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VANGUARD" BIG BLOCKS™ FROM 25.0 TO 35.0 HORSEPOWER

Like you, Vanguard BIG BLOCKS are out there every day. These air- and liquid-cooled
powerhouses are relentless when attacking the work, so you get a lot more done,
in less time. That's high-performance productivity. For a list of BIG BLOCK-powered

equipment, click on commercialpower.com. That's just plain smart.
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Problem: Your stump!grinder grinds

toolslowitolkeeplupiwith demand!

.

6 muiti-tipped cutting tools and patent-
.. pending hexagon shaped cutter wheel

...significantly faster than the competition. With a 52-inch cutting arc, unique, hexagon
shaped cutter wheel, and six multi-tipped cutting tools fastened with one bolt each, providing
the grinding performance of 24 teeth with the quickest cutter change in the industry, it's easy

to see why.

MORBARK D 52 SP and G 52 SP STUMP GRINDERS
3.2 m.p.h. travel speed, significantly higher than other grinders in its class. Largest chip

retention space (up to eight cubic feet) in its class, ensuring more continuous grinding and
less repositioning. Outer duals removed without tools. Optional remote controls and hydraulic
backfill blade. Offered in both diesel and gas powered units. Now the solution to your brush

chipping needs is also the solution to your stump grinding opportunities.
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800-831-0042 * 989-866-2381 " www.morbark.com * inquire @morbark.com
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Pricey Projectiles

Its almost inevitable that flying debris from lawn
equipment will damage property at some point in
a contractors career. Lawn & Landscape Online

Message Board users share tips for handling such

incidents.
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Opportunity

Irrigation system audits and other efficiency
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Maintaining your clients’ lawns requires properly Expectations?

timed fall fertilizer applications that maximize e il :
Turf seed breeders are thankful for the late spring
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76 A Package Deal
LCO Bob Ortley has made fall fertilization a

%edio profitable part of his lawn care program.
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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 ‘”

other turf-eating pests. Nothing on the market gives you better control of surface and ajlecTus
subsurface insects. Allectus™ 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.

BACKED

Bayer Environmental Science. a business group of Bayer CropScience | 2 TW. Alexander Drive. Research Triangle Park, NC 27708 | Allectus and Backed by Bayer aro radomarks of Bayer
Always read and follow label directions catelully. | ©2005 Bayer CropScience
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tIIUA’lf({-llv'HHIIHg /”‘Q](’t'[f.

Product Spotlight -
On the Move

Keep your business on the road to success with these

trucks and trailers.
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Find a dealer near you at EverRide.com.




they're obscured by tall grass. As a result, most contractors will have to deal with flying-debris dam-
age at some point in their careers. What's the best way to prevent these problems and handle them

if they do arise? Lawn & Landscape’s Online Message Board participants discussed this topic and its

associated liability recently. Turn to page 51 to find out what they had to say.

rom rocks and twigs to children’s and pets’ toys, lawns can be full of debris that should be

removed from a lawn mower’s pathway before mowing begins, lest the mower turn debris into

projectiles. Of course, it's not always possible to catch every hazard in a lawn, especially when

Online - it’s also our extensive products database and Dealer Search option. Knowing
that, signing up for the e-newsletter also puts you on our e-mailing list for the Lawn
& Landscape Online Weekly Product e-newsletter, coming to you every Thursday.

To start receiving great information on industry news and new products to boost

your business potential, contact Web Editor Lauren Spiers at Ispiers@gie.net or by

phone at 800/456-0707.

For fall fertilization tips from LESCO

Intigued by the industry’s ist Rating th
economy affects your business in the Lawn & Lar
Visit the September Online Extras section to learn

low-volume irrigation systems.

Next time you go online, make it a point to read deepmbu@a% 3
for even more business tips pertaining to the stories in this issue.

Lawn & Landscape knows how busy you are as you keep your company and employees
up and running all day, but we also know that keeping on top of industry and busi-
ness news is essential to your success. So while you may not have time to visit www.
lawnandlandscape.com every day, we have a solution for you: the Lawn & Landscape
Online Weekly e-newsletter. Arriving in your inbox every Monday, the e-newsletter is
a culmination of all the week's headlines, along with opportunities to enter the Lawn
& Landscape Online sweepstakes and participate in the weekly online poll. Moreover,
find information about upcoming Lawn ¢ Landscape events.

Of course, we know it's not just news that brings you to Lawn & Landscape

Daily News

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

Industry Events

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

Business Forms

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

Message Board

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

Industry Links

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

Associations

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

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

Marketplaces

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

Online Store

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

www,lawnandlandscape.com/store

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

of the Tsunami in Asia. While we feel strongly in this cause, we
realize your chaices muy not reflect ours. Upon your request, we
can contribute 10 percent of our revenue from your online book
order to Habitat for Humanitys Asia Trunams Response Furd. If
you wish your sales to be included with this effort, please enter
HABITAT tn the promotional code box when placing your onder.)
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This may
come back...

... but this
will not

Escalade 2 is the advanced herbicide that delivers quick visual response, devastates
weeds and reduces callbacks - so now you can crush more weeds and create more
beautiful lawns without reducing profits. Everyone’s happy but the weeds!

Escalade 2‘s combination of Fluroxypyr, Dicamba and 2,4-D controls more than 100 broadleaf
weeds, including dandelion, plantain, oxalis, chickweed and many other hard to control species
like clover. In fact, you’ll have unsurpassed control of clover, a particularly troublesome weed.

Escalade 2 also has“actimized” features that ensure the best performance:

P An improved proprietary surfactant package that enhances penetration and uptake
into the plant for quicker results

» pH buffering that makes more active available, ensuring complete weed kill and long-
lasting control

P Optical chemistry which uses half the traditional active to achieve the same level of
control, meaning less pesticide impact on the environment

ESCALADE # @

L

Contact a Nufarm representative or your local distributor for more information: N“farm
800-345-3330 @ www.turf.us.nufarm.com Turf & Specialty

™ Escalade is a trademark of Nufarm Americas Inc.  Always read and follow complete label instructions. Home of Riverdale Brands

USE READER SERVICE # 13
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- Got Complaints?

o one enjoys hearing a customer complaint, but if company owners

better understood their value they would take action to ger more

complaints on the record. That's one powerful take home message
from our Weed & Insect Conference held in Chicago August 3 and 4.

The messenger was Chris Senske, president of Senske Lawn & Tree
Care in Kennewick, Wash. Senske’s presentation, titled “Keeping Lawn
Care Customer Retention High,” was based on his more than 15 years
of exploring how to keep more customers. A critical factor in retention is
getting complaints. Senske says consumer research and his company’s own
experience show that getting a dissatisfied customer to complain increases
their likelihood of repurchasing your service by 250 percent — even if their
complaint was not satisfied!

Senske's extensive tracking of complaints also parallels consumer research
thatshows that complainers tend to be your longer-term and larger volume
customers. This makes sense because these customers are investing more
and have higher expectations. While just 3 percent of customers complain
about a minor inconvenience, 69 percent of customers who pay $140 or
more for a service will complain if they are not satishied. Fifty percent will
complain a second time if their problem was not sartisfied after the first
complaint.

Overall, Senske says many customers don't bother to complain because they
don'tfeel it will be worth the effort, that the company won't do anything about
the problem anyway and, in some cases, they fear possible retribution.

Many customers simply do not know where or how to complain. Field
employees tend to block or filter out complaints. And only 2 percent of dis-
satisfied customers will write a letter to management.

So, how do you get more complaints registered? Senske’s advice is to make
it as easy as possible for customers to complain. He also advises a shift from
blame to viewing complaints as opportunities to help.

To “attract” complaints from his customers Senske offers a toll-free number,
a feedback button on his company’s Web site and he trains field staff to tell
customers the company can only solve problems they know about. He also
uses customer satisfaction surveys regularly.

Senske’s staff is educated about the value of complaints to the company’s
reputation. To get to the root of the problem and fix it — rather than to just
find blame — all complaints are analyzed against four criteria: First, what
was the symptom or reason for the contact? Second, what was the general
cause — was it an employee, a company process breakdown or the customer?
Third, what was the specific, “root” cause? Fourth, if applicable, the reason
for escalation to the manager level — usually a factor other than the original
problem, for example, the attitude or indifference of an employee when being
told about the problem?

Senske says his diligence in tracking complaints and working to resolve
them has paid off with an improved company reputation and improved
customer retention.
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GET YOUR KIGKS
ON THE NEW 66

Introducing the new 66" Deck. Production, Performance, Perfection.

COMING SOON

HUSTLEIR

TURF EQUIPMENT

800-395-49757 * WWW.HUSTLERTURF.COM




True Stories on Bad Service

As a husband, father of four and frequent
traveler, I do business with a lot of com-
panies. Through the years | have encountered
many incredible instances of terrible service
by all kinds of companies. Following are
five greart stories. I hope you'll learn a little
in the process.

1. While dining at a country club my
family belongs to, I ordered a patty melt.
Ten or so minutes later the waiter came out
with the burger and placed itin front of me.
He then said, “Is there anything else I can
get you?” “Yes,” | replied, “some ketchup.”
“Oh, I'm sorry, sir, we're out of ketchup.” So
I ate a patty melt with no ketchup. There isa
grocery store less than 1 mile from this place,
but apparently no one was smart enough to
think of that.

2. Recently I went to a shoe store to buy
my children some shoes. I bought four pairs
of children’s shoes and while paying I asked
the clerk where the shoelaces were as | needed
some for a pair of dress shoes. They told me
they didn't carry shoelaces. How can that be?
While they might not make much money
from selling shoe laces, you do some things
just to make clients happy. A shoe store not
selling shoe laces makes about as much sense
as a grocery store not selling milk.

3. A few years ago, while dining in a
hotel restaurant with some clients of mine
in Orlando, Fla., one of my clients ordered
fertuccinealfredo. The waitress came out with
a plate of spaghetti and meatballs. My client
politely said, “I ordered fertuccine alfredo.”
The waitress replied, “I know, bur we're out
of that so you'll just have to eat this.” By the
way, this was ata large, very well known horel.
Needless to say, we did not tip her and I will
never return to that hotel.

4. My wife’s dentist kepr canceling her
appointments. They would call and say the

hygienist was sick. This happened twice in two
weeks. My wife, a very patient person, let them
reschedule her again. The day of this appoint-
ment, at6:35a.m., I was eating my oatmeal and
reading the paper when the phone rang. [ was
worried —rarely when the phone rings that early
is itsomething good. I answered the phone and
a young lady asked for my wife. Reluctantly, I
went and woke up my wife to tell her she had
a phone call. My kids were wakened by the
ringing phone so I went to tend to them. I got
them settled down and wentto ask my wife who
called. It was the dental hygienist canceling the
11:20 a.m. appointment. Needless to say, my
wife found a new dentist.

5. One winter day, the remperature was
negative 10 degrees Fahrenheit, and | went to
the camera store to get some film developed. |
knewalmosteveryonein the placeasI went there
often. They normally opened ar 10a.m. L arrived
at 9:55 a.m. and could see from my truck that
all of the employees were standing close to the
door. So I got out and ran to the door, assum-
ing they would let me in - after all, I'm a good
customer, right? Shivering in the cold, I found
the door locked. I motioned for one of them to
open the door and the manager pointed to his
watch. I went back to my truck and watched
as the manager stood ar the door until it was
10 a.m. and then opened it. | went inside and
he said, ‘Hello, Mr. Grunder, sure is cold out
there, eh?” “Yes,” I replied, “How come you
couldn’t let me in?" He said, “Because it wasn't
10 a.m.” I asked him, “What would happen if
you unlocked the door five minutes carly?” He
said, “Nothing, wed just be open oo early.”
Some people really don't get it, do they?

Take a look at your operation. Is common
sense present in your company? Do you give
your team the license to help clients? Is your
operation customer friendly? Don't let any of
these things happen at your company. il

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.

lawn & landscape
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Let The Scoring Begin.

Rave reviews. Proven results. Steady profits.

Now that Talpirid has proven its success in the field, it's time to enhance your business.

“We finally have something we can depend “Talpirid had provided us with an additional “We did an analysis of cos! and

on for mole control that is simple and easy revenue generating service while solving mole Talpirid is extremely profitable

to use making our job easier and our problems for our customers.” o use.”

vards better.” - Jeff Cooper, Lawn Connection, Inc. - Bill Johnson, All Green Corp.

- Ryan McGrady, Pro Green Inc.

This is a great opportunity to generate incremental revenues with an effective
and profitable new service. Contact your Bell distributor or representative to
best determine how to begin your own success story.

@_Ee'“' ' KILLS MOLES

USE READER SERVICE # 14
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Staying on Target

hile this is not the time of year to

implement new systems or changes, it
is time to review whart you're doing and begin
to plan the changes you'll make this winter.
Let’s review a few key points thatwill help you
become a better, more efficient contractor.

1. Are you comparing your financialstoa
budget each month? [f not, create an annual
budgerwitha monthly breakdown forall your
expenses next year. This is an absolute must
if you are to work on your business instead
of i your business.

2. Are your estimates created via a system
thatincorporates production rates and dif-
ficulty factors? Do you measure properties,
count obstacles, measure lineal footage, etc.? If
not, consider developing this type of estimat-
ing program for 2006. If you're already using
this system, now is the time to get out your
stopwatch and measuring wheel so you can
review your company’s production rates.

3. Are your clients happy? Are you sure?
You'll be renewing maintenance contracts
soon and you always want to have referrals
from your current clients. Considering that,
start making friendly phone calls to all your
clients now to check their pulse. And guess
what? You might even sell them some extra
work to complete before winter.

4. Are your employees happy? Are you
sure? Have you held a cook-out or company
outing lately? Now is a good time for these
types of events while things are a litde slow.
If you have seasonal employees, be sure that
you're all on the same page relative to when
they will leave you for the winter. You don't
want them to leave in the middle of leaf
season or at the first sign of cold weather.
Communicate.

5. Are you managing your crews with
budgeted vs. actual hours? Budgeting hours
is one thing that | recommend every day.
Track crews’ actual time on jobs against the

hours budgeted for the work and do this in a
manner that lets each crew know how they're
preforming week over week. Ifyou're notdoing
this, develop a system that makes it partof your
business. This is a great winter project and a
must if you want to make money.

6. What is your quality, really? Your crews’
work quality will dictate the future growth and
reputation of your company. As the owner or
manager, get out there now and visit each site.
You don't have much time left to make correc-
tions before asking for a renewal or a referral.
Do you haveaspecific Quality Judging Program
that enables you to judge a site and give it an
overall score to report back to the crew? Take
the winter o develop this program as well.

7. Do your employees know what’s ex-
pected of them? Job descriptions areimportant
for all employees. Communicate what your
expectations are of the individuals in your or-
ganization. Theywill be happy to finally know
what's expected of them. Involve employees in
the development of job descriptions.

8. Atwhat point do you make the seasonal
layoffs this fall? Do you have a plan? Will the
budget dictate? Yes, the weather contribures
to when layoffs must begin, but too often |
see companies keep employees on from one to
six weeks too long and it really costs. Discuss
the layoff plan with your team and ger at least
a tentative game plan rogether. Attach your
payroll dollars to your plan so the impact of
keeping people too long is clear. Remember
also to be fair because you'll want these people
to come back in the spring.

All business owners must continue to
grow in order to provide opportunities for
their employees and their families. To do this,
companies in this industry need to be quality,
efficient, profitable machines. Step back for a
minute and evaluate where you are now and
look at how you really do things. We can
always improve.

is a green industry consultant with Mactingly 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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Tackling Turnover

s the economy continues to improve,

discouraged and disgruntled employees
— the “survivors” who have hung on through
the last wave of downsizing, rightsizing, and
outsourcing — have begun to dust off their
resumes in search of better opportunities. And
many are finding them. From small businesses
to Fortune 500 companies, employees every-
where are feeling more confident about change
and are exploring new opportunities.

With a labor shortage of nearly 10 million
people in 2010 predicted by the Bureau of
Labor Statistics, along with a significant skills
gap, the vacancy problem is likely to get worse.
Wise employers realize the shift in power that
is occurring and are taking a hard look at their
retention report cards. Relying upon results
from employee opinion surveys and exit in-
terviews, employers are considering new ways
to hang on to their stars. Traditional perks
and benefits are increasingly diminishing in
favor of new retention strategies that focus on
challenging and meaningful work, programs
that recognize the importance of life after
work, and cultures that are less bureaucratic
and more flexible and supportive.

Many companies are sitting on gold mines
of opportunity to reduce turnover costs.
Turnover is particularly expensive in the
service industry with its heavy reliance on
people for its success, and although turnover
can never be eliminated entirely, it can and
should be controlled. Before an organization
can begin to fix a turnover problem, it must
start by measuring turnover and determining
the associated costs.

The most common formula for computing
net monthly turnover is S/M * 100 =T, with
cach element defined as follows:

o S is the total number of voluntary and in-
voluntary separations occurring for a month.

* M is the average number of employees
onthe payroll during the month (usually taken

from the pay period that falls on the 15%).

e T is the net turnover rate per 100 em-
ployees.

Turnover should be measured by position,
departmentand location. For turnover reports
to be useful, they should include the precise
reason for the separation, the date of hire and
length of service for the individual, and the
manager to whom the individual reported.
Turnover should be measured monthly and
annually, and should be compared on a year-
to-date basis to identify trends.

Of course, measuring turnover rates is
only the first step toward boosting retention.
Next, you'll need to determine the rotal cost
of wrnover to your organization and, most
importantly, the root causes of the turnover.

The Department of Labor estimates that
turnover costs can range between one-and-
a-half and three times an employee’s first
year earnings. Generally speaking, there are
three elements of turnover costs that should
be measured: direct costs, opportunity costs,
and indirect costs. Direct costs are the costs
of replacing the departing employee and
include such things as recruiting, training
and overtime from employees who must fill
the void. Opportunity costs are associated
with lostopportunities including lostrevenue
due to lower productivity because of more
inexperienced incumbents and loss of ac-
counts because of customer dissatisfaction.
Indirect costs are associated with the loss of
organizational knowledge, decreased bench
strength and diverted managementtime spent
addressing people problems rather than focus-
ing on business growth and development.

Armed with a realistic picture of what it
costs to lose an employee, coupled with the
rate of turnover, an organization can begin to
identify the root causes of the problem. When
it comes to retaining talent, the best way to
predict the future is to invent it.

is president of Seawright & Associates, and she can be
reached at 407/645-2433 o jseawright@seawright.com.
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You don’t have to work within a
small window to control crabgrass.

