casper,
Wyoming. High marker share with excellent income
portential. Turnkey operation that includes home and
20 acres. Only $650.000 all inclusive. For a virtual
rour: judianderson.com or Call Judi Anderson, Broker
One Real Estate 307/377-5560 or e-mail at:
judianderso@ven.com.

BUSINESS FOR SALE

Well established Lawn Maintenance Company over
100 clients, Truck, Trailer & Equipment Asking
$65,000.00 Pembroke Pines, Florida for more info
call 954-961-8492 or 954/439-0800.

BUSINESS FOR SALE

200 ACRE SOD FARM
90 miles E of Chicago
50x170 bldg with offices
2 ~ 40x80 bldgs w/shops — 2 homes
Sand Sod inventory/Machinery
Serving major athletic fields 269/695-5505

BUSINESS FOR SALE

Florida Commercial
Lawn Maintenance
Companies For Sale

N, Central Horida
Miami Area (Lawn Spray)...
E. Flonda (Lawn Spray).. $1.7 Million SOLD
E. Honda (Lawn Spray) . . $375.000
Horida West Coast......ovmrrecessnnns Gross: $750,000

For more information on the above companies, other

« $1.2 Million
= $200.000

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.
'y Ak

WWW.p brokers.com
All Conversations Are Confidential
Preferred Business Brokers
Jay Hollon, CP Rand Hollon, CPO

Licensed Broker Licensed Agent

863/858-4185 + 800/633-5153
Fax: 352/629-2359

Educational Training

EDUCATIONAL TRAINING

Interactive tre

For Sale

LANDSCAPE DESIGN KIT 3

73 LéN&ngAPE DESIGNO‘KIT
Shrubs, pants & moce. 1" scale
Stamp sizes from 1/4” 10 1 3/4

' $99+ $6.75 s/h, VISA, MasterCard, &
O's next day. Check defoys
weeks. CA add 7.75%tax.

&) AMERICAN STAMP CO.
JOCHURE 12290 Rising Rd. LLOG, Wilton, CA 85693

s e 10 oty Loca 916-687.7102 TOLL FREE 877-687-7102

Stop guessing square foorage! Measure area quickly and

accurately. Just wheel the DG-1 around any perimeter
and instantly know the area inside. $399 + $7 ship.
CA add tax. www.measurearea.com 760/743-2006.

It Pays To Advertise Call 800/456-0707

www.lawnandlandscape.com

november 2005 lawn & |andscape
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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

Tree Moving Equipment: Red Boss tree spades,
Itee Boss, Tree Tie, Tree Planters
Call Tree Equipment Design at 877/383-8383.
info@ (rcccqllip.u»m. www.trecequip.com.

Made in USA.

Spray Bottle Caddy
* Spot treat when fertilizing
* Improved customer service
* Conforms to IPM programs

* Durable, powder coated finish
* Available with 1/3 gal spray bottle

Turflite Inc.
1-866-848-7300
turflite@cyg.net

Lromsas
kbKUBOTA.com

FAST

DELIVERY ON
IKyhota, parts

This website ‘kbKUBQOTA com” Is operated
by Keller Bros. Tractor Company, an authonzed dealer
of Kubota Tractor Corporation smce 1972

IGyhota,

$190,000 each
(or best offer)

Two - 2000 EB-60 Express Blower Trucks
Each offers 50 Cubic Yard Capacity
Freightliner FL112 - Mileage: 67 620 & 51 454
Well Maintained - Excellent Condition,
Inciudes Seed Injection & Colorant Option

614-595-3322

Help Wanted

LMI Landscapes, Inc.

One of the nation's 50 largest landscape companies

has career opportuniries for:
* Branch Managers
* Maintenance Account Managers
* Installation Project Managers
* [rrigation and Landscape Foremen
We have branches in Dallas, TX, Jacksonville, FL,
Denver, CO. Top pay and great benefits!
Please email resume ro dgeorge@Imilandscapes.com
or fax to
Fax 972/446-0028

FORMS. Order online and save. Invoice, proposal,
work order and more. Fast service. 250 minimum,
1009 satisfaction guarantee. 4WorkOrders.com.

Shorty’s Place in Cyberspace. 800/746-7897

Must sell, acrators, tanks, spreaders, trucks, Minnesota-
Wanner S§ Multi compartment units on Isuzu Diesel,
too much to list. Call us for more information
479/782-0404.

Spreader-Mate™

This self-contained "drop-in” sprayer
converts your commercial broadcast spreader
to a fully functional sprayer in minutes.

Toll free - 800.706.9530
SPRAYING ] Phone - 585,768.7035

JIPMENT Fax - 585,768 4771
tQu ‘ Sales@GregsonClark.com

www.GregsonClark.com

=

GPS Vehicle Tracking

No monthly fees
Call 800/779-1905
www.mobiletimeclock.com

visit us at www.lawnandlandscape.com

We're breaking new ground in
Landscape Services.

|
|
| RAR Landscaping is now RAR Qutdoor

| 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 conguer the next level I

Foremen * Designers * Crew Members
Account Managers " Tree Experts
Commercial Maintenance Sales Person

BR-AR |

OUTDOOR SERVICES

FAX Resume 410-602-0688 EOE
Email: palomae@raroutdoorservices.com
4321 Oid Milford Mill Rd., Baltimaore, MD 21208

American Civil Constructors, Inc.

We are offering career opportunities in

Commercial Landscape Management. Located in
Northern California, we have positions available for:
Account Managers, Sales Personnel, Irrigation
lechnicians. Come join our team!

Fax resume to 707/746-6853.

Email to: bhorn@acconstructors.com

lawn & |andscape november 2005
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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: hrep//www.florapersonnel.com

HELP WANTED

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 Attn: Human
Resources Manager at (513)
774-7459 or email to
resume@groundmasters.com

BRICKMAN

Enhancing the American Landscape Since 1939

Brickman is looking for leaders
who are interested in growing their
careers with a growing company.

Nationwide career and internship
opportunities available in:

* Landscape Management
* Landscape Construction
* Irrigation

* Accounting

* Business Administration

Start growing your career at:

brickmangroup.com

THE HIGHRIDGE CORPORATION, A TOP
SEATTLE AREA FIRM, OFFERS REWARDING
OPPORTUNITIES IN THE FOLLOWING AREAS:

o Landbeape € ¢ Hardbcipe Commruction

s« Dexige

* Landscape Maur o Wases Feature Inuallation & Service

Please apply online @ www.highridge.com
Or rroall [ fax resumes to
The Hightdge Carporation

PO, Box 260 ¢

Fax: 425.391.3654

ﬁé’@B#e;lchmark

Loanducope Companias

Iosacquah, WA 98027

We are a Commercial Installation & Maintenance contrac-
tor located in San Diego, California. We are now hiring the
following positions:

= Account Managers ‘
Project Managers

Field Supervisors

Field Foremen

Sales/Estimating

Quality Control/Training

Contact: 858/513-7191 (fax)
\ careers@benchmarklandscape.com (e-mail)
‘ www.benchmarklandscape.com (web)

GOTHIC LANDSCAPE, INC.

Since 1984, we have been creating long-term relation-
ships with clients through outstanding personalized
service and problem solving, We are one of the largest
landscape contractors in the southwestern US 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 opportunitics
exist in each of our fast growing branches for:

* Account Managers

* CAD Designers

* Estimators

* Imgation Tech

* Project Managers

« Sales Personnel

* Senior Foreman

* Spray Technicians (QAC, QAL)

* Supervisors

"()[ more l”t(‘r"\.‘“()". visic \V\\M’.g("hltI.l"d\l:.lp('
com or Email: hr@gothiclandscape.com or
contact Elisabeth Stimson, HR Director at:
Ph: 661/257-1266 x 204
Fax: 661/257-7749

Nexus Associates
Our mission is to seek out, artract and place top
talent, nation-wide sources and contacts. Porential
candidates/clients please visit our website at www.
nexus-recruiting.com.
E-mail address: starowicz@nexus-recruiting.com.

4
#Jacobsen
% : LANDSCAPE DESIGN AND CONSTRUCTION
COME GROW WITH US!
Jacobsen Landscape Design and Construction, a full service
high- end residential dessgn/busld firm, in the Northern

New Jersey area for over 27 years has the following career

opportunities available

* LANDSCAPE SALES AND DESIGN
* COMMERCIAL MAINTENANCE MANAGEMENT
AND SALES
* CONSTRUCTION SUPERVISION
* IRRIGATION

Excellens compensation and benefits packages available!
Fax Resume to (201)444-4334, or Email:
nrolff@jacobsenlandscape.com
www.jacobsenlandscape.com

LANDSCAPE CONTRACTORS

COME GROW BETTER WITH US!
Take advantage of this opportunity to join one of
the most dynomic landscape companies in the
beoutiful southwest. Our exciting ond 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

ckage, relocation allowance, and an excellent
amily-working environment. If you are interested
in a career opportunity please send, fax, or email
resume 1o

HEADS UP LANDSCAPE
PO Box 10597 Albuquerque NM 87184
Email gtackman@hulc.com
Phone 505/898-5510 Fax 505/898-2105

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

GreenSearch is recognized as the premier provider
of professional execurive 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 carcer-minded
candidates are invited to check us our on the Web at
http://www.greensearch.com or call toll free at
888/375-7787 or via e-mail info@greensearch.com.

visit us at www.lawnandlandscape.com

www.lawnandlandscape.com
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HELP WANTED | HELP WANTED il HELPWANTED |

OPERATIONS - FUTURE LEADERSHIP POSITIONS RUPPERT NURSERIES

Part of an organization thar has been growing successful companies

Are you looking for 1 job or
Looking for qualified employess to Gibbs Landscape Co., 1 large reputable landscape company in
Atlanta Georgia, is seeking qualified individuals that are capable of

since 1977, Ruppert Nurseries is expanding and has LANDSCAPE

D’i:mb A managing 1-3 million dollars in maintenance contraces. Candidates CONST “'l' (_'”“'\‘ LANDSCAPE MANAGEMENT and TREE

L b sk must posses 2 minimum of $ to B years of prior landscape manage- GROWING opporrunities ““’I’_H‘ m ""‘ mid-Athntic and
o ment experience, Industry related B/S degree preferred, For this southeast. Fax 301/414-015) or

Grrow 1t emiail carcené@ruppertcompanies.con

pnsmun‘ we uquuc. pruhucn\\‘ m cqulpmcm. Customer. JHJ

Landscape it tor moee information.

Sell w? % o
with a fast growing quality company, We are 2 Drug-Free Workplace

JOBS In Horiculture, Inc and require criminal and MV background check. We offer 1 great LANDSCAPE EQU'PMEN‘[

personned management. This is an excellent opportunity to work

Employment Advertising compensation package to nchide competitive salanics, various bonus
In Print and Online programs, medical &dental insurance and 401K. TREE STAKES
800/428-2474 Doweled Lodgepale Pine
www.hortjobs.com Please apply via e-mail at abarrios@gibbstandscape.com or mail CCA Pressure Treated
resume with salary requirements to; 2" Diametet, Various Lengths
Economical, Strong and Atractive
Gibbs Landscape Co Phone: 800/238-6540
m 4055 Atlants Rd Fax: 509/238-4695
Smyrma, GA 30080 JASPER ENTERPRISES, IN(
Arn: Adriana Barnos/HR Mgr, We ship nationwide.

Web site: wwwijasper-inc.com

LANDSCAPE ACCESSORIES

l ﬁn & tree care

Senske Lawn & Tree Care — ~=
Sales and Marketing Manager S s> l-”
Senske Lawn & Tree Care, a Top : tmch /2
100 company, established in 1947, x
has immediate opening for a Sales and Are you seeking... N(
Marketing Manager. To become a member of a world class company?
Senske serves the Inland Pacific A challenge with increasing management
Northwest from branch operations in WA, responsibilities?
ID and UT. We need another quality- A carcer with growth potential?
minded individual to join our energetic, goal Scorts LawnService, a rapidly growing division of
oriented corporate management team. The Scotrs Company, is currently hiring worker FOI’ Hire
The Sales Manager is responsible to for management positions throughout our
hire, mrain and manage branch sales reams, national company.
marketing and advertising plans and direct Qur strength is derived from our trusted brand
web site develop-ment. Responsibilities name, innovative product development and the
include exccution of our strategic sales plan supetior teamwork of our associates as we focus on Need LEGAL Workers?
and working with vendors on advertising, quality customer service. No more fear of INS raids and false social security
managing a $2 million sales and Interested candidares with management experience investigations. The Southwest's largest provider and
“”"kf“"l-i budget. . in the fields of customer service, sules or operations recruiter of legal seasonal workers from Mexico.
Cofnptmaﬂon package includes: should apply directly ro: Ve made through the paperwork for you to provide
::l‘::::v\[‘vlr"m‘n-;:: \lr:;::xll- ScuusRc(r.uil‘é"culumbus.n.ufm workers 1o your door. 90 day guarantec.
A < . and mention you saw the ad in Call 210/695-1648 or www.head-honchos.com.
<|‘.ul| medical and dental benefirs Lawn and Landscape.
Generous vacation policy

401k with company contribution

Previous sales management experience Industry web Sites

re-quired. Lawn care, pest control or other M
Green Industry experience is a plus. INDUSTRY WEB SITES

This is a career opportunity. If you BLADE RUNNERS SEEKS RAIN MAKER
believe in quality sales and service, then the Blade Runners is a highly successful landscape contractor in North- BUSINESS RESOURCES
Kennewick, WA, Senske Lawn & Tree Care ern Virginia. We are in search quality managemenr players to fit in LawnSite.com ~ Where Business Owners Meet
carporate team is the place o be our organtzation. We belicve in designing an organization around PlowSite.com ~ For Snow & Ice Professionals
the strengths of our people. Send me your resume along with 2 LawnCareSuccess.com - Books, Templates. Tutorials,
Send resume to: Chris Senske, President brief description of your strongest antributes and we can see where Proposals, Contracts, Flyess, Door Hangens, Lettens
400 N, Quay, Kennewick, WA 99336 or you fit. We must be doing something right because our current How To Estimate Properly, Advertising, & More
upload ar www.senske.com carcers page. management staff has been with us an average of 8 years 412415-1470

Blade Runners delivers : Top salary, respect, health insurance

vacations, a quality life. reirement , bonus program, and the best Warehousmg

training in the industry.
R S ousiNG |
Third party warchousing company located in Atlanea, GA
e L LD e
‘ ; » your warchousing and shipping cost while offering your
It Pays To Advemse Call 800/45 6-0707 cast coast customers same day service, 404/344-4187 or

KDlIncorporated@aol.com

lawn & llndscape november 2005 wwaawnandlandscaPe.com
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Software .

Check out the software
that is revolutionizing the
green industry!

www.wintac.net

or call:

1-800-724-7899

| CM
« Automatic Scheduling, Routing
« Automatic Invoicing, Job Costing
« Service History & Profit Tracking
« Labor and Productivity Tracking

» Material & Chemicals Tracking

« Automated Marketing Manager
Send Sales and Service Notices

The all-in-one software

for lawn care and

landscaping contractors

s Unlimited Customers & Properties e Print Proposals, Invoices, Work
Orders, Statements, Purchase
Orders, Reports, Labels. Even
design your own forms in Word"

« Full Accounting: G/L, AR, AP,

Payroll, Checking, Inventory,

 Built-in links to QuickBooks®,

Financial Reports and Graphs

Peachtree *, MapPoint * Street
Mapping, Emailing, and more! =

Phone Center Software
torger to call a custe

¢ ymer back or lose another
Works with Caller 1D 1

» track al

alls into a database. Schedule ap

q .m!&f'uj calen

Point. Syncl

ton to QuickBooks! View demo at

Dy |
www. 'honel ¢ Soltware.com or cal

Iree Management 1t 800/933-1955

Software Solutions
for the Green Industry

re Langs

Care Tree ( 3pIing

Help Wanted

ValleyCrest Companies is
growing and continues to
look for senior landscape
executives to help us take
our landscape businesses

to the next level.

Call us to find out why our
150 managers and officers
have an average of 16 years

tenure with our company.

We are looking for leaders
of landscape and
maintenance companies
who share our passion for
building outstanding
gardens, gardening,

delivering superior

customer service zmd

RS s T
CALL

Jennifer Halas

At 800/456-0707

To Advertise Today!

COME JOIN the WORKFORCE of NATURE

developing strong
employees and well
functioning teams. We
have great bonus plans
that keep top performers
and allow them to

participate in the growth

of the businesses they run.

If you think that your
values align with ours and
you like to work on
important and big jobs,
please call us directly:
Burton S. Sperber,
CEO & Chairman;
Stuart J. Sperber,

Vice Chairman;
Richard A. Sperber,
President.

iahting

www.TheServiceSolution.com

614-436-9066

Or mail your resume

to our attention at:

24151 Ventura Boulevard,
Calabasas, CA 91302

Join our family run
('("’nl)ﬂn'\' ﬂn(l see h()\\" we
built the largest landscape
construction and
maintenance company

in the nation.

alleyCrest

C O W

818. 223. 8500

www.valleycrest.com

P A
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Lighting =
[LIGHTING - TR

Largest & Fastest Growing
Pioneer in fhe /na'usfry

. ' . , SETUPEOR
t‘l :

< s JOIN THE FASTEST

GROWING INDUSTRY!
Holiday Lighting
Keep £mployees Year Round;

decorating

m i ? DISTRIBUTORSHIPS AVAILABLE!

e -

o 1-888-200-5131
Landscape Lighting oy
Offer High-Margin Services www.briteidea.com

-

Iraining Marketing J™ /7% N
Supplies Support . falay St

Over 400 locations in 47 States & Canada

m \met
r\l"r‘r\n

Www. f/?edecorgroup. com

1-800-687-9551
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Company Name Web Address Page # RS# Company Name Web Address Page # RS#
Adead winans WWAW2CKED.COM 66 53 Nite Tyme lluminations
Aavan LLC wwwadvaniic.com 3 28 waww wholesalelandscapeiighting com 98
Amencan fsuzu WWANISUZI. COM 93 &7 NuFarm Turf 8 Specalty wwwturfus.nisfarm . com 23.103
Amencan Rol O wwwamencanroliofl. com 66 54 Okdharm Chermucals Co. www.okihamechem com 61
Arbornet wavw.arbonet.com 30 100 Ottertyine Barebo WAWW.Ottertene. com 8!
Arers/Gravely WvW.gravely.com 99 75 Pace Amenican WWW.BACERAMENCan. com 80
Arysts LieScence www.arystalifescience com 40-4! 32 P8l Gordon www.pbagordon com 49
8 Horticuftural wivw balthort com 3 20 Perma Green permagreen.com 2}
Bayer Environmental Scence Plart Heatth Care., weww planthealthcare com .. 36
waw bayerprocentral.com 3, 140-141* Fondsweep Mg WWW, pOnNdsweep.com 120-121 kd
Bizzare Corp, www.blzzardpiows.com 118 I Practical Solutions www thesenacesoluton.com 136 10
BreYeliow wvew blueyeliowpro.com 63 St Project EverGreen , VAWW. DrOECTEVERreen.com. ... 137 . 106
Bobcat www.bobcat.com 13 w7 PraSource One. WWW, DrOSOUrcenne. com 47 37
Brggs & Stration WWWCOMMErCRIDOWEr.Com { 25 Real Green Systems wWww.reaigreen, com 135 104
Bucks Fabricating weww.bucksfab.com 105 2 Red Wing Shoes www redwingshoes.com 56-57 44
CAS Turd Care v CSILITEGUID. COM 42 33 RND Sgre wiww RNDsigrs. com 102 7
Calfornia Landscape Lighting Rootgrow WIWWTOORETOW.COMm) 102 78
www.calite coem 3| 0! RotaDasron www.mge-dairon.com 32 26
YAWW.Cat com 54.55 43 Scag Power Equipment WWW.SCAg COm 43 34
wiw.COsqohnbiue com 146 Simplicity Mg www simplicitymfg com 27.128 87
12 Software Republic wwwsoftwarerepublic com 32 27
126 Steflar Industnes www.staflarndustries.com .. 86 &0
www.chp.com 9 Stone Screed www. kalcometals.com 7 73
Compact Power/Boxer www boxerequipmernt.com 2 Sundance Equipment 129 9
crete Edge WWW,CONCreteedge.com 122 Syngenta Professional Products
WWW.COronacknper.com 9l WAWW.SYNRentaprofesRonaiproducts. com 1415, 51 18.42
VAW COXTEEH COm 151 122 Teletrac www.teletrac.net 94 68
WA Cutianchoice com 48 39 Tree Tech Microinjection WA treatech net 148 4
Dirme WWW.Chexcorp, com 151 123 Turbo Tech www.turboturt com 51 121
Dixie Chopper www.didechopper.com 35 30 Tygar Mig www.tygarmig com 151 120
Dwon Indusires W, Geeon - 21 .com: 88 63 Vermeer Mig. WWWVBITERL.COMm 34 2
Dodge Truck www.dodge 2om 162-163 Vista Color .. 150 e
Jow AgroScerce www.dowagro.cormturd 19,21 Visusl impact Imaging W vBAlmpactimagng. com 148 15
wwwy drafo. com 101 76 Walker Mowers wivw walkermowers.com 123 94
Dupont Professional Products. Waila Walla Sornkler WWWMPrOtator.com 50 41
WWW.Droproducts dupont.com 137 107 Weed Man www weed-man.com 7 12
Easy Lawn WWW. Sy RIWn.com 141 By Wessburger wWww, wesburger.com 149 e
Erwasta .85 59 Wells Cargo www weeliscargo.com 96 70
Everfide Mowers WWW.EVBInGe.com 103 79 Westhefler www.westheffer com S8 45
Ewing irgation www.ewing| com 144 92 Wright Mfg. W wrightmég. com 95 69
Exalme W exaktime. com 45
Express Blower W expresshiower. com 62 0
Feeris industries W SeTsinGUsIes com 59 47 Benchmarking Your Business Report Ad Index
F www, | stprodutts.com 66 2 john Desre - Www jchndeere.com R 55
Flad! Master www fladmaster.com 48 38 john Deere www johndeere.com 7 56
Flonda Outdoor 43 10 john Deere www johndeere.com jit 7
www.flowtronex.com 19 S0 john Deere www.ohndeere.com 1& 59
www forceamenca.com 30 Z4
www. Duyfrontier.com -} | 0
WAN I COm 89 State of the Irrigation Industry Ad Index
Graphic D-Sgrs www graphecd-signs com % 72 Rain Berd vaww. rainbird.com S2
Grasshopper Www.grasshoppermower.com 2 10 Rain Bed www.ranberd. com sS 85
Geogson Clark www.gregsonciark. com 28 2 Rainy 8ird. vV rainbied. com S8 .86
Harvay Reels W hannayreels com &0 48
Hunter in waw. huntenndusines. com 164 24
Hustler Tu www, hustierturfequipment.com ... 17
impont Transmssion Factory
WWWIMRONT NS RONTACIOry. Com 146 93
wwwinciude com 106 83 STATEMENT OF OWNERSHIP
ANONAIGelners Om 49 40 The followng & 3 Ratement requred by the Act of October 1962, Secton 4367, Tide 39, Untted States Code
WA maLgeL com 139 108 shown ownentis o Lown & Lanexape. published ot 4012 Bridge Ave., Clevelind, Ohio 44113-3359 Cupabops
wwwv ohndeere.com 37 31 e,
John Deere Lindscapes The rame of the publsher & Ron Lowy, 4012 Bridge Avenue, Cieveland, Otio 44 13-33%9. The nume of the
www ohndeerelandicapes.com 87 62 edtor & Ciedy Code, 4012 Bodge Averur, Geveland, Ot 441133399
RCO WWW, FCoine.com. % 71
K8 W kbico.com S0 12 The owner & Richard | W Foster 4012 Bridge Averve, Cleveland, Otao 441 13-3393
Ketey Commercial Truck Certter
www kellevtrucks.com 147 113 The known bondholden, morngages and other wealrity holders owning or holding one (1) pertent or more of
Kichier Lighting www kichler.com 126 95 ??mdmwawmn Aublshers Press. 100 Frank £ Simon, Shepherdivilie
Kobler www.kohlerengines.com 1 14 il
. WiwRsec.com 142 109 Average rumber of copees each e durng proceeding |2 months, nd of sngle ssue nearest 10 fling date
. www leblurt.com 5 H (Septamber 2005), respectivedy. ane 23 olows: Total rumiber of copres printed (net press run) 76.635/76.05%
Legend www iegendmigine.com 146 65 pad orcutation sales Srough dealiers 3nd Garmen, street venders and counter sales - 0 mad wincrptons
Lehman Mg www iehmanmég, com 58 46 45.717/45.175; tokal pand andlor requested orouation 76655/76059; free detribution Dy mad, carmer or other
Lirs-Ward wiwvw ineward com 149 1"y means {Smples, complmentary or other free cope) ~ 26,538/26,880; total dstribution 76,635/76.055: copes
Little Giant Pump wvw ittlegiant com 17 87 not detriuted (office e, iefover, unccounted. spoled) § and retumed from news agevt 0. Percent pad ardior
LR Nelon www . irnedson. com 144 88 requesied ciauafion SR
Middle Georpa Freightiner
Wi gatrucks. cony 132 102 | cortfy 0t the statermerts made by me above are Cormect and Complete
Moo Trix 149 18
Navtrak www navirak. net %8 74 Fon Lowy, Putisher
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http://www.theservkesolution.com
http://www.projectevergreen.com
http://www.prosourceone.com
http://www.realgreen.com
http://www.redwingshoes.com
http://www.RNDsigns.com
http://www.softwarerepublk.com
http://www.stellarindustries.com
http://www.kakometals.com
http://www.syngentaprofessionalproducts.com
http://www.teletrac.net
http://www.treetech.net
http://www.turboturf.com
http://www.tygarmfg.com
http://www.vermeer.com
http://www.visualimpactimaging.com
http://www.walkermowers.com
http://www.mprotator.com
http://www.weed-man.com
http://www.weisburger.com
http://www.wellscargo.com
http://www.westheffer.com
http://www.wrightmfg.com
http://www.johndeere.com
http://www.johndeere.com

Management

t Cooper’s Landscape Manage-
ment in Virginia Beach, Va., we've

always been of the opinion that

thanking our clients is an essential part
of maintaining great customer service, as
well as a high retention rate. However,
we've always tried to be unique in the way
we thank our customers, often passing
on admission tickets to the local Norfolk
Bortanical Garden, historic homes in our
area, or even the local zoo.