If you feel that your pre-emergent must be applied within a tight timetable, you're not using Barricade®
herbicide. Our unique non-staining formulation allows for earlier spring applications. And low solubility means
greater length of control. There’s even flexibility in formulations — liquid, wettable granular, or on fertilizer.
Let Barricade give you the flexibility you need to run your business. For more information, call the Syngenta
Customer Resource Center at 1-866-SYNGENTA or visit us at www.syngentaprofessionalproducts.com.

P

Barricade

Herbicide

3l Products, Greensbor, NC 27419
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Boston Businesses Spend More

recent study shows that Boston has sur-

passed New York City as the costliest
metropolitan area in which to do business

one of the rare occasions when surpass-

ing its New York rival isn't cause for celebration.
The study, conducted by forecasting firm Economy.
com, cites Boston's labor costs, which are the highest in
the nation, as the primary cause. New York City now
ranks fifth on the list, with San Diego, Los Angeles and
Sacramento ranked second, third and fourth, respectively.
In fact, Boston and New York are the only two metropolitan
areas among the top 10 that are not located in California.
Geographically, the Northeast retains its status as
the nation's costliest region in which to do business.
Five of the |0 costliest states in the nation are located
in the Northeast, including Massachusetts, which ranks
as the state with the highest business cost index for the
second year running. The West had the second highest
costs, while the South is the least costly region of the U.S.

’ Davey Tree Turns 125

In the late 1800s, a man from England landed in the United
States with a dream — to preserve ailing trees and provide horticul-
tural services. Celebrating its 1 25th anniversary this year, The Davey  Doug Cow
Tree Expert Co., with 5,000 employees across North America, still ,
retains John Davey's passion.

In the early years, the company mostly served to give Davey
a platform to demonstrate his tree surgery practices. However, it
wasn't until he recruited his son Martin in 1906 that the company
really began to grow as a business.

One of the early struggles for the fledgling company was how
to keep its field force employed during the slower winter months.
Establishing The Davey Institute of Tree Surgery in 1909 allowed

!
!
!
!
!
:
!

The Economy.com study echoes some of the find-
ings of Inc. magazine's recent rankings of the 274 best
cities for doing business. Though Inc.'s survey used
employment growth by business sector as its primary
rubric, the two studies show some similarities.

According to Economy.com, New Mexico is the
least expensive state in which to do business. Inc.'s
list includes two New Mexico cities in the top 75:
Las Cruces at No. 58 and Albuquerque at No. 73
Likewise, the Inc. rankings are flooded with South-
ern cities, reflecting strong job growth in the area.

Economy.com’s study was compiled using statisti
for the costs of labor, energy, taxes and office rents.
The statistics were weighted with labor costs count-
ing for 65 percent, energy costs for |5 percent, ax'
burdens for 10 percent and office rents for 10 percent.

For more information on how your state ranks i
terms of green industry business viability, turn to page S|
for our Rating the States special report. - Nicole Wisniewski

for a consistent field force while teaching them new techniques and

horticultural practices.

At the end of World War I, the company experienced a shift in
leadership as Martin Davey, Sr., died and was replaced by his son,
Martin (Brub) Davey, Jr. In the late 1960s and |970s, the company's
leadership changed hands again between Brub Davey, Paul Hershey,
Joe Myers and Alexander Smith. Finally in early 1977, the family an-
nounced itsintention to sell the company. Thisannouncement started
a domino effect among employees that ultimately led to employee
ownership. After four offers and countless hours of negotiations,

continued on page 21
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Bearing the Heat for Heroes

ith high humidity, temperatures in the

mid 90s and a heat index over 100,

the Professional Landcare Network

(PLANET) certainly wasn't blessed

with the most comfortable day for its ninth an-
nual Renewal & Remembrance event at Arlington
National Cemetery. But participants, well aware
of their surroundings and its reason for being, ac-
knowledged that there were many sacrifices greater
than simply going without air conditioning for a day.
“It'sagood feeling to give back and show our appre-
ciation personally and professionally," said Frank Dudek
of Carroll Tree Service, Owings Mills, Md. Dudek was
among an estimated 250 green industry professionals
visiting Washington, D.C. for the Re-
newal & Remembrance project—the
largest turnout yet for the event.
Additionally, about half of
the attendees were participating
for the first time. Susan Haynes,
who owns North Carolina-based
Lawn Master Landscaping Ser-
vices with her husband Chad, was
one of them. And their inaugural
experience at Arlington National
Cemetery was part of another first: a large-scale
landscaping aspect to the usually lawn-related event.
“We're so happy to see some sorely
needed landscaping going in at the visitor's
center,” Arlington National Cemetery
Superintendent Jack Metzler said dur-
ing his welcome speech to attendees.
Indeed, having a vision was an important
aspect of the day’s work. During the day's
opening ceremony in the amphitheater near
the Tomb of the Unknown Soldier, industry
veteran Gus Pionke of The Brickman Group
dedicated the event to the military veterans’
who found their final resting place at Arlington. “The
men and women buried here have made the ultimate
sacrifice and I'm proud to be associated with an in-
dustry that gives of itself in remembrance of those
sacrifices,” he said. “But today, | want everyone here
to take a more personal approach to remembering
the fallen men and women who served our country.”
Pionke encouraged each attendee to pick outahead-
stone in the cemetery, read the name, rank and service
the soldier performed and imagine what he or she might
look like. “We're all aware of the significance of our work
here today, but what would these people think of it if
they could see you here today? What would they say?"
According to project coordinator Phil Fogarty,

his chosen soldier told him to “live gratefully” and
“keep earning it." “Our participation in the Renewal
& Remembrance Project and the associated Legisla-
tive Day on the Hill is all about what it really means
to be a citizen in the United States,” Fogarty said at a
dinner held for attendees later Monday evening. “All
of us here for this event are earning our citizenship
by taking advantage of our access to the nation’s his-
tory and its future through our lawmakers. When we
meet with senators and congressmen and their staffs
tomorrow, we'll be walking right into the middle of
‘government of the people, by the people and for the
people,’ and we'll really be able to ‘keep earning it."””

As the PLANET Renewal & Remembrance Project
continues to grow
(the first event had
just 60 attendees),
the group is able to
cover more ground
than ever at Ar-
lington National
Cemetery. Fogarty
announced that the
roughly 250-mem-
ber team limed 280
acres of cemetery grounds in less than five hours; applied
weed control to 40 acres; provided $30,000 worth of
tree pruning, cabling and grounding; and landscaped the
visitor's center with |,000 plants and 960 labor hours.
Additionally, clean-up efforts at Old Congressional Cem-
etery, southeast of the Capitol building, has yielded a
more beautiful property than when the group first started
donating time there two years ago. Efforts across both
cemeteries, including donations of a blower, bed edger,
glyphosate, pre- and postemergent weed control, time,
and labor, yielded atotal donation of $ 164,000 to Arlington
National Cemetery and Old Congressional Cemetery.

Besides the thanks of the Arlington staff and feel-
ing uplifted about such a generous donation, some
Renewal & Remembrance participants noted that,
over time, the event has brought about stronger, more
positive recognition of the green industry as a whole.

“This is our third year participating and | can tell
that the image of our industry is really changing be-
cause of it,” said Jeffrey Bisker, owner of Your Lawn,
Ashville, Ohio. “They don't just see us as an industry
that works with ‘chemicals’ and ‘pesticides’ without
any regard for people’s well-being. Instead, when
they see that we've put together a program like Re-
newal & Remembrance and that we're trusted by an
institution like Arlington National Cemetery, people
start looking at us differently — better.” - Lauren Spiers
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continued from page 18 Davey Tree

ownership transferred to the employees
of the company in 1979.

Over the ensuing months and years,
the number of employees working at the
company doubled, the revenuesincreased
eight-fold and the number of employee
shareholders increased from | | 3 to more
than 2,000.

The company also experienced growth
through more than 40 acquisitions.

Atthe | 0-yearanniversary of employee
ownership, the company offered a second
stock subscription. When the company of-
fered its third stock subscription in 2002,
365 employees subscribed for more than
800,000 shares for a total subscription
amount of more than $10 million.

acquisition of National Shade established

In the 1990s, the company reorganized  anational presence and capability in the
around customer groups, launchedthe Davey  large tree moving market. With the ad-
Resource Group, the technical consulting dition of the golf and sports turf division,

grounds management to large
tree moving.

“Over the past |25 years,
Davey Tree has changed from
a regional tree care opera-
tion to a North American
company providing complete
horticultural services in the
residential, utility, commercial
and governmental markets,"
says R. Douglas Cowan, chair-
man and CEO. "| think ‘Father
John' would be impressed with
our growth. | know I'm proud
of our accomplishments and
am certain that the next 125
years will be as impressive as
the last.” - Nicole Wisniewski

DAVEY

division, and the Commercial Service Group  Davey's host of offerings included every-

- the grounds management division.

thing from urban forestry to vegetation

At the turn of the century, the company’s  management and from commercial

C & S TURF CARE EQUIPMENT
Proudly Presents......

The Turf Tracker Time Machine!
Starting at $5,9

Treat Your Lawns Right
(330) 966-4511 - 1-800-872-7050
Call for a free demo or video
www.csturfequip.com
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FEEL LIKE

YOUR BUSINESS
IS MISSING
SOMETHING?

YOU'RE NOT ALONE.

Everyone feels that nagging emptiness that your business could be
pushed to its full potential, Make it happen by becoming part of a
team of true professionals. Invest in a Weed Man franchise. You'll get
unrivaled support from a company with 35 years of proven industry
, NOL 1O 1 a tangibie way to your g

or for a free Itat

w

Call 888.321.9333 for more Inf
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TEST DRIVE A KOHLER.
POWERED MOWER
AND YOU COULD WIN!

REGISTER TO WIN A TRIP TO DESTINATION KOHLER

j, i .«;“-_ You know Kohler as a manufacturer of some of the hardest working engines in
' pl the industry. But Kohler is also a global leader in the manufacturing of plumbing
. products for the kitchen and bath. And Kohler, Wisconsin is home to the
Midwest’s only AAA Five Diamond hotel, and is rated one of the top golf

resort destinations in the world. Test drive a KOHLER powered commercial
mower and you could win an all-expenses paid trip to Destination Kohler!
For complete details and rules, go to KohlerEngines.com/testdrive.

(51

idents of the 50 United States or the District of Columbia who are 21 years of age or oider

nsible tor all federal, state and local income taxes, fees, etc. Some restictions apply.
dépend on the number of eligible entries recerved. Void where prohibited. Promotion
and rules. o to KohledEngines comvtestarive.
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MORE PROFESSIONALS DEMAND KOHLER POWER

| THIS IS WHY:

Ty EXCLUSIVE Closed Loop EFI. Automotive-inspired
(Q . C technology. The most precise fuel mix across the entire
Moy 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. LLS,
or see your KOHLER dealer.

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

Hoopes to Retire from Scotts,
Focus on Training

MARYSVILLE, Ohio — On July 29, Bill Hoopes announced
his retirement from his position as director of training for
Scotts LawnService, but plans to take his people-develop-
ment expertise to a new level with a consulting business
of his own. Hoopes tells Lawn & Landscape that the most
meaningful aspect of his career thus far has been working
with talented people, and that inspiration is fueling his new
professional venture.

Certainly, Hoopes' own industry experience gives him
insightinto what makes an effective leader. Since joining Scotts
in the 1960s, Hoopes moved up the company’s ranks with a
position as a retail account executive before becoming Scotts
Training Institute instructor in the early 1970s. He also ran the
company's Professional Turf Institute before leaving to lead
the training division of Barefoot Grass in the 1980s. Hoopes
rejoined Scotts LawnService in 1997 as director of training.

Moreover, Hoopes received Lawn & Landscape's Leader-
ship Award in 2001. “People — this is Hoopes' hot button,"”
wrote Lawn & Landscape Managing Editor Nicole Wisniewski
in the 2001 article highlighting Hoopes' leadership philoso-
phies. “The man is passionate about helping people develop
communication skills.” That hasn’t changed.

“Training is the single biggest challenge we've got, period,
and there aren't enough resources in the industry to address
that,” Hoopes says. “My business objective is to provide
practical, useful, basic people development information to
people who, for whatever reason, either don’t have access
to those resources now or don't know they have access."

Hoopes will remain in the Columbus, Ohio area to
run his new consulting venture and can be reached at

hoopes@columbus.rr.com. - Lauren Spiers

e o e
> Symbiot Announces Management Changes

DRAPER, Utah - Symbiot Business
Group names Michael Edwards as its
new CEO.

Edwards brings more than 23
years of experience to his new post.
Before joining Symbiot, he served as
global property development officer
forIntel Corp. Previously, Edwards was
director and executive assistant to the
CEO of McDonnell Douglas Corp. and
amember of the new facility
start-up team for PepsiCo.

“Mike’s experience will
enhance our integration
of the Snow Management
Group into Symbiot,"” says
Symbiot Chairman Steve Glover.

Edwards says he will take advan-
tage of the opportunity to influence
and accelerate the integration of the

property services supply chain.

The change in leadership was effec-
tive July 5 and occursataplanned transi-
tion point for Symbiot. During the past
| 8 months, Bruce Wilson has functioned
as CEO and Steve Glover as chairman,
leading the company from $2. | million
to a projected $20.8 million in annual
revenue by the end of 2005. Wilson
and Glover, who were recruited for
this short period of time, plan
toresume their previous level
of involvement with Symbiot
~ Wilson as a member of its
board of directors and Glover
as chairman of the board.

Symbiot has developed consortiums
inthe landscape, interior, snowand pest
industries, representing nearly [,000
partner companies.

IN THE NEWS

ADVAN

’Advan Enters the

Turf and Ornamental
Market

ROSWELL, Ga. - A new plant health
company focused on serving the turf and
ornamental, specialty agricultureand home
and garden marketsin the U.S. and Mexico
entered the market in August. The new
company, Advan, Roswell, Ga., is being
formed by Mitsui & Co. of Japan and the
Sipcam-Oxon Groups of Italy and is owned
50/50 by their respective U.S. subsidiaries.

Advan expects to generate sales of more
than $40 million in 2006 from a product
line enriched through a number of new
marketing agreements with Certis USA,
Sipcam Agro USA and Mitsui Chemical.

Anchoring Advan’s new management
staff is Lynn Brookhouser who becomes
president and chief executive officer while
retaining his position as president of
Roswell-based Sipcam Agro USA. Tim
Damico serves as chief operating officer
of Advan and will direct sales and mar-
keting operations, customer service and
logistics from the company’s Columbia,
Md. office. Kurt Schwartau becomes
business development and marketing
director; he reports to Brookhouser.

Additionally, Advan is managed by
three business area managers reporting
to Damico: Robert Yarborough, turf and
ornamentals, home and garden business
manager; Bret Menagh, U.S. agricultural
business manager; and Luis Gerardo Gon-
zales Ruelas, Mexico business manager.

Brookhouser says Advan'’s strategic fo-
cus will be on “earninga preferred position”
withits customer base in the three markets
the company plans to serve. The company
saysitintends to earn this position by provid-
ing what it calls “personalized service" and
by bringing to market a line of biorational
and traditional synthetic chemical products.

For more information about Advan,
visit the company's Web site on the Inter-
net at www.advanllc.com. - Lauren Spiers
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Double Trouble.
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Two broad-spectrum formulations. Either is trouble for all species of ants.’

Talstar® granular insecticides provide effective, long-lasting
residual control where you need it. Which means you can
apply Talstar o lawns, landscape ornamentals, and
perimeters, knocking out and keeping out even the
toughest turf, ornamental and common residential pests.

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

Talstar PL granular insecticide is a sand-core granule that
filters down through the grass, ground cover, and mulch to
where insects live. I's heavy and dustfree so it won't drift
off target. And it remains on the soil surface so it's effective
even after irrigation or rainfall. Plus, it's effective for
long-lasting control of hardtoill lawn and nuisance pests.

+MC

©2004 FMC Corporation. FMC, the FMC logo, and Talstar are trademarks
of FMC Corporation. Always read and follow label directions

USE READER SERVICE # 20

Talstar EZ granular insecticide has a larger particle size

so if's easier to calibrate and easier to see where you apply
it. Talstar EZ ufilizes unique technology that allows particles
to disperse and disappear upon wetting, providing increased
coverage. Plus, it won't stain concrete or damage plants.

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

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

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

Talstar.

INSECTICIDES
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Some of the Worst Invasive Pests

June 1995
CAROLINA'S MOLE
CRICKET INVASION

Although mole crickets have been
found in Florida for at least 75 years,
their migration northward has acceler-
ated in the last 20 years. They have
spread rapidly along the coastlines,
then inland. Tawny mole crickets are
the most troublesome variety and have
a high potential for killing grass. Their
rapid expansion into the Carolinas has
taken the area by surprise and some re-
searchers estimate that the tawny mole
cricket my already be the No. 1 insect
pest in the Southeast, surpassing grubs.

|

July 1999
USDA TARGETS ASIAN

LONGHORNED BEETLE

The ALB has caused the removal of more
than 4,000 trees in the state of New

fork and 700 in Chicago. The ALB is a

quarantined pest in the United States and,
at this time, the only means to control the
pest is to destroy the infested tree. Infested

trees are cut down at the base, chipped,
then burned.

of the Past 25 Years

EDITOR'S NOTE: This year; Lawn
& Landscape begins its 25" year
of service to the industry. To help
celebrate this milestone, each 2005
issue of Lawn & Landscape will
reflect on the people, companies
and events that have shaped our

industry.

ICELEBRATIN

March 2002
INVASIVE PLANT
TAKEOVER

Before 1870, native plants
occupied more than one-third
of U.S. land area, but now they
only cover one-half of 1 percent
of those spaces.

September 2002
ASH TREE ALERT

The tree-boring pest killing ash
trees in southeastern Michigan
was recently identified as the
emerald ash borer, an Asian pest
previously unknown in the U.S.
Because of the misdiagnosis
of some of the ash tree deaths,
the emerald ash borer gained a
strong footing in Michigan ...
and is also rumored to be mov-
ing to the surrounding states.

July 2002
FIGHTING FIRE ANTS

Ever since they crawled off South
American coffee ships docked in a
Mobile, Ala. harbor in the 1930s,
red imported fire ants have been a
concern. By the mid-1970s, due to
their lack of natural U.S. preda-
tors, they spread into much of the
southeastern U.S., and now inhabit
mounds in the Southwest, along
the Pacific coast and as far north as
North Carolina, occupying more
than 250 million acres.