In the winter of 2004, we developed
a new “thank you” for some of our best
customers — customized calendars. As a
company, we had been working on ideas
for holiday gifts and trying to come up
with something unique to each client, as
well as something that regularly reminded
our clients of our company and services,
Having received calendars from vendors
and other service providers in the past, we
decided to take that idea and improve on

m Customized Calendars
at Cooper’s Landscape

The authe

of Cooper's Landsc ape
I
'

1a agement \(ug'.ru.’

Beach, Va., and can be

contacted at coopersland

scapemanagement@cox.net

it by using the calendars to showcase our
clients’ properties when they're looking
their best.

To get started, we needed good quality
photos of our clients’ properties. Conve-
niently, I had already ser aside a day to
visit several of our high-end properties
with one of our company’s suppliers. The
supplier was having a photo contest of its
own and, rogether with a representative of
the company, we visited several sites and
took pictures of our clients” homes with
their landscapes beautifully in bloom.

These same photos were perfect to use
for our customized calendars. | had an-
ticipated using a traditional film camera,
however our digital camera worked well.
While it is a 3.2 megapixel camera, it has
a setting that enhances the quality of the
images, effectively producing images that
appear to have been taken ona4 or 5
megapixel camera.

B

g /
(>} -
' "J I. ldentify your best clients and have crews watch these properties to identify E
when the landscapes will be at their peaks. |
2. Set aside a full day, or a few half-days, to photograph your best clients’ ‘
properties. Consider photographing properties regularly when you check f

in on job sites.

3. Use a good quality camera that will create print-quality pictures, or use a
traditional film camera and have the images digitized onto a CD.

4. Work with a local copy center or printer that you know will give you good

quality at a good value.

5. Deliver calendars around the holidays and follow-up with a company newsletter
or contract renewal letter after the first of the year.

m lawn & |and>(:n'x¢
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After burning the images to a disk,
we brought them to a local copy center
for printing. At a cost of less than §5
each by having the calendars printed by
a company like Office Max or Staples, it
was easy to ger great quality withour the
expense of hiring a professional printer.
We had also considered printing the
calendars in-house, however the cost
of purchasing additional ink-jet print
cartridges for the project made this a
much more expensive option. More-
over, the copy center we used was able
to turn the project around in just one
day, saving us a lot of time.

Altogether for our last holiday thank
you, we printed 33 calendars in two
different formats. A few of the calendars
for our best clients were 8%-by-11-inch
versions with a photo of the property
in the middle and the calendar months
around the outside edge. The rest of the
calendars were smaller with the photo

3
20

9

&7

situated above tear-off months. These
came with stick-on magnets, making
them perfect for refrigerator doors, fil-
ing cabinets and other places where our
customers could access them easily.

The smaller calendars, we found,
fit inside a large holiday card, letting us
send a hand-written note thanking the
client, along with the special calendar
gift showing off their home and land-
scape in bloom. The larger calendars
we delivered in person, along with an
orchid for the client.

This year, Cooper's Landscape Man-
agement will be customizing gift calen-
dars for some of our customers, though
we'll have fewer than last year. While we
were able to ser aside three days to take
all of our calendar photos last year, this
year we found it more difficult to do
that, We want to make sure we take the
photos when the customers landscapes
look their best, which may mean visit-
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ing some properties in April when the
azaleas are in bloom or waiting until
June for other parts of the landscape
to come into season. We've found that
it's helpful to let our technicians know
about the calendar project and to keep
an eye on their properties so they can
tell us when they think the landscape
will look its best.

A few of the clients for whom we
created calendars last year let us know
how much they liked the gift, so we'll
certainly keep this project in mind for
the 2005 holiday season and beyond.
Come January, when we send out the
first of our two semi-annual newsletters
with updated service and pricing infor-
mation, we hope those clients will take
a look at their calendars from Cooper’s
Landscape Management throughout
the year and remember how much our
services have benefited their properties.

- Kevin Cooper .

WWW, awnandlandscape.com
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DODGE COMMERCIAL VEHICLES. LET’S GET TO WORK. You work around the clock. That’s why Dodge offers a wide range of commercial
vehicles and services to keep up with you. Ram trucks are the longest-lasting* full-size pickups. The Sprinter is the most versatile
commercial van on the market and has less frequently scheduled service and maintenance visits. Dodge also created BusinessLink®
to help maximize the uptime on your commercial business vehicle. BusinessLink offers commercial customers services like
priority “next bay" service, extended service hours, free loaner vehicles, and a dedicated Account Manager. For more info, visit

dodge com/commercialorcall £77-0ONTHE/OE. Now, get back to work. *Based on R.L. Polk & Co. vehicles in operation statistics CYE 1985-2004.
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y Gamble With Bargain Rotors?

Trying to save a few bucks on what looks like a good deal can often leave a sour

T

| taste in your mouth. Why not choose a brand where the odds are in your favor?

With a full line of heads designed to handle the particular needs of virtually every
size and scope of landscape, Hunter rotors have a customer satisfaction and

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

The Rotor Family

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

: ®
www.HunterIndustries.com lll ' l .tel.
\ My

The Irrigation Innovators

VISIT US AT GIE, BOOTH # 605
USE READER SERVICE # 124



http://www.HunterIndustries.com
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LASS OF 2005
EADERSHIP PROFILES

-4 2 Leadership Honor Roll
A complete listing of all the past winners and an
introduction to the 2005 winners of the
Lawn & Landscape and Bayer Environmental
Science Leadership Awards.

) Harold Enger

Leading by example is the way Harold Enger
chooses to advance his employees

and his company.

1. © Dan Foley

Running a landscape company, heading

a national association and spending time with
his family doesn’t leave Dan Foley with much
spare time. But he wouldn’t change a thing,

5 2% Connie Hom
The industry’s cheerleader promotes a positive
and professional image and embodies a passion
for plants.

5 & Jim McCutcheon

Thinking ahead, but never getting ahead

of himself, Jim McCutcheon leads the industry
with a long-term vision of raising the standards
of professionalism.

{© 4% Bob Ottley
Rather than talk about issues, Bob Ottley
prefers to face them head-on.

7 © pavid Shetlar
The industry’s “BugDoc” is a happy-go-lucky
insect lover who lives anything but

a bug-sized life.

£

) Welcome Letter

An introductory letter from Dan Carrothers,
vice president, Chipco Professional Products,
Bayer Environmental Science, North America.

FEATURE ARTICLES

Il Best Defense
As activist attacks against the green industry
increase, lawn care operators and landscape
contractors can do their part by staying
informed of the issues and raking a stand.

1 #1 A Canadian Pesticide Update
Pesticide bans are spreading in Canada.
Could the U.S. be next?

20 An Industry Defense Case Study
Keeping a balance between work and home
life can help business leaders stay on solid
ground.

2 The Power of Public Relations
Like growing and maintaining your
customers’ lawns, protecting and promoting
your business is a multi-step process.

4
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raising the bar

True leaders raise the standards by which they judge themselves and the group they
lead. We at Bayer Environmental Science are constantly striving to raise the bar for

our company and for the Green Industry as a whole.

It’s not enough to set goals for one year and work to achieve them — leadership is an
ongoing process requiring continual revision and adapration.

Ever since the merger of Aventis and Bayer Corporation three years ago, our goal
has been relatively simple: To help Green Industry members meet the challenges

confronting them.

Nothing embodies our efforts to achieve that goal better than the Backed by Bayer

initiative.

We started by creating a new national sales region dedicated to lawn and landscape
professionals. We expanded that region the second year
by more than doubling our sales force. Dedicating per-

sonnel to the market brings us closer to the customer.

Getting closer to the customer encourages Proximity
Innovation, an initiative we started to design products
that better suit your needs. Products including Top-
Choice™, Revolver™ and Allectus™ are examples of
superior solutions provided by Bayer Environmental
Science. This year, we have two new products for the
lawn and landscape industry: Armada™ and Forbid™.
Armada, in particular, was designed and priced with the
lawn care operator in mind. A cost-effective fungicide,
Armada provides both preventative and curative disease

control for up to 30 days.

Dan Carrothers \§je also provide added value to your business by funding

lawn & landscape
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Green Industry organizations, such as Responsible Industry for a Sound Environ-

ment (RISE) and Project Evergreen. In the first pages of this special supplement,
you'll read articles explaining the work these organizations perform and why it is
so vital for protecting our industry’s interests on pesticides. One message is clear:
local involvement by lawn care professionals is integral for success.

Lastly, the Backed by Bayer initiative is  unye ronlize that our success in the

anchored by our vision for the future. We

realize that our success in the lawn and  lawn and landscape market is directly
landscape market is directly tied to making

you successful, Our goal  helping Green 1160 10 making you successful. Our

Industry members meet the challenges con- goql s helping Green |IIdUSﬂ'y mem-
fronting them — extends beyond chemical

products. It’s about providing the support bers meet the clmllenges confront-
and resources you need to run a profitable ing 'hem = eX'Gnds beyond Ch@lﬂi(ﬂl

business.

products. It’s about providing the
The 2005 Lawn & Landscape Leadership

Award winners profiled in this issue are S“PIW" (Illd resources YQ“ need fo

raising the bar for their companies and run a Pl'Oﬁ'ﬂbIG business.”
their fellow industry professionals. All of

us at Bayer congratulate each of you on a ~ Dan Carrothers

job well done.

Best wishes for a successful year,

-

Dan Carrothers,

Vice President, Chipco Professional Products

Bayer Environmental Science
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EST

he green industry is a won-
derful industry to be affiliated
with. It is also under attack by
activistgroups like never before.
The future of the green indus-
try, as we know it, may well be
determined within the next
three to five years. The question
of who will decide what the
futurelooks like—green industry

participants or the activists— has
yet to be answered. This great industry is worth defending.
Responsible Industry fora Sound Environment (RISE)® is an
association that was created in 1991 to address the critical needs
of the specialty pest management and plant health industry.
When RISE was formed in 1991, its primary focus was on
federal issues, including “lawn care hearings” held in the U.S. Sen-
ate with a secondary focus on state issues. In 1991, the emphasis
on “local” issues was primarily directed toward ensuring adequate
state preemption of local pesticide regulations was in place.

By Frank Gasperini

EFENSE

As activist attacks against the green industry increase, lawn care operators and landscape

contractors can do their part by staying informed of the issues and taking a stand.

While activist attacks against the use of pesticides and other
inputs necessary for the production and maintenance of sod, lawns,
landscapes, golf courses, water features, nurseries, trees and other
green industry activities is not new, the numbers, intensity and
degree of organization within the activist community has norice-
ably escalated recently. Through widespread use of the Internet
for communication, activist groups have shared ideas and strategic
plans quickly across the United States and internationally. As a
result, ourindustry suffers similar organized attacks simultaneously
at federal, state and multiple local levels making it increasingly
difficult to defend the industry using traditional resources and
methods. Today, we see much broader based and more carefully
planned “activism” against the green industry than ever before.
Various activist groups now campaign for restrictions or outright
bans not only on pesticide use but also use of fertilizers, water,
energy, land-use and even plant types and species. In short, the
entire concept of lawns, landscapes, water features and other
outdoor spaces is under atrack.

The activist community currently appears to have a relatively

cohesive strategy to carcfully separate their attacks on specialty

 ————
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pesticideand fertilizer uses from agriculturein
acleareffortrodivideand conquer. At the same
time, they will make every effort to separate
segments of the specialty industry, attempting
to get a particular group of professional users
to help them work against consumer use, or
againstsome other segmentof the professional
use market, in exchange for less stringent
regulations. In theend, bad regulations spread
and as soon as one segment of the industry
is lost to protect another, the activist's focus
turns to the remaining segments.

A key focus of the activist community
is to ingrain misuse of a concept called the
Precautionary Principleinto the U.S. political
systematall levels. Activists continue to misuse
this concept and will continue to attempt to
sneak precautionary language into federal, state
and local legislation and regulation. See the
text from a recent bill proposed in New York:
S.4545, (4): “it shall further be the policy of the
state that where threats of harm to human health
or the environment exist, lack of full scientific
certainty about the cause and effect shall not
be viewed as sufficient reason for state or local
government to postpone precasutionary measures
to protect public health or the environment.”

As you can see from the proposal, regula-
tion would not be based on “harm” or scientific
evidence, but of fear or perception of possible
harm. Language such as this nullifies the
validity of our current science based federal
and state regulatory systems and the concept
of state pre-emption at the same time, and
would ultimately be fatal to our industry, and
to your business.

The most important battlegrounds for
this concept will continue to be the federal
and state legislatures and, to a lesser extent,
federal and state judicial branches. Defense
against this threar will use traditional RISE
and allied association’s lobbying tactics and
methods at the federal and state level. This
will require added resources and volunteers,
on a state-to-state basis, to address specific
legislative introductions and will continue
to require direct association and grassroots
involvement by our industry.

Tools the activist community use to
promote and advance the concepr of the
Precautionary Principle include attempts to
roll back both federal and state preemprive

statutes and regulations, biomonitoring for
pesticides and other chemicals in the human
body, and imposition of bans or restrictions
on “cosmetic use” of pesticides.

While many of the issues that threaten
our industry at the federal, state and local
level are similar, the speed and intensity of the
action and the strategies and tactics needed
to defend ourselves varies by venue.

FEDERAL PESTICIDE & FERTILIZER
ISSUES. Federal or national issuesof concern
to the green industry may take the form of
legislation, regulation orlegal action taken by
federal legislative bodies. The U.S. Congress
and/or U.S. Senate pass legislation. Federal
regulatory agencies such as the U.S. Envi-
ronmental Protection Agency (EPA) regulate
and enforce based on the legislation passed
in Congress. Law suits and subsequent rul-
ings by the federal court system may impact
how legislation, regulation and enforcement
are implemented. RISE, other industry
associations, individual companies as well
as anti-pesticide and andi-fertilizer activist
groups regularly engage in advocacy activities
to impact the outcome of federal legislation,
regulation, enforcement and litigation.

RISE and other green industry associa-
tions work to maintain rational legislation
and regulation at the federal level, while
continuing to assure that science-based
regulation is in place to protect people and
the environment.

In general, federal legislation and regula-
tion progresses relatively slowly and with the
exception of an occasional legislative “push”
there is adequate time to plan and react ap-
propriately to provide input in defense of
our industry. This does not mean that our
industry can reduce our federal efforts, only
thatthere s generally time to plan and prepare
our efforts and coalitions with other industry
or allied groups to address federal issues.

Some of the most active federal issues in
2005 include:

* Endangered Species Act (ESA). This
has been the subject of litigation in federal
courts where activist groups have sued the
EPA resulting in potential restrictions on the
use of pesticides in certain areas.

* Children’s Health & Biomonitoring

Issues. Children’shealth and “biomonitoring”
issues will be heard again in 2005 and 2006.
Senaror Clintonand Representative Pelosi will
likely re-introduce onerous “cradle-to-grave”
human “biomonitoring” proposalsin contin-
ued efforts to blame chemicals for any and all
human illnesses. These proposals attempt to
play on public fears of the unknown, while
discounting the huge benefits to the public

health and well-being provided by turfgrass,
green spaces, vegetation management, aquatic
management and public health programs.
The issue of biomonitoring, or chemical
trespass, lends credence to theacrivist’s inten-
tional misuse of the precautionary principle.
By proving that there are chemicals present
in people’s bodies, under their definition of
the precautionary principle, there need be no
evidence that any harm or risk really exists

10 lawn & landscape
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~ the fear is enough to stop use of legitimare
and beneficial products.

* Clean Water Act. Clean Warter Act en-
forcement and litigation relative to pesticides
and fertilizers continues to be of concern. The
most important areas focus on the issues of
spray drift and non-point-source pollution.

Yourroleasagrassrootsmemberofthegreen

industry in federal affairs is to respond quickly

when asked to contact your federal legislators
or regulators. For the most part, your national
associations will take the lead in monitoring
and lobbying relative to federal legislation and
regulation onaday-to-day basis. Ascitizens, you
should be aware of your legislators and federal
agencies, cast an informed vore in every clec-
tion, participate inand contribute to individual
campaignsifyou desire, and ifyouareabusiness
owner you should make efforts to meet and

know your U.S. Congressional representative
and be sure he/she has a basic understanding
of your business. Beyond participating in the
“normal duties of a citizen,” you should be
prepared to provide input to your national
associations, either directly or through your
state and regional association and be willing
toact quickly as requested to support industry
positions.

STATE & LOCAL PESTICIDE & FER-
TILIZER ISSUES. State legislation and
regulation moves much more quickly than
federal and compared to the federal timetable,
local regulation of our industry can appear
to move at the speed of light!

Many stare legislatures are in session only
a few weeks or months each year, resulting
in compressed decision making agendas with
a flurry of activity the last week or two. In
the states, RISE and many other national,
regional and statewide advocacy groups retain
the services of contract lobbyists to manage
issues for us, within the parameters of the
association’s agreed upon positions.

Some of the most active and porentially
damaging issues facing our industry in 2005
and returning in 2006 include:

* The Precautionary Principle. While
only one state legislature, New York, intro-
duced specific legislation to implement the
precautionary principle in 2005, we expect
similar legislation to be introduced in five to
six more states in 2006.

* State Preemption of Local Pesticide or
Fertilizer Regulation. The activist commu-
nity is well pleased with Canadian ourcomes
the past two years. They recognize that the
key legal hurdle o achieve similar resules
in the United States is state preemption. If
you have followed this issue, you know that
Toronto and several other Canadian cities
have virtually banned the use of pesticides in
lawn care for homeowners and professional
users alike. Several U.S. cities and counties
have considered regulations, or passed non-
binding “resolutions” restrictive of so called
“cosmetic use of pesticides.” Other U.S. cities
and counties have already restricted the use of
fertilizer on rurfgrassand others are currently
working on restrictive regulations.

Theactivists understand thar their federal

and state efforts to severely restrict/ban use
of our industry products are slow and costly.
In the end, science and logic do carry at least
some weightat the federal and state legislative
and regularory levels and the processes are
relatively slow. At the level of local politics
however, ordinances and regulations can
often be conceived, proposed and enacted
in a matter of days and may be determined
on the basis of emotion with no justification
in science and/or fact. Due to the number of
political subdivisions, the level of difficulty
monitoring and reacting to “local issues,” as
well as the financial and human resources
required, underscores the critical importance
of maintainingand strengthening current pre-
emption and obtaining additional pesticide
and fertilizer preemption statutes.

During 2005, seven states proposed legisla-
tion toweaken or eliminate preemption of local
pesticide regulation. These states are reacting
to activist pressure being applied from the lo-
cal level. While none of these bills passed, we
will be forced to use scarce resources to oppose
them in the same states again in 20006, as well
as several other states where legislatures are
already working to draft legislation.

Defending, maintaining and strength-
ening preemption for both pesticide and
fertilizer products, along with combating
individual attempts to implement local
restrictions or bans is likely to be the most
time and resource intensive activity RISEand
many allied associations will face during the
next two to five years.

* Proposed Bans on “Cosmetic Use”
of Pesticides. While the issue of “cosmetic”
and/or “aesthetic” use of pesticides and
fertilizer will remain a high priority, it is
generally addressed in conjunction with
the overall issues of preemption and/or the
precautionary principle. (Water, energy and
labor uses are also under attack and these is-
suesareamong the highest priorities for other
associations and industry groups). Generally,
the “cosmetic/aesthetic” use issue is a tool the
activists have found to resonate with some
segments and can be used to move toward
their ultimate goals of banning all chemical
pesticides and fertilizers.

Combating “cosmetic/aesthetic” use bans
will continue to be a high priority. However,

www.lawnandlandscape.com
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they are merely tools activists use to attack pre-
emption and precautionary principle issues.

* Biomonitoring. Responding to a recent
CDC (Centers for Disease Control) report
on chemicals detected in human blood, the
American Chemical Council said, “The mere
detection of a chemical does not necessarily
indicate a risk to health. Thus, the informa-
tion in the report should not be undue cause
for concern, but a springboard for better
understanding.” The acrivists disagree, un-
der their interpretation of the precautionary
principle detection is reason to act - even to
ban — products and services.

The State of California recentdy passed
Senate Bill 600, legislating human biomoni-
toring. Several other states have considered

) n g el
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ties, activists continue their attempts to pass
legislation or to litigate for elimination of state
preemption. At the local level legislation and
regulation are not science-based as they are
at the federal level. Local politics are steeped
in emotion and issues are decided by the
numbers and passions of those who show up
for meetingsand hearings. Itisindeed time to
hang together to defend the green industry.
* Container Recycling. This is an
emerging issue, If you have not heard about
pesticide container recycling in your state, you
will during 2006. You will hear it from your
associations, your state regulators, your Co-
operative Extension and your suppliers. The
specialty pesticide industry will partner closely
with agriculture to substantially increase the

mﬂerefore, we must fight,
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Iike never before, to defend oml preserve it.” — Frank Gasperini

such bills in 2005. In 2006, we expect to see
as many as six to eight states consider requiring
biomonitoring of the general population.

* Local Ordinances to Ban or Otherwise
Limitor Restrict the Use of Pesticides or Fer-
tilizers. While federal issues may move slowly,
offering many opportunities for stakeholder
inputover months oreven years, legislation and
regulation ar the state level can be introduced,
debared and passed in a matter of months or
weeks, and at the local level your world could
be turned upside-down overnight.

With 50 state legislatures and more than
80,000 smaller governmental units, one can
easily understand the potendal for massive
“overload” simply attempting to track all
potential legislation or regulation, much less
actively defending the industry for any trade or
professional association acting alone. When we
lookat theentiregreen industry, however, adding
all of the hundreds of thousands people who are
employed in manufacturing, researching, regis-
tering, selling, servicing, and using pesticidesand
fertilizers, the numbers are more manageable if
We can get more grassroots participation.

Because of the huge number of opportuni-

percentage of our plastic Professional Use
pesticide containers that are recycled.

TAKE A STAND. Our industry is under
attack like never before. Therefore, we must
fight, like never before, to defend and preserve
it. As the activists continue to focus on state
and local regulation, each and every one of
you who work in the green industry must
become involved. It is no longer enough for
association staff, manufacturers, distributors
and a few large professional user groups to
carry the burden.

Also, continued negative comments
by our own industry, directed at other
segments must stop. Finger pointing
and blaming other groups may be what
Winston Churchill had in mind when he
said “appeasement is feeding others to the
crocodiles, in hopes that they will eat you
last.” If we do not stand and defend our
industry together, we will all eventually be
caten by the activist agenda. Appeasement
of the activist demands will nor work.

It is time to heed the words of Benjamin
Franklin who said, “Now we mustall hang to-

gether, or we will assuredly hang separately.”

What can you, personally, do to defend
the industry? The first priority is to ALWAYS
do your own job well, project a positive and
professional imageand be known to yourown
customers as a person or company who does
the right things. Additionally, itisimperative
thar you participate in our democracy and
vote for candidares whom you believe will
legislateand regulare fairly, ethicallyand with
consideration of real science.

If you are the owner or manager of a
business, you should know and be known
by your state, county and local elected of-
ficials whose districts encompass your home
and business. Those elected officials should
know who you are, what business you are in
and how many people you employ.

Everyonein our greatindustry must work
to stay informed of what is going on relative
to legislation, regulation, news and acuivist
actions of impact o our industry. The only
way RISE or your other associations will find
out about local threats in time to act is if you
tell us. Then, once local threats are identified,
the industry needs you to be willing to attend
local hearings and testify to defend it. While
associations can help you prepare, provide
talking points and encourage you, no one
has the positive impact at a local hearing as
someone who lives and works in that town.
We must not allow the activists to win in
local political arenas because they showed
up and we did not.

Take your place, stand up and defend the
best industry | know: Itis time for us to hang
together, hang tough and work cohesively to
assure that we have a viable green industry to
pass along to future generations.

Frank Gasperini is Director of State Issues for
RISE (Responsible Industry for a Sound Envi-
ronment)®. RISE can provide current and accu-
rate information on issues and research affecting
the specialty pesticide industry. RISE is able to
provide viewpoints from its members—as well as
legislative viewpoints~as it monitors legislative
and regulatory issues in Washington, D.C. and
thestates. To contact RISE, call 202/872-3860,

fax 202/463-0474 orwrite 1156 15th St. NW;:

Suite 400; Washington, D.C. 2005.
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Bayer
Environmental Science

Fairway Green uses education and prevention to keep customers happy and generate additional revenue. .

disease

is good for business

Customers who are knowledgeable about turf pests area rarity.
However, the damage caused by turf discases such as brown
patch and dollar spor are easily recognized by the majority
SofKevintHerrmann’s customers. As the manager of Fairway
Green: The Lawn and Shrub Care Pros in Raleigh, North
Carolina, Herrmann has gone to great lengths to keep his cus-
tomers educated. By doing so, Herrmann has been able to use
fungicidesand other preventative measures to grow his business

by selling add-on services to many of his customers.

SUCCESS WITH FUNGICIDES. To ensure that his
customers were happy with the preventative program that
he provides, Herrmann decided to try a new product that
had received great reviews. In 2004, Bayer Environmental
Science sales representative, Michael Owen, offered
Herrmann the opportunity to participate in a trial of
Armada™, the manufacturer’s newest fungicide product.

Designed specifically for lawn care professionals, Armada Xovin Flarhmann
controls the two toughest lawn diseases, brown patch and
dollar sport, and provides control for up to 30 days. The  in the service fall into the high-end of my customer base,”
Armada trial turned out to be quite a success for Fairway  says Herrmann. “A majoradvantage of using Armadais that
Green. Even though hotand dry weather conditions had not it costs less. That will allow me to expand the universe of
been optimal for disease problems, Herrmann was able to  customersand prospects while achieving better marginson
use the fungicide on the fescue that is prevalent in thearea  my high-end customers thart already receive the service.”
and it provided curative discase control in only four days. Herrmannalso added thatasan add-on service, Armada
Fairway Green complered the trial in Raleigh on two  has been easy to sell to customers who aren't interested in
lawns with two applications. If using Armada, Herrmann  spendinga fortune on preventative control. "Armada’s price
estimates that he could dial back his fungicide program to  pointhas been a welcome relief for lawn care professionals
fouror five applications per year. The company's currentturf  like me who offer fungicide programs.”

programs consist of six fungicide applications in the Raleigh

area and seven applications in the Charlotte area. TAKE AWAY Tit

Although fungicide applications are not included in Take advantage of free customer
Herrmann’sstandard program, discase control isalwaysoffered  education materials available from
as an add-on service, “Typically, the homeowners interested ~ Bayer af fungicidetools.com.
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By Jonathan Katz

CANADIAN

ESTICIDE

PDATE

Pesticide bans are spreading in Canada. Could the U.S. be next?

lan White fears the tools of his trade are
being taken away from him. White is a
lawn care operator (LCO) in Canada
where pesticide bans and restrictions in
more than 70 municipalities have ham-
pered LCOs’ abilities to combar weed,
pest and disease problems.

The bylaws have been spurred by environmental activists'
demands and public concern regarding the safety of pesticides.
Proponents of the lawn care industry’s right o use pesticides say
the laws are based on misinformation and that they unfairly rarget
LCOs while letting homeowners and municipalities off the hook.

The double standard is taking business away from trained
professionals and putting it in the hands of novices, say several
LCOsand industry experts. “My biggest concern is thatifall of the
tools of the trade are taken out of the toolbox and the consumer
is still allowed to purchase them readily at an economical cost,
why would the consumer hire a professional to use an inferior
product at a greater cost?” says White, president, Turf Systems,

Burlington, Ontario.” The product thar is left as an alternative
for the lawn care operator won't manage the job as well.”

Even more disconcerting for some LCOs is the prospect of
U.S. municipalities adopting pesticide laws similar to Canada.
“This year, we've seen bills introduced in Connecticur and New
York where they refer to the success of Canada doing it,” says Tom
Delaney, director of governmentaffairs, the Professional Landcare
Network, Herndon, Va.

As a result of such pesticide restrictions spreading in Canada
and the United States, industry professionals are organizing efforts
to overturn current laws and to prevent proposed legislation from
taking effect.

FIGHTING BACK. Although some U.S. municipalities have
taken steps to reduce or limit pesticide use, Canadian anti-pesti-
cide activists have been much more successful in their attemprs
to ban pesticides. It's unclear exactly why the issue has impacted
Canada more than it has the United States, but LCOs in Canada
and industry experts seem to agree that the lawmaking author-
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ity of Canadian municipalities has played a
major role.

In the United States, federal laws often
preempt state or local legislation. Bur in
Canada, recent court rulings have given local
governments more lawmaking power. The
first ruling that impacted LCOs stemmed

from a 1991 bylaw enacted by the Montreal
suburb of Hudson to ban the cosmetic use
of pesticides. In 1992, two lawn care com-
panies challenged the bylaw after they were
cited for unlawfully applying pesticides. The
companies lost challenges in two Quebec
courts before appealing the decisions to the

IPM SCHOOL

Convincing activists and the public that your lawn care company is environmentally
friendly requires more than words. That's why an integrated pest management (IPM)
accreditation program has been established in Ontario, Canada to add credibility to
lawn care operators’ (LCO) claims that they re being environmental stewards.

The program is not mandatory for LCOs in Ontario, but it helps lawn care com-
panies convey a message that they're doing everything they can to minimize the use
of pesticides. “It's something we felt we needed
to do in order to maintain trust in an industry
where trust is eroding quickly because of activist
messages that are not always true,” says Tony
DiGiovanni, executive director of the Landscape
Ontario Horticultural Trades Association, Milton,
Ontario.

To obrain IPM accreditation, LCOs must pass
an exam and agree to run the company based on
IPM principals, says DiGiovanni, whose associa-
tion established the program, which costs $400
annually to complete. The program is also audited
by a third party to ensure it's credible.

The first step toward obtaining accreditation
is passing a test based on a turf IPM manual. The test ensures the LCO understands
what IPM means, DiGiovanni says. The LCO must also agree to provide IPM training
for the company's staff and to divulge his pesticides purchases.

The purpose of reporting pesticide purchases is to establish a benchmark for how
much of the product is necessary to obtain optimal control. “Companies that are below
that benchmark are fine," explains DiGiovanni. “If they 're above that benchmark, they
have to look at why they're using more than others for the same resuits.”

Supreme Court of Canada.

The companies argued that the bylaw
conflicted with federal legislation and that
local governments don't have the authority
to enact such laws, In 2001, the Supreme
Courr of Canada ruled against the lawn care
companies, upholding the Hudson bylaw. By
then, atleast 36 municipalities in Quebec had
established similar lawsand other municipali-
ties throughout the country began enacting
pesticide bans or restrictions.

One of those cities was Toronto where in
2003 the city passed a law that limited what
pesticides could be used and where they could
be applied. This time, CropLife Canada, an
association representing pesticide manufac-
wurers, challenged the law and lost. The orga-
nization unsuccessfully appealed the decision
in the Ontario Courtof Appealsin November
2004 and is now asking the Supreme Court to
overturn the rul-
ing. Meanwhile,
LCOsthroughout
Canadaare trying
to understand the
nuances of the
law, which took
effect in Septem-
ber of this year.

THEFALLOUT.
The Toronto law
permits pesticide
applications, pro-
vided discase or
pest infestations
exceed a certain
threshold, which
is defined in the bylaw as “the presence of
pests in numbers or under conditions which
involve an immediate or potential risk of
substantial loss or damage.” Weed control is
not listed as a permissible use for pesticides.
Butcurrently the law doesn’tapply to Toronto
homeowners, who can purchase and apply
pesticides until Sept. 1, 2007, which White
says could hurt business for LCOs.

“The health department has said the
products, in their view, are unsafe,” Whire
says. “Commercial applicators had to cease
using registered products as of Sepr. 1 or
they're subject to fines. The argument here
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is if the products are dangerous, homeowners
shouldn’t be allowed to use them as well, but
they are. It kind of makes you wonder what

their motives are.”

Additionally, the homeowner could pose
a financial risk to LCOs. During the first two
years of the Greater Montreal Area ban, LCO
Chris Lemcke estimates that customer renewal
rates decreased by 10 percent. “The first year
of the bylaw was certainly more difficult,” says
Lemcke, technical coordinator for Weed Man
USA. “A big concern in Toronto is that once
we can't provide the pristine lawns that clients
are used to that they're going to get frustrated
and just do the lawn work themselves.”

White says he doesn't anticipate losing
too many customers from the Toronto ban
because most of his customers are on lawn
care programs that incorporate more than
just weed control. But he adds that some of
his lower-income customers who could only
afford weed control may be lost.

Another exemption from the bylaw is the
use of pesticides in some circumstances on

public parks, sports fields and golf courses,
a clause that makes another industry profes-
sional question the law’s rationale. “It makes
no sense at all because if the whole premise is
thatyou cantuse pesticides because they're too
dangerous why aren't they dangerous in these
areas?” argues Tony DiGiovanni, executive
director, Landscape Ontario Horticultural
Trades Association, Milton, Ontario. “The
logic is not there.”

Thebylawsalso are not clearly defined. For
example, in some circumstances cemeteries are
exempt from the Toronto law, but Lemcke says
it took him five phone calls to bylaw enforce-

ment officers before one confirmed that he
could apply pesticides ar the cemerery.

Similarly, fatty acids are exempt from the
bylaw, bur LCOs are still required to post a
sign saying a pesticide was applied at that
location. Some enforcement officers say if a
sign must be posted, the applied product is
a pesticide and cannot be used. “There's just
total confusion in this, and hopefully we're
not going to get fined in the meantime,”
Lemcke shares.

Muddling the situation even more are
different laws for neighboring municipalities.
“What drives us crazy is every bylaw is differ-
ent,” DiGiovanni says. “Wesay if you feel you
need bylaws, why go from municipality to
municipality reinventing the whole process.
Do it at the provincial level and create one
piece of legislation for everybody.”

At one point, Lemcke operated in 20
different jurisdictions in Quebec before they
became a part of Greater Montreal. “Its less
complicated now that it's the Greater Mon-
treal area, but you still have cities outside the

&ﬁﬁjﬂwpﬂ“ﬂh%‘%«l Area ban, LCO Chris
Lemcke estimates that customer renewal rates decreased by 10 percent.
“A big concern in Toronto is that once we can’t provide the pristine
lawns that clients are used to that they’re going to get frustrated and
just do the lawn work themselves,” he says.

area that don't have bylaws, so you have to
send a different renewal letter to them for a
different program, which makes running a
business more complicated.”

White says the varying standards make it
difficult for him to explain to customers and
employees why pesticides are OK to use in
some areas but not OK in others. “Why is it
not safe in Toronto, but it’s OK for the city
right beside it?” he relates. “And if itisn't safe
for Toronto, then as a company should we be
applying it next door? As a result, you have
to explain to your customers all the time the
science because they open the headlines and

the first thing they see is ‘Pesticides Banned
in Toronto,” but they're still using them at
their house in Mississauga. There’s a lot of
confusion right now.”

THE ALTERNATIVES. Pesticide bans in
Canada have forced LCOs to experiment
with different lawn care approaches. Cultural
practices, such as proper irrigation, pruning
and careful plant handling, are known to
make plants less susceprible to disease and
infestations. Anti-pesticide activists often cite
cultural practices as an effective alternative to
pesticides, but White says this was already a
standard lawn care method for LCOs. “When
you look ar the alternatives, they're all the
cultural practices we've been preaching for
the last 30 to 40 years,” he says. “It’s not so
much the alternative to plant health care,
but the first offense. But first offenses don't
always work.”

White compares cultural approaches for
turfto people practicing healthy lifestyles. For
instance, people can eatlow-fat foods, exercise
regularly and abstain from
smoking and still become
sick. When this happens,
a trip to the doctor and
some medication can help
alleviate the sympromsand
restore a person’s health.
The same can be said for
wrf that is diagnosed with
a weed, insect or disease
problem despite the fact
that it’s been cared for and
is in good shape.

Now that many LCOs
in Canada don't have certain products at
their disposal, they're left with organic or
biological pesticides. In Montreal, Weed
Man is applying a beet extract that shows
promising results over time but costs 10 to
20 percent more and is much less effective
than traditional pesticides, Lemcke says.

Some LCOs in Canada are using corn
gluten ro battle weed infestations, but Lemcke
says the product is only effective in large con-
centrations. It takes about 20 pounds of corn
gluten per square foot to achieve results. “I
would have to have a warehouse of an impos-
sible size to store the product and you would

d ape.com

ber 2005 lawn & landscape

17



have drag trailers around everywhere because
you have to use so much of it,” Lemcke says.
“And I'm not sure whether it’s doing anything
to stop weeds or just smothering weeds. Then
you have dogs rolling around in it because it's
in dog food, and it actually smells like rotting
bodies after it rains.”

Because organic products are less effective
than traditional pesticides, Lemcke says he can
nolongerguarantee his customers the treatments
will work. “You cant make promises anymore
to customers because you don't have the reliable
products, so you lose customers because you
cant provide results or reliability,” he explains.

The other problem with biological
pesticides is the misconception that they're
safer, Delaney says. Traditional pesticides are
subject to rigorous testing procedures in the

United States and Canada before they can
be registered. In some cases, pesticides are
scrutinized more than pharmaceutical drugs
before they're made available to the public,
according to Delaney.

In fact, traditional pesticides may be safer
than someorganicsubstances, Delaney says, cit-
ingan incidentin which a university researcher
in California said he suffered a severe allergic
reaction after experimenting with a castor
bean-based pesticide. “Just because something
is natural or organic does not mean it is safe
for 100 percent of the population,” he says.

CHANGING PERCEPTIONS. The only
way to stop more laws from being enacted in
Canada and in the United States is for LCOs
to become more vocal, says Bob MacDonald,
owner, Weed Man Orrillia, Orillia, Ontario.
Pesticide regulations spread throughout Can-

ada because LCOs there didn’t take action
immediately. “We missed the boat in Canada
when we didn’t fight the posting issue rightat
the beginning,” he explains. “That's where we
lost the battle because it provides the activists
an opportunity to say the product is not safe
because they sce signs all around town.”
When posting laws took eftect more than
10 years ago, MacDonald says the activists
would gather hundreds of signatures while
LCOs and the rest of the “silent majority”
did little to combat their efforts. Fighting for
the right to grow healthy lawns doesn't rouse
the public like other environmental issues,
says Debra Conlon, executive director, The
Urban Pest Management Council of Canada,
Etobicoke, Ontario. “We're trying to stop
something, and there isn‘t a lot of informa-

“The health department has said the products, in their view, are unsafe.
Commercial applicators had to cease using registered products as of Sept. 1
or theyre subject to fines. The argument here is if the products are danger-
ous, homeowners shouldn’t be allowed to use them as well, but they are.
It kind of makes you wonder what their motives are.” — Alan White

tion out there that tells municipalities they
should stop,” she says. “You don't see people
marching so they can kill their grubs, but
you do see people marching because they
have a cause. So we don't have that general
population that’s active even though they do
buy the product and enjoy the product.”
Delaney speculates that a more vocal
public has helped the United Srates resist
sweeping changes in pesticide laws. “Part of
the problem is Canadian customers aren’t as
verbal and independent as some of the U.S.
public is, and they've taken some of this ly-
ing down,” he concludes. “It’s the result of
a lirtle different personality of the Canadian
public vs. the U.S. public. In other words, it
ain't worth fighting over. But for Americans,
everything is worth fighting over.”
However, Delaney cautions thar the United
States is not immune to pesticide restrictions,

asevidenced by posting laws in New York state
and elsewhere. Delaney recommends that U.S.
LCOs remain vigilant of proposed changes in
pesticide laws and thatthey organize much like
the activists do. “The No. 1 defense is going
to be monitoring changes in legislation,” he
explains. “You have to mobilize and teach
members of the industry to watch for this
stuff and then teach them to testify.”

Delaney adds that LCOs need to get their
customers involved in the bartle. “We have
to mobilize our customers and get them to
understand the science and testify at some of
these hearings, so they can say, ‘Thisisntwhat
wewant." We have to be as vocal and passion-
ate as some of the activists have been.”

Bur MacDonald says getting custom-
ers involved could be a risky venture. His
concern is if customers write letters to city
council, theletrers will become public record
and make them activist targets. Instead, the
industry must take responsibility for fight-
ing pesticide legislation, he says. “We have
to constantly be in touch with politicians
because activists are constantly badgering
them about the issue,” he says. “We almost
need to send a weekly one-paragraph e-mail
bulletin to each councilor across Canada to
make our point. Otherwise, we're going to
have an uphill bartle.”

The Urban Pest Management Council of
Canadais doing its part to educate the public
on pesticide issues with a public relations
program. “What we've found is that this isn't
an issue that's at the top of the public’s mind,
but they have a latent concern, so what we
want to do is provide them with some bal-
anced information,” Conlon says. “1 think
that’s the way to deal with it long term.”

Partof the public relations message LCOs
need to convey to consumers is that they're
environmentalists, too. “If you ever ask
anyone in the green industry why they chose
this profession, they'll tell you it’s because it
works with the environment,” White says.
“Most people gor into this profession not
to do harm to the environment, but to do
good. Unfortunately, the public feels that we
don't really manage the environment, and it's
probably happened because we never really

communicated where our passion lies.”
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Seuthern states labeled the “Fire Ant 13” know too well the fury
imposed by the voracious fireant. While most residents who live
with fire ants think of the pest as merely a nuisance, few realize
theserious public health threar that lurks right below ground.
So, in 2005, Bayer Environmental Sci-
ence (Bayer ES), embarked ona 13-state
educational tour to provide consumers
with the knowledge necessary to protect
their families and pets. The campaign
consisted of fire ant awareness days,
free TopChoice™ donations, and local
event sponsorships.

In Jacksonville, Fla., Bayer ES rep-
resentatives, along with local lawn care
operators (LCO) and fire ant crusader,
Captain TopChoice, worked with the
office of Mayor John Peyton and pro-
claimed “Fire Ant Awareness Day.”

Mayor Peyton said, “The city of
Jacksonville wants to raise awareness
in our community and contribute to
the quality of life of its citizens. | urge

all to join in the national effort to raise

awareness and help prevent fire ant
infestation and damage.”

Bayer ES also donated TopChoice fireant control to the base-
ball grounds and sponsored a Jacksonville Suns game. Caprain
TopChoice was present at the game, where he appeared on the
“fireant-free” field to throw the first pitch. Children interacted

\(i.lh the fire ant-fighting superhero, while parents were armed
with Valuable fire ant tips and LCO contact information.

In Plano, Texas, Bayer coordinated with Depury Mayor
Pro Tem Scott Johnson and Plano YMCA vice president

of operations, Tim Stitzer, to keep a popular public play-

Fire ants a problem at your school?

Bayer

Educational campaign aims to bite back against fire ants in key affected markets.

Bayer Environmental Science
and TopChoice™ Fuel Fire Ant Awareness

ing area for kids fire ant free. On July 7, Top Choice
fire ant control was donated and applied ro protect
children and adults who frequently use the grounds and
athletic fields for outdoor activities.

During the event, Plano YMCA vice
president of operations, Tim Stitzer
noted, “Though bug bites and stings
are a part of every Texas summer, we're
happy to have a fun, educational way
to inform all of our guests of the threats
fire ants pose — and we're thrilled that
Deputy Mayor Johnson is here to help
us kick it off!”

By attracting the attention of con-
sumer and trade media, as well as
through direct contact, Bayer was able
to reach more than 73,251,149 con-
sumers to date with fire ant prevention
tips and informartion.

Below is a list of other TopChoice
donartions and sponsorships, which
took place this season — ro name a few.
* Adanta Dogwood Festival, Ga.

* Marshall Fire Ant Festival, Texas
* New Orleans Zephyrs Field, La.
» Savannah Sand Gnars Field, Ga.
Joseph P. Riley, Jr. Park, Charleston, S.C.
* Thomas Brooks Park, Spring Green, Cary, N.C.

» Whitewater Park, Rudy’s Termite & Pest Control,
Rancho Mirage, Calif.

Atlanta PAWS, Top Turf, Decatur, Ga.

* 2005 Clarksville Hydroplane Challenge, Va.

For more information, visit www.topchoicetools.com

or contact your local field sales representative.

Environmental Science
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By Terry Kurth

INDUSTRY
DEFENSE
CASE STU

Lawn Care Operator Terry Kurth shares the strategies he used during the Wisconsin phosphorous ban fight.

Madison, Wis., in particular and the surrounding county of Dane
in general have allong history of being extremely “politically cor-
rect” and full ofhotbeds of environmental activism. A couple of
relatively recentelectionsto key positions created the perfectstorm
to which thie desire ro ban phosphorous in all lawn fertilizers was
spawneds Let me lay oug the players involved and the chain of
events they initiated.

Kathleen Falk, a member of the activist group called Environ-
mental Decadeand an artorney within the former office of the Public
Intervenor, was clected Dane County Executive about five years
ago. The Public Intervenor personnel acted like Don Quixore’s in
that they could pursue any injustice they felt was occurring within
any state governmental branch. They had all but free rein to try

1o sue various entities to try to make policy changes and about 90

percent of their efforts were geared towards environmental acriv-
ism. When this department was finally abolished by a sensible
legislature and governor abourt 10 years ago, Falk decided to enter
the political arena. Upon winning the very powerful position of
Dane County Executive she immediately began to push many of
her misguided environmental initiatives.

In 2003, she gained a very strong ally when Dave Cieslewicz,
the former head of an environmental activist group called 100
Friends of Wisconsin, became Mayor of Madison.

Almost immediately they gave marching orders o their staffs
to begin the concurrent process of getting both a county resolution
and a city ordinance passed that would ban the use of phosphorous
on home lawns. Madison is a gorgeous city that sits amongst four
lakes of which two are quite large, Mendota and Monona. Keep-
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ing them as weed and algae free as possible
has long been a goal of all of the citizens of
this area. Over the last few years, there have
been increased amounts of weeds as well as
algal blooms. There was a report of a dog
dying due to inhalation of the poisonous
blue-green algae a year ago. The stench of
decaying weeds washing up on the shore also
added to the dismay of many. This has caused
swimming, boating and aesthetic problems
for lakeshore owners and all users of our pre-
ciousJakes creating much frustration amongst
Dane County residents. Thus the mood was
right to begin an emotional plea, along with
including some cherry picked science, to get
the ban of phosphorous in place.
Theyimmediately got themediainvolved
by callinga press conference on the lakeshore
and announcing their intentions to try to save
our lakes. Our afternoon daily newspaper
has always been proud to call themselves
“progressive” and thus was an immediate,
biased sign-on to the cause. The morning
daily has a significantly higher readership
and is considered more moderate/conserva-
tive, but it’s editorial staff leans a lirde left
when considering environmental issues.
Thus both papers definitely were more in
the camp of the misguided. The University
of Wisconsin is located in Madison and has
the most well-known and respected Lim-
nology Department (study of lakes) in the
country. The advocates enlisted the help of
a Ph.D. candidate from Limnology — Elena
Bennett - to do all kinds of public speaking
and research sharing promoting the phos-
phorous ban. Dr. Steve Carpenter from the
Limnology Departmentalso madea number
ofcommentsand released supportingarticles
to the media, the City Council and the Dane
County Board. Falk’s staff also brought in a
hired limnology expert from the Minneapolis
area— John Barten — who had research show-
ing that other lake communiries had shown
distinct improvements in water quality after
banning phosphorous. They then enlisted
various advocacy groups, such as the Friends
of Lake Wingra, Yahara Fisherman’s Club,
lakeshore homeownersand paddling groups.
These groups were to not only write letters

to the editors at newspapers and to various

clected officials but ro also show up at public
hearings in support of the ban.

Once the needed players were pretty
well in place for the supporters of the ban,
it was time to get the proposal introduced.
Andy Olsen, aliberal member of the County
Board soon introduced it with a lot of sup-
port from fellow Supervisor Bretr Hulsey,
who just happens to be the local head of
the Sierra Club. Over at the City
Council, Greg Markle proposed the
ordinance banning phosphorous.
Onceagain there were many stories
nthe local papers talking about this
new proposal and how it may help
clean up our treasured lakes.

In the meantime, those of us
who were pretty clear that a small
amount of available phosphorous
was necessary for proper turf nutri-
tion, due to past and recently pre-
sented research, began to ger better
organized for the oncoming debate.
Brian Swingle, executive direcror
of the Wisconsin Green Industry
Federation (WGIF), became the
coordinator of the overall effort
and the most visible spokesperson.
The WGIF is a federation whose
intentis to protectand promote the
best interests of the various profes-
sional groupsinvolved in the Green
Industry in Wisconsin, It
is made up of more than
700 members who are
also members of their
individual professional
groups: Lawn Association
of Wisconsin Network,
Wisconsin State Nurs-
eryman’s Association,
Wisconsin Landscape
Contractors Association,
Commercial Flower
Growers of Wisconsin
(CFGW), Wisconsin Sod
Producers Association
and Garden's Beautiful
Garden Centers.

Terry Kurth, chair-

Committee of the WGIF and Ed Knapron

of the CFGW helped spearhead the turnout
for public hearings that were to be coming up
as the city ordinance and county resolutions
moved forward. Itwas immediately recognized
that we needed to getsome of our UW-Madi-
son turf rescarchers involved in giving their

opinion on whether banning phosphorous
was a good idea. Dr. John Stier, UW Turf

man of the Legislative
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extension specialist, and Dr. Wayne Kussow,

soil scientist with many published rescarch
paperson nutrient runoff from turfwere both
convinced that they needed to give unbiased
testimony on the issue. The Wisconsin Golf
Course Superintendents Association was also
extremely helpful in getting people to testify
and rowrite lettersas needed. Wealso got Kurt

Steinke, a Soils Department Ph.D. candidate,

L. A

Soil erosion near a Wisconsin lake due to
thin and unhealthy turf (above, left). City
workers store phosphorous-ridden grass
clippings near a lake — could this be the
reason for some run-off (above, right). John
Hendrick's own dirt driveway — another
example of poor erosion control by this
Dane County Supervisor and Secretary

of the countys Environment, Agriculture
and Narural Resources Committee (far
left). The many lakes of Madison, Wis. (far
right). LCO Terry Kurth (previous page).

to give written and verbal testimony on his
rescarch on nutrient runoff issues from turf
areas. Knowing that a dangerous precedent
was being set, Jim Skillen from CropLife
America gave great testimony on the need
for phosphorous to be available for turf
vigor. He also kept telling any local official
who would listen thar any local ordinance
or resolution banning phosphorous would
not only be misguided but also illegal due to
non-compliance with the Federal Insecticide,
Fungicide and Rodenticide Act (FIFRA). He
also felt it unfairly restricted fair trade.

As you can see from some of the parties
mentioned in the previous few paragraphs,

this created some interesting conflicts of

opinions. You had two different
Ph.D. candidatesjoustingon the
issue based on their research find-
ings. You also had the Soils and
Horticulture Ph.D. turf experts
not agrecing with the way the
findings were forthcoming outof
the Limnology Departmentand the so-called
water quality expert out of Minnesora. This
is not something that is seen that frequently
onapublic-debated issue and certainly to my
knowledge had never happened within our
industry before this conflict.

The timetables of the city ordinance ban-

ning phosphorousand that of the county were
running roughly two weeks apart. In essence
both proposals were the same with the excep-
tion thatinidally the county resolution would
also in effect ban the use of organics because
they contain phosphorous as well. The city
ordinance had an exclusion of organics being
banned.

Ler me now tell you of the main arguments
for banning phosphorous in turf fertilizers
which came across as quite effective. Elena
Bennett, the Limnology Ph.D. candidate, had
goneoutand soil tested more than 100 lawnsin

the Madison area (some just happened to be of

thesupportingalderpersons) and found thatall
had sufficient levels of phosphorous available
and thus did not need
phosphorous from
othersources. The rule
changes did allow for
applying phosphorous
where tests showed
that phosphorous was
below accepred avail-
able amounts or in the
case of a new seeding.
Dr. Carpenter claimed
that he felt thac by
banning phosphorous
in lawn fertilizer there
would be two to three
feweralgaebloomsina
typical summeron
our Madison lakes.
In effect, lowering
this nasty occur-
rence by about
25 to 30 percent.
Thisin turn would
greatly reduce the
chance of any pet
or human getting
sick or dying due
to being exposed to
blue-green algae. They also claimed thar weed
growth would be reduced from less available
phosphorous in our lakes due to reduced
runoff from yards.