April 2003
CRABGRASS CONTROL

Death and taxes are inevitable,

or so goes the saying. And so, it
seems, is crabgrass. Crabgrass was
first introduced into the United
States in 1844 as a potential forage
crop. Prior to that it was grown as
a grain crop in China in 2700 B.C.
With the possible exception of
dandelions, no other weed creates
as many headaches or is responsible
for as much of the lawn care prod-
uct market. In addition to being
one of the most persistent weeds,
crabgrass is very difficult to control
once it has sprouted.
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A Safer
Approach

hat was supposed to be

a festive day for Tom

Heaviland and his crew-

members at Heaviland

Enterprises turned out
disastrous. It was 1:30 p.m. on New Year's
Eve 2003 and one of Heaviland’s crews was
heading back to the company’s satellite of-
fice in Poway, Calif. As the crew proceeded
down the highway, a burlap bag of debris
flew out of the truck’s bed and into traffic.
A female driver swerved to avoid the bag
and was hit by several cars, resulting in a
serious accident.

Not knowing that someone was
injured, the crew pulled over, checked the
load to make sure everything was secure and
proceeded back ro the shop. Another driver
witnessed the accident, which led to an in-
vestigation. The accident has resulted in an
ongoing legal battle and a stronger emphasis
on safety at Heaviland Enterprises.

Heaviland, 47, who founded the $4-
million commercial landscape company in
1985, says he’s now more focused than ever
on making safety part of the “company cul-
ture” by talking, inspecting and “thinking,
thinking, thinking” safety.

“If we are monitoring safety regularly

and the guys know the seriousness of it,
which they do because we've talked a lot
about it, | can't see this happening again,”
Heaviland says. “Is it possible? Sure. But
based on whart we've been through, where
we are today and if we really monitor and
adhere to our safety policy, it shouldn’
happen.”

What were the consequences from this
accident for your company? I'm in what's
called an insurance captive. It's not your
traditional workers' compensation or
vehicle insurance program. A group of spe-
cialty contracrors have come together and
we've formed our own insurance company,
and it’s brokered through a local company
here, bur we're set up offshore. With this
type of insurance, if we have a grear year
with no claims, then we'll ger money back
after about a three-year period with interest
because our money is currently earning
interest as it sits offshore vs. a traditional
insurance company where if your premium
is $100,000 and you have zero claims, the
insurance company keeps the $100,000.
With our program, if you have a $100,000
premium and no claims, you'll pay ap-
proximately $40,000 in associated fees and

BB o &landscape
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administrative costs, so you get $60,000
back with interest. If you maintain a
loss ratio of 60 percent or better, you
should get something back. Basically,
what this means to me is that | lost out
on probably more than $100,000 with
interest that would have come back in
2006. Instead, I'm going to get nothing.

If you had a traditional insurance
program, would you be better off? In
this case, yes. The accident would have
cost the insurance company. If [ were in

a traditional program, my rates probably

would go up to some degree. Since this
accident was so serious, and it’s nor like
I will have one or two of these a year,

the insurance company is going to look
at this and say this isn't an incident that
is common and chances of it happening
again are very slim. In a captive, your

rate is determined by a five-year loss his-

tory, so one catastrophic claim will have
some impact, but won't adversely affect
you because it’s based on a five-year
history. So while there will probably be
an increase in my rate, when they look
at a five~year picture, it shouldn't impact
rates that much. Plus, the insurance
company is also very interested in find-
ing out what we have done to prevent
this from happening again.

Is there anything you feel you could
have done differently as the owner of
the business to prevent this accident
from happening? We rake a lot of
things for granted, including whether
our employees are doing things right.
You try to cover every base, you try to
look at everything that can go wrong
out there. But we're driving vehicles;

Tom Heaviland, Heaviland Enterprises. Photo: Heaviland Enterprises

we're operating equipment. We are in

a very risky business, and once you get
to a certain size, the odds increase that
you're going to have the occasional
thing go wrong. Whar you want to do
is make sure that it’s not something that
could have been prevented and that it
doesn’t happen again. If this were to
happen to us again where a bag blows
out, then I'm really negligent, and |
haven't done my job. But we're a very
safe company. I wouldn’t have been
able to get into this captive program if
[ wasn't because the guidelines to ger in
are very difficult. They want solid, safe
companies. As the owner, I'm ulti-
mately responsible and accountable for
anything that happens.

Since it was an accident, what was
the lesson? When you're driving, you've
got to make sure that everything, and
not just your load, but your equipment
or anything that is on the vehicle, is
secured and strapped down. We log
hundreds of thousands of miles a year
with stuff on our trucks, and the larger
your company, the larger the chances

WWW, |awnandlandscape.com
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One tough worker.

The ultimate combination
of comfort and durability.
Featuring the Red Wing
Dry Waterproof System
for guaranteed waterproof
performance, SuperSole
dual-density sole for
flexibility and long wear,
and the legendary Redbed™
footbed for all-day, on-the-
job comfort.

Full-grain, waterproof, dark-
brown gambler leather

Comfortable, padded collar
and gusset

Sturdy Red Wing welt
construction

Red Wing Dry Waterproof
System, guaranteed not to
leak for one year

Light, flexible SuperSole

Redbed footbed for
maximum comfort

Avallable in soft and steel toe

For a dealer,
visit redwingshoes.com
or call 1-800-RED-WING
(1-800-733-9464).
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that something can fall off. If you can
just reduce risk and do everything you
can, and make the crewleaders aware of
it, then you're doing your job.

How are you making crewleaders
aware of it now? We've talked abour it
a lot at crewleader meetings. We have a
risk-control company that works with
our captive and they have a guy who
goes around and inspects companies
and observes us in the field. We also

do some additional training. We have

a step-by-step process in securing the
load. Now, we use cargo netting that
goes over the load with crisscross ropes
from one corner of the truck to another.
And when crews drive in, on occasion
they’'ll be inspected by a an account
manager or field manager. Every single
load has to look like that, and if it
doesn’, they better have a very good
reason why not. Otherwise, this is a
companywide policy, and they're break-
ing policy if they don't follow it.

How do you enforce the safety rules
now? We've always enforced them well.
If there’s a violation, they're written up.
If it happens again, it’s a suspension.

A third time would result in termina-
tion. One of the things we do more
frequently now is safety inspections. It’s
required by our captive, so we're doing
at least a couple safety inspections per
month where we go out to a crew and
just observe: Are they wearing all the
protective gear? Is the truck properly
parked with the cones out? Do they
have Material Safety Data Sheets in

the truck? Is their code of safe practices
in the truck? We use a safety checklist
when inspecting a crew.

How has employee response been

to the inspections? We explain to
employees what we're doing and show
them where maybe they're missing a
few things, but the one thing we need
to couple with that is some sort of im-
mediate reward if they do very well on
an inspection — maybe give them a gift
certificate somewhere or a monetary
gift so they're thinking abour it. But
our employees know we're a safety-
conscious company because we remind
them of this often. It has to be a part of
your culture, just like quality. You want
to do quality work, but safe work is just
as important, maybe even more so.

| R L e | e

Has anything changed with your
training because of this accident?
We're required by our captive and this
risk-control company to have two tail-
gate topics, minimum, per month that
a manager will go out ro cach crew and
discuss. I think this month (June) was
importance of wearing eye protection,
and properly securing loads will be the
second topic. And then before every
crewleader meeting — we have crew-
leader meeting at least monthly — we'll
have a safety topic associated with

that just because we've got everybody
together. We've also implemented a
full day every spring of safety training,
We just started this a couple years ago.
Someone comes in and does first-aid
training for everybody and then all the
managers and crewleaders go through
CPR training. Around our building
we set up all these stations and we had
all our certified landscape technicians
and our managers doing these different
training spots. One area was on lifting,
one was on all the safety gear and what
you use on each piece of equipment.
So we have these different stations and
we rotate through, and it’s a full day
dedicared to safety. Sometimes, the day
will focus on equipment, so we have
different stations with all the safery
related to each piece of equipment,
how to operate it and how to operate it
safely and what safety gear to wear with
it. We're doing this every year — just
putting a huge emphasis on safety with
a specific theme or topic.

What else needs to be done? There's
always room for improvement. I don't
know that I'll ever be satisfied. | have to
get everybody just thinking, thinking,
thinking. Something I took from David
Snodgrass over at Dennis’ Seven Dees,
Portland, Ore., is stretching. Every
morning, before our guys do anything,
they go through 10 minutes of stretch-
ing. That gets them thinking safety
right away. Because when we get out

in the field, they're pushing, pulling,
lifting, and if they’re not stretched out,
more than likely they’re going to pull
or strain or injure something. So every
so often when we have our crewleader
training, | expound on the importance
of this stretching and why we need to
take it seriously. I'm there quite a bit.
If 'm in early, I'll stretch with them, so
they know that it’s importanc. 8
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HOW HARD YOUR JOB IS,

YOUR FEET

DON'T HAVE TO KNOW IT.

You expect the best work boots you can buy to fit your feet like a glove. But Red Wings don't stop
there. They're also crafted to fit your job. In fact, every pair is engineered to keep you and your feet

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

a4Bor an 18EE, Red Wings are built to fit, And last. For a dealer: redwingshoes,comor 1-800-RED-WING.

Red Wing Shoe Company
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utumn has arrived, which means

those brightly colored leaves deco-

rating the trees outside will soon be

on the ground. To keep customers’
properties looking summer-perfect during
this transition into winter, many contractors
offer fall cleanup or leaf pickup services. The
service gives Northern U.S. contractors an
opportunity to rake in more revenue before
they shut down for the winter.

“Fall cleanup is a necessary and routine
part of a maintenance program,” says Paul
Perrotti, president of Perco, New Haven,
Conn. “Any site looks 100 percent better
right after a fall cleanup.”

But there is more to the service than
looks and money. If not removed, leaves
can get matted into the turf and impede
future growth. “Fall cleanup is important
because the leaves block out sunlight and

omapny

L.n{l\l-;--ﬂn ;r,‘.f»:.vng.'::
air movement, both of which can cause
fungus buildup,” Perrotti says.

PART OF THE PROGRAM. Perco has
offered fall cleanup as part of its complete
landscape management program for 20
years. The company’s 60 customers are
strictly commercial accounts. With a
customer retention rate around 95 percent,
it seems once customers sign up for the
maintenance program, they're likely to do so
again. But to sell the program initially, Per-
rotti says they rely on direct mail marketing.
The company mails large four-color
postcards, roughly 7-by-9 inches in size,
to a targeted list of potential clients once a
month. But during the first three months
of the year, Perrotti says they mail the fliers
on a weekly basis, “That’s the time when
customers are really thinking about buying

4
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maintenance contracts,” he explains,
adding that it also helps generate
sales in the winter. While an outside
communications \““X}‘.l“\ [‘l('(hl\k'\
the postcards, the text is written in
house. It cost Perco less than $5,000
to purchase the materials needed for
a two-year direct-mailing campaign,
which included the postcards as well as
!‘lll\}“”\ S \\hl\h arc '“.n]k"({ \llLl[[\'l]v\A
'he current mailing list has less
than 1,000 names, and although re
sponse from the mailings varies, Perrotti
stands by the strategy. “It’'s important
to remember that even if the response

from a particular mailing is less than

INTRRNAYIBNAL

expected, you are still building a brand
name in the mind of the prospect.”

Perco offers its customers a choice
of how often leaves are picked up. “It’s
either once the majority of leaves have
fallen or weekly, usually over a six-week
period,” Perrotti says. He points out
that it's crucial to find out the client’s
expectations about how often the ser-
vice will occur. "Any agreement should
specifically state how many times the
cleanup will be performed,” he says.
“Will there be multiple occurrences or
just one? If there are multiple times,
how often will Ihc'\ occur?”

Fall cleanup can also help sell clients

on renewing their maintenance con
tracts, Perrotti says, adding thar his com
pany renews about half of its customers
in the fall, “Its n'ﬁy\hlng for the custom
Crs to s¢e (Iu'll plulwl(lc\ \\lu'n (|lx‘_\ h.l\c
been newly cleaned of leaves — it makes

an immediate impact,” he says.

THE GREAT ESTIMATOR. Perrortt
prices fall cleanup based on an hourly
rate of $30 to $40. He estumates an
average job on a 3- to 4-acre prop-
erty takes his crews about 25 hours to
complete.

Perrotti admits it's not easy to esti

mate how long jobs will take, and there

Photo: Perco
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business o

is no clear-cut formula to apply. *
have tried to establish production rates
for leaf cleanup by measuring lawn and
bed areas or even by measuring leaf
canopy,” Perrotti says. “But we haven’
been able to make any of these work. It
was difficult to establish a production
rate, which made pricing inconsistent.”
Because of these challenges, Perrotti
says fall cleanup is the one area of the
business where jobs are estimated based
on experience. But there are certain fac-
tors to take into account. The number
of cleanups the client requests affects
price, of course, but specific property
characteristics should also be consid-
ered. One is accessibility. After the crew
has piled the leaves, it’s important to
figure out if a vacuum truck can drive
right up to the pile or if the leaves will
have to be hauled out to the curbside
by hand. Another factor is whether or
not the client allows on-site disposal.
“If they don't, we have to figure out

People

where the leaves will be dumped and

how many hours will be involved in the
hauling,”
cases dumping fees may be an issue.

he says, adding that in those

“If hauling and dumping expenses are
not being recovered in the overhead
component of your pricing structure,
these expenses should be considered
and marked up accordingly in your
bid,” he explains.

EFFICIENT OPERATION. The way
Perco operates leaf collection depends
on the size of the property. Its accounts
range from 1 to 80 acres, but most

are less than 10 acres. For properties 5
acres and larger, the crews use 30-hp
front mowers with the mowing decks
removed and blowers attached. For
smaller sites — anything less than 5 acres
— the crews use push blowers and back-
pack blowers. The crews also use grass
collection systems on zero-turn mowers
to help with leaf pickup, says Perrotti.

Business by CLIP

Management Series

Business by CLIP s a series
of presentations, geared towards the
small business owner or manager.
The presentations cover topics such
as "Making 30% profit in a service ‘
business" and “Beach Management -
Making your company run on Systems”.
These presentations have been refined
through years of testing, research,
surveying and brutal "school of hard
knocks". The information is presented
lg,‘;?m easy to follow, concise and

the way he/she thinks about
his/her business. A few minutes
spent listening to this can
change your business forever!

Are you making 30% Net Profit?

Business by CLIP Series
Jor only 51 9.95

Secvice

www.clip.com
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Once the leaves have been collected,
the next step is removal. For this, Perco
uses a vacuum truck, which can hold 20
yards of leaves. Perrotti says the truck,
along with 3 or 4 dumpsters and a leaf
box, cost the company about $80,000.

The vacuum truck works indepen-
denty of the cleanup crew to improve
efficiency. “We think efficiency is
increased when the foreman stays
with the crew and the hauling work is
handled by a separate unit,” he says. “In
the parts of our service area where we
don't yet have a high market density,
the foreman will do his own hauling so
that two trucks won't have to travel to
an outlying area.”

-

| | '
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Check out the September issue online to find
out how Perco boosts e”’lcxency in fall cleanup
services and hOW he 'fanSlhons hlS crews ‘rOm
mowing to fall c|eanup duties.
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What key indicators reveal about

the business potential in your state
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he lawn and landscape industry has grown dramatically in size and professionalism in recent
decades. Economic and demographic indicators promise further industry growth, though the

opportunity will vary from state by state

Major changes and trends that will impact our industry in the next two decades include an aging population,

movement of a greater proportion of the population to the South and West, record levels of home ownership,

multiple home ownership and fifestyle changes that include investment in green spaces and more

Ariens is pleased to be a partner in bringing this special report to you to help bring light to some of the major
trends. Knowledge in the form of data is the planning tool for continuous improvement in every aspect of our
business. Pusfm‘vg ourselves toward continuous improvement, while stay ng true 1o our heritage, has served

Aniens and the Gravely brand well

Tomorrow's success will be based on tuming knowledge into action. Understanding the factors that will shape

the green industry at both the national and state levels helps all of us prepare for change and seize opportunities

This Is an exciting industry with tremendous growth ahead. | encourage you to use this report as a planning tool

as you envision the future of your industry and your company.

Dan Anens

President

Ariens Company
655 West Ryan Street
PO. Box 157

Brillion, W1 54110-0157 USA

920-756-2141
Fax: 920-756-2407

www.arienscorp.com
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Take pleasure in
knowing Ariens* Sno-Thro*
machines are built to
obliterate snow and ice with
total confidence. A whole
herd of tough, fearless
machines is ready and
waiting. Visit your local
Ariens dealer to see
exactly which machine
will help you overcome

winter's wrath,

year after brutal year.

www.ariens.com

BN\ §
| DN
9 § I o

\‘ Ll

PROFESSIONAL DELUXE CoOMPACT SINGLE-STAGE

@ Registered Trad: k and TM Trod k of Ariens Compony. © 2005 Ariens Company. Printed in U.5.A. Allsteel construction on Compact, Deluxe and Professional models.

USE READER SERVICE # 103



Introduction

By Roger Stanley

~ 2005 Ratings

mall business is the lifeblood of the American
economy. As defined by the Small Business
Administration (SBA), a small business is a
company having fewer than 500 employees.
While limited in size per company, the sheer volume
of small business in the economy makes it a huge
economic force. According to the SBA's Office of
Advocacy, small business
creates 60 to 80 percent of
all new jobs, employs 39 per-
cent of all high-tech workers
and generates |3 times more
patents per employee than
do large companies. Small
business makes up 99.7 per-
cent of all employers. Small
business employs half of all
private sector (non-govern-
ment) workers. In terms of
foreign trade, 97 percent
of all exporting companies
are small businesses. Finally, more than half of the
nation's nonfarm private Gross Domestic Product is
produced by small business.

Small business has grown dramatically in recent
decades. For example, from 975 to 2002 the total
U.S. population increased 34 percent. That same
timeframe witnessed an increase in the number
of small businesses of | | | percent based on tax
returns, according to the SBA.

The lawn and landscape industry has been a ma-
jor player in the small business boom. From 1997 to
2001 alone, the landscape services sector has grown
from about $15 billion to nearly $40 billion, an aver-
age annual growth rate of | | percent, according
to a newly released study, Economic Impacts of the
Green Industry in the United States. (Note: Compa-
rable economic growth information from 2002 is not
available due to a changeover in the federal reporting
system.)

Rapid lawn and landscape industry growth is

S4 lawn & lands¢ ape

being fueled by a number of factors, including rising
homeowner expectations and lifestyle demands,
home appreciation, record home ownership levels
and new lawn and landscape technologies and prod-
ucts that make it possible to meeting rising customer
expectations. Company growth has come from both
an expansion of the customer base and deeper sales
to existing customers for increas-
ingly specialized services.