Fromourstandpoint, weagreed thatmost
lawns do not need a lot of phosphorous but

there are times that it becomes available to
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plant uptake and therefore 3 percent phos-
phorous should be the maximum allowed
in fertilizer. We also stated thar allowing
organics to be used and notinorganic sources
was counter-productive to their argument.
The ratio of nitrogen to phosphorous in an
organic fertilizer is generally either 2:1 or 3:1
(6-3-0 or 6-2-0, erc). This means that to get

one pound of nitrogen down at the time of

fertilizing you will be applying either one-
third or one-half of a pound of phosphorous
aswell, which Bennett’s soil tests show would
beexcessive. Ifallowinga 3 percent maximum
of phosphorous in an inorganic fertilizer
(24-3-16, erc.) the resulting phosphorous
amounts applied would be considerably
less. The Madison and Milwaukee Sewer-
age Districts both manufacture fertilizers
out of recycled human waste and therefore

in a thicker, more vigorous condition this
pr()blcm “'Ould not ha\'&’ ()Ccu“'('d orat I(.'as(
been deemed negligible. Quality research
had shown that most phosphorous runoff
came from decaying leave matter from both
trees and grass in lace fall, winter and spring
— not the times when fertilizer was being
applied. Thus banning of small amounts
of phosphorous being applied would have
minute or no positive end results. Even the
limnology experts, when pushed, admit-
ted that in the whole pie chart, best case
scenario, banning phosphorous from lawn
fertilizers would only have a .5-1 percent
affect on phosphorous entering our lakes.
We handed out copies of the articles thar
RISE and CropLife had put together on the
value of turf in increasing our quality of life
and it’s positive effects on our environment.

county of Dane have

a Iong history of bemg extremely polihmlly correct and full of hotbeds

of environmental activism. A couple of relatively recent elections to

key positions created the perfect storm to which the desire to ban

phosphorous in all lawn fertilizers was spawned.” — Terry Kurth

lobbied hard for the organic exclusion. They
did evenrually get it in both city and county
proposed ban versions,

We shared research from both local and
national experts that showed little or no
runoff occurs from properly fertilized turf.
We showed staristics that most of the phos-
phorous entering our lakes was from pollen
(majority of pollen is phosphorous), farms,
leaves degrading and exposed urban soil run-
off from thin, non ferrilized lawns and arcas
where soil is bare due to new construction. We
showed research that runoff of phosphorous
from lawns is not due to fertilizer runoff but
due to erosion of soil particles due to thin
or no turf. Those soil particles eroding into
the lakes carry phosphorous that has become
affixed to them and not as readily available
to the plants. If the turf had become kept

We had stated thar we were the real “active
environmentalists” on this issue as this ban
would not cost us any more money but
actually save us a little on product cost due
to not having to pay for the phosphorous
content. We told all who would listen that
not allowing phosphorous in the fertilizer
would eventually cause a thinning of turf
thus allowing more runoff of phosphorous
carrying soil sediment.

Atthe initial publichearings before vari-
ous committees for both the city and county
we had people giving excellent testimony
using the above arguments. We did a very
good job of having more of our people at
these hearings than did the activists, which
really was a first.

There were solid arguments made by
both sides of the issue. Some dirty politics

were being played by those who were pushing
the ban. Brian Swingle, a registered lobbyist,
was told by a Madison city staffer that hedidn’t
have to register with the city as a lobbyist.
When an alderman became aware that he
hadn't registered, and that indeed a city or-
dinance required it, he sought financial fines.
A staffer for another one of the proponents
subliminally threatened Dr. Kussow that he
would be fined for testifying withourt being
registered as a lobbyist. As a UW Professor
his job is to share information, just like the
limnology professorand his Ph.D. candidare,
The other side’s experts were not threatened,
Both sides actively jockeyed for sound bites
with the media that was there to cover the
hearings. Whenever Brian Swingle or myself
would see 2 media person interviewing one
of the proponents, we would stand near by,
listen and then go up 1o givea reburtal to the
reporter. There was much political pressure
“to look green” to the readers, listeners and
viewers of the media coverage.

There were a number of other things
we learned as this process unfolded. Most
committees, with the chairs appointed by
the Mayor and County Executive, were
“kangaroo courts” who were going through
the legal process but whose majority of
members already had their minds made up
to ban phosphorous. We learned how to do
some procedural maneuvering that delayed
the process but ultimately couldn’t stop it
from coming to a vote. Our group met before
various hearings started to set up an order of
speaking so that we weren't redundant with
our points and that we had a “cleanup man.”
I'd wait till the end of the speakers before talk-
ing so I could rebut any new arguments the
proponents brought up at that hearing. We
made sure many of us attended an increased
amount of political fund-raisers to enhance
our image as players in the game of politics.

After all delaying manecuvers were
exhausted regarding the city ordinance, it
invariably came time for the city council to
have discussion on the proposal and take a
vote. We knew this council was stacked in
favor of proceeding with the ban but at least
we had a number of alderpersons speak on
the detriments of its passage. Ultimately a
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vote was taken and it passed in February of
2004. At the end of the previous year, our
Weed Man franchise had made the decision
to take an early order opportunity of fertilizer
and decided itshould be of the phosphorous-
free variety. We did this because we had no
idea if the misguided electorate would make
a potentially passed ban on phosphorous
effective immediarely after its passage. The
ordinance became active Jan. 1, 2005.

Now theattention of the fight swung hard
to the upcoming vore at the county level. We
knew if we could get compromise language
allowing a 3 percent maximum amount of
phosphorous in lawn fertilizer used in Dane
County this would supersede the recently
passed City of Madison ordinance banning
phosphorous. Iwentand took pictures of thin
wurf, exposed soil areas and piles of leaves that
were all located in city or county parks near
the lakeshore. The point being driven that
why not first clean up your own problem
areas before attacking someone else’s proper
environmental practices.

At Weed Man in Madison, we sent our
customersallalerter showing the misguidance
of thecity’saction in banning phosphorousand
included comments from Dr. John Stier on
why the 3 percent usage of phosphorous should
be allowed. We asked them if they could help
by conrtacting their Dane County Supervisor
and telling them to support the compromise
language of 3 percent phosphorous.

Finally, itcame to the evening of the actual
final public hearing, supervisor debate period
and eventual vote of the County Board. In
anticipation, we had organized a busload of
green industry supporters to come in from
the Greater Milwaukee area and had a large
number of friends, relatives, neighbors and
customers living in Dane County show up
in support of the compromise language.
They all did a fantastic job of giving verbal
and/orwritten testimonyand any non-biased
observer would have been moved to vore for
the compromise instead of the outright ban.
Alas, back door political mancuveringand the
€MOTION OF SCICNCE ArgUMENT ONce again won
out, Brett Hulsey, the Dane County board
member who works for the Sierra Club, even
had the audacity to go up to Brian Swingle and

say that they already had the votes necessary
for the ban. This obviously made a mockery
of why the testimony efforts were even made
and many upon hearing this were infuriated.
There was an overall consensus that though
the vote wasn't going to go our way, we had
many new contacts and friends amongst the
electorate, gained their respecrand had created

a much stronger green industry organization

“There’s an old expression that goes like
many times you get knocked down in life, buf you are iudged by lnow
many times you get up.” We may have lost an early battle or two but
we in the agriculture arena of Wisconsin will continue to get up and fight

misquided legislation whether local or state initiated.” — Terry Kurth

than what we had when the batte began.
When the final vote was taken at about
1:30 a.m. the resolution to ban phosphorous
in lawn fertilizer (with the exception of being
able to use it for new seeding or overseeding)
was passed. We had already been in discussions
with RISE and CropLife on whether or not to
seck a lawsuit to overturn the resolution if it
passed. AsI mentioned earlier, Jim Skillen with
CropLifehad said that theiratrorneys feltirwas
illegal due ro FIFRA and interstate commerce
laws. Upon discussion it was decided that the
lawsuit would go forth and that about 12 to
15 national and local plaintiffs would sign on.
It is a cross section of agricultural groups who
are worried about the precedent being set as
well as many from the green industry. 1 am
one of the plaintiffs contending harm due to
this lawsuit and had to file a court declaration
to that effect with the help of our groups at-
torneys. We had asked that it go to a federal
judge, nota county one, due to our objections
to the legality being based on federal laws, We
felt our odds were better with an appointed
federal judge also rather than a periodically
elected county judge. The good news is that it
was assigned to a Madison's federal bench bur
unfortunarely itwent to Judge Barbara Crabb,

amuch moreliberal judge than heralternative.
Both sides asked for an expedited opinion
from the federal judge and we received that
back in July stating that the county resolution
was legal. Her reasons why left much to be
contested so therefore upon furtherdiscussion
it was decided ro appeal her decision. We are
currently in that process. Wealso have decided
to hedge our bet by also trying to get state

preemptive language passed regarding fertil-
izer and seed use. Wisconsin currently has
preemptive pesticide language thatallows only
the state to make rules on pesticide limitations
beyond those of FIFRA. This disallows any
local unit of government passing any rules or
ordinances that are tougher than the state’s.
We have currently drafted similar language
for fertlizer and seed preemption laws and
it is being passed around the capital by both
traditional agricultural groups, those of us
in the green industry and our hired lobbyist.
We hape to have this in place before the next
legislative session (which is currently meeting)
is concluded.

In summation, theres an old expression
that goes like this, “It isnt important how
many times you get knocked down in life,
butyou are judged by how many time you get
up.” We may have lost an early battle or two
but we in the agricultural arena of Wisconsin
will continue to get up and fight misguided
legislation whether local or state initiated.

Terry Kurth is the director of development
for Weed Man USA, and has 25 years of
lawn care experience. He can be reached at
takurth@msn.com.
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g e R e

By Angela Bendorf Jamison

Like growing and maintaining your customers’ lawns, protecting and promoting your business

is a multi-step process.

As any lawn care operator or landscape contractor knows, a
healthy lawn and landscape doesnt happen overnight. The
same is true about grassroots public relations. Promorting and
protecting your business in your community takes time and
effort. You won't accomplish it with a single news release or
through one-time contact with a local politician. Here, 1 offer
steps and suggestions lawn and landscape professionals can use
to implement grassroots public relations in their businesses.

PR DEFINED. Public relations (PR) has as many definitions
as integrated pest management. The textbook definition of
public relations is, “Establishing and maintaining mutually
beneficial relationships between an organization and the pub-
lics on whom its success or failure depends.” As a lawn and
landscape professional, you may say that your success or failure
depends on your customers. That's correct, but others can
also determine your success or failure, like the media. What
if the local newspaper or television news portrays you or your
company in a negative way?

What about local government officials? What if the city
councilwoman representing your district casts the winning
vote to ban products you need to do your job? There are many
people or “publics” in your community on whom your success
or failure depends. It's important that you identify who they
are and work toward building relationships with them now.

GRASSROOTS PR. Grassroots public relations is defined
as, “"Antcipating, analyzing and interpreting public opinion,
artitudes and issues that impact, for good or bad, the operations

and plans of the organization.

In the green industry, “issues” is the operative word. Issues,
suchas pesticide/fertilizer use, warer quality, equipment noiseand
emissionsand the hiring of workers are justa few thatcan impact,
for good or bad, the operations and plans of your company.

In 1989, I wrote a magazine insert for a client ritled, “The
1990s: Decade of the Environment.” Issues highlighted in the
piece included pesticide usage, regulations, bans, posting and
notification — all issues we still face today. The only difference
was those issues in the 1990s were being foughrt on the Federal
level; now pesticide opposition groups are taking their fight
to the local level — local media, local politicians, local moms,
local dads, local children. The good news is it's often easier
and less expensive to get involved on the local level, than on
the national or Federal level. But it still rakes resources and a
concentrated effort.

LOOMING LAW SPURS ACTION. Lauric Broccolo,
president and co-owner of Broccolo Tree and Lawn Care in
Rochester, N.Y., knows how PR can help whena local issue arises.
She hired a PR firm when the Monroe County Legislature was
considering an optional state Neighbor Notification Law that
would require lawn care companies like hers to provide written
notification to neighbors two days before spraying pesticides.

“Pure frustration motivared me. This was a personal artack
on my business. | wanted to get the other side of the story out,”
Broccolo explains. She called local politicians when the law was
being considered for vote, but didn't have much luck compared
to the opposition group Breast Cancer Coalition that lobbied
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county legislators with their emotional
demands. “1 asked one legislator, who said
he was voting for the notification law, what
we could have done to change his mind.
He advised me, ‘Put pressure on the local
community and the voters through the
media,” so that’s what I did with the help
of a professional PR firm,” Broccolo says.

Shealsodid something very newsworthy
— a key component to garnering media at-
tention. In June, the law passed and Brocco-
lo began a pilort in one of the communities
her company services to calculate the cost to
comply with the Neighbor Notification law.
It took 70 hours of time to gather addresses,
develop a database and send notification let-
ters ar a cost that will require the company
to raise fees $4 - $10 per visit.

sands of dollars of return in positive articles
and publicity.”

Whether you hire a PR professional
or manage your own publicity campaign,
there are many important points to ponder
regarding grassroots public relations.

BE YOUR COMPANY’S HIGH PRO-
FILELEADER. There's no betterexample
ofa high profile leader than Dave Thomas
from the fast-food restaurant Wendy's.
He was the face of Wendy's, appearing in
more than 700 ads since 1989. He holds
the Guinness record for the longest TV
campaign by a company founder.

Sadly, Dave died in 2002 from liver
cancer, leaving Wendy's without one of
its most potent PR forces. | believe the

“In your business you need to sell your services to attract customers. In
PR, you need to sell yourself. You need to be the lawn care or landscape

expert in your community — the turn-to guy or gal for all things green.

You do this by getting involved in your local, state and national lawn

and landscape organizations.” — Angela Bendorf Jamison

“When customers call to question the
increase, [ will tell them it's a result of the
notification law and encourage them to
contact their county legislators,” Broc-
colo explains.

Through the pilot, Broccolo was the
first to implement the new law which
doesn’t go into effect until January 2006.
That generated news coverage by local
television stations and newspapers.

“Even though the politics didn’tgo our
way, the recepriveness of the community
has been overwhelming,” she says. “I'm
amazed by the empathy we've received asa
small, committed business being attacked
for no reason. People see our plight caused
by activism at its worst.”

Broccolo says for less money than she
imagined, her company received “thou-

recentincidentin which a woman wrongly
accused the fast-food chain of serving a
severed finger ina bowl of chili would have
been handled quickly and effectively if
Dave werestill alive. Ifhe did the television
talk show circuit right after the incident to
set the record straight, little damage would
have been done.

You may not be Dave Thomas, butyou
can beahigh profile leader in your commu-
nity for your company. The public believes
in people. Whether a company has good
news or bad news to share, a company’s
CEO or president delivering that message
can be reassuring to the public. Through
key message development and training,
you can confidently be the voice of your
company. [fthat’ssomething thatyoudon’t
think you'll ever feel comfortable doing,

assign someone from your company to be
the spokesperson.

ANALYZE THE LOCAL SITUATION.
I've always been told thar the first step
toward a healthy lawn and landscape is ro
conduct a soil test. It helps you analyze the
nutrients in your lawn — what's there and
what’s needed. For PR, you need to analyze
the local situation or do a so-called “com-
munity soil test.” An easy way todo thisis to
read the local newspaper or visit the online
version. Do asearch on the newspaper Web
site by putting in the word “lawn care” or
“pesticides” and see what kind of articles
have been written and which reporters are
covering those ropics.

Also analyze what opposition groups
are active in your state, county and city.
Monitor their activity. What is their mes-
sage? Who or what are they targeting?

What issues are your local government
officials considering? If it’s anything to do
with your livelihood as a business owner,
make sure to attend the meetings or share
you opinion through a personal letter or
e-mail message. Also, alert others who can
help. You're not alone in this fight. As-
sociations like Responsible Industry for a
Sound Environment and the Professional
Landcare Network, have resources to assist
you on the local level.

BE PREPARED; HAVE A PLAN. Local
issues that can affect your business may
already be on Main Street or in your own
backyard. However, it’s never too late to
develop asimple plan and take action. After
analyzing the local situation, here are a few
steps to consider taking:

1. Create a list or database of key influ-
encers — those who you need to know, such
as people in your community, government
officials, cooperative extension agents,
newspaper reporters and editors, talk radio
hosts, television news reporters, regulators
and competitors with whom you will need
to join forces to fight the really big issues.

2. Develop key messages and ralking
points about your business practices and
the tools you use to do your job (see Pes-
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ticide/ Fertilizer Messages sidebar, right, for

examples of key messages to use).

3. Conduct key message trainingamong
your managers and other employees who
you may need to turn to when issues arise.
Develop a policy of who will ralk to who
should an issue or company crisis occur.
Thiskind of training notonly helps prepare
a company, but improves communication
with customers as well.

4. How will you inform and involve
your employees? Keep an open line of
communication among employees about
the company’sinvolvementwith the issues.
Don'tlet them learn it by reading the news-
paper or seeing a segment on the television
news. Also consider how you can engage
employees and get them involved with the
issue. They may be yourstrongestalliesand
your link to the community, depending on
their contacts and local involvement.

BECOME THE LAWN CARE EX-
PERT. In your business you need to sell
your services to attract customers. In PR,
you need to sell yourself. You need to be
the lawn care or landscape expert in your
community — the turn-to guy or gal for all
things green. You do this by getting involved
in your local, state and national lawn and
landscape organizations. You get involved
in local issues related to green spaces. And
you give back to the community through
green causes, like renovaring athleric fields,
mowing lawns for non-profits or offering
your company's services for charity fund-
raising events.

Contact the media and let them know
if they ever need a source for an article
they are doing on lawn care, landscapes
or issues around these topics, that you'd be
happy to provide them information. My
local newspaper recently wrotea front-page
articletitled “Drought brings yard doubts,”
featuring two local lawn care companies in
a positive, informative way.

Provide the media with your contact
information, including an after-hours
home orcell phone numberand your e-mail
address. Send them story ideas. Write letters
to the editor about lawn care issues. Even

PESTICIDE/FERTILIZER MESSAGES

en discussing the topic of pesticides and

fertilizers, it's important to keep your message

clear and concise as well as bring your passion

and convictions into the conversation. Here are some key

messages fo consider when people turn to you as an authority on pesticide
and fertilizer use.

*When used according to label directions, pesticides pose minimal
risks to humans, animals and the environment.

*Healthy turf grass filters groundwater, absorbs gas pollutants, dust
and pollen, retards the spread of fire and acts as a cooling agent. Well-
maintained turfgrass produces generous amounts of oxygen and acts as an
airconditioner for the atmosphere.

sHerbicides, insecticides and fungicides help protect turf grass for
healthy growth. Studies prove there is very litile likelihood that pest control
products used on lawns will end up in groundwater.

* All pesticides undergo rigorous testing. The Environmental Protection
Agency (EPA) requires up to 120 tests, many to evaluate environmental and
health impacts. The testing, evaluation, EPA registration and label approval
takes eight to 10 years and costs between $150 and $185 million. Only one
in 140,000 potential products make it from the research lab to the market.

*Integrated Pest Management (IPM) is a sustainable approach to man-
aging pests by combining biological, chemical, cultural and physical tools
in @ way that minimizes economic, health and environmental risks.

*Modern lawn fertilizers have been formulated to provide the minimum
amounts of phosphorous necessary to maintain healthy turfgrass. University
research studies have determined that phosphorus from lawn fertilizer does
not significantly contribute to nutrient runoff under natural conditions and
normal situations. When the fertilizer is properly applied, the fertilizer will

not degrade water quality. — Source: www.pestfacis.org

if your letter isn't published, reporters will
often contact letter writers about particular
issues for articles they are writing,

Is there a city or county government
committee or activity you can join,
like local beautification efforts or park
renovations? Can your knowledge and
expertise be put to work to help solve a
local problem? How can you become a
trusted resource that government officials
can turn to for information? Be proactive
and become involved now to get to know
the key influencers in your community
before an issue arises. As the lawn care
or landscape expert in your community,
you have a valuable service and expertise
to offer local leaders.

CARE & FEEDING OF LOCAL TURF.
If a local issue hasn't already beckoned
you to consider grassroots public relations
tactics, one will unfortunarely find its way
to your community sooner or later. Just as
a vibrant lawn and landscape needs atten-
tive care and feeding, so does the way you
protect and promote your business.

Acting now to prepare yourself and
your company will give you peace of mind
and the courage to face any issue thar may
invade your local turf.

Angela BendorfJamison is the owner of Com-
municopia, Wake Forest, N.C. She’s worked
in the green industry for 18 years, and can be
reached at angela@communicopiapr.com.
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You've never had a fungicide made just for you.

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

@ Bayer Environmental Science




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 Armada

your wallet. To learn more, call 1-800-331-2867 or go to BayerProCentral.com.

BACKED
ind follow label tinections carefully, | © 2005 Bayer CropScience by BAYER.
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LAURIE BROCCOLO
Broccolo Tree &

Lawn Care
Rochester, N.Y.

DAVEY
TREE INSTITUTE
Kent, Ohio

TIM DOPPEL
Atwood Lawn Care
Sterling Heights, Mich.

PHIL FOGARTY
Weed Man/
Crowley’s Vegetation
Management

Cleveland, Ohio

NORMAN
GOLDENBERG
TruGreen Chemlawn
Memphis, Tenn.

WWW. lownand'ands( ape.com

DAVE HANSON
ValleyCrest Cos.
Calabasas, Calif.

MICHAEL KERNAGHAN
Weed Man
Mississauga, Ontario

MARK SCHLOSSBERG
Pro-Lawns-Plus
Baltimore, Md.

CHRIS SENSKE
Senske Tree &
Lawn Care
Kennewick, Wash.

TOM TOLKACZ
Swingle Tree &
Lawn Care
Denver, Colo.




BOB ANDREWS
The Greenskeeper
Carmel, Ind.

GARY CLAYTON
Agriliance
Kennesaw, Ga.

RUSSELL FRITH
Lawn Doctor
Holmdel, N.J.

RON KUJAWA
Kujawa Enterprises
Cudhay, Wis.

TOM LIED

Lied’s Landscape
Design & Development
Sussex, Wis.

GEORGE MORRELL
ValleyCrest Cos.
Atlanta, Ga.

LINDA NOVY
Gardeners’ Guild
San Rafael, Calif.

J. LANDON REEVE
Chapel Valley
Landscape
Woodbine, Md.

WAYNE RICHARDS
Cagwin & Dorward
Novato, Calif.

The Class of 2000
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DALE AMSTUTZ
Northern Lawns Corp.
Omaha, Neb.

TOM BLAND
Bland Landscaping
Cary, N.C.

BILL HOOPES
Grass Roots Training
Delaware, Ohio

BRUCE HUNT
The Brickman Group
Long Grove, II.

ADAM JONES
Massey Services
Maitland, Fla.

WWW, |awnand[andsc.|pe.cum

KURT KLUZNIK
Yardmaster
Painesville, Ohio

SAM LANG
Fairway Green
Lawn Care
Raleigh, N.C.

GARY LASCALEA
GroGreen Lawn,
Tree & Shrub Care
Plano, Texas

BETH SEME
Elizabeth A. Seme
Latham, N.Y.

JOSEPH VARGAS, Ph.D.
Michigan State University

East Lansing, Mich.




JOHN BUECHNER
Lawn Doctor
Holmdel, N.J.

TOM DELANEY
Professional
Landcare Network
Marietta, Ga.

SAM FARISON
Farison

Lawn Care
Louisville, Ky.

The Class of 2002

www, |awnand|andsc ape.com

TERRY KURTH
Weed Man
Middleton, Wis.

JOE REYNOLDS
Black Diamond
Lawn Care
Toledo, Ohio

BARRY
TROUTMAN
ValleyCrest Cos.
Calabasas, Calif.
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MARTY ERBAUGH
LESCO
Strongsville, Ohio

GERALD GROSSI
Arborlawn
Lansing, Mich.

TOM HOFER
Spring-Green Lawn Care
Plainfield, Ill.

The Class of 2003
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CHRIS LEMCKE
Weed Man
Scarborough,
Ontario

BILL LEUENBERGER
The Chalet
Wilmette, Il

CHUCK MCINTIRE
Professional Land-
care Network
Marietta, Ga.




SCOTT BRICKMAN MARIA CANDLER

The Brickman Group James River Grounds
Gaithersburg, Md. Management
Glen Allen, Va.

KIRK HURTO
TruGreen Chemlawn
Delaware, Ohio

LOU KOBUS
Village Turf
Mount Vernon, Va.

D v
JACK ROBERTSON DAVID SNODGRASS
Jack Robertson Dennis’ Seven Dees

Lawn Care Landscaping and Nurseries
Springfield, Ill. Portland, Ore.

The Class of 2004
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Bayer
Environmental Science
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Fouryears ago, Tom Poen decided it was time fora change.
[rading his home state of lowa for the warmer Texas cli-
mate, Poen came equipped with just one thing: a business
idea. Seeing an opportunity in the lawn care business, he
seized his chance. “We realized that almost everyone in
the lawn care business is servicing more residential clients
than commercial clients,” said Poen. “So we came up with
a business that caters to the industry and provides a service
strictly for the commercial guys.”

Today that idea has germinated into his own com-
mercial lawn care company, Weedex, which he started
with his uncle, Ron Poen. Now boasting five employees to
help balance the workload, the company services clients,
such as business parks and institutions, in the Dallas-Fort
Worth Metroplex and San Antonio.

SUCCESS WITH REVOLVER™ . The company’s stan-
dard program includes a spring preemergent treatrment,
two summer postemergent applications, a fall preemergent
treatment and four granular ferrilizations. He also offers
several add-on services, depending on client needs. One
of his newest add-on services includes helping transi-
tion lawns from cool-season to warm-season grasses. He
added this service after realizing the versatility of a new
postemergent herbicide product.

“In Texas we have a problem with winter grasses,
especially ryegrass and Poa annua, appearing in dormant
Bermudagrass,” said Poen.

So prevalent was the problem that Tom and Ron Poen
started looking into new solutions for their customers, That's
when they discovered Revolver™ herbicide, which could
remove cool season grasses with just one application.

Revolver, a postemergent sulfonylurea herbicide, is

registered for use on residential and commercial lawns, golf

Tom Poen realizes success with a lawn care company focusing on commercial clients.

Commercial
Uccess

Seeing a need, Tom and Ron Poen started a company solely for

commercial clients

courses, sod farms, sports fields, roadsides, school grounds,
cemeteries and recreational areas. Applied as a foliar spray,
itis primarily used to remove unwanted cool season grasses,
such as Poa annua, Poa trivialis, perennial ryegrass, bentgrass,
bluegrass and tall fescue, as well as henbit and goosegrass
from actively growing bermudagrass and zoysiagrass. Labeled
rates for Revolver range from 0.1 to 0.6 ounces per 1,000
square feet. Higher rates and warmer air temperatures result
in quicker removal of unwanted grasses.

Inaddition to removing cool-season grasses from dormant
Bermudagrass, Revolver also can be used as a transition aid
on sites that are overseeded in the winter months. “With
Revolver, you can apply it earlier in the fall if you need to
or you can do it later in the spring,” Poen said. “For tran-
sitioning lawns and cleaning up undesirable ryegrass, you

couldn’t ask for a more efficient product.”
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INTRODUCING...