RATING THE STATES
While the American free enter-
prise system is the foundation for
small business creation and growth,
the business climate varies from
state to state and conditions are
constantly changing. This special
Rating the States section attempts
to shed light on some of the factors
that make up the small business
environment — big picture factors
that are and will impact the future
of lawn and landscape companies. While the number
of factors that could be compared are exhaustive,
including climate, turf acres, average household in-
come levels and more, this report focuses on three:
Population, housing and public policy.

While the conclusions are somewhat subjec-
tive, Rating the States helps provide perspective on
business challenges and opportunities for lawn and
landscape companies. Some factors simply must
be recognized and adapted to, such as population
growth, housing sales or new home construction.
Other factors, such as tax rates and insurance re-
quirements, allow companies to work for change.

A number of expert data sources were used to
create the ratings, including data from the Census
Bureau, the National Association of Home Builders,
the National Association of Realtors and the Small
Business and Entrepreneurship Council. A number of
industry-specific facts come from a study published




in June 2005, Economic Impacts of the Green Industry in
the United States. The research was made possible by a
grant from the USDA Forest Service’s National Urban
and Community Forestry Advisory Committee and fund-
ing from the Professional Landcare Network (PLANET).
The principal researchers were Charles Hall, Ph.D., Uni-
versity of Tennessee at Knoxville; Alan Hodges, Ph.D.,
the University of Florida at Gainesville, Fla.; and John
Haydu, Ph.D., the University of Florida at Apopka, Fla.

DETERMINING THE STATE RATINGS

The criteria used were selected to rank the business
environment within each state using the most current
data and projections available. All states were rated in
three areas — demographics, housing and public policy.
The goal was to look at the relative business changes
in each state and to compare state to state. Assigning a
relative weight to the criteria was the most difficult and
subjective aspect of the evaluation, and a number of
professional economists were consulted for their advice.

POPULATION RATING

Highly important demographic indicators are state
population and the projected increase by 2030 (based
on the 2000 Census). These two criteria account for
50 percent of the overall demographic ranking. The
increase in the Baby Boomer population was counted
as 25 percent of the total. The increase (or decrease in
some states) in workers in the important |8 to 44 age
group was counted as the remaining 25 percent.

HOUSING RATING

The housing indicators represent both sale of existing
housing and new home construction: Total housing units
per state, sales of existing homes, 2004 housing permits
vs. 2002 housing permits, and the National Association
of Home Builder estimates for 2006 housing starts. Total
housing stock counted for 40 percent of the overall
housing category ranking and the other three criteria
counted for 20 percent each.

PUBLIC POLICY RATING

The ratings for public policy were provided by the
Small Business and Entrepreneurship Council, a Wash-
ington, D.C.-based nonprofit organization that has been
tracking and ranking states based on current public
policy burdens for 10 years. The overall rating is from
SBEC's 2004 Index, the most current, and it and the four
specific criteria listed are shared with SBEC's permission.

NATIONAL RATING

National rankings were based on an equal weighting
of the final rankings from the population, housing and
public policy categories.

Rank
1. | Florida | |
2. | Washington 6
3. | Nevada 5
4. | Texas ' 2
5. |Arizona 3 I
6. | Virgina 9
7. | Georgia (tie) 4 i
7. | Tennessee (tie) 16 I
9. | Alabama 34
10. | Missouri 21
11. | South Carolina 17
12. | Maryland 13
13. | Colorado (tie) 13
13. | North Carolina (tie) 8
15. | California 6
16. | Idaho (tie) 1
16. | Indiana (tie) 27
18. | Pennsylvania 42
19. | linois 32
20._| Michigan 31
21. | Delaware (tie) 22
21. | Oregon (tie) 15
23. | New Hampshire 18
24. | Utah (tie) 10
24. | Wisconsin (tie) 22
26. | Alaska 12
27. | Arkansas 25
28. | Mississippi 41
29. | Massachusetts (tie) 30
29. | Oklahoma (tie) 33
31. | New Jersey 20
32. | Kentucky (tie) 28
32. | Wyoming (tie) 44
34. | New Mexico 26
35. | Louisiana 36
36. | South Dakota 47
37. | Kansas (tie) 40
37. | New York (tie) 37
39. | Ohio 43
40. | West Virginia 50
41. | Minnesota 19
42. | Connecticut 38
43. | Hawaii 24
44, | North Dakota 49
45. | Vermont (tie) 29
45. | Montana (tie) 35
47. | Nebraska 46
48. [lowa 48
49. | Maine 38
50. | Rhode Island 45

september 2005

lawn & landscape _




Regional View

Northeast Region

No. 18 Pennysivania
Notable: Projected to hold its No. 6 population ranking.

- Key data: 3,488 landscaping services firms, 18,960 jobs
and $490 million in annual wages. Landscaping services
¢ economic output: $1.501 billion.
& |

No. 23 New Hampshire
4 Notable: Gains in rankings from No. 41 to No.
40 in population. Key data: 555 landscaping
»*  services firms, 2,1 10 jobs and $62 million in
‘"; annual wages. Economic output:
» %7 $190 million.

No. 29 Massachusetts
Notable: Population pro-
jected to drop from No. |3
to No. 17. Key data: 2,468
landscaping services firms,
9,515 jobs, and $350 million
in annual wages. Economic

output: $1.070 billion.

No. 31 New Jersey

Notable: Projected to drop out of Top |0 in population
by 2030, from No. 9 to No. |3. Key data: 3,568 land-
scaping services firms, 16,163 jobs, and $462 million in
annual wages. Economic output: $1.414 billion.

=4 %33
- ’.,{-jl No. 37 New York
¥ /’ p:s*’ Notable: Third largest state in 2000 is projected to drop
’ :",? ,ﬁ to No. 4 in population by 2030. A top state for immigra-
: " tion, but some population gain is lost as residents migrate
:« 44 to other states (similar to California). Key data: 4,807
‘ -“f-,',v landscaping services firms, 15,907 jobs, and $512 million
- ¥
. "_ff" annual wages. Economic output: $1.567 billion.
.v-: l‘ -
"

By Roger Stanley and Nicole Wisniewski

No. 42 Connecticut
Notable: To drop from No.
. 29 to No. 30 in popula-
tion. Key data: 1,791
landscaping service
firms, 6,900 jobs and
$233 in annual wages. Eco-
nomic output: $715 million.

No. 45 Vermont

Notable: Projected to move up
one rank in population stand-
ing to No. 48. Key data: 282

landscaping services firms, 726

jobs, and $24 million in annual wages.

Economic output; $73 million.

No. 49 Maine
Notable: Expected to drop from No. 40 in popu-
lation to No. 42. By 2030 one in four residents

is 65 or older. Key data: 452 landscaping services
firms, 1,686 jobs and $45 million in annual wages. Eco-
nomic output: $137 million.

No. 50 Rhode Island

Notable: Population ranking to remain at No. 43. Key
data: 502 landscaping service firms, I, 185 jobs, and $42
million in annual wages. Economic output: $129 million.
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Midwest Region

No. 10 Missouri

Notable: No. |17 drops to No. 19 in population. Key data:
I 468 landscaping service firms, 8,936 jobs and $202 mil-
lion in annual wages. Economic output: $6 9 million.

No. 16 Indiana
Notable: Projected to e —
drop all the way from [

No. 14 to No. |18. Key [

data: 1,592 landscaping |

service firms, 9,992 =
jobs and $25| million
in annual wages. Eco-
nomic output: $768
million.

No. 19 lllinois ﬁ

Notable: Large state ‘
projected to stay at No.

5 in population. Key data:
2,997 landscape service
firms, 16,952 jobs and $6 14
million in annual wages.
Economic output: $1.879 billion.

No. 20 Michigan

Notable: Another big state projected to drop out of Top
10 in population rating by 2030 — from No. 8 to No. | |.
Key data: 2,933 firms, 12,539 jobs and $410 in annual
wages. Economic output: $1.254 billion.

No. 24 Wisconsin

Notable: Expected to drop in population rankings from
No. 18 to No. 21. Key data: 1,475 landscaping service
firms, 6,829 jobs and $213 million in annual wages. Eco-
nomic output: $653 million.

No. 36 South Dakota

Notable: No. 46 drops to No. 47 in population. The
most business-friendly state in terms of public policy. Key
data: 173 landscaping service firms, 541 jobs and $1 | mil-
lion in annual wages. Economic output: $34 million.

No. 37 Kansas
Notable: No. 32 in population drops to No. 35. Key data:
619 landscaping service firms, 3,859 jobs and $87 million
in annual wages. Economic output: $266 million.

No. 39 Ohio
Notable: Big state expected to drop two places in
population — from No. 7 to No. 9. Key data:
3,431 landscaping service firms,
22,854 jobs and $537 million in
annual wages. Economic output:
$1.644 billion.

No. 41 Minnesota
Notable: A rare Mid-
western state expected
to gain in the popula-
tion ranking, moving
up from No. 21 to No.

20. Key data: 1,501 firms,

5,883 jobs and $184 million

in annual wages. Economic output:

$562 million.

No. 44 North Dakota
Notable: No. 47 drops to No. 49 in population. By 2030
one in four residents is 65 or older. Key data: 149 service
firms, 345 jobs and $8 million in annual wages. Economic
output: $25 million.

No. 47 Nebraska
Notable: Expected to hold at No. 38 in population. Key
data: 540 landscaping service firms, 2,064 jobs and $52
million in annual wages. Economic output: $159 million.

No. 48 lowa
Notable: Drops from No. 30 to No. 34 in population
standings. Key data: 658 landscaping service firms, 3,134
jobs and $76 million in annual wages. Economic output:
$233 million.
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Regional View

South Region

No. | Florida

Notable: Top state over

all. Key data: 6,308 landscaping
service firms, 45,096 jobs and
$843 million in annual wages.
Economic output:

$2.58 billion.

No. 4 Texas

Notable: Retains the No. 2
population position. Key data: 3,617
landscaping service firms, 36,772 jobs
and $726 million in wages. Economic
output: $2.223 billion.

A‘/

No. 6 Virginia

Notable: Stays ranked at No. |2 in total population. Key
data: 2,040 landscaping service firms, 17,829 jobs and
$387 million in annual wages. Economic output: $1.183
billion.

No. 7 Georgia (tie)

Notable: No. 10 in population becomes No. 8. Key data:
2,268 landscaping service firms, 18,886 jobs and $392
million in annual wages. Economic output: $1.199 billion.

No. 7 Tennessee (tie)

Notable: No. 16 in population moves up to No. |5. Key
data: |,193 landscaping service firms, 8,913 jobs and
$194 million in annual wages. Economic output: $593
million.

No. 9 Alabama

Notable: Moves down from No. 23 to No. 24 in popula-
tion. Key data: 833 landscaping service firms, 6,994 jobs
and $13 | million in annual wages. Economic output: $402
million.

No. | | South Carolina

Notable: Moves up from No. 26 to No. 23. Key data:
1,306 landscaping service firms, 8,900 jobs and $163 mil-
lion in annual wages. Economic output: $499 million.

No. 12 Maryland

Notable: No. |9 in population moves up three places in
the rankings to No. 16. Key data: |,598 landscaping ser-
vice firms, 13,940 jobs and $344 million in annual wages.
Economic output: $1.054 billion.

No. 13 North Carolina
Notable: Enters Top 10
population ranking by moving
up from No. || to No. 7. Key
data: 2,620 landscaping service
firms, 17,939 jobs and $337 in an-
nual wages. Economic output: $1.033
billion.

No. 21 Delaware

. # Notable: Holds at No. 45 in
population. Key data: 259 landscaping service firms,
1,939 jobs and $4| million in annual wages. Economic
output: $125 million.

No. 27 Arkansas

Notable: Gains one notch from No. 33 to No. 32 in popu-
lation. Key data: 435 landscaping service firms, 2,916 jobs
and $54 million in annual wages. Economic output: $166
million.

No. 28 Mississippi

Notable: Drops from No. 31 to No. 33 in population. Key
data: 429 landscaping service firms, 2,210 jobs and $37
million in annual wages. Economic output: $1 14 million.

No. 29 Oklahoma

Notable: Moves down from No. 27 to No. 29 in popula-
tion. Key data: 55| landscaping service firms, 6,469 jobs
and $89 million in wages. Economic output: $273 million.

No. 32 Kentucky

Notable: Drops from No. 25 to No. 27 in population. Key
data: 755 landscaping service firms, 4,098 jobs and $85
million in annual wages. Economic output: $259 million.

No. 35 Louisiana

Notable: Drops in population rankings from No. 22 to No.
26. Key data: 662 landscaping service firms, 4,035 jobs
and $71 million in annual wages. Economic output: $217
million.

No. 40 West Virginia

Notable: Drops from No. 37 to No. 39 in population
rankings. Key data: 229 landscaping service firms, |,822
jobs and $37 million in annual wages. Economic output:
$114 million.




West Region

No. 2 Washington ”
Notable: Gains in population ranking : ’
from No. |5 to No. 14. Key data: 1,952
landscaping service firms, 10,331 jobs
and $248 million in wages. Economic
output: $760 million.

No. 3 Nevada

Notable: Fastest growing state
and second largest gainer in total
population rankings — only Arizona
beats it — moving all the way up from
No. 35 to No. 28. Projected to be the
top state in gain of total population and
Baby Boomer retirees. Key data:
576 landscaping service firms,
7,719 jobs and $168 million in

-

Wik
\

wages. Economic output: $516 1l e N
million. "’?' \

No. 5 Arizona

Notable: Will crack

the Top |0 population list by 2030, moving up |0
full places from No. 20 to No. 10. Holds top ranking in
projected percentage gain of |8 to 44 year olds by 2030

— up 68 percent. Key data: |,373 landscaping service firms,
15,461 jobs and $281 million in wages. Economic output:
$860 million.

No. 13 Colorado

Notable: Moves up from No. 24 to No. 22 in population.
Key data: 1,523 landscaping service firms, | 1,552 jobs and
$296 million in wages. Economic output: $907 million.

No. I5 California

Notable: Number two in projected housing starts for
2006 with a total of 191,000. Key data: 7,27 landscap-
ing service firms, 86,446 jobs and $1.79 billion in wages.
Economic output: $5.48 billion.

No. 16 Idaho

Notable: Continues population growth moving up from
No. 39 to No. 37. Key data: 453 landscaping service firms,
2,205 jobs and $52 million in wages. Economic output:
$159 million.

No. 21 Oregon

Notable: The No. 28 state in
population becomes No. 25. Key
data: 1,079 landscaping service
firms, 6,324 jobs and $143 million
in wages. Economic output: $439
million.

No. 24 Utah

Relatively low population limits
ranking, but that will change as it
gains in total population, retirees
and workers. Moves up from
No. 34 to No. 3| in population
by 2030. Key data: 680 landscaping
service firms, 2,740 jobs and $63
million in wages. Economic output:
$192 million.

No. 26 Alaska

Notable: Moves up from No. 48 to No. 46. Key data:
93 landscaping service firms, 349 jobs and $14 million in
wages. Economic output: $42 million.

No. 32 Wyoming

Notable: By 2030 one in four residents is 65 or older.
Projected 35 percent decrease in |8 to 44 population by
2030. Key data: |64 landscaping service firms, 437 jobs
and $15 million in wages. Economic output: $46 million.

No. 34 New Mexico

Notable: Stays at No. 36 in the population rankings. Key
data: 235 landscaping service firms, 2,408 jobs and $44
million in wages. Economic output: $135 million.

No. 43 Hawaii

Notable: It's paradise, but cost of living limits retiree
residency. Moves up from No. 42 to No. 41 in popula-
tion. Key data: 25| landscaping service firms, 2,514 jobs
and $52 million in wages. Economic output: $158 million.

No. 45 Montana

Notable: By 2030 one in four residents is 65 or older.
Key data: 254 landscaping service firms, 64| jobs and
$16 million in wages. Economic output: $48 million.
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By Roger Stanley

emographics

To help identify business trends and growth opportunities, pay

attention to coming change in the population and its makeup.

merica's total population by 2030 will have
increased by almost 30 percent, which

means there will be something on the order

of 82 million more of us. We will also be
different in a number of respects
— the population will be older
on average, more racially diverse
and more of us will be living in the
South and West. Those are among
the major trends based on predic-
tions using 2000 Census data.
While Census Bureau staff are still
crunching the numbers gathered
almost five years ago, they have
made some interim projections using the most recent
Census estimates in combination with historic popula-
tion data for birth rates, deaths, immigration, emmi-
gration, state-to-state migration and more.

POPULATION MOVEMENT. The non-news in
population projections is that the giant states will con-
tinue to get bigger. Three states alone — California,
Texas and Florida — will account for almost half the
total anticipated population increase. Perhaps more
impactful is the ongoing shift in the population away
from the East and Midwest in favor of residence in the
Sun Belt states.

BOOMERS TO GO OUT WITH A BANG.

Since their births in the 1946 to1964 period, the Baby
Boomer generation has dominated the demographic
landscape in the U.S. and will continue to do so. The
potential impact of this generation on the economy

is enormous as it reaches retirement age in the years
201 | to 2029. Baby Boomers are expected to live
longer and more active lives than previous retiring
generations. Since they control 70 percent of the
nation's wealth and spend more than $1 trillion per

year, the decision of Baby Boomers to retire in place
or move to a warmer climate has huge business
implications. And for lawn and landscape companies
and other service businesses, many in this genera-
tion represent a lifestyle that is
becoming longer on enjoyment
and shorter on doing it yourself.

The chart at right projects
the percentage increase of
retirement age people in each
state from the year 2000 (the
Census year) until 2030. This
percentage is most important in
determining the impact of Baby
Boomer retirement relative to each state.

WHAT ABOUT THE WORKERS? A corollary

to the aging of America is a looming shortage of
workers. While the total population is expected to
grow by 29 percent by 2030, the number of work-
ers between the prime ages of |18 and 44 will only
increase |0 percent. While technology, immigration
and perhaps worker permit programs (H-2B) may
factor into the overall labor situation, competition for
workers will continue within the lawn and landscape
industry as well as against other businesses.