Lawn ¢ Landscape magazine and Bayer Environmental Science are proud ro announce the winners of the seventh annual Leadership
Awards, These individuals embody the essence of leadership, whether it’s in their tireless industry involvement, pioneering spirit,
dedication to education, commitment to personal improvement or environmental stewardship. We congratulate and thank them for

their outstanding contributions to the lawn and landscape industry.

DAVID SHETLAR
The Ohio State
University
Columbus, Ohio

DAN FOLEY
D. Foley Landscape
Walpole, Mass.

CONNIE HOM
Buckingham Greenery
Buckingham, Va.

JIM MCCUTCHEON
HighGrove Partners
Austell, Ga.

HAROLD ENGER
Spring-Green
Lawn Care
Plainfield, Ill.

BOB OTTLEY
One Step

Tree & Lawn Care
N. Chili, N.Y.

The Class of 2005
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(By Carol Wissmann)

Leading by example is the way Harold Enger chooses to advance his employees and his company.

While it mightappearlogical to trace Harold Enger’s career
in lawn care from igs earliest beginnings as a summer job
in high school te his €urrent position as assistant director,
franchise support for Spring-Green, such a succession
would tell only half the story.

Enger’ssuccess liesas much below ground-level asabove.
Granted, his 27 years of experience in the industry assures
that he knows how to keep grass green and growing. Bur
like a plant grounded firmly in the soil, Enger’s strength
begins at root line. It’s his character and commitment to
doing the right thing that defines him as much as does
his career path.

“The values you have — your personal development
and work ethic, even the Golden Rule — all those early
experiences surface laterin life,” says Enger. Asa Star Scout
with the Boy Scouts he acquired an appreciation for beauty
in the out-of-doors and for the pride of accomplishment.
And working for Spring-Green, a company whose mis-
sion statement includes “making the world a better place
to live,” has provided a professional extension to Enger’s

personality.

CLIMBING THE CORPORATE TRELLIS. Because he
enjoyed being outdoors, Enger worked in landscaping while
attending Western Illinois University, where he graduared
with a degree in elementary education. He was offered
employment as a teacher after graduation. However, he

harold

Name: HAROLD ENGER

Company: Spring-Green Lawn Care Corp.

Location: Plainfield, lil.

Career Highlights:

® Spring-Green Lawn Care, Plainfield, Ill.
Assistant Director, Franchise Support, 1997 fo present

* Barefoot Grass Lawn Service, Inc., Arlington Heights, Ill.
Regional Manager, 19951997
Branch Manoger, 1987-1994

* Tempo 21/Lawn Beautiful, Carol Stream and Wheeling, IlI.
Regional Manager, 1985-1986
Branch Manager, 1983-1985
Service Supervisor, 1979-1982
Account Supervisor, 1978

* Suburban Lawn Nursery and Landscaping, Warrenville, Ill.
Garden Center Manager and Landscape Foreman,
Summers 1974 and 1975

* D'Lime Nursery and Landscaping, Naperville, Ili.
Garden Center Manager, Summer 1973

* Hopperton Nursery and Landscoping, Naperville, IIl.
Garden Center Manager, Summer 1972

wanted to marry, start a family and purchase a home, so he
opred for a better-paying position with Tempo 21/Lawn
Beautiful, a regional firm based in Chicago.

“I started as an account supervisor in 1978 — thar
means | sprayed lawns all day,” laughs Enger. |

enger
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The firm recognized Enger’s commit-

ment to quality work. Withina year, he was

“You don’t have to be an actor or great orator o persuade or motivate | romored 1o supervisor: branch manager

followed. In 1987, Tempo 21 was sold to

others. But you need to be excited about what you do.” Barefoot Grass. Enger was promoted 1o

manager of their largest region in 1995,

- Harold Enger where he oversaw the $8 million revenue-

producing Chicago operation. Two years

later, the company sold again, this time to
TruGreen.

When Enger saw a classified ad for a
direcror of training for Spring-Green, he
seized the opportunity to make a change
and focus on the education end of the
business. “Training’s always been my love,”
he confesses.

Like a plant in the perfect por, Enger
blossomed in his training-focused position.
Now, early spring finds him conducting
workshops in 13 locations — from Seattle
in the Northwest, south to Tulsa, and then
cast to Charlotte. Franchise owners send
their employees to sessions on all aspects
of the business, from sales and customer
service to weed and discase control. And
some states grant continuing education
units for class attendance.

Enger keeps the workshops informa-
tive bur fun — an easy reach for his playful
personality. Afternoons are spent in team-
building exercises. “It’s whar they like best
and request year after year,” he says. Past
projects have included building an electric
Mars surface rover, a helicopter and tinker
toy creations.

Enger admits, “For the first couple
of years, the trainees were a bit tentative
wondering what it was all abour. But now
they return with smiles.”

They're happy to see him and talk with
attendees from other cities. Enger prefers
that managers don't atrend, so discussions
will be more open.

The training appears to pay off. Em-
ployees who remained with the company
through the spring, exceeded their sales
goals by 50 percent. The increase isimpres-
sive considering one of the biggestindustry
challenges is combating the tendency to shy
away from talking with a customer in favor

of concentrating on landscape issues.

Harold Enger “I realize they may not share the same
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passion for lawn care that I have,” says
Enger. “But I want them involved, excited,

and enjoying what they do. To me, leader-

ship means instilling the enthusiasm of

doing a good job because they want to,
not because they have ro. And if’s grear
when they return the following year and
tell me how something they learned really
worked.”

Enger stresses personal accountability
“with your heart, not just your head."
Helping employees set goals, he reminds
them thar they've given their word, and
he expects their integrity in seeing their
goals through. Indeed, he'd be the first to
recommend finding differentemployment
if an employee doesn't really want to be in
thelandscape business. People-person, yes;
pusher-over, no.

Roxanne (Roxie) is Enger’s wife.
“Harold always keeps up his end, and he

expects no less from others,” she says. “If

someone’s sloughing, he's nor afraid to let
them know they need to improve, and
show them how. But he always corrects in
a positive way so they don't feel bad about
themselves. Harold likes people.”

She recalls that when Enger managed
employees, he garnered alot of respect from
them. “He looks for, stresses, and tries to
appeal to the best in others,” Roxie says.
“I think that’s why he was successful with
the people he managed. He treated them
with respect and worked to build on their
strengths.”

Tom Hofer, Spring-Green Lawn Care’s
president, adds, “It’s important to Harold
to do the right thing. It's basic to who he is.
He's had to make some difficult decisions
in his career, and he’s been very successful
atit.”

Roxie remembersa particularly difficult
situation when her husband realized he
needed to fire a long-time friend. “But
Harold's a very fair and even-handed
man,” she says. “Suill, it was really hard
on him.”

“I'm most frustrated with people who
don’t want to accepr responsibility for
their own actions,” says Enger. “Instilling
that character can be the biggest challenge
with some folks. I tell them that as long as

Q. What does the term grassroots mean to you?

A. "Grassroots” is basic, down-to-earth, and fundamental. | think the advantage |
have when I'm training employees is that I've been there and done most everything
in this business. A hands-on approach really lends credibility. Pushing a spreader
with an employee makes all the difference.

Q. Describe a situation where you feel you had to defend the industry and how
this impacted you in your career.

A. I've not had to really go toe-to-toe with someone to defend the industry. When
talking with a customer or potential customer, and they raise pesticide objections,
| just explain the benefits of a weed-free and insect-free lawn. Being informed and
knowing your product goes a long way.

Pesticide regulations will make up the industry’s biggest challenges. While the
majority of pest control products are used by farmers, lawn care, which has no large
voice or lobby, is an easier target for regulation. Yet, there are very few products
used by operators that a homeowner can't purchase at their local hardware store
or garden center. Our biggest competitor is the homeowner.

When they tell you to write your Congressman, do it. | realize it's hard because
you have other responsibilities pulling you six ways at once. But these are the im-
portant issues and you have to get involved.

Q. Who is one person you admire most for taking a stand on an issue
and why?
A. There's no one person who | admire most. There are too many to mention. Take
Harry Hopperton, the man who hired me for my first job. He taught me the basics
of the job. Then there's Juan and Cruz, the two | worked next to, who showed me
how to work. And there’s Bob Parmley, Bill Hoopes and Tom Hofer.

And, of course, my wife, Roxie, whose been very understanding and supportive.
Many springs, she's put up with my 60- to 70-hour workweeks, with me sometimes
coming home grouchy.

Q. What is one thing you do to ensure your employees are reflecting a positive
and professional image on your company when they are out in the field?

A. I'm a believer in uniforms and following rules and regulations. Nothing makes me
crazier than a lawn care vehicle with a dripping spray tank or someone wearing a
T-shirt and shorts when spraying. First of all, not following the label is against the
law. Secondly, it doesn’t project a professional image. I've been known to quietly
ask an employee to turn an inappropriate T-shirt inside out or send them home to
replace a torn one,

Q. In your opinion, what are the top three things a lawn care operator or
landscape contractor can do today to help defend the industry against nega-
tive perceptions?
A. A beautiful work environment leads employees to feel better about, and show
greater respect for their workplace, so having well-trained team members is impor-
tant. | wore the same uniform the field staff wore when | was a regional manager.
Today, | dress in business-casual clothes. When I'm with franchise owners, | wear
Spring-Green apparel in an effort to encourage company identification.

So, in general, | suggest combating any negative image of the industry with the
following:
|. Well-trained team members.
2. Projection of a professional image.
3. Involvement in PLANET or a state organization.
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I'm ralking with them, telling
them whar’s wrong and how
to improve, they're basically
doing grear. It’s the day I stop
talking — when I've given up
— that they need to worry.”
And when looking for
leadership in others, Enger’s
drawn to those with the abil-
ity to listen and discern before
reacting. Quoting Stephen R,
Covey's “7 Habits of Highly
Effective People,” he says he
admires those who seek to understand
before being understood. And you can add
to that his favoritism for those who are pas-
sionate about their work. “You don't have
o Iw an actor or grear orator to pcr\u;ldc
or motivate others. But you need to be

excited about what you do,” he says.

“Harold always keeps up his end, and he expects no less from others.
If someone’s sloughing, he’s not afraid to let them know they need

to improve, and show them how. But he always corrects in a positive

way, so they don’t feel bad about themselves.”

And Enger adds, “If there’s one lesson
I wish I'd known from the beginning, it's
not to worry when you loose a perfect
employee. People move on. Unless it's
something easily fixed, don'ttry to sell them
on staying if they've made up their mind to

go. Always wondering whether they should

- Roxie Enger

have chosen the other job, they're never
the same employee. It may rake awhile to
replace them — or you may already have
their replacement and not know it — but
wish them well, and let them go.”
Conversely, while Enger admirts that

firing someone is a difficult task, it’s also

a garden, green grass and home

arold Enger and Roxie met in college and married in 1977 upon graduation.
For most of their life together, they've lived in Roselle, lIl., a suburb 45 minutes by train from Chicago. During the busy

season, Roxie sometimes helped in the office of the lawn care companies where her husband worked.

Today, they and their daughter, Sara, a recent special education graduate of Northern lllinois University, share a two-story farm-
style home built in 1895 and now surrounded by giant maples. A rose garden, vegetable garden, and perennials are rimmed by the
grapevine that clings to the perimeter fence. And, not surprisingly, the lush lawn is maintained by Spring-Green.

It's here that Enger spends off-hours working on an old house that demands perpetual projects. Whether replacing a staircase
or fashioning furniture, such as a desk for his daughter, he enjoys working with his
hands. And like a mailperson who relaxes by walking on his day-off, Enger finds
enjoyment in gardening. It's the same pride in accomplishment and appearances
that he brings to his job.

Both Harold and Roxie are active in church programs and mission work, and
with what Roxie describes as “a beautiful singing voice,” Enger participates in the
choir. “We're very connected to the community,” she says.

So lives Harold Enger, who Roxie describes as a happy, positive and loving man.
Playful and people-focused, “he likes to have fun,” she shares. “Harold jokes around,
and tells the same bad jokes over and over. He knows theyre bad. It's just part of
who he is.”

But beneath Enger's upbeat exterior lies a serious commitment to excellence.
“l like taking a lawn that looked bad, and in a short time, making it look great,” he
says. It's not just taking care of grass, which even if left alone will return to green. Rather it’s creating an environment where there's
pride of ownership. | see that as my role — modeling for others that with hard work, they can move up through the ranks, if they have
that same passion when looking at lawns."

\ \
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imperative (assuming there’s no discrimi-
nation issues) to ler go of someone not
meeting minimum standards. “If you're
not successful in helping them improve,
they'll only bring down the others,” he
says. “Often they're just biding their time,
hanging on as long as you continue to pay
them. The rest of the team is only getting
frustrated. They know the loafer needs to
go long before you do.”

He points out that while one laggard
in a team of 10 may cause the remaining
workers only 10 percent extra in exertion,
a team of three has to cover 50 percent
more work when one person doesn't do
their share. Enger recommends overhiring
to cover such eventualities.

While some franchises have employees
and some do not, Enger sees a smaller
company with fewer employees, and
consequently fewer personalities, as a bit
casier to manage. “When you start to get
10 to 15 people, it's more of a challenge,”
he says. He recalls thatasa branch manager
for Barefoot, with 18 workers under him,
he could expect to have a core of five or
six great people, six to eight who do good
work, but for whom it’s just a job, and
a couple that he was always working to
improve.

Engerseesturnoverasan inevitable part
of the business, affected by the economy
and the job market. "When there are
plenty of unskilled factory jobs available,
its more difficult to find lawn care people,”
he says. And it’s from personal experience
that he has an appreciation for the diff-
culty of lifting 50-pound bags of fertilizer,
and pushing a spreader across a lawn in
Chicago’s 85-degree, 80-percent humid-
ity summers, and during the 40-degree,
30 mph winds of October. “It’s just plain
hard work,” he says.

Management responsibilities require
a dedication of their own. “March 15,
1997, was the first Saturday in spring that
I had off since | began in the industry. |
felt guilty for about 10 minutes,” Enger

laughs. “Then I got over it.”

om Hofer is president of Spring-Green, the lawn and tree care com-

pany for which Harold Enger works. “Harold's a very people-focused

person,” he says. And while he points out that Enger’s education
degree certainly helps in his ability to conduct training sessions, he adds
that his personality brings the fun, but meaningful, emphasis necessary in
teaching adults.

“Harold's a very real-world guy," Hofer continues. “He doesn't bring a
whole lot of idealism to the table. It's all practical information that attendees
can use the next day. | describe him as ‘the old pro.™

Spring-Green has developed an on-line learning center where franchise own-
ers and employees can log-on at their own convenience to educate themselves
in technical skills, office operations and customer service/sales skills. Enger has
written a good portion of the material — a laborious multi-year project — high-
lighting not only what is important in the organization, but why.

Spring-Green purchased the course design software, and then wrote the online
program themselves. Basic, intermediate and advanced-level courses are available
for three field positions: field service professional (eleven courses), customer
service professional (nine courses) and sales professional (nine courses).

The company is currently working on their manager-level course. Since
the program launched in December of 2003, 342 people have enrolled and
completed 534 courses.

“The biggest obstacle to training is time and tools,"” says Enger. The online
program offers the means for learning at their convenience. He points out that
skills are easily acquired. But a lot of workers have limited customer service
abilities or experience in how to speak to people. Plus there's a resistance to
sales to be overcome. Spring-Green even has a session on what to say when
you don't know the answer.

Enger reads, attends seminars and encourages others to do so also. Interest-
ingly, his commitment to the development of others goes hand-in-hand with
his own advancement. “Spring-Green, probably more than any other company,
has given me the freedom to grow professionally, to improve as a leader and
contributor to the industry,” he says. “It's that freedom to progress that | ap-
preciate the most."

“Moving up in Spring-Green is an extension of Harold's entire career,”
says Hofer. “He began on the frontline, then moved into various management
positions, actually operating the business. That's when he came to us. In his
franchise support role, he's part of our executive team. Except for training,
he's not working with employees anymore, but rather with franchise owners,
influencing and leading them so they can be successful.”

Hofer points out that Enger’s current position doesn’t have a great deal of
structure. “Harold's responsible for certain outcomes, but often with no guidelines
as to how to accomplish them,"” he says. “But, if Harold says something’s going
to happen, it happens. He gets things done. With franchises, keeping commit-
ments is critical. It takes personal discipline and dedication to be successful in
his role.”

Enger's wife, “Roxie,” concurs. “People know they can count on Harold.
He’'ll do just about whatever someone asks. If they need his help, he's there.
He keeps up his end and requires no less from others. He's always doing
his best, and expects others to follow that example.”
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By Kathleen Franzinger

Running a landscape company, heading a national association and spending time with his family doesn’t leave

Dan Foley with much spare time. But he wouldn’t change a thing.

Name: DAN FOLEY

Company: D. Foley Landscape
Location: South Walpole, Mass.
Career Highlights:

business basics out of necessity, Dan Foley has always * Bachelor's degree, entrepreneurial studies,

been passionate about both. A Babson College graduate of Babson College
entreprencurial studies, Foley has always loved the idea of ® Founded D. Foley Landscape in 1987

starting and building a business. This same desire to create * Open-book management company since 1998
something from nothing also drew him to landscaping, * Started CampusCare division in 2002
especially installation. “I wasdefinitely lured by the emotion > Prosiclont iAssosicied Earidicope Gon of

His experience working landscaping jobs during high Massachusetts (ALCM) in 1995
school and college fostered his love of the outdoors. So, * Secretary/Treasurer, Associated Landscape Contractors

Unlike most contractors who love landscaping and learn

of being able to build and create things,” he says.

in addition to his business studies, Foley started raking of America (ALCA) in 2003

horticulture classes at Massachusetts Bay Community * Presidentelect, ALCA in 2004

College to learn more about the industry. » President, Professional Landcare Network (PLANET)
Asifhewasn'tbusy enough attending two colleges, Foley .

started his business as a 19-year old college sophomore. In 2005

Although it was stressful at times, the real-life experience

added value o his studies. “I could better relate to some of

the lessons my professors were talking about thatday because Along with work and volunteerism, Foley also finds time

I was experiencing much of it in real-time,” he says. for his family. Married for 12 years to his wife Holly and father
Tiventy years later, Foley's calendar is just as full. In  to 7-year-old Courtney and 5-year-old Caitlin, Foley credits

addition to running his South Walpole, Mass.-based D.  his family for providing the support and encouragement to

Foley Landscape, he has served as president of the Profes-  continue with his industrious work schedule. “Everything in

sional Landcare Network (PLANET) since its formation  life starts with a good foundation,” Foley says. “1 am fortunate

in January. He jokes that he got into landscaping so that ~ to have that wich a grear family and home life. I love every

he could be outdoors, and now he’s a bureaucrat who sits  single minute that I get to spend with my family and it really

ar a desk all day. “When [ retire, [ plan on going into the  helps me try to achieve some balance in my life.”

landscaping business,” he says with a laugh. With all the roles he plays on a daily basis, the ones of

dan foley

Photos: Bob LaVallee
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“I always try to assess a situation, ask questions and then step away.
| go with my heart and my gut, but | make sure my decisions are based

on the facts and implications of every decision.” — Dan Foley

oo @D

D. FOLEY
&zﬁh—h—:‘.

LANDSCAPE, INC

Don Foley
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husband and father make him most proud
“Becoming important in the life of a child
has been one of my biggest accomplish-
ments,” hesays. “l enjoy continuing to learn

how to be the best parent that I can be

PARENTAL GUIDANCE. In addition
to his wife and children, Foley's parents,
Joanneand Tom, have been constant sourc
es of support since he started his business
in their basement. Dan’s entreprencurial
spirit doesn’t surprise them. "Dan always
seemed to know what he wanted even at
a young age,” Joanne says.

Burt Foley wasn't always as enterprising
as he is now. Joanne recalls him being shy
as a young child, which she says would
surprise a lotof people who know him now
T'hings changed when some of his friends
encouraged him to run for president of
his third grade class. He won the election,
and something about leadership seemed to
agree with him. “From that point on, he
really seemed to blossom,” Joanne says.

After seeing Foley's success in his college
business courses— he won a prize fora busi-
ness plan he developed for D. Foley Land
scape as a junior at Babson — Tom knew
his son would run some type of business
someday. Joanne knew her son was good at
business, and she thought landscaping was
something he really enjoyed. Butthardidn’
stop her maternal instinct from kicking in.
So she did what any good mother would
do: She went to work for him. Every day
when she came home from her job as a
schoolteacher, Joanne would head to the
basementto help with administrative tasks;
such as bookkeeping.

To this day, Joanne still works at D
Foley Landscape 20 to 25 hours per week
primarily processing payroll and handling
accounts payable. And while she may have
worked out of motherly concern in the early
days, Joanne says she works now because
she cnjoys It

With Joanne working for the company,
Foley laughs that Tom no doubt heard about
everythingat the dinner table. But he didn’t
mind. Even though their work experiences
were different (Tom worked for a major
corporation mostofhis career), Foley would
often talk to his father abour the business

and ask him for advice. “He raught me so



much directly and indirectly,” Foley says.
When making business decisions, Tom
always stressed theimportance of notgetting
caught up in the emotion of a situation and
to step back and look at the big picture. “He
taught me theimportance of being prepared
and analyzing each situation, problem or
opportunity before reacting,” Foley says.
His father was mainly referring ro financial
decisions, but Foley learned the advice ap-
plied to almost any business situation.
Foley is self-admirtedly action oriented,
so stepping back can be difficult for him.
When he wants to immediately jump into
situations and fix them, Foley hears his
father’s words in his head. “I always try to
assess a situation, ask questions and then
step away,” Foley says. 1 go with my heart

and my gut, bur I make sure my decisions

are based on the facts and implications of

every decision.”

DOWN TO BUSINESS. When Foley
started his company in March of 1987,
he hoped to keep it small until he finished
college. The business focused on residential
installation, but when customers started
asking for maintenance work, Foley knew
hecouldn’t pass up the revenue opportunity.
With the help of a high-school friend as
his first full-time employee, the business
generated $50,000 its first year,

As Foley entered his junior year, work
continued to pick up to the point when
he served about 25 clients. Still handling
a full course load at school, Foley relied on
his pager to communicate with customers,
most of whom didn’tknow he was a college
student. “Customers would be paging me
and I'd have to get out of class to return
their calls,” he says.

The economy was tough in 1989, but
Foley's business background, youthful
determination and responsiveness helped
him — so much so that he budgeted to
do $90,000 in revenue his second year in
business, but ending up doing $225,000.
“I realized early on that even though you
have agood plan in place, thingsin business
don't always go as planned,” he says.

Foley’s business has come a long way
since those early days. Today, the company
has 33 employees and is projected to do
about $4 million in sales this year. Most

Q. What does the term grassroots mean to you?
A. Grassroots means there is strength in numbers that allows a message to be com-
municated or a change to be initiated. It harnesses the power of the masses to spread

the word or explain a position to communicate a message quickly and effectively.

Q. Describe a situation where you feel you had to defend the industry and how
this impacted you in your career.
A. When the H-2B cap was reached and the process was closed in early January
of this year, | had the opportunity as president of PLANET to become personally
involved in the role the association would take. | went to Washington and was able
to quickly learn how the government works and begin the process of formulating
and communicating our association’s position. During the weekly conference calls
and meetings, | was able to have input into the direction that we would take to
encourage the passing of the Save Small Business Act. In addition, | had to work to
gain time from our members during a very busy time for them and convince them
it was worth their time to try to make a difference by going to Washington, making
local visits, making calls, sending e-mails and faxing information.

| now have a keen interest in further understanding government relations for
our industry and my own company. It's imperative that we continue to monitor
issues and have a voice locally, regionally and nationally.

Q. Who is one person you admire most for taking a stand on an issue

and why?

A. | was fortunate to serve as president-elect of ALCA when Kurt Kluznik from
Yardmaster was president in 2004. It was interesting for me to watch and work with
Kurt through all of the discussions, debates, strategies and actions related to the
potential changes in the ALCA legacy association during the merger with PLCAA in
2004. Many times Kurt could have taken the safe route and remain with the typical
annual plan of a national association, but instead he chose to push us all by asking
the important questions. He continued to exhibit the ability to do what was right
for the long-term industry legacy rather than his own legacy. His drive helped to
lead us to the historic merger of two great associations to form PLANET.

Q. What is one thing you do to ensure your employees are reflecting a positive
and professional image on your company when they are out in the field?

A. One thing'm doing now is continually reinforcing the importance of viewing things
from the customer perspective. There are so many variables that it's easy to focus
on yourself and what you're dealing with in an organization’s operations. However,
the only really important thing is what is important to the client. | have found that
you can change your entire paradigm by trying to frame each situation on how the
customer experiences it, views it and benefits from it. It is very easy to project a
positive and professional image when you think like a customer. This is something
that | would like to continually improve upon and expand within our culture.

Q. In your opinion, what are the top three things a lawn care operator
or landscape contractor can do today to help defend the industry against

negative perceptions?
A. | think the top three things are communicate, communicate and communicate. In

our industry, we often get too busy delivering the work that we don't take the time
to communicate well. We need to communicate to employees, vendors, customers,
subcontractors, our children, the general public and so on. | have found that many
issues in life and business can all be rooted back to communication. It's critical that
we are ambassadors for our industry and invest the time to make sure everyone
understands the positive aspects of our work. This will help in public relations,
recruiting, marketing for new work and legislative issues.
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notably, the business has moved from resi-
dential installation and maintenance to full
service commercial work. Foley estimates
services are 50 percent maintenance; 30
percentenhancements, special projectsand
landscape construction; and 20 percent
snow and ice removal services.

Foley's business background definitely
helped him make the shift from residential
to commercial. “I think we were successful
in that transition because we did it delib-
erately with a strategic plan,” he says. “We
determined where we wanted togoand then
developed an acrion plan to implement.
The benefit was that we are able to focus
on our strengths and learned rto say, ‘No'
to work that didn’t fit our model.”

When it comes to leading his company
to even more success, Foley says he follows

Foley explains that the goal of open-
book management is to teach employees
what financial numbers mean and how the
business runs in hopes that the knowledge
will encourage them to think abourt their
job and how it impacts business. Foley
holds weekly meetings with his managers
to forecast what the numbers will be for the
upcoming month compared ro budgered
figures. If the predicted numbers aren't
good, every employee has the rest of the
month to make it better. “Most business
owners use numbers from what happened
in the past,” Foley says. “Theiraccountants
tell them what happened last week, last
quarter or last year. But next month is too
late to fix this month’s low numbers.”