DIGGING DEEPER. Space does not permit for an
in-depth analysis of demographic state trends, but
detailed state information is available on the Census
Bureau Web site (www.census.gov). Be sure to look
for information based on the 2000 Census (rather
than the 1990 Census), and then look for the key
words "estimates” and "projections”. Another site
offering information specific to your state is available
at www.projectionscentral.com.


http://www.census.gov
http://www.projectionscentral.com
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1 EEL CA CA NV AZ 26 | NM KY LA MN DE
(36,038,859) | (46,444,861) ] (+364%) | (+68%) (4,163,360) | (4,802,633) | (+200%) (-2%)
2|1 TX 1P, X AK NV 271 IN OR KY wi IN
(22,775,044) | (33,317,744) | (+356%) | (+66%) (3,596,083) | (4,554,998) | (+186%) (-3%)
3| AZ NY FL AZ FL 28| KY OK NV MS KY
(19,258,082) | (28,685,769) | (+355%) | (+42%) (3,521,379) | (4,282,102) | (+184%) (-5%)
41 GA FL NY FL X 29| VT CT OK LA Wi
(17,509,827) | (19,477.429) | (+276%) | (+39%) (3,503,185) | (3.913,251) | (+182%) | (-5%)
5NV IL IL NM uT 30| MA IA CT AL IL
(12,699,336) | (13,432,892) | (+261%) | (+36%) (2,973,700) | (3,688,630) | (+179%) (-6%)
6t | CA PA PA X WA 311 MI MS uT KY KS
(12,426,603) | (12,768,184) | (+250%) | (+33%) (2,915,696) | (3,485,367) | (+178%) (-6%)
6t | WA OH NC ID AK 32] IL AR AR NJ CcT
(11,477,557) | (12,227,739) | (+247%) | (+29%) (2,777,007) | (3,240,208) | (+176%) (-7%)
8 INC Mi GA GA 1D 33| OK KS MS AR MA
(10,207,421) | (12,017,836) | (+242%) | (+28%) (2,751,509) | (3,092,410) | (+175%) (-7%)
9| VA GA OH uTt NC 34| AL uT 1A MO MI
(8,925,796) | (11,550,528) | (+242%) | (+28%) (2,417,998) | (2,955,172) | (+172%) (-7%)
10 JUT NJ AZ WYy OR 35| MT NV KS SD RI
(8,745,279) | (10,712,397) | (+240%) | (+27%) (2,352,086) | (2,940,084)| (+171%) | (-7%)
1] ID NC MI NH GA 36| LA NM NM Mi LA
(8,702,410) | (10,694,172) | (+238%) | (+22%) (1,902,057) | (2,099,708) | (+171%) (-9%)
12 | AK VA VA WA CA 37 | NY wv 1D MA AL
(7,552,581) | (9.825,019) | (+236%) | (+22%) (1,818,887) | (1,969,624) | (+170%) (-11%)
13t | CO MA NJ DE VA 3st| CT NE NE CT MT
(6,518,868) | (9,802,440) | (+234%) | (+21%) (1,744,370) | (1,820,247) | (+168%) (-11%)
13t |MD IN WA SC MD 38t | ME ID wv KS NE
(6,249,617) | (8,624,801) | (+233%) | (+20%) (1,407,060) | (1,719,959) | (+167%) (-11%)
15 |OR WA TN VA co 40| KS ME NH OK PA
(6,204,632) | (7,380,634) | (+232%) | (+16%) (1,318,557) | (1,646,471) | (+166%) (-11%)
16 | TN TN MD CA NH 41 | MS NH Hl IN NY
(5,965,317) | (7,022,251) | (+230%) | (+11%) (1,314,821) | (1,466,046) | (+163%) (-12%)
17 | SC AZ MA CcO TN 42| PA HA ME NE OH
(5,868,004) | (7,012,009) | (+229%) | (+10%) (1,276,552) | (1.411,097) | (+162%) (-13%)
18 | NH MO IN VT MN 43| OH RI RI RI ME
(5.765,166) | (6,801,108) | (+225%) | (+9%) (1,086,575) | (1,152,941) | (+161%) | (-15%)
19 | MN MD MO NC HI 44 | WY MT MT ND MS
(5,600,563) | (6,430,173) | (+224%) | (+8%) (933,005) |(1,044,898)] (+161%) (-15%)
20 | NJ Wi MN MT sC 45| RI DE DE IL NM
(5,554,343) | (6,306,130) | (+222%) (+3%) (836,687) |](1,012,658)] (+160%) (-15%)
21 |MO MN Wi MD AR 46 | NE SD AK NY SD
(5,174,743) | (6,150,764) | (+206%) | (+1%) (771,803) | (867,674) | (159%) (-20%)
22t | DE cO cO ME MO 471 SD AK SD OH 1A
(4,617,962) | (5,792,357) | (+204%) (+1%) (661,110) | (800,462) | (+156%) (-20%)
22t | WI LA SC HI NJ 48] 1A ND vT WV WYy
(4,534,310) | (5,148,569) | (+203%) (-1%) (635,468) | (711,867) | (+154%) (-24%)
24 | HI AL AL TN OK 49| ND VT ND 1A ND
(4,527,166) | (4.874,243) | (+202%) | (-2%) (630,979) | (606,566) | (+152%) | (-31%)
25 | AR SC OR OR VT 50 | WV WYy WY PA wv
(4,239,310) | (4,833,918) | (+201%) | (-2%) (507,268) | (522,979) | (+150%) (-35%)
Footnotes

projected |18-44 age group pop

1. Demographic category final rankings based on pop

(20%)

dation (40%), projected population

september 2005

growth (20%), proyected Baby Boomer population increase (20%) and
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By Jonathan Katz

e - Qus;i]ng Doom

Despite some concern about a possible housing pricing bubble, analysts
remain optimistic about continued demand for new and existing housing.

early every aspect of the housing market sales, so it’s a pretty important market, particularly if

|
8 ",",: directly impacts the green industry. Vir-  you're looking at landscape sales.”
';,“ "ﬁ. tually every new property requires turf A good market for existing sales actually helps
A0 3‘; N and tree installation, landscape beds, pa- drive new construction demand. “Most new home
s _;“'i tios or decks and other hardscape features designed,  buyers are trade-up buyers who are selling an exist-
a3 :ﬁ\‘: installed and often maintained by professionals. ing home. So, if there’s a good market for their exist-
_“A_'.‘-g } ’;‘! The good news is that in 2004, records were set  ing home, then they're more likely to build or buy
7 1‘}% in almost every housing category. a new home," says Michael Carliner, an
\: While new construction is expected economist with the National Association

e’ tf:j to slow in most states in 2006, of Home Builders in Washington, D.C.

the market remains strong, says

a
=4 Al Schuler, a USDA Forest Service HOUSING PERMITS. A strong indica-
economist in Princeton, W. Va. tor of recent housing construction and
future trends is housing permits. The
TOTAL HOUSING UNITS. It's chart at right shows the percentage
no surprise that the states with the increase or decrease of 2004 housing
largest populations represented permits issued for single-family homes in
the highest housing totals in 2004. each state in comparison to an average
Housing units represent a house, of permits for the previous five years.
apartment, mobile home or trailer, Most states are showing increases
a group of rooms, or any single in permits issued, but there are reports
room that is occupied or, if vacant, is intended for in the Midwest of overbuilding, Carliner says. “We're
occupancy as separate living quarters, according to getting indications in some places in the Midwest that
the Census Bureau definition. they need to slow down, and our survey of builders
Total housing units indicates the current housing suggests they're headed for a slowdown,” he says.
) market volume in each state, but is not a measure of
R % possible housing growth or past trends. HOUSING STARTS. In 2006, most states can
. expect a slowdown from the previous record year.
EXISTING SALES. One positive trend for contrac-  Florida, California, Texas, Georgia and Arizona will
tors is an ongoing strong market for existing home hold the top five spots for total housing unit con-
sales, as reflected in gains in 2004 when compared struction, according to the NAHB. Most of the new
against 2002. Many home buyers renovate or homes will be single-family, which often means larger
remodel their homes shortly after purchasing them, = homes and often larger lots, according to Schuler.
including the property. In 2004, 1.6 million single-family homes were
“If you buy a new home, the first thing you do built vs. 1.5 million in 2003. In general, bigger houses
within |2 months after buying it is a lot of painting, are also being built with larger landscapes, Schuler

remodeling and landscaping, Schuler says. “Existing says, adding that single-family homes today are 40
home sales is about six times the size of new home percent larger than they were in 1980.




(12,804,702) | (57.1%) | (83.4%) | (+3.0%) (1,842,971) | (19.5%) | (25.0%) | (-6.0%)
2] AL TX AZ WY NY 27| LA OK ND OR NE
(8,846,728) | (45.7%) | (66.3%) | (+2.0%) (1,572,756) | (17.8%) | (23.6%) | (-6.4%)
3l B FL ™ ND NV 28t| KS OR OK NM HI
(8,009,427) | (39.3%) | (51.8%) | (+1.6%) (1,535,381) | (17.7%) | (21.7%) | (-6.5%)
4] cA NY SC FL RI 28t| Wi cT X NC co
(7,819,359) | (36.5%) | (51.7%) | (+0.9%) (1,414,433) | (17.7%) | (20.9%) | (-6.6%)
51 NV PA AL AL IN 30| AR 1A AR GA AK
(5.385,729) | (36.2%) | (48.4%) | (+0.3%) (1,292,976) | (16.6%) | (19.2%) | (-6.9%)
st] TN IL NC AZ WA 31| MI AR ME MN GA
(5,094,186) | (35.5%) | (46.6%) | (-1.4%) (1,233,203) | (16.6%) | (15.9%) | (-6.9%)
6t] VA OH AK DE KS 32t] Ky MS OH VT LA
(4,966,746) | (33.7%) | (45.1%) | (-1.5%) (1,221,240) | (16.3%) | (15.5%) | (-6.9%)
s| AZ MI DE ID OR 32t] MS KS SD KY M
(4,433,482) | (30.3%) | (43.1%) | (-1.6%) (1.185,114) | (16.1%) | (15.4%) | (-7.1%)
9| PA NC NM NV MA 32t| NM NV NE wi MS
(3.860,078) | (30.0%) | (41.2%) | (-1.8%) (976,446) | (16.0%) | (15.2%) | (-7.1%)
10| TX GA WV LA VA 35| cO WV co VA AR
(3.672,677) | (28.1%) | (38.5%) | (-1.9%) (866,944) | (15.1%) | (13.7%) | (-7.3%)
1] MO NJ WA SD NH 36| 1A uT IL PA NM
(3.414,739) | (26.9%) | (34.3%) | (-3.8%) (848,737) | (14.3%) | (13.3%) | (-7.3%)
12t] GA VA HI ™ uT ant] CT NM NH IL ND
(3.116,827) | (26.3%) | (33.4%) | (-3.9%) (825,540) | (14.2%) | (13.1%) | (-7.3%)
12t] NC IN OR SC cT 37t] Hi NE NJ NH KY
(2,690,619) | (25.7%) | (31.7%) | (4.1%) (757,743) | (13.6%) | (12.7%) | (-7.4%)
14t] 1L MA WY AR AL 3ol UT ME cT co N
(2,672,061) | (24.5%) | (31.3%) | (-4.2%) 676,667) | (12.9%) | (11.8%) | (-7.4%)
14t] MA WA ID CA I 40| MN ID RI cT T
(2,606,623) | (24.5%) | (31.1%) | (-4.2%) (578,774) | (12.2%) | (10.5%) | (-7.4%)
16| OR ™™ GA OK CA 41| NE NH MN KS AZ
(2,595,060) | (24.0%) | (31.0%) | (-4.4%) (575,671) | (12.0%) | (9.9%) | (-7.8%)
17| NY MO VA WV VT 42| wy HI LA MA 1A
(2,564,340) | (23.9%) | (31.0%) | (-4.5%) (482,873) | (11.0%) | (7.0%) | (-8.0%)
18] OH Wi MO ME NJ 43| ND RI Wi OH MN
(2,463,802) | (23.0%) | (30.7%) | (-4.9%) (446,305) | (10.7%) | (6.7%) | (-8.2%)
19t] MD AZ FL MO WV 44| NH MT VT MI NC
(2.458,231) | (22.6%) | (30.2%) | (-5.0%) 423,262) | (9.2%) | (6.6%) | (-8.2%)
19t wv MD KS T OH 45| ME DE CA AK WY
(2,250,339) | (22.3%) | (28.7%) | (-5.4%) (367.448) | (7.9%) | (5.4%) | (-8.4%)
21| sc MN MA NE wi a6t| AK SD MT IN FL
(2.212,701) | (22.2%) | 27.1%) | (-5.6%) (342,620) | (7.0%) | (1.2%) | (-8.9%)
22| oK AL PA WA PA 46t| RI VT uT NY ME
(2,058,951) | (22.1%) | 27.0%) | (-5.7%) (304,291) | (6.6%) | (-1.7%) | (-9.8%)
23] NJ co IA 1A DE 48| MT ND NY NJ MT
(2,010,806) | (21.7%) | (26.9%) | (-5.9%) (300,815) | (5.8%) | (-3.6%) |(-10.3%)
24| IN LA KY MS MO 48| SD AK M MD SD
(1,919,859) | (21.4%) | 26.4%) | (-6.0%) (271,533) | (4.6%) |(-10.5%) | (-12.5%)
25t| DE SC MS uT ID 50| vT wy IN RI SC
(1,890,682) | (21.0%) | (25.7%) | (-6.0%) (232,637) | (4.2%) |(-15.8%) | (-14.1%)
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Public Policy

By Lauren Spiers
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While taxes are inevitable, the tax and other public policy burdens

put on small businesses vary sharply from state to state.

o benchmark and track public policy
impact on business, the Small Business &
Enterpreneurship Council (SBEC) in Wash-
ington, D.C., produces its annual Small
Business Survival Index (www.sbecouncil.org). Based on
23 government-imposed economic barometers, the
Index ranks states based on their tax rates and public
policy burdens. The chart at right lists four key public
policy indicators: personal income tax rates, prop-
erty tax, health care costs and unemployment tax.
“You can use the Index to compare states that
have no income tax and others
that have very weighty income
taxes, but each column stands
on its own,” explains SBEC Chief
Economist Raymond Keating. “Our
overall objective is to show the
broad impact of taxes on small
business from state to state. Each
of the items we index will impact a
landscaping business, manufactur-
ing company or private consultant
the same way within that state.”

PERSONAL INCOME TAX.
Personal income tax rate varies
sharply from state to state, but the
five most business-friendly states levy no income tax,
while the least business-friendly states tax rates are
high: 7.85 percent for Minnesota and 9.3 percent for
California. “Roughly 90 percent of small businesses
file taxes as individuals — sole proprietorships, part-
nerships and S-Corps,” Keating says. “Income-based
taxes really have one of the biggest economic effects
overall for small businesses because they affect the
costs of working, saving, investing and risk taking.

PROPERTY TAX. Property taxes impact the deci-
sion on whether to invest in property or to operate

out of a home, and if a business is located near a
state line, taxes can be an important factor in the
owner's decision on which state in which to base his
or her business.

HEALTH CARE COSTS. Because service busi-
nesses are so dependent on personnel, they are
significantly impacted by health care costs. “Health
insurance represents a significant public policy cost
for businesses,” Keating says. According to SBEC's
rating, a state coming in with a score below one has
lower-than-average health care costs,
while states with more than a one have
higher-than-average health care costs.
“Taxes, mandates and regulations
increase health care costs, raise the
cost of insurance, increase the number
of uninsured and act as a disincentive
to starting up or locating a business

in a high-cost state,” Keating says.
With the exception of Florida, the top
five states in the Index have favorable
health care scores.

UNEMPLOYMENT TAX RATE.
State unemployment tax rates affect
the relative cost of labor vs. capitol.
Seasonal businesses, including the green industry,
must often lay off employees in the winter, making
these employees eligible for unemployment ben-
efits. Unemployment tax rates are set by states and
must be paid into a pool from which unemployed
workers will draw benefits. Higher state unemploy-
ment tax rates increase the relative cost of labor vs.
capitol can be a disincentive to hiring seasonal help.
It may also be a factor in deciding where to base the
company. Keating notes that there is no correlation
between a state's unemployment rate and its unem-
ployment tax rate.



http://www.sbecouncil.org

(0.00) | (1.29) | (0.73) | (1.05) (5.95) | (3.10) | (0.98) | (2.18)
2 NV | NV DE ID AZ 27f Wi | MO MN KY CT
(0.00) | (1.54) | (0.81) | (1.11) (6.00) | (3.11) | (0.99) | (2.21)
3fwy| wy AR AZ FLA 28| UT | GA ND KS wv
(0.00) | (1.57) | (0.82) | (1.16) (6.00) | (3.13) | (0.99) | (2.38)
4l WA| WA OK NV IN 29| KY | KY FL MO Mi
(0.00) | (1.64) | (0.84) | (1.18) (6.00) | (3.17) | (1.00) | (2.43)
5] FL | FL NM NM NE 30| OK | KS OH LA KY
(0.00) | (1.64) | (0.85) | (1.28) (6.45) | (3.20) | (1.00) | (2.59)
6] MI | TX HA VA PA 31| KS | wv KS OH NC
(0.00) | (1.66) | (0.87) | (1.38) (6.50) | (3.22) | (1.00) | (2.82)
7| MS| NH LA MT vT 322 LA| wW SD IA NJ
(0.00) | (1.71) | (0.88) | (1.39) (6.75) | (3.26) | (1.00) | (2.90)
8| AL| TN KY CoL VA 3B|WV | NM MO HI NM
(0.00) | (1.90) | (0.89) | (1.41) (6.80) | (3.27) | (1.00) | (3.08)
9lco| AK wv OR MS 34| CT | NE IN TN wi
(0.00) | (2.10) | (0.89) | (1.42) (6.84) | (3.46) | (1.01) | (3.15)
10| IN IL TN WY sC 35] NE| SC NE IL MA
(3.00) | (2.16) | (0.90) | (1.42) (7.00) | (3.47) | (1.01) | (3.41)
M| TX| PA NC WA NH 36| NM | OK MA NH NV
(3.07) | (2.35) | (0.90) | (1.44) (7.00) | (3.47) | (1.02) | (3.49)
12| PA| AL MO TX LA 37| NC | MT IA MD AR
(3.25) | (2.40) | (0.90) | (1.44) (7.15) | (3.49) | (1.02) | (3.81)
13| sCc| IN ut OK MO 38| MT | AR MT wi OK
(3.40) | (2.49) | (0.90) | (1.45) (7.21) | 3.77) | (1.02) | (3.89) ;
14|NH | M MS CA MD 39| OR | OH IL ND AK 2
(3.90) | (2.55) | (0.91) | (1.62) (7.50) | (3.82) | (1.03) | (3.94) :
15| VA| LA NV MS AL 40| OH | NY > MN RI
(3.90) | (2.57) | (0.92) | (1.65) (7.70) | (3.88) | (1.06) | (3.94)
16| TN | CO CA AK GA 41| MA| D NY ME g
(4.63) | (2.62) | (0.92) | (1.67) (7.80) | (3.92) | (1.07)
17| AZ | MD GA GA DE 42| VT | MN AK FL
(4.75) | (2.70) | (0.93) | (1.76) (7.85) | (3.94) | (1.08)
18| MO | MS co sC co 43] 1A | NC wi wv
(5.00) | (2.74) | (0.94) | (1.77) (8.25) | (3.96) | (1.08)
19 IL | cCT MD AR NY 44| NJ HI cT PA
(5.00) | (2.74) | (0.94) | (1.82) (8.25) | (4.08) | (1.11)
20| AK | AZ ID NC SD 45| NY | ME RI NJ
(5.04) | (2.80) | (0.94) | (1.86) (8.50) | (4.44) | (1.12)
21| MD| MA VA IN KS 46| ME | NJ wY DE
(5.30) | (2.81) | (0.95) | (1.92) (8.97) | (4.47) | (1.13)
22| GA| ND PA NE OH 47| MN | OR VT RI
(5.54) | (2.84) | (0.96) | (1.97) (9.00) | (4.49) | (1.20)
23| DE| VA WA sSD TX 48| RI | CA NJ CT
(5.75) | (2.92) | (0.97) | (2.05) (9.30) | (4.74) | (1.24)
24| AR | UT sC AL IL 49| H | vT NH NY
(5.78) | (2.96) | (0.97) | (2.12) (9.30) | (5.01) | (1.25)
25| ID IA AZ vT N 50] CA| RI ME MA
(5.84) | (2.97) | (0.97) | (2.15) (9.50) | (5.27) | (1.28)
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What Kind of People
Own a Gravely?

o

e 2607 features:
14-gallon fuel tank
Hydrostatic drive system
60" cutting width
Powerful 27 HP engine

Maintenance-free
Gravaly XL Spindles™

t's the kind of folks who aren't afraid to get their hands dirty
and thrive on an honest, hard day's work. The kind who settle
for nothing less than rock-solid machines that handle the
harshest of jobs without a hitch. The kind who appreciate a
hard-working partner willing to sweat it out with them — a

partner like Gravely — who will better their business savvy, WE KEEP YOU CUTTING™

slash downtime, help hoist their business to a higher level w

and hike up their bottom line. .
P www.gravely.com « 1-800-472-8350 -

-
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ot only can sticks and stones

break your bones, but they can

also damage windows, cars and

other nearby objects when you're
operating lawn equipment. The longer
landscape contractors are in the business,
the more likely a string trimmer or mower
will hurtle debris into the air and cause
property damage.