Another part of open-book management
is giving employees a stake in the outcome,

“Good leaders engage their employee's hearts and heads, not just

thelr hands.” - Dan Foley

the philosophy of looking out and look-
ing down. “Leaders have to look down at
what's going on today, but also look out to
see the future,” he explains. “1 really enjoy
appreciating our company as whatitisand
thrive off of looking ahead to plan for what
it can become.”

In the spirit of constantly trying to
improve business, Foley was drawn to
the practice of open-book management
— a term he feels is misleading because it
implies that business owners simply open
their checkbook and show it to employees.
In reality, it involves considerable more.
“It teaches your employees to think and
act like business owners,” Foley explains.

Jack Stack, owner of Springficld Re-
Manufacturing Corp., Springfield, Mo.,
developed open-book management and
outlined it in his book The Grear Game
of Business. Intrigued by the idea, Foley
hired the company as consultants in the
fall of 1997 to implement the process at
D. Foley Landscape. The team at D. Foley
Landscape has been active practitioners of
open-book management since 1998.

whichiswhy four imesayear Foley'semploy-
ees have an opportunity to receive a bonus.
And they winorlose asa team. Ifanemployee
on theoperations team out in the field doesn’t
get a bonus, Foley doesn't either. When he
first introduced the idea of open-book man-
agement, Foley asked his employees if they
would be willing to give up their Christmas
bonus in favor of the quarterly, performance-
driven bonus, Foley explained that he would
pay out bonuses totaling $7,000, which was
more than the annual holiday and periodic
production bonuses.

The goal was $7,000, bur Foley paid
out $41,000 in bonuses that year. “Open-
book management has been unbelicvably
powerful forour company,” he says. “But it’s
more than money. It’s changing the way we
think, lead, manage and make decisions.”

Foley feels open-book management is
helping him be a better leader, too. “Good
leaders engage their employee’s hearts and
heads, not just their hands,” he says.

PRIDE BY ASSOCIATION. Sccing
the value of industry professions, Foley

has always played an active role. “I have
always felt that you ger what you give, and
I certainly benefited from being involved
at the local and national level,” he says. “1
have learned so much from the people that
I have volunteered and worked with.”

But one fateful meeting took his
volunteer work to a new level. Foley met
Michael Byrne when he was a young board
member of the Associated Landscape Con-
tractors of Massachusettsin 1991. The two
became good friends, and Byrne is the one
who motivated Foley to join the Associ-
ated Landscape Contractors of America
(ALCA), which merged with PLCAA to
form PLANET. As part of ALCA, Foley
served on numerous committees and the
board of directors. He also served as an of-
ficer of the association as secretary/treasurer
and then president-elect.

When Foley became president of
PLANET in January, he knew he was go-
ing to have to make some changes in his
company in order to serve both to the best
of his ability. In October and November of
last year, he and his staff restructured the
company so that instead of eighr direct
reports, Foley now only has three. The
restructuring involved breaking the busi-
ness into three core functions: operations,
finance and administration and sales. The
leaders of each core function now report
to Foley. “If we hadn't done that, I would
be really struggling to balance both jobs,”
he says, adding thar his staff deserves the
credit for being willing to step up and take
on extra responsibilities.

Foley tries to keep all his plates spinning
by planning ahead and keeping focus on
his daily priorities. “It’s easy for me to get
caught up in whar is urgent rather than
what is important,” Foley says. Therefore,
he tries to plan for tomorrow today, Before
he leaves his office each night, he outlines
the most critical priorities for the next day.
“IHay out theimportant goals [ have ro meet
in order to call romorrow a success.”

But all of the time and effort is worth
it to Foley. He says, “It is the ultimate
compliment to get a “Thank you' from
your industry peers.”
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Bayer

By David Shetlar

An entomologist shares the evolution of Allectus, a broad spectrum insecticide by Bayer Environmental Science, and
how it should be used in application situations to perfect insect control.

~In order to fill a gap in the activity spectrum of pesticide
‘products on the market, Bayer and FMC began looking
~at the possibility of combining a pyrethroid with excellent

- surfaceinsectactivity with imidacloprid, which has superior
“control of sub-surface insects. Aftera couple of years of field
rescarch, a combination product was born — Allecrus™.

"ABOUT ALLECTUS. Allectus comes as a premix of
imidacloprid plus bifenthrin in granular and liquid for-
mulations, as well as on ferrilizer.

Thecombination of bifenthrinand imidacloprid brings
together two different modes of action. Bifenthrin, beinga
pyrethroid, isaquick acting compound that has significant
contact toxicity to insects and significant residual activity
once absorbed onto the plant surfaces. Imidacloprid has
significant systemic action, being absorbed by the leaf tis-
sues and translocated upward through the roots. It has a
very different mode of action, blocking neural transmission
so that affected insects don't behave normally. Affected
insects lose interest in feeding, mating, laying eggs or
protecting themselves from predators or diseases.

USE STRATEGIES FOR ALLECTUS. “Is there an
optimal time when multiple pests have susceptible stages
that could be taken our with a single application?”

Let's say thatannual white grubs were my primary target
and I'm used to applying a specific grub control in mid- to
late July. If we look at the potental spectrum of insects and
their stages at this time (for cool-season turf), we would see
that the new adult billbugs have emerged and will be feed-
ing on grass stems for a few weeks. The first generation of
chinch bugs will have been completed and the new adults
are either laying eggs or getting ready to lay eggs. The sod

webworms are in the middle of their summer generation (me-
dium sized larvae). And, my primary target, the white grubs,
have laid their eggs and these should hatch within two weeks.
If 1 apply Allectus at its full race (e.g., 0.2 pounds bifenthrin
+ 0.25 pounds imidacloprid), I will eliminate the actively
feeding billbug adults, the feeding chinch bugs (nymphs and
adults) and the sod webworms. There will then be sufficient
imidacloprid to catch any second generation billbug larvae,
second generation chinch bug nymphs and white grub larvae
that harch and move to the soil-thatch interface to feed.

If we look at the spectrum of pests in southern turf, we
have to add mole crickets and armyworms to the mix of
pests. Wealso have to change our billbug species (ro hunting
billbug) and chinch bug species (ro the southern). Again,
looking at a mid-May application, let’s say in northern
Florida, Allectus would knock outany hunting billbug adults
that have overwintered or have recently emerged, eliminate
the southern chinch bugs which may be well within their
second generation, any armyworms that are present and
catch the new mole cricket nymphs that should be hatching
over the next three weeks. Where this gets interesting is thar
the Merit component should also provide sufficient residual
action to knock out the various species of white grubs that
commonly hatch in late May into Juneand catch any billbug
larvae that hatched from eggs that had already been laid.

The real benefir of using a combination product like
Allectus is that you have a better chance of eliminating a
broader spectrum of insect pests over a wider window of
application timing. Allectus is probably one of the first
combination insecticide products that we will see, but it’s
hard to envision that any other combinations will have the
spectrum of activity and unique modes of action that the
combinarion of bifenthrin and imidacloprid provide.

Environmental Science
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'\ By Roger Stanley) |

| The industry's cheerleader promotes a positive and professional image and embodies a passion for plants.

|

\ Name: CONNIE HOM

| Company: Buckingham Greenery Inc.

‘ Location: Buckingham, Va.

‘ Career Highlights:

‘ Meer Connie Hom for the first time and you will quickly * Sharid Buc“ngho'? Greanery in Qcfober 1962
learn that she is passionate abour plants and has an in- * Key Results Area director for PLANET; member of

l fectious “can do” attirude. Given those two facts, it's no PLANET Student Career Days, Education Foundation

| surprise thatin the past 20 years Hom has built herinterior and Crystal Ball Committee
landscaping company from scratch intoan award-winning, * Member of the International Facility Management Asso-

’ 52.415 million l)lnsircss. Al-;cr.%()\fri;ll-t:nl:mdlffl)ur.zart-rimc ciation and Building Owners and Managers Association
employees serve clients from Maryland to Florida. «Ricaivel ber bbb ok sstniodeki o sosial

Seeing what'’s possible and making it happen is at

the center of Hom’s definition of leadership. Her fa- work of the College of New Rochelle in New York
vorite role model for leadership is Thomas Jefferson. * Has completed courses foward a masfers in business
“The thing that was so great about Thomas Jefferson administration from PACE University in New York

was that he was able to rally people around a vision,” Hom * Executive education programs completed at university
says. "ltcnxicrs do thalI: "ll;hc Lewis (‘de b(;.lnrk C)fp;('“gfm,wa‘s of Wisconsin, Tuck Business School at Dartmouth, The
an awesome accomplishment and it began with Jefferson’s Diardon SchooloF Businass o the:Unhersiy: of Virginia
foresight and passion for America. He loved this country. i, :

and the CEO Course at the University of Richmond

Of course, it's popular today to point out that he was far

from a perfect individual, but students of Jefferson know Business School
that his first draft of the Declaration of Independence * Member of Buckingham Friends of the Library, Historical
would have abolished slavery even though he had slaves. Society and the Arts Council
“I quore Jefferson. On my desk I have a paperweight with
one of his quotes — ‘I'm a great believer in luck and I find ~ Va. They enjoyed Virginia when visiting their family’s farm in
the harder I work the more I have of it.” Another onc of  Buckingham for vacarions and family get-togethers. So, when
his sayings I like is, “Delay is preferable to error.” Jefferson ~ Hom's marketing position with New Jersey Bell Telephone was
loved poetry, plants and gardens. I do t00.” affected as a part of federal deregulation to break up AT&T,
| Hom’s vision for Buckingham Greenery began in  the couple decided to move to Virginia and combine their love
Ocrober 1982 when she and her former husband, George, of plants with business.
i decided to relocate from the New Jersey to Buckingham, In New Jersey, Hom and her husband had started a small
|
[ |
| e
l
\
1
|
I :
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“I've tried to live my life and run my business based on Connie’s three
“Ps" - purpose, passion and people. To me, leadership is all about hav-
ing a positive attitude. | think it means believing you can accomplish a
venture and have some fun doing so.” = Connie Hom

Connie Hom

interior plants business for word-of-mouth
clients. While the business was a side ven
ture to their corporate jobs, it had grown
large enough to require a 25-by-50-foor
greenhouse,

“I've always loved plants,” Hom says.
“Even in college my roommate, Patty, and
I were known as the girls who had a dorm
room full of plants. When [ first got married
ourapartment had a beautiful sunroomand
not far from us there was a plant wholesaler
SO pl.m(s became a part of our turniture,
It was a hobby — we had some friends who
were architects, so eventually some of them
hired us to help with the interior designs.
I did a litde marketing while George did
the installations.”

The experience convinced Hom that
she could do what she loved for a living.
Before launching Buckingham Greenery,
however, she rescarched the marketaround
Buckingham, wrote a business plan and
then visited with a local banker in Virginia
to gain start-up funding. The banker turned
down the loan request, butsaid the business
idea was “nice” and he wished Hom luck.
The banker’s sentiments were not unusual
at the time. While there were established
interior landscape companies in the na-
tion, Hom says the idea of creating and
maintaining interior green spaces was not
recognized as a viable stand-alone business
in mMost areas,

Despite the banker’s reacrion, Hom says
she neverdoubred the business would work.
Here and her husband’s families believed
in the company. “To them I was a bit of a
dreamer, but they also knew that T had made
something out of everything I had done.”
Hom also knew thart there were successful,
dedicated interior companies out there, such
as John Mint’s business in New York.

Hom's next step was to contact the Yel-
low Pages 1o place an advertisement for the
new company. She turned the local Yellow
Pagesoffice into the company’s firstaccount
by selling them on the need for plants for
their reception area. When she heard the
Lynchburg, Va., General Hospirtal was be-
ing renovated she convinced them to hire
Buckingham Greenery to design, installand
maintain live plants in the lobby area.

“The gentleman who hired us for the

hospital project really wentoutonalimb,”
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Hom says. “We were totally new in the area

yet we still convinced him to hire us.”
Hom says she really wanted to have a

good design to showcase the company’s

expertise. The hospital has been a client of

Buckingham Greenery now for 22 years. “As
a start-up company we definitely needed
the hospital as a client, bur we decided
against showing photos of what we had
done in New York or using references
from thar area,” Hom says. “Virginia is a
different market than New York and you
have to know your marketplace. Plus, we
had never donea job as large as the hospital
before, so we decided to just sell ourselves,
our expertise and our passion. I'mall about
a positive atritude and believe that if you
express your passion and your expertise,
then it will happen.”

Hom’s market research showed that the
area was going to grow in population, Her
core strategy was not to try to take over
any existing interior accounts from area
companies. “ We wanted new accounts that
we had designed and creared to show what
we could do,” she says. “When you take
over someone else’s work it takes awhile
to show your horticultural knowledge and
expertise, In fact, it takes 3 o 6 months
before you see a difference in live plant
material — it doesn’t happen overnight. So
our strategy in the beginning was to take
on new installations.”

A major break came when the company
met the manager of the JCPenney’s store in
Roanoke, Va. The area ]CPenney’s stores
were slated fora renovation at the time and
that included replacing artificial plants in
the entry areas with live ones and adding
live plants in other areas of the stores.

“JCPenney’s was one of the businesses
that had discovered the value of live plants,”
shesays. “Wewere hired to design the green
areas for one store and we installed it on
timeand on budget. Ourdesign then served
as the prototype for 10 additional stores
in the area. We ended up doing the instal-
lation and maintenance for all 11 stores.
JCPenney’s was our first major account.”

Work for JCPenney led to the company's
first hire, the wife of one of the JCPenney’s
employees Hom got to know from her
work for them. “I realized we were going
to make it as a business once we hired our

Q. What does the term grassroots mean to you?

A. Grassroots is simply being an ambassador at the local level. | am a champion of
the Plants at Work initiative. For me that is going to a middle school science class
where children are studying the physiology of plants and learning that plants exchange
carbon monoxide and oxygen. They teach those facts in science class, but it's up to
us to help them understand what plants mean for humans. | have talked to students,
garden clubs and anyone who will listen for years about plants in their homes or
apartments and what they do for them — keeping us calm, relaxed and healthy. And
| don’t just talk about interior plants — all plants offer many benefits.

One issue in grassroots activity is that we have not done enough research about
the benefits of plants or promoted the facts that we already know. Plants and
landscape design gets some public attention, but we don't talk enough about the
psychological and physiological benefits of plants. In terms of economics, everyone
knows that food is essential but we have not learned enough about the economic
benefits of non-food plants.

Q. Describe a situation where you felt you had to defend the industry and how
it impacted you in your career.

A. My involvement with the public has been proactive through Plants at Work and
the previous Plants for Clean Air Council. Others in our industry — for example,
McRae Anderson, Dick Ott and Gary Mangum, just to name a few — have been great
spokespeople in defending the interior landscaping industry. I'm also very active in
promoting the green industry through the Professional Landcare Network.

Q. Who is the person you admire most for taking a stand on an issue

and why?

A. One of the people | admire most for taking a stand is Thomas Jefferson for the
reasons | mentioned in the article. It's also been my pleasure to have worked with
some awesome leaders in the ALCA and PLANET organization. | admire them for
taking stands on issues pertinent to our industry.

Q. What is the one thing you do to ensure that employees are reflecting a posi-
tive and professional image on your company when they are out in the field?
A. One of the things | do to ensure our team is reflecting a positive and profes-
sional image is always reviewing our vision and mission statement. Everything we
do for our clients reflects our company’s core values. Because of what we believe
in, we have clean, professional uniforms; we are educated and knowledgeable in
our maintenance service practices; we are continually trained; and we practice the
latest state-of-the-art techniques. Those things are there because we have these
core values in place.

Q. In your opinion, what are the top three things a lawn care operator or
landscape contractor can do today to help defend the industry against future
negative perceptions?

A. We need to focus on quality work, professional image and customer service. In
my business, we are working inside people's buildings every day, not outside. In the
interior business it is essential to have people skills and to convey a positive image.
| think exterior companies could learn from their interior counterparts. Having
said that, it is also important for interior companies to take customer service to a
higher level. Bottom line: | think actions and professionalism in action speak louder
than words. My vision for the green industry is that it is more professional, better
educated and more safety conscious. End-users want our products and services. If
we are more professional, the result can only be a win-win for everyone.
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first employee. When workload gets to the
point where you need o hire people you
see your business in a different light.”

The work for JCPenney’s, and referrals
from clients such as the hospital, led to
more work for financial, health care and
retail clients.

In 1986, Henry Faison, a regional
developer, hired Buckingham Greenery
handle The James Center, an office complex
in Richmond, Va. The center involved two
20-story-high towers. Whilean architectdid
theinteriordesign, the company handled the
purchase, installation and maintenance of
the plants. “Thecomplex had a huge atrium
which allowed us to plant 18 20-foor-tall
Ficus benjamina trees,” Hom says. “We fin-
ished the job on schedule. It was a beautiful
entryway, yetwhen itwas finished the owner
thought the lobby was roo crowded, so he
made us cut down three of the trees.”

Hom says the complex is still a client
of Buckingham Greenery.

Company work on the James Center
led to a long-term partnership between
Buckingham Greenery and the company,
Faison Associates. Because Buckingham
Greenery demonstrated that they could de-
livera quality product with no hassle, Faison
Associates began hiring them for work for
office complexes, mall developments and

larger projects as far away as Florida.

“Our business principles are to show
that we know what we are doing, we follow
throughand wedo wharwesay wearegoing o
do," Homsays, “Thegrear thingabout Henry
Faison is that he loves plants and sees their
potential in interior spaces. Together, we have
created a win-win business relationship.”

Today, Buckingham Greenery has a
diversified portfolio that includes malls,
corporate, atriums, health care, hospital-
ity and more. As a full-service interior
landscaping company it offers design,
specification, installation, horticultural
service management, holiday decorating
and special event services. The only exterior
service is containerized gardens and plant-
ings around building entryways,

LEARNING LEADERSHIP. While at-
titude is everything to Hom, she believes
environment plays a big role in shaping
a positive life attitude. In her own case,
she says her late father and her mother
had a huge role in passing along a can-do
approach to life.

Hom's father was born in Pittsburgh to
Chinese immigrants. He was sentto China
by his parents to attend high school. In
World War II he served as a tailgunner in
Europe and after being shot down was a

association involvement

onnie Hom sees the investment of being involved in associations as being important for giving back to the industry and

for her own education. “| get a lot of ideas from spending time benchmarking with industry people, and | enjoy the
friendships that | have made,” she says.

Hom'’s introduction into the association world began when she joined the Interior Plantscape Association (IPA), which
then merged into ALCA. Her commitment was to be an active member of ALCA, not just as a member, so she became the
co-chairperson then the chairperson of the ALCA Interior Council. Those positions gave her a voice on the association board

of directors.

prisoner of war in Germany. When Hom
was younger, her father owned a vegerable
farm near Free Hold, N.J. with his broth-
ers. Later, he sold his interest in the farm
to work for a heating contractor.

“My dad had an excellentwork ethic. He
never missed work, and when he became a
heating contractor hewould neversay ‘No'to
anyone who was having a heating problem.
I remember that he often would go out in
the middle of the night to help a customer
in need. He also always made sure we went
on a family vacation every summer. Those
are very memorable times. And we had a
nice house in the country, which is why 1
really love living in the country so much.”

Hom's mother, Teresa, was a working
mom, which was not that common in the
1950s. While she only had a high school
diploma, Hom's mother had trained ar a
state science laboratory and was emploved
as a researcher at Worthington Labs to do
DNA testing and enzymatic research.

“My mother has been the single biggest
influence in my life,” Hom says. “She has
always been a great role model. She's so
positiveand hassuch acan-doattitude. And
because she worked full-time when I was
voung | just assumed it was normal for a
woman to have a career. My dad never saw
my dream of a successful company fulfilled,

Hom has worked on the ALCA Education, Public Relations and Marketing committees. She participated in the Crystal Ball
committee one year and has been a member ever since. She attended Student Career Days one year, which led to serving as
the committee co-chairperson and then the chairperson for three years. She has also contributed to the Educational Founda-
tion planning. Hom is also been active in the Plants at Work organization and the previous Plants for Clean Air Council.

Hom says being active within PLANET ensures that interior landscape contractors are represented within the association
and that their special concerns are addressed. Beyond PLANET, Hom is active in her church, on the board of a local YMCA,
and for the past five years has been a member of a CEO Council in Virginia where she meets with a group of nine owners of
diverse businesses so they can learn from each other,
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he died in my second year of business, but
after he died my mom became a PLANET
groupie. She wanted to travel and started
going on trips with me. Some people in the
industry now know her as ‘Mom Hom.™

Having two working parents meant
that Hom and her two older sisters and
one younger brother had regular duties
after school. “We all had our chores to do
rightafterschool,” Hom explains. "And we
all helped with dinner, which was served
when my dad got home from work. After
dinner we would play with the neighbors
and do our homework.”

On Saturday mornings there were
weckend chores to do. After getting the
work outof the way. Hom and her younger
brother liked to go buy comic books, which
she still enjoys. Their parents encouraged
them to be active, so they were involved
in school clubs and sports.

Hom’s mother was raised Catholic
and raised the family accordingly. When
a Catholic high school was built 20 miles
away, it provided unique opportunities for
Hom. “Itwas a brand new high school and
they had decided ro start it with just one
class.” she says. “So, my class was the very
first freshman class and there were no up-
perclassmen. Wewere then in turn the first
sophomores, juniorsand seniors. What this
meant was that everyone in my class was in
leadership positions foreverything —sports,
glee club, drama club and everything else.
I was a cheerleader for all four years. The
experience affected our entire class.”

Students were bused to the high school,
but to make sure they could be active after
school, Hom's parents belonged to a group
that would pick them and their friends up
afterextracurricular activities, “My parents
sacrificed time and money so my siblings
and I could go toa parochial school,” Hom
says. “That gave me opportunities and led
me to believe that as an individual I can do
whatever I want to do. As a child, I don't
recall any barriers because of race, gender

or religion.”

ENTREPRENEURIAL INTEREST.
Looking back, Hom says her parent’s work

ethic and passion for what they were doing
served as a model for having her own busi-
ness. Like her older sisters, Hom atrended
asmall, all women’s Catholic college. Since
there were no men at the school, thewomen
took all of the leadership positions. Hom
majored in sociology and social work.

“I was going to save the world,” Hom
says. “1 wouldn't go as far as to say I wasa
feminist, but | was going to save the world.
1 did an internship in Yonkers to help create
a teen center for minorities. I also worked at
the United Nations during the International
Women's Year. And I worked ata juvenile de-
linquent centerand at nursing homes. All that
exposed me to burcaucracy and politics.”

Instead of social work, Hom took a job
with New Jersey Bell, who at the time had
a program to attract women professionals.
She joined the marketing department and
handled special projects that involved find-
ing ways that communications could help
small businesses.

Hom was married by this time and
taking classes toward an MBA. Sheand her
husband’s love of plants led them to making
ita side business. But both were becoming
disillusioned with the corporate life. “We
both worked in the corporate world and
both with utility companies,” Hom says.
“It quickly became just a job. Coming out
of college 1 liked whar I was doing, but
saw that some of the people who had been
doing this for 25 years had no passion or
fire for what they were doing. They used
to tell me that 1 was young and naive. |
never wanted to get where they were.”

When AT&T was broken up by deregu-
lation, Homand her former husband decided
to make a big change in their lives. “George
had been takingan interior landscaping pro-
gramat New York Boranical Gardens,” Hom
says. "I was notan expert in horticulture, |
loved plants and my business background
told me there was opportunity. 1 viewed
Buckingham as a home base yet I knew the
surrounding area had growth potential.”

Hom says she had some book knowl-
edge about interior landscaping, but did
not know how to put it into practice.
When her and George joined the Interior

Plantscape Association prior to its merger
with ALCA, they quickly gained a working
knowledge of what was necessary and this
allowed them to meet people who were
already successful in interior landscaping
from across the country. “The vision was
to create a company that would be the best
in its marketplace,” Hom says. “We wanted
to be known for professionalism — to have
a reputation for expertise with no hassle
service. We strived to follow through and
do what we said we were going to do.”
These core values still remain with the
business roday. “What [ am most proud of
is what we have all accomplished together,”
Hom says. “I am proud to have a team that
has passion for what we do, for being loyal
and for individual growth. Our company
has won many awards, including environ-
mental and safety awards — we've had one
year with no lost time accidents and no
vehicle accidents. I am very proud of that.
Individuals in our company have also won
awards. Buckingham Greenery is recognized
in the interior landscaping industry.”
Despite all of the success and growth,
Hom says her love of plants and passion for
life remains ar the same level as when the
company was first launched. “Leadership
means different things to different people.
I've tried to live my life and run my business
based on Connie’s three “Ps” — purpose, pas-
sionand people. To me leadership isall about
having a positive attitude. I think it means
believing you can accomplish a venture and
have some fun doingso. There willbe upsand
downs, of course, but leadership involves the
ability to maintain the same atticude when
things are bad as when they were good.”
Whenever Hom thinksabout leadership,
she looks at a picture hanging in the Buck-
ingham Greenery office that symbolizes the
company’s vision — a huge tree standing
among a forese full of smaller trees. The
quorte beneath the picture by Pauline R.
Kezer reads, “Continuity gives us roots:
change gives us branches letting us stretch
and grow and reach new heights.”
To Hom, this means “you and your
company have to always be stretching and
growing — that's whar leaders do.”
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raising the standards of professionalism.

Anyone who meets him would likely agree that Jim Mc-
Cutcheon is as energized by his job as a person can be.
Eveninashort conversation with the presidentand partner
of HighGrove Partners, Austell, Ga., you can hear in his
voice his pride in the company; his eagerness to educate
future industry professionals, and, if you listen very closely,
you can hear gears turning.

“People say I'm a *30,000-foot’ person,” McCutcheon
says. “I look at our business and opportunities from a
bird’s-eye view and | get stifled if I'm looking at charts and
reports every day. I'm definitely more the idea guy. [ work
best when I can present big plans to our management staff
and let them shoot holes in it and work out the details.
Thar really fosters a grear team environment.”

As an “idea guy,” McCutcheon jokes that he may have
caused an accidentortwo on the road between HighGrove’s
Georgia office and its branch in Charlowe, N.C. “The
long drive gives me a lot of time to think about new ideas,
and I tend ro scribble and write myself notes while I'm
driving," he says. “By the time | get back to the office
I'll have a notebook full of new ideas and the ream will
roll their eyes and ask, “Whar's he thinking about now?™

Right now, McCutcheon is thinking of ways to increase
industry professionalism. Already, his ability to instill
confidence, courage and compassion into those he leads
helps McCutcheon grow professional employees within
HighGrove Partners. Moreover, his connection to horticul-
ture and landscape students around the country provides

:
(By Lauren Spiers Hunter)

Thinking ahead, but never getting ahead of himself; Jim McCutcheon leads the industry with a long-term vision of

Name: JIM MCCUTCHEON

Company: HighGrove Partners

Location: Austell, Ga.

Career Highlights:

* Received a BA in landscape architecture from the
University of Georgia

® 1990 - Joined Post Properties, Atlanta, Ga., as a
landscape architect

® 1995 - Took on sales position with Post Properties

® 1996 - Became Post Properties’ maintenance
division manager

® 2001— Formed HighGrove Partners with partners
Bill Lincicome and Ken Rogers after purchasing
Post Landscape Group from Post Properties

* Former marketing committee chair for Associated
Landscape Contractors of America (ALCA) (2000)

* Professional Landcare Network (PLANET) Crystal Ball
Committee member (2002-present)

* Former ALCA board member (2003)

* Student Career Days committee chair (2004-05) - first
Student Career Days event held.under PLANET nome;
will serve as co-chair for 2006 Student Career Days

* Board member, Cobb Christmas, a nonprofit
organization providing food and toys for underprivilged
families in Cobb County, Ga., during the holidays

jim mccutcheon
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McCutcheon with an unequaled oppor
tunity to educate and inspire tomorrow’s
industry leaders.

d HHIH%

“We have to demand excellence, focus on fraining and have high .+ \nsTINGT Uniite

lawn and landscape professionals, Mc-

expedu'io"s of fu""e leuderShip'” = Jim McCutcheon Curcheon didn't get his start mowing yards

for neighbors. An only child, McCutcheon

}r ot

grew up with the support and guidance
of a single mom who gave him a great ap-
preciation for personal independence and
working hard to reach goals.

“I can remember as a kid, a few years
when my mom and | went through some
rough times. Bur even when she was work-
ing a couple of jobs, she always made sure |
had what I needed so I could play baseball
and football like the otherkids in the neigh-
borhood,” McCutcheon says. “No marter
how much we were struggling, she always
made sure I had the foundation necessary
o f‘:r‘)\\. |”(|Y W hl)('\'ﬂ_‘r I was !_:()]H}: o i\(

Part of thar foundation was a healthy
self confidence that has given McCurtcheon
the courage to take a series of personal
and professional leaps, all of which have
contributed to his role as a green industry
leader. The first leap brought him to the
green industry in the first place—he changed
his majorat the University of Georgia from
business to landscape architecture. From
there, a calculated professional risk launched
him into an exciting leadership role.

‘By the time | earned my landscape
architecture degree, | had spent seven years
in college — but after a few years in that
career | realized there werea lotof landscape
archirects who were better than me and it
wasn'tthe job I wanted,” McCutcheon says.
Instead, in 1995, five years after joining
Atlanta-based Post Properties, McCurch-
eon moved into a sales position and then
made another decision that still makes his
wife shake her head. “1 walked into my
boss’s office and said, ‘I wanr to take over
the maintenance division,” McCutcheon
remembers. “He looked at me cross-eved
and said, ‘Do you know anything about
maintenance? and [ didn't, but I told him |
was a fast learnerand thought I could bring
a whole new perspective to that division

and that | thought I could grow it.”

McCutcheon says his supervisor at the

Jim McCutcheon

time, Bill Lincicome, made him a deal: He
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could take over the maintenance division,
but with no salary increase for a year. At
that point, | was making about $35,000,
which meantIwould go from justmanaging
myselfto managing 15 or 20 people, all our
maintenance clients and all the equipment
without a raise,” he says. “Bill told me if |
was willing to take that risk, the position
was mine; [ said ‘T'll rake i)™

Occasional risk-taking, McCutcheon
says, is an important leadership quality.
“People sometimes think to themselves,
‘Maybe | can do this,” bur more important
than wondering if you can do something is
having the confidence and the courage to
take a risk,” he says. “Changing my major
and taking over the maintenance depart-
ment at Post Landscape Group, were both
instances where | felt like I had to follow my
gut instinct. There’s always got to be some
planning behind the scenes, but even the
most deliberate thinkers in business some-

times need to make quick decisions.”

PARTNERS IN THEIR PRIME. Sill,
some decisions need more measured con-
sideration. As such, McCutcheon ook
another business opportunity to lead his
team with more purposeful professionalism.
“One of the most difficult challenges for
someone on theirway to becoming a leader
isunderstanding that, over time, the further
you go, the less your success has to do with
what you do every day and the more it has
to do with how you motivate people,” he
says. “When we took Post Landscape Group
privatein 2001, we had alotof learning and
growing to do asowners. In othersituations,
I had taken risks that had worked out with
great success, butall of a sudden we were in
a recession and we had to be honest with
ourselves and our staff.”

By “we,” McCutcheon refers to himself,
Lincicome and Ken Rogers, the three *Part-
ners” behind HighGrove. Their purchase
of Post Landscape Group just after Sept.
11 pur the new owners in a difficult spor,
requiring them to share more business
derails with the staff than they had been
used to. “In those situations, being a leader
means you have to have absolute faith that
you'll get through,” McCutcheon says. “You
have to keep an even head and get everyone

involved in a plan.”

Q. What does the term grassroots mean to you?

A. The first thing that comes to my mind is “the foundation.” For me, being involved
in building HighGrove Partners has been a grassroots effort — we took a small
landscape division and built it into a very large, established company almost from
the ground up. We developed a foundation for the company and we couldn't have
gotten this far without that beginning.

Q. Describe a situation where you feel you had to defend the industry and how
this impacted you in your career.

A. When | think back to the beginning of my career, | remember telling my dad | was
going to become a landscape architect and he told me, "All you're going to do is get
dirty and never make any money." Thankfully, it didn't work out that way and my dad
is proud of what I've accomplished in my career. But at the point when | told him
about my decision and heard his reaction, everything became about defending my
position. Even today, it still bothers me that there's a perception that our industry
isn't professional — even within the industry there are people who feel that way.
So, building up and emphasizing professionalism within our industry and defending
the professionalism that exists is essential.

Q. Who is one person you admire most for taking a stand on an issue

and why?

A. Ronald Reagan. He took over this country during a very down-trodden time.
Interest rates were high, times were tough, and there was a great deal of political
tension internationally. Somehow, through all of that, he was able to make Americans
feel better about their situations and what was going on. He defeated our greatest
enemy and did it at the same time that his opponents were vilifying him — and he
kept a sense of humor the entire time.

Q. What is one thing you do to ensure your employees are reflecting a positive
and professional image on your company when they are out in the fleld?

A. This goes back to being compassionate in business. We try very hard to make
people feel good about themselves and what theyre doing. It's very rare that we'll
dress someone down — never in public, for sure, but even in a bad situation, we try
to find a way to turn it into a learning experience and build from it. By having that
type of approach, our people feel good about themselves and that comes across
to our customers.

Q. In your opinion, what are the top three things a lawn care operator or
landscape contractor can do today to help defend the industry against nega-
tive perceptions?

A. That's easy: |) Don't feed the perception. 2) Help develop solutions — get involved
in the industry. 3) Train and invest in your people.

Because there are so few barriers to this business, we've ended up with too
many companies in the industry and that'’s allowed a number of those companies to
act unprofessionally but fly under the radar and get away with it. The news media
will often shine lights on poor contracting jobs in lots of industries and that ends up
feeding the perception that service providers, in general, are bad. It's up to us in
the industry to make sure we're trained and certified and to meet or exceed our
customers’ expectations to separate ourselves from unprofessional companies and
raise the profile of our industry. | think the Professional Landcare Network, Lawn &
Landscape and all the companies that participate in and sponsor these Leadership
Awards are doing a great job promoting professionalism in the industry and | look
forward to seeing that increase in the future.
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Thankfully, McCurcheon, Lincicome
and Rogers powered through, and High-
Grove Partnersis a stronger company for ir.
Ask the trio why their partnership works so
well and they'll tell you they balance each
other out, though Lincicome and Rogers
agree that McCutcheon has a leadership
gift that’s difficult to duplicate.

“When | was approached by Post
about purchasing the landscape division,
[ knew I wanted Jim in an ownership role
from the beginning,” says Lincicome, now
HighGrove CEO and partner. “In the green
industry, you have to deal with all types of
people from minimum-wage workers to
very sophisticated clients and Jim is easily
able to transition between those groups.
He has that range and a wonderful ability
to work with people.”

Rogers agrees. “Jim has a unique ability
to bring out the best in people and art the

same time get them to understand what
we need to get done,” says HighGrove's
chief financial officer and partner. "He's
the cheerleader behind HighGrove. Weall
have strengths and weaknesses that comple-
menteach other, and Jim's strength is in his
dynamic personality and ability to explain
the vision better than anyone else.”
McCurcheon says having a vision is
important for any successful company and
that Lincicome and Rogers have taughthim
some key leadership qualities thar make
HighGrove's vision come alive. “The traits
that make a grear leader are confidence,
courage and compassion, and those are
three things that my partnersand I strive for
every day —along with having a great sense
of humor,” McCurtcheon says. “Every day,
we work on those traits and I'm reminded
that having 250 employees actually means
we have 250 families to take care of and,

to me, that'’s a bigger responsibility. As my
supervisor, Bill showed me the need to
make sure the decisions we make are fair
to everyone, and thar can be rough, but
it’s necessary. As partners, Bill and Ken
and | are always supportive of each other
in those situations when we have to make
decisions that may not be the best for the
individual but are best for the company.”

Speaking to McCutcheon’s skill for
leadership and morivation, Rogers adds,
“Something that makes Jim a great leader
is that he won't ask anything of you thar he
wouldn’t do himself,” he says. “He's really
raught me thacit’s easier to motivate people
when you take the time to understand and
respect them first.”

STUDENT SUCCESS. As a green-in-
dustry leader, McCurcheon takes on the
responsibility of encouraging more than

jim mccutcheon’s recommended reading

A n avid reader, Jim McCutcheon, president of HighGrove Partners, Austell, Ga., has a number of books — fiction and non-fic-
— to recommend to fellow business owners and managers. “| read a lot of business books, but | find that if you read too

many books on management, you can end up building walls in your mind that keep you thinking all business all the time,” he says.

“I make myself switch to fiction once in a while because it really helps engender creativity and get me out of a business rut.”

Here are some of McCutcheon'’s favorite titles for business and pleasure:

* ‘“Atlas Shrugged,” Ayn Rand. “There are some great themes of self-reliance that you can take away from this novel,” Mc-
Cutcheon says. “There are characters that show very independent attitudes and don’t wait for someone else to take care
of them. It's about taking risks and being courageous in your own life.” At 1,000 pages, “Atlas Shrugged" isn't an easy read
for everyone, but McCutcheon offers a tip: “Try it on tape,” he says. “| read a lot of books on tape because | spend so much
time driving between our offices in Atlanta and Charlotte. I've suggested that to a lot of people for this book in particular.”
* “The Great Game of Business," Jack Stack. Another management title, McCutcheon says he likes this book because of
the personal story behind it. ““The Great Game of Business' is about open-book management and why that's important to
your company, but it's based on a personal experience,” he explains. “The information in the book is based on what the
author went through himself — he lived it, so there’s a lot of credibility there.”

* “Red Storm Rising,” Tom Clancy. I really liked Tom Clancy’s early stuff and “Red Storm Rising" is one of my favorites,”
McCutcheon says. “It’s really important to indulge yourself in reading something you enjoy, even if it's fiction and you don't
have to really concentrate on the message like with a business book. Give your mind that time to unwind.”

* “Winning Behavior," Terry R. Bacon and David G. Pugh. “This book is about how to differentiate your company in the
marketplace,” McCutcheon says. “It's one I've really enjoyed and a lot of companies can learn from this.”

McCutcheon says he deliberately makes time to read at least once a week. “The best time for me is Sunday afternoons,” he
says. “After church is my time with a good book and a good cigar, just taking some time to sit out by the creek near our house and
read for a while. It's great.” McCutcheon is also writing his own book, of sorts. "Over the last year, |'ve started keeping a journal
and it's brought me a lot of joy,” he says. “I always thought it would have been neat to see what was going on in my parents’
lives and all the experiences that they went through and how they handled them. By keeping a journal of my experiences and ]
the lessons I'm learning even as an adult, | hope this is something that can give my children some guidance as they get older.” ‘
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his own company and employees. During
an Associated Landscape Contractors of
America (ALCA) meerting a few years ago,
McCutcheon accepted the opportunity to
chairwhat’s now the Professional Landcare
Network’s Student Carcer Days event.
Ultimately, this most recent professional
leap turned out to be one of McCurcheon's
most rewarding leadership roles.

“Education in the classroom is impor-
tant to build a foundation of knowledge,
but being able to come out of college and
immediately be a success in this industry
is a fallacy.” McCurtcheon says. “You have
to have real-world experience and Student
Career Days is a fantastic opportunity to
bring those experiences to the nexr waye
of industry leaders.”

ing a leader is understanding that, over time, the further you go, the
less your success has to do with what you do every day and the more

McCutcheon says Students Career
Days, which he'll co-chair for the 2006
event at Brigham Young University, is a
golden opportunity for the green industry
to build leadership among theyoung people
to whom the industry will be entrusted
over the years. “The smart companies are
the ones that attend year after year because
they can begin to see, in justa short period
of time, the nucleus of folks that could be
great leaders in the industry,” he says. “You
really need to chase those kids down and
take the opportunity to talk.”

Part of growing new industry leaders,
McCutcheon adds, isto help Student Career
Days participants and other industry new-
comers to think past the “What have you
done for melately?” mentality. “They've got

es for someone on their way to becom-

it has to do with how you motivate people.” — Jim McCutcheon

In 2001, McCutcheonartended Student
Career Days for the first time at Colorado
State University, Thar was all it took to get
him interested. “I went our and saw it for
the first time and fell in love with it,” he
says. “It was the most energizing thing in
theworld, butwhen ALCA approached me
aboutrunning the committee forir, [ didn't
realize how much work it would be!”

Nevertheless, McCutcheon used his
leadership savvy to bring multipleaudiences
together for thelargest Student Career Days
to dare: nearly 1,500 students, faculty and
volunteersattended the eventat the Univer-
sity of Maryland in March 2005. “Imagine
having professors; students, sponsors and
industry representatives all wanting the
event a certain way,” McCurtcheon says.
“They all come from different directions
and you have to navigate those waters 1o
get the event done and make it grear, It
was a challenge, but truly rewarding.”

to pur more energy into long-term thinking
and planning,” hesays. “What the industry
needs is noralot morelike-minded thinking.
We need true leaders and visionaries who
can create the path to the future. My advice
to those potential leaders is to stop thinking
about the short-term derails, like “How
much will I be paid?” and think first about
where you're going to learn the most and
how you're going to get the best education
to become successful in the industry.”
McCutcheon’s own long-term visions
are working on bringing in concepts from
outside the green industry with an aim to
advance both HighGrove and the industry
asawhole. “Alimiting factorin ourindustry
is that we look too much to our peers and
inside our own industry,” he says. “1 think
if we're truly going to grow and thrive and
be competitive in what really amounts to
a world marketplace, we have to get out
of that box a lirle bit. Right now, we're

studying other industries to determine how
we can apply their techniques, systems and
practices in a way that will benefit our own
clients because they're at the center of what
we do.”

McCutcheon hopes that by considering
industry advancements, lawn and landscape
contractors will adopr a more professional
appreciation for their own careers, thereby
building up the industry’s profile. “One
thing that frustrates me is that this industry
isn't viewed as a profession, sometimes even
by people within the industry, and too many
times we end up feeding that perception,”
he says. “Aswe bring on new employeesand
follow the college students thatenter the job
market, we have to demand excellence, focus
on training and have high expectations of
future leadership.”

In the meantime, McCutcheon and
his family have raken a leap of their own
in purchasing and renovating 2 acres and
a house built in the 1850s, which coinci-
dentally once belonged to an ancestor of
McCutcheon’s wife Mary Jo. “Part of me
can't separate business and personal,” Mc-
Cutcheon says. “Professionally, I'm incred-
ibly proud of making my dream to own my
own company come true, especially because
that happened sooner than I thought it
would. But personally, that means I can
also achieve many of my family goals.”

McCutcheon says Mary Jo has been his
parterin lifeand his best friend, often keep-
ing him on track when his big visions take
him on a new path. Likewise, McCurtcheon
says theirchildren Anna Reeves, Brennerand
Wills are his inspiration. “I wake up every
day and go do what 1 do because I want to
provide the best life I can for my family,” he
says. “Leadership isntjustabout business. It’s
also about being a reacher and a provider to
my family so they know there will be good
days and bad days, unconditional love and
to give them the foundations to be able to
grow into the people they're going to become.
Ar HighGrove, we try to engender the same
type of atmosphere so we know the people
around us are realizing their potential and
I hope to see more of that as we pass the
industry onto its next leaders.”
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By Jonathan Katz

Rather than talk about issues, Bob Ottley prefers to face them head-on.

Regulatory issues are almost always divisive. Each side
has its extremists who believe their way is the only way.
When Monroe County, N.Y., legislators proposed a law
i January that would limit when lawn care operators
(E€Os) could spray pesticides, it appeared that such a
tug-of-war was at hand.

If there was one person who could narrow the gap
between the two sides, it was Bob Ortley, president of One
Step Tree & Lawncare in N. Chili, N.Y. He was concerned
that if the law passed, it could threaten the livelihood of
LCOs in his region and possibly elsewhere. He responded
by partnering with other LCOs from the Rochester, N.Y.,
area to combat the proposed law.

When Ottley, 50, first formed the group, only one of
29 county legislarors sided with the LCOs. In the end,
the group lost but won a moral victory by gaining seven
more votes in just three months.

Those who know Ottley say his calm demeanor and
the leadership skills he developed as a business owner,
town councilman, association president and family man,
helped convey the group’s message in a way that made
people listen.

“Bob was the central figure for neutralizing the emo-
tional issues on both sides,” says Laurie Broccolo, chief
executive officer, Broccolo Tree & Lawn Care, Rochester,
N.Y. “You know that he's very passionate about what he
does, and you know he’s very dedicated. But he holds his

bob ottley

Name: BOB OTTLEY

Company: One Step Tree & Lawncare

Location: N, “} N.Y.

Career Highlights:

* In 1976, founded One Step Tree & Lawncare

* Business hit the $1-million revenue mark in 1994

* Elected to Riga, N.Y., fown council in 1998

* Named president of the Professional Lawn Care
Association of America in 1999

* Entered into partnership in 2000 with Phil Fogarty to
subfranchise Weed Man USA operations

* Leads a codlition of lawn care operators to fight a
pesticide nofification law in Monroe County, N.Y.

emotions and impulses in check, and he's good at listening
to different sides and ideas.”

Responding to challenging situations in a patient and
understanding manner wasn't something new to Otdey.
It's how he built a $2.7 million company during a 29-year |
period.

THE BUSINESS OWNER. Ottley knew early on that
college wasn't for him. Like many high school students, |
he enjoyed the social part of school but wasn't too fond
of studying and homework. Instead, Ottley focused his
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“Bob Ottley’s company has been synonymous with innovative ways to

serve the customers. His company services thousands of customers and

has a high retention rate because of his customer service and response

time and that points to his ability to lead.” — Phil Fogarty

attention toward starting his own lawn
maintenance business. He embarked on
hisentrepreneurial career by mowing lawns
for neighbors until he accepred a job with
a Rochester-area landscape company after
graduating from high school in 1973.

Ouley worked there for a full season
with the intention of eventually continu-
ing his education but quickly realized his
future was in the green industry. Ar 19,
Ortley accepred a job as a manager for a
garden center where he says he learned the
ins and outs of business management.

Abour a year later, the company was
struggling financially, so Ottley plotted his
next course of action. While still employed
atthe garden center, Ottley purchased some
equipment with money he had saved from
working full time and financing from his
parents. Shortly thereafter, in the spring
of 1976, One Step Tree & Lawncare was
born.

Ortley offered amix of maintenanceand
lawn care services during the first several
years of business, He learned the lawn treat-
ment side of the business from attending
university extension seminars, training
sessions and from becoming involved with
the Professional Lawn Care Association of
America. It was at those PLCAA meerings
where Ottley began developing some of his
leadership skills.

“The people I met at PLCAA were
probably the biggest influence on me from
their preachingabout customer service, the
sharing of ideas and how they motivated
people,” he says. “There was one board
member in particular who raught me it was
OK to make money. I would feel guilty if
I made too much money, and he kind of
changed my mind on that.”

Like many successful PLCAA mem-

bers, Ortley involved his employees in the
company's decision-making process and
involved himself in his workers’ activities.
“I'm one who likes to listen to my people
before making a decision,” he says. “I've
alwaysbeen one to lead by example, as well.
I don't ask my people 1o do something I
wouldn't do, and I think that’s important.
It’s not below me to run the vacuum cleaner
if the floor gets dirty.”

After his first PLCAA conference in
1979, Ortley realized how much the lawn
care industry was growing and decided
to drop the company’s landscape services
and focus on treating lawns. During that
time, lawn care was relatively new to the
Rochester area, so Ortley had no problem
growing the business. Ortley estimartes
revenues doubled each year during the
first several years after starting out at just
$9,000 the first year.

Throughout much of the 1980s, Ottley
continued focusing his efforts on gener-
ating new business. But as competition
heated up in the 1990s, growth slowed,
forcing Ortley to take a differentapproach.
He decided to place more emphasis on
providing quality service, which included
increased employee training and adding
an application to the company’s lawn care
program.

Employees became more than just
service technicians. They all had their own
accountsand they were responsible for sell-
ing the service, performing the applications
and responding to customer inquiries.
“They needed to build a relationship with
the customers, so we put a focus on trying
to give them ownership of the customers
they were responsible for,” Ottley says.

The improved service helped the com-
pany reach the $1-million revenue mark

by 1994 and increased customer retention
rates from 67 percent from 1987 to 1988 ro
no lower than 83 percentsince the changes
were implemented. “We focused on simple
things like training, but it was also other
things, like keeping the same guy on the
same lawns all of the time so they would
start to learn the customers and whart each
customer wants, that helped.”

Ottley’s business savvy and involvement
in PLCAA eventually led him to another
lawn careventure. In2000, heand longrime
PLCAA associate Phil Fogarty partnered to
subfranchise Weed Man USA operations
in Ohio, Western Pennsylvania and parts
of Upstate New York. As part of the deal,
Otdey was not required to turn One Step
Tree & Lawncare intoa Weed Man operation
becausea Weed Man franchisealready existed
in hisarea. In the five years since, Ottley and
Fogarty have established 11 franchises, 10
in Ohio and one in Buffalo, N.Y.

Ottley’s business intuition was one
reason Fogarty says he partnered with
him. “Bob Ottley’s company has been
synonymous with innovative ways to serve
the customers,” Fogarty explains. “His
company services thousands of customers
and has a high retention rate because of
his customer service and response time
and that points to his ability to lead.”

Ortley says he saw the partnership as
more than justan investment opportunity.
“I realized it was an opportunity and a way
I could use my experience in starting a
business and running an operation to help
franchises do the same thing, aswell as help
people in my own company because they
may someday be able to graduate from this
company and go into their own franchise
somewhere,” he explains.

THE POLITICIAN. While Ottley was
busy building successful lawn care opera-
tions, he was also establishing himself as
a leader in the industry. Reserved but not
shy about expressing his opinions, Ottley
became a voice of reason amid increased
concern about the industry’s potential
environmental impact, say many of his
colleagues.

“It takes someone who is going to
be persistent in conveying information
correctly in the face of radical activism,”
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Fogarty says. “When something doesn’t
make any sense, you have to be able to
calmly and persistently convey the truth,
and he’s done that in New York State time
and time again.”

Ordey started speaking out at hearings
in the 1980s when New York passed sign-
posting laws for applications. “I realized
then that government regulation was
a big issue for the business and that |

should get involved with government if

I'm going to be able to have any effect
with this,” he says.

So Otdey applied for a job on his
town’s conservation board in Riga, N.Y.,
to empower himself and the industry by
entering the very circles thar were making
his job more difficult. Even though Ottley
says he's been described by colleagues as “a
little further right than Rush Limbaugh,”
he says he's an environmentalist.

“We are the ones who are out there in
the environment every single day, and our
job is to protect the environment in many,
many ways,” he says. “One way is making
sure the plants we plant are the right vari-
eties so they're resistant to certain diseases
so we don't need to continually deal with
pestcontrols to correct problems. Our next
step is making sure we're feeding the plants
correctly so we know what fertilizers to use,
what’s needed and when and how it should
be used and all the cultural pracrices, includ-
ing wartering, mowing and acrating.

“All these types of things can create a
beautiful environmentina way thatdoesn't
harm it by using products as tools — using
them only when we need to use them and
then knowing which ones are going to do
the least harm to the environment.”

With that attitude in mind, Otdey
eventually worked his way up to chairman
of the conservation board and worked
on several county commirtees. In 1998,
Ottley decided to run for a seat as a town
councilman. He was elected and has been
serving ever since. A year later, Ottley was
named president of PLCAA where he was
also known as a leader.

“Bob really showed his leadership
when he was running PLCAA,” says Tom
Delaney, director of government affairs, the
Professional Landcare Network, Herndon,
Va. “He's very knowledgeable in finances

Q. What does the term grassroots mean to you?

A. It has two different meanings. One is starting at the bottom and working your
way up as far as how you've advanced within the company. The other part | look
at from the political side — starting with your local governments and working your
way up the food chain of your town, your county, your state and then nationally. If
you get the people who elect these people involved and understanding your issues,
then it becomes easier as you move up the food chain.

Q. Describe a situation where you feel you had to defend the industry and how
this impacted you in your career.

A. The situation was the fight here at the county level on the 48-hour notification,
and it's definitely going to affect our service and the products that we use and the
way we deliver our service. It impacted me from a business standpoint that way,
and it also impacted me from a further understanding of how government works. |
learned that science and common sense and business practices don't really matter.
We'd like to think they do, but they don't. It's emotion, and in the political process,
it's where am | going to get my votes and who's telling me how | should vote on
this? What | found — and this was the rude awakening — is that we've elected people
who are willing to let the administration tell them how they should vote. They look
at an issue and they look at it mostly from a political side and then they tell them
how they should vote and very few members will do what's right. They listen to
what the party tells them to do.

Q. Who is one person you admire most for taking a stand on an issue

and why?