That's what one Lawn & Landscape
Online Message Board participant says hap-
pened to him when a woman accused him
of breaking her car window with his string
trimmer when she was driving by. He says
the driver was visibly upser and confronta-
tional and that he planned not to pay the
woman because of her “horrible attitude.”
His comments stirred a lively discussion
about how contractors should handle ac-
cusations of property damage from anyone,
including customers.

Some Message Board participants
recommend that contractors carefully
consider the circumstances before owning
up to these incidents or refer the matter to
their insurance company. But others, such
as Gary Batho, agree that it’s best to pay for
the damages and move on. “You broke i,
you bought it,” says Batho, owner of B&B

by jona{han katz

Landscaping & Irrigation, Clarkesville, Ga.
“Pay the lady with a smile.”

BE COURTEOUS. Customers may not
always be right, but you should still trear
them that way, say many Message Board
users. Put yourself in the customer’s shoes,
writes Will Sharp, owner, Lawn Dawg Ser-
vices, Matthews, N.C. *Write her a check
and buy her dinner since bad news travels
fast,” he suggests. For instance, if you
found a fly in your coffee, you'd probably
demand another at no charge, analogizes
Chad Stern, owner, Mowing & More,
Chevy Chase, Md.

“Let’s say that you were dealing with
a shrewd employee and he said, "Well, it's
not as though we put the fly in there,™
Stern writes. “The fly entered the drink
only after we gave it to you. And even if
the fly was in the cup before we gave it
to you, you have the burden of proving
so. Could you please step aside — other
customers are in line." Would you ever do
business there again?”

Also, landscape contracrors risk
tarnishing their images by arguing with
customers abourt property damage that
could have been caused by lawn equip-

It's almost
inevitable

that Hying
debris from
P equip-
ment will dam-
age property at
some point in
a contractor’s
career. Lawn
& Lanc/scape
Online Message
Board users
share tips for
handling such

incidents.
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ment. “You know the old saying, ‘Kill
‘em with kindness,™ writes Ronald Sk-
over, owner, Green Lawn, North Streer,
Mich. “You really need to bend over
backwards to some of these people. I do
it all the time. Word of mouth travels
fast about you and your company with
bad news.”

And not only does the company
risk damaging its reputation, but
the industry as a whole can suffer
when contractors don't take respon-
sibility for such accidents, notes Bill
Smallwood, owner, W.]J. Smallwood
Landscaping, Salem, N.H. Poor
customer-relations skills could be why
customers are willing to pay other
skilled workers, such as plumbers and
electricians, more money than land-
scape contractors, Smallwood writes.
“Did you break the window? Maybe
not, but quite likely so,” he explains.
“You want out of the problem, prove
there were no pebbles to be thrown. To
win a civil court case, all that is needed
is proof beyond a reasonable doubt
— not a unanimous decision. Pay for

the window and move on. Why spend
hundreds paying for a cheap picce of

glass? Don'’t you have more important
things to be doing?”

By taking responsibility and act-
ing fast, contractors can keep such
incidents from snowballing into
something worse, says Patrick Johnson,
owner, Reflective Gardens, Knoxville,
Tenn. “I'd call it a bad one and take
care of it now before it blows up into
something bigger,” he recommends.
“You'll just think about it at night
until it’s resolved. Don't lose sleep over
it. It was an accident and they will
happen. Luckily, it didn’t cause a big-
ger accident.”

Smallwood relates the following ex-
perience: “Today, one of my employees
was edging a bed with the power edger,
as we have done the same way for the
past five years, and he cut a cable TV
wire that was 2 inches below grade.
Being a professional, I went directly
to the homeowner's office, explained
to him what happened, offered to call
the cable company to have any repairs

taken care of and reassured him that
we would cover any expense. Is it my
fault the wire was improperly buried?
Absolutely not. But it wasn't my client’s
fault either, and we were the ones oper=
ating the slicing instrument, therefore,
we pay. I find it troubling that so many
‘professionals’ want to find the easy way
out all of the time and nor take respon-
sibility for their actions. To condone
that behavior is to lower yourself to
that level.”

Sometimes it might be worth
conceding fault even if you know the
customer is wrong to save a major
account, writes Clint Christman,
owner, Baja Landscape Co., Sacra-
mento, Calif. Christman explains that
he always writes a check if he knows
his employees were at fault or if he
has little doubt they were responsible.
When Christman has serious doubts,
he stalls for a moment by telling the
customer there is an “internal inves-
tigatdon” or mentions that he’s in the
process of filing an insurance claim or
a police report.

SO what should a landscape contractor do when
accused of causing property damage? In the
event of something minor, such as a cracked wind-
shield or a small dent from flying debris, it's usually
best to just absorb the cost, says Rick Bersnak,
president, M.EP. Insurance Agency, Lewis Center,
Ohio. “My recommendation would be to pay them,"
says Bersnak, whose firm represents more than
300 green industry companies nationwide. “Get the
checkbook, and write out the check for $100 or $125.
If you start fighting, whatever time and aggravation
you spend is going to be a detriment.”

More often than not, contractors will lose in the
end with smaller claims because of the time and
money involved in fighting them, Bersnak says. “If you
fight them, it's a lose, lose." he explains. “Sometimes
you have to go to small claims court, and then you
have to take a day off of work, And in all likelihood, it
probably did happen. A lot of guys wear headgear or
ear protectors and don't even realize it happened.”

Besides, about 75 percent of the time, property-
damage claims against contractors are legitimate,

according to Bersnak. If the contractor is at fault,

it's usually best to not file an insurance claim unless
the damage is major, Bersnak advises. Some smaller
claims may be less than the deductible, which is
typically between $250 and $500. In addition, too
many minor claims can raise a contractor’s insur-
ance rates or even result in nonrenewal of the policy,
Bersnak says.

“We advise people not to turn in anything under
$200," Bersnak says, “If an insurance company gets
too many of those nickel and dime claims, they won't
renew their insurance, They expect mowing/mainte-
nance guys to eat those small ones. If you have one
or two of those a season, you should be eating them
as a cost of doing business.”

Multiple minor claims can increase a contrac-
tor's insurance costs by 25 to 100 percent, according §
to Bersnak. “They should only be using an insurance
claim for something that would really hurt them in
the pocketbook," Bersnak says. “We have bigger
guys with five to six crews who won't turn anything in |
under $1,000."
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RUN BEHIND" : )
® 27HP Generac ® 20-27HP Engine ® 32HP Generac
® 50" Deck ® 34"-60" Deck ® 60"-72" Deck

* 8 MPH Cutting Speed
# 3.2 Acres/Hour
® 3 Lifetime Warranties

® 8 MPH Cutting Speed ® 15 MPH Cutting Speed

® 2.3-3.8 Acres/Hour
® 3 Lifetime Warranties

® 7.2-8.7 Acres/Hour
® 5 Lifetime Warranties

- -
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To find out how to cut more acres of grass per hour
using the NEW HORSEPOWER, and to view all models up to 50HP, Visit:

www.dixiechopper.com

For 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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“Thar usually discourages bogus
claim-makers,” he writes. “However,
I have to admit that I've paid off on
bogus claims by employees of ‘impor-
tant’ clients just to save an account. But
when [ did it, I let the client know that
I knew the claim was bogus and that I
was only doing it to save the account.
The client would then put the word
out to the employees that they would
not support any claims by their own
employees without absolute proof. It’s

all abour PR.”

DON'T BE A PUSHOVER.

Other Message Board participants say
if contractors know they're innocent,
the burden of proof should be on the
accusing party, especially if the incident
didn’t involve a customer. “I could go
cither way on this,” says Jamie Bush,
president, Jamie’s Lawn Service, Plano,
Texas. “Who's to say her window
wasn't broken already, and she is trying

FREE SA

Parinerd®

e

Tools

to scam him? Are you supposed to
just write a check to everybody who
claims you broke something? Is there
no burden of proof? Whar about these
guys who drive gravel trucks with signs
posted, ‘not responsible for broken
windshields?” How does that work?

I think all requests and accusations
should be made in a courteous way. If
someone is downright rude from the
onset, they lower their chances of get-
ting whar they want.”

Dale Wiley, owner of Landscape
Specialty Services in Forest Grove,
Ore., says he knows from experience
that people can make dishonest claims
about damage caused to their property.
“There are people who go around and
do this,” he writes, “If you roll over for
every one that comes along and says
you did this, you will be an easy mark.”
In the event that contractors are to
blame, sometimes it’s best to let their
insurance companies take over, accord-

Stihiie

Receive 12 blades
plus the saw of your choice

$1599.00

Certain makes & models available

SPRING SPECIAL!!
1-800-285-0163
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ing to some Message Board members.
“She has to prove that you did it, and
she may not want to go through that
expense,” writes Rick Brauneis, owner,
Vision Designs, Orlando, Fla. “But if
in fact you did break it, just let your
insurance handle it — that is the reason
we carry it. Or just cut her a check
yourself.”

Michael Laport, president of
Commercial Scapes in Bristow, Va.,
concurred with Brauneis, saying the
contractor who broke the window
should give his insurance company the
facts, and “let them sort it our.”

) ]
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To further discuss this topic or others, please
visit the Lawn & Landscape Online Message
Board at www.lawnandhnéscape.com/
messageboard. Frequent topics incude pricing,

new product reviews, how-to tips and indus!ry
trends.

Selling Blades Across AMERICA!
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488 CHAIN SAW

Displacement: 47.9cc / Output: 3.5 hp

Our company, our products, and our reputation are all huilt
on one principle. Quality. It's what we’'re made of.
Better parts and better engineering mean
greater performance and longer life.
At Shindaiwa, we invest more in research,
design, and materials te give you a
product that out performs the
competition year
after year.
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www.shindaiwa.com /800.521.7733
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hether it’s fuel injection or

the introduction of hybrid

gas/electric-powered cars,

it's obvious fuel economy
and emissions standards have impacted the
modern-day automobile. Although such
advancements haven't come quite so quickly
for mower engines, there are signs small-en-
gine makers could follow suit.

Some mowers are being equipped with
electronic fuel injection (EFI), and some
manufacturers are exploring the possibility
of alternative-fueled mowers. Recent trends
suggest such technology isn't the primary
concern for landscape contractors when
shopping for new mowers. Instead, the
demand for more horsepower and increased
durability are driving engine designs, accord-
ing to Kevin Lund, commercial mowing
product manager, John Deere, Moline, 111

,Machines

|
by jonath

“Fuel economy tends to drive selection less
than things like durability,” Lund says. “Fuel
prices are much higher than they were, but
I don't know thar it’s at a critical point yet
where this becomes a bigger issue.”

But if the current trend of rising gas
prices continues, the concept of fuel-ef-
ficient mowers could be pushed to the
forefront, as evidenced by the addition of
EFI. “We're really excited about EFI and
the opportunity to help operators save
money,” says Ann Roche, vice president of
commercial engines for Briggs & Stratton,
Milwaukee, Wis. “I think contractors can
see some pretty interesting paybacks on
fuel savings alone.”

EFFICIENT WITH EFL. It’s debatable

how much gas an EFI system can save. At
minimum, EFI should result in 10 percent

MIawn & landscape
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You can buy off the back of a truck

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?

PROSOURCE Growing Smarter.
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- National Weekly Retail Gasoline & Diesel Averages
more fuel savings ’ bill because I went to this

than a carburered engine,” then I'm going
to tell people that, All 1

know is that with the lim-

engine, according
to Roche. In the

best-case scenario, ited personal experience
operators may cut I've had with ic, [ feel
fuel consump- comfortable in saying it’s
tion by 20 to a 10-percent difference.”
30 percent with Lund says contrac-
an EFI system, tors may experience even

Roche says. The fewer fuel savings with

figures vary from EFI if they're mowing in

manufacturer to tough conditions. “EFI is

manufacturer be- a small step,” he explains.

cause the technol- “It may yield zero savings

ogy is still fairly if the grass is a lictle thick-
new for mowers, and customer feedback  and they ask if they're going to get better  er that month because it rained. If your
varies, says Roy Dust, product special- fuel efhciency with EFI, I say you are, conditions are constant, you could see
ist, Ferris Industries, Munnsville, N.Y. bur I'm not going to tell you how much some savings, but because conditions
He reaffirms Roche’s figure of at least because | don't have enough experience vary, it’s a small step to go to EFL”
10-percent fuel savings with EFl but he,  with it. I rely on the input that comes Regardless, EFI is an option con-
too, says that number might be higher. back from the field. When enough land-  tractors may want to ar least inquire
“I've heard figures all over the map,”  scapers come back to me and say, ‘I've about as fuel prices continue rising.
Dust says. “When I ralk to customers chopped 10 or 15 percent off of my fuel continued on page 62

<

LANDSCAPE NETWORK

“The decision for Heaviland Enterprises to become a
Founding Partner of the Symbiot Landscape Network was
an easy one. As a smaller regional company, we needed the
leverage to compete against the national firms for
commercial maintenance contracts. By partnering with
other premier landscape companies throughout the
country, this has given us opportunities we never would
have realized. The P3 partnerships give us incredible
purchasing power by offering a full range of products and
services. Monthly webcasts, the Online Estimator and Sales
Partner Retreats are other great programs we take
advantage of. The chance to network and exchange
industry BMP's with my SLN peers is the icing on the cake!”

Tom Heaviland, Heaviland Enterprises

Heaviland Enterprises is a twenty year old commercial landscape Become a Partne'

management company providing service in San Diego County with
85 employees servicing over 200 commercial sites. Members of TodaV!

PLANET and CLCA, Heaviland Enterprises was the winner of a

BBB Torch Award for Marketplace Ethics. Find out how Symbiot m.svmniot.niz

helps Tom Heaviland grow his business, and how a partnership

in the Symbiot Landscape Network can grow yours. 866.223,9049
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m lawn & landscape september 2005 www.lawnandlandscape.com



http://www.symliiot.liiz

By 2008, diesel engines less than 100 horsepower
will undergo major changes that could make
the engines less fuel efficient. At that time, the
Environmental Protection Agency's most stringent
emissions standards for off-road diesel engines will
take effect. As a result, diesel-engine operators can
expect a b to 10 percent reduction in fuel efficiency,
says Christopher Kete, director of the light construc-
tion utility market for Cummins, a Columbus, Ind.-
based engine manufacturer.

“Every time you clean up the emissions you're
usually taking a fuel-economy hit." Kete explains. “So
we're actually fighting a battle of how do we deliver a
product that's legal and environmentally friendly with
minimum damage to the fuel economy.”

One way manufacturers are trying to increase

the fuel economy in off-road diesel engines is by
implementing a system that works similar to elec-
tronic fuel injection (EFI). High-pressure common-rail
(HPCR) fuel systems can save operators 10 to 20 per-
cent more fuel than mechanical diesel fuel systems,
according to Kete. But like EFI systems, HPCR adds
$500 to $1,000 to the engine's cost. Because of the
higher cost, HPCR systems are more common on en-
gines that are more than 100 horsepower, Kete says.

But beyond 2008, as HPCR technology becomes
more affordable and gas prices remain high, Kete
says HPCR could become a more realistic option for
contractors. "Certainly the payback on high-pressure
common-rail becomes more attractive as fuel prices
rise,” he says. “In the long-term, | do expect that we'll
see quite a bit of that technology.”

OLDHAM

CHEMICALS COMPANY, INC.
OVER 40 YEARS OF RELIABILITY

200 GALLON LAWN RIG

* 200 GALLON OLDHAM TANK WITH BAFFLE.

* HYPRO D30 TWIN DIAPHRAGM PUMP.

* 5.5 HP HONDA ENGINE.

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

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

1-800 888-5502

PO BOX 18358
3701 NEW GETWELL ROAD
MEMPHIS, TN 38118

Over 16 Stamped Curb Patterns
and 20 Residential and Commercial lloIIs

existing business with Tygar Curb Machinery

TYGAR
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Does the MS 192 T have what it takes?
Oh brother, does it ever.