A. | admire Ronald Reagan. His handling of the Cold War was something we could
all learn from. It was certainly against public opinion around the world when he told
Gorbachev to “Stick it," basically. But you know what? That was the right thing to
do. and he knew it was and didn't falter from that. | have a lot of respect for that.

Q. What is one thing you do to ensure your employees are reflecting a positive
and professional image on your company when they are out in the field?

A. We're real sticklers for that. The equipment has to look good and the employees
have to look good. We have a dress and appearance code, and before they're hired
they're given that code and they have to agree to abide by it. So rule No. | is you
need to look the part of a professional, and we don't falter from that. The next
thing is giving them the training — not just the technical training but also training on
customer service and continually hounding them on taking care of the customer
and never letting that slip.

Q. In your opinion, what are the top three things a lawn care operator or
landscape contractor can do today to help defend the industry against nega-
tive perceptions?

A. They need to get involved. They have to get involved whether it be with an as-
sociation or a political party or part of their local government. Secondly, they need to
be honest. One of the things that helped me the most in this debate here is | made
sure | had my numbers correct and double-checked them and every statement |
was making | could back up. Having honesty and that reputation goes a long, long
way in these things. And perseverance is the third thing. When you're dealing with
these groups, especially some of the environmental groups, you have to go and you
have to keep singing your song and telling your story over and over again. You can't
give up because they won't and if we get tired and quit, we lose.
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and helped PLCAA be financially sound.”

THE ACTIVIST. Ottley’s introduction
to government and the political process
prepared him for an ensuing battle with
county legislators over a proposed law that
would require LCOs to notify customers’
neighbors of an application 48 hours prior
to spraying. The impacrof the law could be
staggering, Ortley remembers thinking.
Companies would have to first find all
the adjoining properties, then send notifi-
cations, then wait a couple of days for the
notifications to arrive and then hope the
weather cooperates so they aren’t delayed
even further. “For a small company, it’s
going to be a full-time job just to do the
notifications, and they generally don’t have
the resources to do that, and I don't know

thatyou'llbeable to passall of the additional

out a compromise. Ottley met with a
breast cancer coalition that supported
the law and a county executive to explain
the LCOs position and represented the
coalition at public hearings.

Ordley’s political background helped the
LCOs communicate their message, Broc-
colo says. “His experience in those arcas
made it very comfortable for him to sit
down in those meetings,” she recalls. “He
actually said he understood where some of
the politicians were coming from.”

Ortley and the team battled the bill for
five months until county legislators finally
approved it in June. The law takes effect
in January 2006. Some LCOs have talked
about getting the law overturned, but Ortley
says hedoesn't see that happening. He'’s now
putting his efforts into how he’s going to
operate his business successfully while fol-

“ﬁmﬂ&mk%%xmmmmhﬁm

in government. We're leaving it to people who have never had to make sure the people working
for them get their paycheck af the end of the day. It seems like we’ve created o bureaucracy,
and we've got bureaucrats running it, and | blame small business owners — not just lawn care
guys but everybody who owns small businesses.” — Bob Ottley

costs on to the customer,” he explains.

After the law was proposed in January,
Otdey decided his only recourse was to
join forces with competing lawn and tree
care companies to cffectively fight the
bill. The group hired an attorney and a
public relations firm to help present its
case. Ottley says he invested $8,000 to
$10,000 and 95 percent of his time from
February to May fighting the bill.

Ouldey and his colleagues spread
the word around town about the law'’s
potential implications for the lawn care
industry. They visited legislators, sent
letters to customers and other green-
industry businesses to garner support.

When it was time for the LCOs
to make their case, instead of being
combative, Ortley worked to bring both
sides rogether in the hopes of working
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lowing the new law. Otdey knows it won't
be casy but says he’s confident his business
will remain profitable. “We do have some
ideas to the point where | think we've got
it figured out how we'll be able to do this
and stay profitable,” he says. “We're not
one of the little guys who is really going to
struggle because of this, and I do expect to
make some acquisitions.”

Other companies may nor be so fortu-
nate. “The fact is the way this law is written,
it’s going to reduce the amount of competi-
tion in thisindustry,” Ouley explains. “Now,
you would think I would be happy abourt
that, but, again, I go back to my political
beliefs that competition is good and when
you start to eliminate or reduce it, you're
not doing the marketplace any favors.”

But the industry as a whole may have

still benefited from Ortley’s efforts to fight

www.'awnandlandscapc.com

the bill. “Our industry has a lack of public
image — that we're just a bunch of labor-
ers who are maybe not quite so educared,
and this effort showed the politicians, the
community leaders, our newspaper editors
and, most importantly, our customers how
highly educated and how truly professional
we are as business people,” Broccolo says.

Oxrtley is convinced if more LCOsdon’t
get involved in the political process, the
industry will lose more than just it's im-
age. “I really think the reason we're dealing
with the pesticide laws we're seeing passed
in our state and probably the rest of the
country is because small business owners
are not getting involved in government,”
Ortley says. “We're leaving it to people who
have never had to make sure the people
working for them get their paycheck at the
end of the day. It scems like we've creared
a bureaucracy, and we've got bureaucrats
runningit,and I blame small business own-
ers— not just lawn care guys but everybody
who owns small businesses.

“They have to get involved, and I don't
care whether it’s joining a political party
and participating in that process or sitting
on one of your zoning boards or planning
boards or running for office. But you
need to get involved because if you don',
somebody is going to do it for you, and
they're not doing a very good job.”

For Outley, getting involved means
more than just industry-related activism.
When U.S. troops were deployed to Iraqin
2003 for Operation Iraqi Freedom, Outley
offered free lawn care services to immediate
family members of troops in the Rochester
area, Delaney notes. He's also volunteered
with his employees and family members to
help beautify Arlington National Cemertery
“He’s certainly showed
his leadership in the community and the
industry,” Delaney says. “He goes beyond
what's required of running a successful

in Washingron.

business. He's always taken the time to
have his people participate in activities
in Washington, D.C., with the Arlington
Cemetery and lobbying federally on the
Hill. You add all of those things together
and it adds up to a remarkable person.”
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Knowledge is Power

Bayer educates LCOs and PMPs about fire ants at regional summits.

During the first'thiec months of 2005, Bayer conducted
eight educational summits for LCOs and PMPs on fire ants
and TopChoice™, a professionally-applied fire ant control
product from B.lycrﬁlt?iﬂ)nmcn(.ll Science.
= “It's importangfor LCOs and PMPs to not only be
:hn'wlcdgca_bkjbbm our products, but the pests they treat,
and the'most cfficient ways to sell to their customers,” says
Bryan Gooch, business manager, insecticides, Bayer Environ-
mental Science. “These summits provide a forum for LCOs
and PMPs to offer feedback and learn new techniques from
some of the most renowned experts in the field.”

Thesummits, which took place in Dallas, Houston, Myrtle
Beach, Palm Springs, Tampa, Destin, West Palm Beach and
Orlando, consisted of a full day of CEU accredired lectures
from entomologists, specialists working in the field and
marketing and public relations experts. Attendees received
a take-home binder with relevant product and marketing
information, as well as a sales video, with tips on how to sell
N various situarions.

“No one else in the industry does a program like this, and
 find it very helpful for myself and my employees, not only
because of the educational and sales talks, but also for the

Bayer's LCP magazine

Aftendees ot fire ant summits conducted by Bayer Environmental Science

CEU credits,” says Gary LaScalea, GroGreen, Dallas, Texas.
TopChoice is a low-dose, non-bait granular insecticide thar
requires just one annual application by alicensed professional. It
provides unsurpassed control of fire ants for one year, eliminating
existing mounds and preventing new mounds from forming,
Bayer is currently planning 10 summits during the first two
months of 2006. For more information visit www.nofircants.

com or speak to your local Bayer sales representative.

PROFESSIONAL

delivers the basics

earn how other lawn care professionals develop successful businesses and implement
marter sales and marketing strategies. Help your technicians to better identify weeds,
diseases or insects. And get the latest information on hot topics in the industry.
Working with the editorial staff at Lawn & Landscape, the magazine is one of the many ways
Bayer is helping lawn care professionals grow their businesses. To receive a free subscription,

contact Nicole Wisniewski at 800/456-0707.

A free, quarterly publication sponsored by Bayer, Lawn Care Professional
brings you the basics you need to help improve your business.

WWW. dwnandiands(ap«?.com
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Looking at the turf, even closely, most people just sce slick
blades of vivid green standing at attention, all points reach-
ing for the sun. Ger a magnifying glass out, and one might
even catch glimpses of torn turf edges or ants carrying a tasty
discarded bread crumb to their mound.

Butask David Shetlar what he sees when he looks at one
square foor of turf and like an episode of “CSI: Crime Scene
Investigation” yourvision isabruptly zoomed forward into what
he calls a microscopic subtropical biorainforest. “The normal
event that happens on most turf everyday — the dew event — is
like thatwhich happensin a rainforest,” explains Shetlar, cagerly.

“It’s a mutation of water that contains sugars and proteins. [f

you look art it from a microscopic level, there are thousands
of insects, arthropods, hundreds of thousands of bacteria and
fungi inhabiting turf. They are not big things like tigers and
cheetahs, but they are comparable, just at a microscopic scale. |
see sod webworms and white grubs as the equivalent of grazing
animals on the Savannah. There’s more biodiversity going on
in turf than most people give it credit for.”

And just like that— Shetlar, assistant professor of landscape
entomology, The Ohio State University, Columbus, Ohio,
showecases his tireless dedication to passing bits of knowledge
on to willing recipients. Shetlar’s goal - to make science some-
thing even the least interested can enjoy. “Teaching — that’s
Dave’s real ace,” shares Harry Niemczyk, professor emeritus,
OARDC/The Ohio State University, Columbus, Ohio. “He’s
a consummare teacher, very patient. He's enthusiastic about
whar he does and he presents information in an enthusiastic
and challenging way.”

(By Nicole Wisniewski)

|
1 | The industry’s “BugDoc” is a happy-go-lucky insect lover who lives anything but a bug-sized life.
\

Name: DAVID SHETLAR

Company: The Ohio State University

Location: Columbus, Ohio

Career Highlights:

» Received his bachelor’s and master’'s of scien
degrees in zoology from the University of Oklahoma in 1969
and 1970, respectively; received a Ph.D. in en
from The Pennsylvania State University in 1976

® Job history: 1971 — instructor, Department of Zoology, U
versity of Oklahoma; 1971-1983 — graduate assistant,
assistant professor, Department of Entomology, Th
Pennsylvania State University; 1983-1984 — owner, PES.T.
Co.; 1984-1990 - research scientist, Chemlawn Services.
Corp.; 1990-present —association professor, Deparfmentof
Entomology, The Ohio State Universify

* Started a reciprocal International Turfgrass Internship Progrom
for foreign exchange students at The Ohio State University

* Took part in more than 20 refereed publications, more than
100 reviewed journal articles, 14 book chapters, 3 books,
more than 45 trade journal articles, more than 30 extension
fact sheets and bulletins, more than 25 scientific presenta-
tions at professional society meetings, more than 75 w .
presentations, more than 100 presentations at irade society
meetings, more than 75 radio and television presentations,
more than 400 extension presentations

* Some research accomplishments: Developed microplot
evaluation systems to test chemical and biorational controls
for efficacy against turfgrass insects; developed and evaluated

enic nematodes for control of turfgrass caterpil-
lars, billbugs, white grubs and mole crickets;
and tesfing of degree-day predictive models for turfgrass
insects, especially bluegrass bill bug and sod webworms

avid shetlar
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“I can be a bastard in class and demand that my students memorize
information and make the experience dry and boring or | can make it
fun. If | make it fun, the students will be more inclined to learn the
material and they will also be more indined to seek out additional
information or take another course if they want to. People who have a
painful experience don’t repeat it, but if it’s fun, they will try it again.
That’s my general underlying philosophy — science doesn’t have to be
boring.” — David Shetlar

David Shetlar

Those who know Shetlar today may think
he’s been this outgoing all of his life—afterall,
its notuncommon to invite him toa party only
to find him snooping around the backyard
shrubs after cockrails are served, seeking out
a fresh pest specimen or unique insect photo
opportunity, or chatting up a fearless group of
pint-sized guests about a bug he found on a
nearby tree branch. In fact, Shetlar describes
his youthful selfas extremely shy. “I was part
of the briefcase nerd pack in high school - the
math and science crowd,” he says.

Bur careful nurturing from some profes-
sors, as well as his artistic wife, brought out
the best in Shetlar, instilling in him their
most venerable reaching traits.

THE LOVE BUG. Shetlar was born in Co-
lumbus, Ohio, six months before his father,
Marvin, finished his Ph.D. in chemistry at
The Ohio State University and took a job at
an Oklahoma-based medical school, where
he conducted biomedical research and raughe
biochemistry courses in human physiology.

Growingup in Oklahoma, Shetlarwasen-
couraged by his microbiologist mom, Clara,
to pursue an interest in the creepy-crawlies,
“I blame my motherand herincredible toler-
ance for letting me have jars and containers
of stinking and rotting critters in my room,”
he says, laughing.

The family also enjoyed the outdoors
together, regularly going camping and taking
nature hikeswith otheracademics from the Uni-
versity of Oklahoma, including herpetologists
and ornithologists, who according to Shetlar,
were always pointing out neat facts about the
various species they discovered along the way.

This interest in insects only grew stronger
with age. Shetlar’s wife, Renee, remembers
hearing Marvin tell the story of his car
breaking down, only to have the mechanic
find that a very young Shetlar had filled the
gas tank up with grasshoppers when he was
playing outside the previous day. “He had
started collecting insects even then and just
thought the gas tank was a good place o
store them,” she explains, chuckling.

In fact, when the couple first met in
high school, Renee says dates with Shetdar
were never dull. On their fifth date, Shetlar
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came to the door with something behind his
back, asking her mother very politely if he
could have a plastic bag. “It was a tarantula
— they were everywhere in Oklahoma and
Dave couldnt help but pick them up,” Renee
says. “And on our dares we would go around
to lit areas at night with a jar between us and
collect beetles and spiders. I had to overcome
my fear of critters pretty quickly and get used
1o a refrigerator full of vials and bags of bugs
after we got married.”

Renee’s adventurous spirit is what turned
Shetlar’s head. “We went to the movies that
night and she asked me what was in the bag,”
he says. “I said, ‘You can look if you want.” She
looked. That was it — I was smitten.”

“The knowledge he had about insects and
science always floored me,” Rence adds. “Plus,
I was impressed with his sense of humor, his
incredible patience and the fact that he was a
really good dresser.”

Shetlaralso excelled in mathematics, amajor
he pursued for awhile after testing out of math
courses through hissecond semester junior year
of college as a high school senior. Though the
topic was interesting and challenging, Shedar
says he moved up too rapidly to a level of pro-
fessors who he felt didn't care. “They enjoyed
throwing math tricks at you to let you figure
out their solutions,” he explains. “I didn't think
it was right — it wasn't education. They never
taught us how to figure out these problems. 1
had a bad reaction to that form of teaching.”

So it seemed only natural for Shetlar to con-
tinue pursuing his interest in insects. Because the
University of Oklahoma, Norman, Okla., didn't
have an entomology program, Shetlar majored
in zoology, specifically invertebrate zoology, the
study of insects like worms, slugs and snails.

One professor, Shetlar remembers, played a
lot of mental games with students to get them
to think. “Once a week, he would give a quiz,”
Shetlar says. “Out of 15 quizzes, he was only
going to count 10 toward our grade and we got
todecide which ones counted —before the grades
were given. His philosophy was that if we cruly o o - ot o
know it before the grades were handed out. He s ' e 5 : ; '
was building our confidence in what we really
knew vs. what we only thought we knew.”

This philosophy is something Shetlar uses




in his teaching today. “You have to play
some games with young minds to get them
to start thinking more so they can realize
what they've committed to their short term
memory vs. their long term memory. Many
studentsare clucless of what they know and
don'tknow. This professor spent time choos-
ing quizquestions that were made up of bits
and pieces that the average student will pick
up and miss. He knew whar he was doing
when he came up with this system.”

When Shetlar entered his senior year,
another professor became influential in
his future career path — Dr. Hubert Frings,
who taught Zoology 101 to a room full
of more than 600 students in the spring
and fall semesters. By offering a zoology
rescarch credit, Frings, or as Shetlar called
him “Huby,” wooed Shetlar into filling a
laboratory instructor position. “Half way
through that semester, he came to me again
and said, “You're doing really well and I'm
gettinggood reports from the studentsabout
your work, so can you teach one of the lec-
wures?”” Shetlar explains. “A teaching lab for
30 students was OK — they were all younger
and I could bluff my way through it. Butin
a lecture course, there are 600 students, and
I was an extremely shy person.”

The course Huby wanted Shetlar to
teach was genetics, a subject Shetlar nearly
flunked, so Huby provided Shetlar with his
notes to make it casier for him ro teach the
course. “He also rold me itd be a means for
me to take a refresher on a subject that 1 did
sopoorlyin,” Shetlar remembers. “His notes
were meticulous— highlighted, emphasized,
explained and well-choreographed.”

Huby coached Shetlar on the secrets of
good reaching. “He said, ‘Dave, 1 handle
my lectures as if they were each one act,
one person plays.” That stuck with me,”
Shetlar shares. “He said that when the
lights go down and 1 was up on that stage,
I was the actor and the act was for me to
deliverinformation that was well explained
in a somewhat entertaining method and
at a reasonable pace. He reminded me to
interject a few jokes and a few tear-jerkers
to keep the audience interested.”

Needless to say, on his first day, Shetlar

was terrified. “I made the mistake of stand-
ing up at the podium when the students
came pouring in,” he says. “I was looking
out into a sea of faces, all talking with each
other. But when the lights went down and
everyone became quiet, I could only see a
half a dozen or so people in the front row
— the rest were hidden. 1 thought, “This
doesnt seem so bad.” So, I introduced
myselfand let out the first joke — there was
some laughter. I thought to myself, ‘Oh,
this is kind of neat. I do have control. |
am communicating to these people.” I had
memorized Huby's notes, but found out
that I had a talent for taking information
and modifying it into my own words.”
Afterward, Huby asked Shetlar to teach
two more courses that semester. “He was
grooming me,” Shetlar soon realized. “He
cultivated a talent in me that I didn't even
know I had. Beinga teacher was the furthest
thing from my mind. I thought I was going
to be a scientist running around in a rain
forest discovering new things until Huby
opened my eyes and [ finally understood

— science without education was useless.”

THE BUG BUSINESS. In rescarch, it is
notacommon practice for scientists to gerall
of their degrees from the same institution or
pursuework at thar college after concluding
their education. And since Shedar received
his bachelor’s and master’s degrees from the
University of Oklahoma (in 1969 and 1975,
respectively), Huby pushed him toleave the
state. So, Shetlar packed up his belongings,
his wife and 3-year-old daughter, Norann,
and drove their Dodge Dart to Pennsylvania
to pursue a graduate teaching assistantship
at The Pennsylvania State University.
Afterreceiving his Ph.D. in 1977, he was
offered a position to teach general entomol-
ogy as an assistant professor. However, after
a few years some faculty at the university felt
that as a Penn State student, Shetlar should
have gone elsewhere to teach. So Shetlar
left and started a private consulting firm
he called PE.S.T. Co. in 1983. Here, he did
rescarch for pesticide manufacturers as well
as testified in court cases where his expertise
was needed. However, the company was

what Shetlar called a “zero-profit” one. “It
basically made me enough money to travel
for research or a ‘working’ vacation, where
I took photos of insects or turf damage on
golf courses,” he says.

Consequently, oneyear later, Shetlar took
a position with ChemlLawn as a research
scientist in entomology in Delaware, Ohio.
Here, he was intimately involved in the
implementation ofall turfgrass care programs
thar the company offered its clients. The
researchers studied different turf types, and
then presented their findings to the various
ChemILawn branches. “Because we each had
to sit through all of the areas of expertise
—weed, disease, fertility, insect and cultural
practices—weall gota toral rurf management
education,” Shetlar says. “We also learned
the business background of lawn care.”

After Ecolab purchased ChemLawn
in 1987, rescarch became less important
to the company and cost cutting became
a common practice. Shetlar recalls one
day when the research department was
chopped from six to two people. “We felt
that research was such an important cog
in the wheel that they would never get rid
of it, but the reality was that they did,” he
says. “Then, not long after the new CEOs
made their display that they were bringing
the budgetin line and things settled down,
they hired a few people back. But it was
never the same.”

In 1990, Shetlar left ChemLawn and
took a position as an associate professor in
landscape entomology at The Ohio State
University, Columbus, Ohio, where he
continues to work today. In this position,
his work is made up of 20 percent turf
research, 60 percent extension education
and 20 percent teaching.

Shetlar also inherited an industry-
specific newsletter after working only a
couple of years at Ohio State when another
entomologist, Dick Miller, retired. Industry
professionals had grown attached ro Miller's
Bug Dopenewsletter, and asked Shetlar ifhe
could recreate it. He agreed, releasing the
PEST Newsletter, which provides readers
with regular turf insect forecasts.

“Ilike to think of myselfas the grandfa-
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ther in the industry who will give you that
sage advice you need,” Shetlar says. “I'm
not going to tell you how to operate your
businessor tell you how to retain customers,
but I'will try to help you find the most cost
efficient techniques for managing the insect
problems you have on clients” lawns. The
key is increasing the consistency of your
results — that's where I can help you shave
maybe 10 percent off of your failure rate
and boost your efficiency.”

In hiseducation of the industry, Niemc-
zyk says Shetlar has bridged an overdue gap.
“He has a reputation for having a wealth
of up-to-date turf insect information and
photographs that no other researcher has
in the industry,” Niemczyk shares. “It took
researchersalong time todeveloparelation-
ship with the turfgrass industry and Dave
has made it stronger than it ever was.”

NOTBUGGIN’ OUT. Beingastudentin
oneof Shetlar’s coursesisanything bur dull.
Asateacher, he likes to seek out clever ways
to help students retain knowledge.

For instance, students might steadily
grow nervous watching the clear plastic bag
of wasps sitting on Shetlar’s desk one morn-
ing, twisted — not tied — shut. As students
try to focus, wasps buzz and eventually one
unravels the loose coil and escapes. “Dr.
Shetlar!” the students shout and point, as
Shetar calmly grabs the free wasp with his
hand and puts itback in the bag. "Aren'tyou
going to get stung?’ the students ask. And
here’swhere thelesson comes in. “Eventually,
I bring ourt another bag full of wasps closed
tightly and explain to them thar I did this
little scare tactic on purpose to show them
that the male wasps in the open bag do not
stingand the female wasps in the closed bag
do,” heexplains. “T have them comecloseand
examine the difference in antenna between
the male and female, so they can actually
sec and learn from the experience.”

Renee chuckles when she hears thisstory,
knowing it’s a telltale sign of her husband’s
personality. “He really tries to get students
to think for themselves,” she says. “He may
make bizarre statements in class just to see
if the students are listening. He wants them

to challenge him — he doesn't want them
to just take what he says as gospel.”

“Too many professors try to give facts
and don't challenge kids to be investigative
and tothink,” Shetlaradds. “T haveasense of
humorand I think life can either be a bitch
or it can be fun, so why not try to make it
fun. I can be a bastard in class and demand
that my students memorize information
and make the experience dry and boring
or I can make it fun. If I make it fun, the
students will be more inclined to learn the
material and they will also be more inclined
to seek out additional information or take
another course if they want ro. People who
havea painful experience don't repeatit, but
if it's fun, they will try it again. That’s my
general underlying philosophy — science
doesn't have to be boring.”

To industry professionals, fellow re-
searchers and students, Shetlar is known
as the “BugDoc,” a nickname that Renee
helped him obrain. “When I joined Ohio
State, 1 thought I should have a moniker
that I could hang my hat on, and I men-
tioned that once I figured our what it was
I wanted to get it printed on vanity plates
for my car,” Shetlar says. “Rence wentonto
the Web site and entered in ‘Bug Doctor’
— that was taken. Then she tried ‘Dr. Bug’
— that was taken too. Bur ‘BugDoc” was
available, so that became my moniker.”

In this way, Niemczyk calls Shetlar
“the entomologist’s entomologist,” which
he defines as “an entomologist 24-7, no
matter where he goes, whether it’s in the
middle of New York City or the desert.
If you invite him to your house, I assure
you that he won't leave without checking
out what sort of insects are hiding in your
trees, turf and shrubs.”

BEYOND BUGS. Shetlar’s office is what
hedescribes as organized chaos. “Ifastudent
orcoworker needs o referencea publication
I showed them ecarlier, I just reach down 2
inches into the pile on my desk and pull it
out,” he says. “Many people wonder how
1 do that. My feeling is that there are two
typesof people—peoplewho organize in file

cabinets and complicated rows and others

who embrace mental organization — they
know where they put something and can
find it in chaos.”

Butin his office, as well as his home, one
can identify Shetlar’s many hobbies, which
include collecting old pest control equip-
ment, old woodworking tools and antique
stretch glass — the latter being his favorite.

Shedar and Renee discovered iridescent
stretch glass when Shetlar was a graduate
student living in Pennsylvania. They first
became interested in other types of glass,
such as Tiffany, which were too pricey for
a graduate student to afford. So a furniture
makerand antique dealeracquaintance sug-
gested to them iridescent stretch glassas one
thatwas less expensive that they could enjoy.
The glass is like carnival or other art glass in
that it is pressed or blown and then sprayed
with a metallic salt to give ita multicolored,
iridescentsurface. The Shetlarshaveacquired
approximately 3,000 pieces of the art glass.
“We have collector’s syndrome,” Shetlar
says. “I think people are either born with an
accumulator gene or they like theirlife clean
and simple. I'm definitely an accumulator
— my parents had it and I have it too.”

How can someone who's so passionate
abour science and mathematics also have
suchastrong interestin theartof glassmak-
ing? Renee says it’s in her husband’s blood.
“He has the same intensity in his work as
he does in all areas of his life,” she explains.
“He always goes one step beyond what is
normally expected. And I think his interest
in pottery, glassmaking and certain types
of art all comes from his love of math — he
tends to love things that have symmerry.”

Considering his deep passions for fam-
ily, entomology and stretch glass, Shetlar
wants his legacy to be surprisingly simple.
He says, “the best that can be said about
anybody is that they tried their best, did
what was right and delivered information
when asked in a knowledgeable and enter-
taining fashion.”

Beyond that, Shetlar continues to hope
that with each science fair he judges and
insect discovery day he teaches that he can
influence just one more child to remain
fearless of all insects, great and small.
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