Meet the tough little brother of the MS 200 T, the ulti- Quad Power™ engine, IntelliCarb™ compensating carburetor
mate arborist saw. Talk about great genes. The powerful side-access chain tensioner and toolless filler caps. And, it
S 3 IS

192 T is n its big brother, and comes with a great price. Of course, you'll get classic STIHL
maneuverability in quality and durability, all backed by the finest servicing deal-
gMS 192 Tis ers in the business. The MS 192 T. Brother, can it do the job

www.stihlusa.com 1 800 GO STIHL

Number 1 Worldwide
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continued from page 58

Conrtractors can expect to pay an ad-
ditional $700 to $1,000 to purchase a
mower equipped with EFI, according
to industry experts. But contractors
can experience a return on investment
(ROI) in one to two years, says Cam
Litt, product manager of twin-cylinder
engines, Kohler Co., Kohler, Wis. “The

guys who really benefit from EFI are

ment

- A -

the ones with five, six or 10 units going
out every day and cutting eight to 10
hours a day. If a contractor is running
10 to 15 units and he can save 30 per-
cent on fuel consumption in the course
of a year, that’s $400 to $500 a year he’s
saving on fuel per unit.”

In the meantime, engineers are
exploring ways to make EFI more af-

o

ANYBODY

FIBERGLASS PRODUCTS
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TRUCK!

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

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

Experience
the tough-flex
difference.

We certify that this is an actual photograph and that the ranks
were not altered in any way to produce this picture
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fordable. “A lot of the EFI systems are

pretty fancy — similar to what's used

on automobiles — and a lot of mower
manufacturers can't afford another
$300 to $400," Roche says. “But as fuel
costs continue to rise, that differential
gets less and less. What we have been
working on is a less complicated EFI
system that still gets us fuel savings but
doesn’t have the high cost that some of
the systems on the marker have.”

To keep costs down, future EFI
systems may not feature some of the
diagnostic capabilities that current EFI-
equipped engines have, Roche says. By
doing so, EFI costs may be cut in half,
she adds. However, the current diagnos-
tic features make troubleshooting fairly
simple, says Bob Hamann, manager
of current product design engineering
for Kohler. Similar to a car when the
check-engine light appears, a mower’s
EFI system will fash codes when it
needs servicing. “It makes it easier
for the service technician to diagnose
what's wrong so you're back in produc-
tion much faster,” Litt says. “It takes the
guesswork out for the service technician
and tells him what’s wrong.”

Diagnostic capabilities can speed up
repair time but only if the technician is
familiar with EFI systems. This isn't al-
ways the case because EFI is still a fairly
new concept for mower engines. Most
mower-repair technicians are familiar
with carbureted engines but many don't
have the necessary training to work on
EFI, Dust says. And although engine
and mower manufacturers are provid-
ing training programs for technicians,
many shops don't have the resources to
send all their mechanics, Dust explains.
“If you have a shop with eight techni-
cians in there, they don't close their
shop the day school is going on and
send all their technicians,” he says.
“They send one, and he’s supposed to
teach everyone else, and that's where
things fall through the cracks.”

But Litt says technicians are much
more educated about EFI than they
were in 1999 and 2000 when EFI was
first introduced. Nowadays, some manu-
facturers provide mobile classes where
they conduct onsite training sessions for
technicians. “So I think there are enough
dealers in the country who can handle it,
and we work with the original equip-
ment manufacturers who buy engines

and their service departments,” he says.
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DEBATING DIESEL. like EFI, the
diesel engine is considered a fuel-efh-
cient option, but contracrors should be
prepared to pay a higher upfront cost.
In general, diesel engines are 20 percent
more fuel efficient than gas engines, ac-
cording to Tim Buszkiewicz, Vanguard
engine manager for Briggs & Stratton.
Some operators may even experience

a 50-percent savings, Dust says. And
according to Lund, diesel is likely the
best option for fuel savings. “Diesel is
probably the biggest leap in terms of
more efficient combustion, and people
will cite lower operating costs with
diesel,” he says.

Switching from an air-cooled gas
cngine o a li\]llld'umlckl dic\cl W l”
cost an additional $1,500 o $2.,000,
Dust says. Determining whether diesels
are worth the investment will depend
on the mower’s durability, operating
conditions and quality of maintenance.
Diesel engines last longer than gas
engines (estimates range from a 20- to
30-percent lifespan increase), but if the
mower fails before the engine, contrac-
tors may realize little or no return on
investment. “As long as you're buying
a diesel engine in a product that will
last long enough to give you the return,
that’s a good deal,” Dust says. “If you
have a lot more upfront purchase cost
and you can't get longevity out of the
machine, it’s tough to recoup that.”

Dust recommends that contrac-
tors purchase a mower brand with
an “unquestionable” reputation and
be skeptical of unusually low-priced
diesel-powered mowers. “If one of those
engines ends up on a product that is
a lot less expensive than the premium
brands that are using those engines,
there’s a reason for that — corners have
probably been cut, and you're not going
to buy a machine that is going to hold
up to the value of that engine. So in the
end, you have a great engine, but what
are you going to do with it when the
rest of that machine falls apare?”

!;rL'(]llL'llk_\ ol use dnd mm\'ing
conditions also play a role in ROI for
diesel engines. For instance, a contrac-
tor in the South who mows 1,100
hours per year might realize more
savings than a contractor up North
who mows 600 hours annually, Dust
says. In addition, liquid-cooled diesel
engines may be more advantageous for
operation in warmer climates because

they reduce the likelihood of overheat- radiator must be kept debris-free to op-
erate properly and prolong the engine’s

life, Dust says. &8

ing, Dust explains.
But because diesel engines are
equipped with radiators, operators must

-
www|awnandlandscape.cof’

move a heavier load. Diesel engines

weigh about 70 pounds more than gas
engines, according to Litt. The radiator

Visit the Sep(rzmbcr issue online for s;mp|-?

also means more maintenance, which is mower maintenance solutions that can ho|p

vital for obtaining maximum ROI. The cut down fuel consumption

ROCK BLOWER

EQUIPMENT

Creating New Opportunities.

& We're blowing no. 57 stone into the cavity. We're going to blow
1500 ton when it’s all done. Right now, we've got about 160 feet of
rubber hose and hard pipe at ground elevation, going up approximately
12 feet, back down another 15 feet in elevation, and horizontally 160
feet. The Express Blower is very flexible. We can go around bends, into
basements, into extremely hard to reach areas.??

MATT FRONTINO
Ground Tech, Inc.
groundtech-inc.com

1-800-285-7227

expressblower.com
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hroughout the cool-humid region
and upper transition zone of the
United States, cool-season turf
species like the fescues, bluegrasses
and ryegrasses are the primary turfgrasses
planted for lawns. These grasses are favored
over warm-season species like zoysiagrass
and Bermudagrass because they remain
green for most of the year and rarely go
complerely dormant (e.g. turn straw-
brown) during the winter months.
Maintaining a persistent, high quality,
and aesthetically pleasing cool-season lawn
requires properly timed fertilizations that
maximize and maintain green color, shoor
density and promote consistent growth, all
of which create dense turf areas that are less
prone to weed invasion and can better with-

Exact fertilizer needs for individual rurf areas

by cale buge|0w

will vary by site and the prevailing weather
conditions. Additionally, specific fertilization
programs need to be periodically adjusted to
apply slightly more or less nutrients depend-
ing on the following factors:

e Desired appearance: A dark green,
dense lawn will require more fertilizer

than a thin, lighter colored lawn. Remem-
ber, any time more fertilizer is applied,
more mowing and irrigation may also be
required. Choosing naturally dark green
turfgrass cultivars may be one solution

for reducing nutrient applications while
ensuring a dark green turf. These cultivars
can be identified in the National Turfgrass
Evaluation Program turfgrass species data-
base at www.ntep.org.

o Turfgrass species: Compared to Kentucky
bluegrass and perennial ryegrass, deeper

continued on page 68



http://www.ntep.org

Maintaining your clients’ lawns requires properly timed fall

fertilizer applications that maximize turf color and shoot

density and promote consistent growth.

Photos: LESCO
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continued from page 64

rooted species like turf-type tall fescue
may perform adequately with lower
annual fertilizer because they are able to
extract nutrients from greater soil depths.
e Turf maturity and existing health:
Newly planted lawns, both seeded and
sodded, usually require 25 to 50 percent
more annual fertilizer for the first few
years to encourage rapid turf coverage

> > >

and deep rooting. In addition many
turf areas are established on disturbed
urban soils which lack sufficient readily
available nutrients, The same principle
holds true for neglected or thin lawns
that are being renovarted with increased
fertilization on a temporary basis.

o Geographic location: The growing
season in the upper transition zone is

Fall Productivity Attachments J | i @

W

Leaf Blade Plow

Blower Buggy Carrier

800.966.8442
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longer than in Northern U.S. states.
Therefore, slightly more fertilizer may
be needed to sustain similar turf quality
in more Southern U.S. states.
e Growing environment: Turf in
moderate to heavy shade will require
approximately 50 percent less annual
nitrogen than turf grown in full sun
with irrigation. Shaded rurf simply
grows slower and should not be heavily
fertilized to minimize disease incidence
and ensure turf persistence.
o Soil type: Turf grown on high sand
content soils, like those found near the
ocean, the Great Lakes or heavy clay
soils, will require more fertilizer than
turf grown on silt loams or organic soils.
Sandy soils are prone to nutrient leach-
ing losses and many heavy clay soils
sometimes bind and complex nutrients
making them more slowly available.
e Weather and irrigation: Readily
available moisture stimulates shoot
growth and frequent rain or irrigation
can flush nutrients from the soil. Thus,
more frequent fertilization will be
required in wet years or irrigated sites
than where the soil is typically dry.
* Mowing height and clipping man-
agement: Higher mowed turf, more
than 3 inches, may require less frequent
fertilization because the more extensive
and deeper root system is able to extract
more nutrients from the soil. Where
clippings are regularly removed, 25 to
50 percent more annual fertilizer will
be required to sustain turf quality.
o Traffic and use: Turf areas receiv-
ing heavy use will require more annual
fertilizer to maintain shoot density, pro-
mote growth and recover from damage.
All of the aforementioned factors
are important considerations when
developing a fertilizer program. Keep in
mind, however, that the overall goal of
any turfgrass fertilizer program should
be sustainability — in other words,
implementing a program that maximiz-
es turf health, balances aesthetic needs
(color, density, etc.), minimizes mowing
requirements and limits nutrienc losses.

WHICH NUTRIENTS DOES TURF
NEED? Turfgrasses require 16 essential
clements to maintain proper health.
These nutrients are often classified as
macro and micro nutrients. Just because
a nutrient is classified as a macro nutri-
ent, do not assume that this nutrient is
more important than a micronutrient;

m lawn & landscape | september 2005
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macronutrients are simply required
by the plant in greater amounts. For

micronutrients like iron or copper, very

small deficiencies can result in poor turf

appearance and slow growth. Whenever
the topic of lawn fertilization arises the
discussion usually revolves around three
major plant nutrients — nitrogen (N),
phosphorous (P) and porassium (K),

> o N

contained in a complete fertilizer. In
reality, however, most fertilizer programs
are constructed around an annual N re-
quirement. This is because N is the most
abundant nutrient in the plant tissue,
normally 3 to 5 percent by dry weight

and elicits the strongest growth response.

Nitrogen helps produce chlorophyll, the
plant pigment that confers the green

All-Terrain

Survwablllty

Biotechnology that’
specific transplant environment.

s right for

* Increase transplant survival
* Improve plant health
« Save on replacement costs

rools

Qur name says it all

(800) 342-6173
www.novozymes.com/roots
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appearance to leaf tissue. Generally, the
higher the tissue N content, the more
green the leaves appear. Turf with a high
leaf tissue N content will require more
N to sustain that level of greenness.

In general, a mature, high quality
turf will typically require three or more
annual N applications roraling 2 10 5
pounds of actual N per 1000 square
feet to maintain greenness and density.
For cool-season grasses the bulk (50
o 75 percent) of the annual N needs
should be applied using several applica-
tions, the first occurring in late-summer
(first week of September) and continu-
ing once or twice more through the
autumn months. Nitrogen applications
during this period maximize turf health
while minimizing unwanted growth
surges. It works because during the
autumn months cool-season rurfgrass
shoot growth gradually slows and the
plant is able to store carbohydrates
made during photosynthesis. This en-
ables the plant to better survive winters
and results in faster spring green-up.
The remaining 25 percent of annual

N needs should be applied during the
middle to late spring months (mid-
May-carly June). This application helps
maintain green color and shoor density
into summer. Little to no N should be
applied during the summer months to
minimize disease incidence and prevent
possible damage where turf may be
under heat and/or drought stress.

A wide variety of N sources are com-
mercially available to supply turfgrass
N needs. Traditionally, N sources have
been divided into two broad categories,
quick release or readily water soluble
and slow release or water insoluble. A
good N fertilizer program will utilize
both sources and various quick and slow
mixtures at different points during the
growing scason. Quick-release N sources
like urea or ammonium sulfate dissolve
casily in the presence of water and are
capable of greening turf in a matter of
hours. These N sources are relatively
inexpensive but are also short lived (a
few weeks) and produce unpredictable
growth flushes. The traditional rule of
thumb for quick-release N sources has
been that you should never apply more
than 1 pound of N per 1,000 square
feet. This guideline was established long
ago to minimize burn potential, avoid
significant growth surges and minimize
environmental losses. With this in

lawn & |andscape sep!omber 2005
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mind, quick-release fertilizers by them-
selves are best used at reduced rates,

applied frequenty or as a smaller part
of a fertilizer blend. When used alone
at higher rates, these sources work best

N itrogen fertilizers are best applied with a rotary style
spreader rather than a drop spreader. The fertilizer
should be applied in two directions each perpendicular
to the other. This will help ensure proper product overlap
and minimize green streaking, often visible as the classic
zebra-striped lawn. Fertilizer should always be watered

when applied during the late part of the
growing season, just prior to winter dor-
mancy. Applied at this time, most of the
N taken up by the plant is partitioned
into carbohydrate storage where it can

be used by the plant as a slower release

N source during spring regrowth. into the turf to ensure rapid root uptake and minimize
The most commonly used slow-re- any chance of foliar tip burn. Additionally, care should be
lease N sources for lawns include sulfur- taken so that fertilizer nutrients are not applied to areas

coated urea (SCU), polymer-coated urea

that do not contain plants, Fertilizer particles falling onto

(PCU), methylene ureas, and the natural { i N ; y
impervious surfaces like sidewalks or driveways should

organics (e.g. manures, etc.). Slow-release

N sources require more than just water be swept or blown back into the turf so that nutrients do
to release their N. Several mechanisms not enter sensitive waterways via the storm sewer drains.
like protective coatings and microbial Lastly, avoid fertilizer applications near surface waters

decomposition all control how quickly like ponds and streams keeping a 5 to 10 foot buffer strip

the N is released. Slow-release N sources -
P S e e between the fertilized area and the surface water.

can be applied at higher N application

rates — 2 pounds of N per 1,000 square
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feet without significant risk of foliar burn
or environmental losses. Unlike quick-
release sources, they do not cause rapid
greening but provide extended feeding,
often for two to three months or more.
This somerimes makes them more eco-
nomical than the quick-release sources
because they do not need to be applied as
frequently, reducing overall labor costs.

OTHER NUTRIENT NEEDS. With
the exception of nitrogen, the old ad-
age: “Don’t guess, soil test” is appropri-
ate to reliably determining appropriate
nutrient needs, This is especially true
for nutrients used in large quantities
like phosphorus and portassium. In ad-
dition, there is growing public concern
regarding nitrogen and phosphorus
losses to the environment and their po-
tential effects on drinking water quality.
In fact, several large cities in the United
States have limited or banned phos-
ph()rll.\ USC on [Ur'l.lr('JS b(‘k.lllﬁl’ (‘f. i[N

Tree Care « Landscape Design
Langscape Management

Tart Management » Pond Care

potential role in declining water quality.
Research, however, shows that when
applied correctly, lawn fertilizers remain
where they are applied. The root system
of an actively growing healthy turf is
very efficient in taking up nutrients and
few, if any, nutrients actually move off
site. Improperly timed (e.g. dormant
turf) or excess nitrogen, however,
can leach into groundwater and both
nitrogen and phosphorus may contami-
nate surface waters via runoff from low
density turf under certain conditions.
Completely eliminating phosphorus
from many fertilizer programs to
protect water quality is a double-edged
sword since a poorly established, low
density turf due to a phosphorus
deficiency may exaggerate sediment and
possibly other nutrient losses.

The importance of phosphorus
to plant health is well documented.
Adequate soil phosphorus is essential
for newly planted turf, especially when

The most effective mycorrhizal inoculants available

Biofertilizers for long-lasting fertility

Safe, environmentally friendly products

Easy lo use, expert resulls

CARE, INC.

planted on many urban soils. These
soils typically comprise of construction
spnils or “fill"” which consist ()f’\t‘\'k’l’t'l'\'
disturbed soil profiles where the original
topsoil has either been scraped off or
buried. The new surface soil where the
wurf is being planted most often pos-
sesses an inherently low overall nutrient
status. Thus, the most accurate way

to determine nutrient needs for these
soils is to submit a soil test for analysis.
It is not uncommon for some soils to
require 3 or 4 pounds of phosphate
(P,0,) prior to planting. Your local
U)ill]('\' cooperative extension office will
have recommendations for appropriate
soil testing labs in your area. For new
establishment either from seed or sod,
sufficient phosphorus levels are critical
for rapid turf cover and maximum root
development. If soil phosphorus levels
are deficient, seedlings will establish
slowly, the stand will be thin and prone
to weed invasion and the soil may easily

morrow’s Environment™
ibutor locations Call: 1-800-421-9051
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a soil test, a general recommendation is
to apply one-fourth as much phospho-
rus and one-half as much potassium

as nitrogen. For instance, if your turf
requires 4 pounds of N per 1,000

erode due to poor turf cover. For new
establishments, a general rule of thumb
is incorporate approximately 1.5 pounds
of PO, per 1,000 square feer into the
top % inch of soil prior to seeding or
square feer annually, you should also
supply 1 pound P,O_and 2 pounds
K,O. Single ;1ppli¢;uinn rates should be

sodding. Smaller surface applications
may also be required throughour estab-
lishment — about the first year or two.

For established turfgrasses, in lieu of  similar to N = 0.5 to 1.5 pounds per

WATER GARDEN
CONTRACTOR BEWARE:

Long-Term Customer Satisfaction With Skimmer
Performance Has Nothing To Do With Their Good Looks

Pond skimmers go in the ground surrounded by dirt. How they actually perform over time
varies widely and is not understood or properly documented leading to misinformation in
the water garden marketplace.

The Five Most Critical Issues To Consider When Choosing The Right
Skimmer For Your Customer.
1) How many levels & types of filtration can be utilized?
2) How well the skimmer actually cleans your customers water garden or koi pond?
3) How easy is the water feature to clean and maintain?
4) How often must it be cleaned in order to function properly?
5) How much energy and cost will be consumed in running the water feature?

Three False Claims That Potentially Will Result In Your Customers Long-
Term Dissatisfaction & Costly Pond Failures, Ruining Your Reputation.

1) Skimmers with an adjustable opening (Weir) and one small filter mat, designed
for the smallest opening will work properly, Enlarging the Weir & pump will
increase the amount of debris skimmed, requiring you to clean your filter mat more
frequently.

Running a pond skimmer without a filter mat is okay to do. Malarkey! Would

you continuously run your furnace without an air filter? This is a foolish way to use a
skimmer which will lead to failure and extensive maintenance of the biological filter
or any other connected filter and damage your pump.

UV lights in a skimmer box is a good idea, This design is flawed once you
understand how biological filtration & UV lights work. UV lights work best when
supplied with prefiltered water, so the UV light should be after the skimmer. Forcing
the water past small chambered UV lights restricts skimmer flow capabilities, so large
pumps don’t work as well as they do in skimmers designed for large flows.

2

3

Referrals, References & Testimonials to grow your business come from choosing the right
pond skimmer for your customer. Our FREE Kit “Growing Your Bottom Line With Water
Gardens” will show you how to make more money becoming a Certified PondSweep Mfg
Co. Installer, IPPCA member, selling our state of the art products, using our new training &
marketing programs.

What'’s Inside Actually Matters When Choosing Your Next Pond Skimmer,
Not How It Looks On The Showroom Floor!

See our new Endless Cascades™ Live at the Garden Market Expo (Sept. 21-22, Las Vegas,
NV) Booth #586, The International Lawn, Garden Power & Equipment Exposition (Oct. 14-16,
Louisville, KY) Booth #3863, International Irrigation Show (Nov. 6-8, Phoenix, AZ) and the
AQUA Show (Nov. 16-18, Las Vegas, NV) Booth #428.

Call 866-754-6766 Now

or email info@pondsweep.com for your FREE Kit #LAL050904
“Growing Your Bottom Line With Water Gardens” and to
locate an Authorized Distributor near you.
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1,000 square feer are appropriate. Grass
clipping return or removal also affects

P and K needs. Where clippings are
returned or mulched back into the turf,
0.5 pounds of P,O_ will be required to
maintain soil P levels. Where clippings
are removed or the soil is severely defi-
cient, approximately 1.0 pound of P,O,
should be supplied annually to replace
removed phosphorus or until the soil
reaches a sufficient status. Like N, K is
subject to leaching losses and may need
to be applied more regularly on sandy
soils, during wet years or on regularly
irrigated sites. Where soil phosphorus
levels are sufficient, fertilizer products
without phosphorus like an 18-0-18
should be used to supply potassium and
avoid unnecessary phosphorus fertiliza-
tion and potential environmental loss.

CALCIUM & MICRONUTRIENTS.
Both lime and gypsum products are used
to supply calcium to turf. Soil color may
be a good indicator of whether or not
these products are necessary. If the soil
has a reddish color, you are most likely
located east of the Appalachian Moun-
tains where the soils are highly weathered
and in general possess an acidic (less
than 7) pH. Turfgrasses generally prefer
a soil pH of about 6.5, and if the soil is
seriously acidic (less than 5.5) it may be
necessary to incorporate lime into your
fertilization program to elevate the pH
and ensure maximum nutrient availabil-
ity. Lime will help increase soil pH but
gypsum will not. If a soil rest shows thar
magnesium is also deficient, dolomitic
limestone, which has both calcium and
magnesium, can be used. As a general
rule of thumb, no more than 100 pounds
of limestone should be applied per 1,000
square feet in any single application.

It is best to incorporate slowly soluble
nutrients like calcium or phosphorus
directly into the soil by the roots prior to
planting. If the turf is established, core
cultivation prior to application may help
speed movement into the rootzone.

The author is an assistant professor of
agrononty and turfgrass science ar Purdue
University, West Lafayette, Ind., and

he can be reached at 765/494-4692 or
cbigelow@purdue.edu.
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Check out our September Online Extras
section for more fall fertilization tips.

lawn & landscape | september 2005

wwwlawnanc“andscape.com



mailto:info@pondsweep.com
http://www.ippca.com
http://www.lawnandlandscape.coi

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

List Price $ 1 3 50

Rain Bird" 5004 Rotor

- ...a Lower One.

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

| ' | 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.

Ran R BIRD

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

ers don't understand the

importance of fall fertiliza-

tion. As winter approaches,

the last thing on their
minds is lawn care. “Once the end of
September comes, people forget about their
lawns,” says Bob Ottley, president of One
Step Tree & Lawncare, North Chili, N
“That’s a shame because it is the perfect

time to fertilize.”

[t may seem like a waste to fertilize a
lawn with snow on the way, but the fall
is when plant roots soak up the nutrients
they need to produce thick, green turf
come springtime. Missing a fall fertilization
means missing the best opportunity for a
healthy lawn next year.

Ortley says One Step Tree & Lawncare
has offered fall fertilization as part of its
complete lawn care program for 29 years.
The Integrated Pest Management program

ago

@oe
) i

by kathleen {ranzinger

consists of five visits. At least three visits are
fertilizer applications, and two are for treat-
ing pests and weeds as needed, depending

on the season and specific property.
balanced fertilizing program with pest and
weed controls where necessary,”

It's a

he explains.
The company currently has 4,500 cus-
tomers, 80 percent of which are residential.
To find new customers, Ottley relies on his
And while he says he doesn’t
lavishly reward customers for referring the
company, he makes sure to send a $20
check as a thank you. Apparently it's work-
ing because more than half of One Step's

current ones.

new business comes from referrals.

When it comes to offering fall fertiliza-
tion specifically, Ottley notes two main
challenges. For one, lawn care operators
are at the mercy of the weather. So while
he tries to apply fertilizer before the leaves
fall, that is not always possible. “Customers

think if you spread the fertilizer over the
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big jobs done - fast. A liquid cooled aluminum block and cast iron heads combine X
with indirect injection to create a 750 CC diesel with the kind of torque backup oy A A 4 -
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i . a s Y Quick Start. Faster Finish.

zero-turn radius mowers. Turf wars are tough. Our V-Twin diesels are tougher.

For more information call 847-541-1900 | www.yanmar.com | 951 Corporate Grove Drive, Buffalo Grove, IL 60089
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leaves, they will lose all of it when the
leaves are raked,” he says. “So when the
leaves do start to fall, scheduling can
become a bit of a challenge.” To handle
the scheduling difficulties, Oudey

says his employees leave notes asking
customers to call when their leaves are
cleaned up. In some situations, “we will
blow the leaves off and put the fertilizer
down,” he says. But that's only if the
crews need to finish the work, and the
leaf cleanup is minor.

The second challenge is dealing
with customers’ aforementioned lack of
understanding about the importance of
fall fertilization. “They think the fall is
too late to do anything,” he says. “Some
customer education needs to take
place.” Most of that education occurs
when a client first calls to inquire abour
the lawn care program. If they seem
hesitant about the fall fertilization or
ask o skip it, Ottley explains its signifi-
cance. “We tell our customers if they're

Efficiency / Reliability

Mixing & Dispensing Systems Large or Small

Sotera Systems

For mini bulk
tanks & drums

« Fill trucks faster

« Uniform fertilizer
& chemical mixes

- Save on the
chemical usage

> P

only going to do one thing, they should
do it in the fall,” he says. “We tell them
they miss the best application of the
year by not having a fall fertilization.”
Ortley applies a slow-release ni-
trogen fertilizer in October and early
November. “During this time, the grass
is slowing down its top growth, but the
color is still very green,” he says. The
old rule said a high phosphorus fertil-
izer should be used to stimulate root
growth in the fall, Ortley says, but those
rules have changed. “The plant needs
a lot of nitrogen in the fall to help
thicken the grass,” he says. “This is es-
pecially true when we also apply a weed
control in the fall, which can create thin
spots.” High nitrogen fertilizers in the
late fall take advantage of what is left
of the warm soil temperature, and the
plant uses the nitrogen to stimulate root
growth. Because the soil in his location
is high in phosphorus already, Ortley
says the fertilizer they use has none.

No matter whart season the fertiliza-
tion occurs, Otdey’s pricing structure

remains the same. He includes the cost of
fall fertilization in his complete package
price, which he calculates by averaging
the cost for all visits. To figure out how
much one fertilizer application costs, he
looks at the property’s square footage. The
larger the lawn, the less it is per square
foot, but Ortley estimates he charges
about $7 to $9 per 1,000 square feet.
Ortley notes his material costs typically
run around 20 percent and direct labor

— labor costs directly related to the deliv-
ery of the service — is around 35 percent.
All these factors must be considered when
determining a fertilization price in order
to ensure a profit at the end of the day.
The biggest mistake LCOs make is not
charging enough for their services, says
Ortley. “You have to know and under-
stand your expenses and come up with

a good hourly rate. It’'s hard ro grow a
business profitably if you're too cheap. @8

ORUOWING,
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TURBO TURF
HYDRO SEEDING SYSTEMS

TLEUDAWNEHREIEVER

BEEN SEASIER

Pump & Meter Kits

Check out Turbo Turf’s full line of hydro seeding equipment. Simple
one man operation. Faster germination. Eliminate messy straw. Our
300 gallon systems start at $ 3695.00

# MS460 #MS 39 1 Gallon

# MS 35 1 quart :
° Small skid type units priced from $1295.00 Small pull type units priced from $1495.00

€l CHEMICAL P.O Box 1307 For a FREE hydro seeding video & info

CONTAINERS, INC. Lake Wales, Florida 33859 TURBO TECHNOLOGIES. INC
‘ - 8 oo — 3 46 - 78 6 7 1500 First Ave., Beaver FallS, PA 1,5010 )

Specialists in Liquid Handling Products & Equipment

ack call:

1-800-822-3437 www.TurboTurf.com
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Looking for a diesel with the durability and dependability of a Cummins in the 31-85 hp range? Our A Series and
B3.3 engines fit everything from tractors and mowers to skid steers. Tier 2 certified, compact and easily serviced

with optional single-side maintenance, these engines can be spec’d to meet every need. Plus,
Cummins Advisor software ensures a seamless integration of engine and equipment — for
quality performance the first time, every time. For details, see www.everytime.cummins.com
or your local Cummins distributor. We've got the engines to handle the job. Every job.

©2005 Cummins Inc., Box 3005, Columbus, IN 47202-3005 U.S.A.
USE READER SERVICE # 49



http://www.everytime.cummins.com

lirrigation

Opportunit

he irrigation industry has

benefited from the wonders

of modern technology — from

climate-sensitive control-

lers to variable-arc nozzles.
Many experienced irrigation contractors
know that these high-tech components
can vastly improve the performance of
an irrigation system. But convincing a
property owner that irrigation system
upgrades are worth the investment can be
another story. Without hard dara that the
system is wasting water, a customer might
mistake the contractor for a snake-oil
salesman.

By measuring a system’s efficiency,
landscape and irrigation contractors can
provide customers with visual evidence
that their systems are underperforming.

And as water rates continually rise in
many drought-stricken regions, contrac-
tors have an opportunity to sell long-term
water savings with different irrigation
solutions.

“From an economics perspective, at
least in the West, the availability of water is
going down and the price of water is going
up, so contractors can provide a service to
their customers by minimizing the amount
of water the landscape will need to perform
its function and value,” says Dennis Pit-
tenger, area environmental horticulturist
at the University of California Cooperative
Extension, Riverside, Calif.

Indeed, if contractors and their
clients don’t become more water-effi-
ciency conscious, they can both suffer the

consequences, says Tom Ash, director of
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 15-hp Kawaski Engine o Independent transaxles
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N

Castering tail wheel allows
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conservation, Hydropoint Datasystems,  community to manage its resources as for brown spots in the lawn or asphalc
Petaluma, Calif. “We need ro make best as possible.” erosion, which can be a sign of water
irrigation systems as efficient as pos- runoff, Ash says. While the system is
sible, and if we don', public agencies MEASURED FOR SUCCESS. operating, contractors should check for
are going to increase and speed up the Before conducting any sophisticated water runoff onto the sidewalk or street
regulation of landscapes,” he says. “So evaluation of an irrigation system, con-  and look for any leaks or heads that

for the landscape industry, it’s kind of tractors can sometimes expose an effi- aren’t working properly.

a double-edged sword — that efficiency ciency problem by simply observing the From there, contractors can recom-
creates more business and helps the irrigated areas. Contractors should look  mend to a client or potential customer

an irrigation audit. One common
audit method is the catch-can test,
which measures the system’s unifor-
mity. Oftentimes, when a system isnt
dispersing water evenly, it must operate
at longer periods to compensate for
the areas that aren’t receiving enough
l ntr 0 d u Cl n water. The cat.ch-can test is ‘th.e be.st way
g to measure this, say several irrigation

experts. “It can be valuable for contrac-
tors if they think they have an irrigation
problem because they can pinpoint
where the problem is,” Pittenger says.
‘ Brian Vinchesi, president of Irriga-
| tion Consulting in Pepperell, Mass.,
agrees. “The best way to do an audit is
when you put out cups to determine
how fast the system is distributing wa-
ter and how evenly,” he says. “It’s prob-
ably the most time-consuming method,
but it will give you a very accurate
representation of what is going on with
the system. There are some cities even
requiring you to do that now.”

Using this procedure, a contractor
would place one can 2 to 3 feet from

through the entire lifecycle system. The best time to perform the

test is in the morning when wind is
: minimal. Contractors should operate
modular pumping systems. sprayheads for 10 to 15 minutes to get
an adequate sample in each container.
For rotary heads, contractors may need
to run the system an extra 10 minutes
| because they have slower precipitation
" rates, Pictenger says. If the system has

a controller, the contractor should use
| astopwarch to verify the controller
clock’s accuracy, Pittenger recommends.
The carch-can volumes can be recorded
by sticking a ruler in the can or by
simply looking to see if one can has

of our world-class

With a team of over 500 , Manufacturi ng the irrigation head and another halfway
: X between the heads. Contractors can use
manufacturing, service & support 1! N
: 1+ Sales plastic drinking cups, coffec mugs and
professionals, : : soup, tuna or cat food cans to capture
Team Elowtronex. Service the water. They can also use conical
A ; | catch cans with graduations marked on
provides a laser-tight focus : the sides, but these cost at least $1 to
on customer satisfaction 1 800-786-7480 $2 each, Pittenger says.
1 www.flowtronex.com The next step is operating the
1
1
!

Flowtronex

0 ITT Industries
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Get big-machine durabilty and low maintenance costs with our new 445CT and 450CT compact track loaders.
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and rigid-mount simplicity. Permanently sealed rollers and idlers assure reliable performance. Tapered track frames stay
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piston-drive motor, these compacts give you a whole lot of loader. Contact your local dealer for a demo, purchase or
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@,‘ CASE IS A BRAND OF CNH,
A GLOBAL LEADER IN CONSTRUCTION EQUIPMENT, AGRICULTURAL EQUIPMENT AND FINANCIAL SERVICES.

©2005 CNH America LLC, Case is a registered trademark of CNH America LLC. All nghts reserved www.casece.com
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more water than the other. “When 1 rell
people to do audits, | tell them don't
even do the math — just look because
that will tell you even more than the
math will,” Vinchesi says.

With this information, contrac-
tors can make recommendations for
upgrades to a system, but they should
be prepared to spend some time
getting to this point. The catch-can
test can take one hour or more to
complete for each zone, Vinchesi
says. Because of the time and labor
involved, a more practical evaluation
method could be analyzing a custom-
er’s historical water use, says Larry
Keesen, president, Keesen Water
Management, Denver, Colo. “It’s too
time consuming to do the catch-can
test,” Keesen says. “I can tell more on
total warer usage and by checking the
pressure and looking at the system.
Sometimes the catch-can test doesn't
give you enough information. I think
there are easier ways.”

A catch can test can be used to measure the unifor-
mity of an irrigation system. Photo: Brian Vinchesi

Instead of the catch-can method,
Keesen divides the total square foot-

age of a property’s irrigated areas by

the total gallons of water used for

the year, which he obrains from the
customer’s water bill. If the property’s
meter measures indoor and outdoor use,
Keesen says he averages the usage for the
winter months — when outdoor systems
are used less frequently or not at all in
colder climates — and subtracts that
number from the other months. The
equation gives Keesen the toral gallons
used per square foot, which he converts
into inches. He then compares that

(SERILEIES

4

ORGANIZATIONTO THE NEXT LEVEL!
The Pro Series gives you the ability to store three
trimmers, two backpack blowers, an air tank, a
water cooler, trimmer line, multiple gas tanks, and

other misc. items.

1-888-844-JIMS
www.junglejimsap.com

Visit our web site for more exciting details!

* patents pending
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number to the evapotranspiration (ET)
rate for his area.

Many university extensions and
agricultural departments provide ET
rates for particular regions. Contrac-
tors can also check with irrigation
manufacturers to determine their ET
rate. Typically, a system is inefficient
if it’s using 20 to 30 percent more
water than the ET rate, according to
Keesen.

If this seems too complicated,
several Web sites, including www.
h2ouse.org, provide water budget
calcularors that contractors can use
to show customers how much water
they're wasting. The calculator allows
contractors to input the square foot-
age of the customer’s landscaped areas
and water-usage information obtained
from the customer’s water bill. It then
provides a figure for how much water
is being overused or underused on the
landscape.

This method should require less

TrakMats-~

Ground Cover Mats for Professionals

No more Heavy, Wet ,Rotten,
Broken, Slippery Plywood.

Tough, Lightweight

Power Cylinder Cleats for Traction
100% Recycled Material

UV protected

Light color prevents burnt grass
Unaffected by heat & cold

Hand cutouts for lifting

800-762-8267

mwm me. [T SO

6128-F Brookshire Bivd www.trakmats.com
Charlotte, NC 28216 email: sales@trakmats.com
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I rrigation audits aren't limited to systems de-
signed for turf.

Contractors can also determine precipitation
rates and uniformity of low-volume systems, includ-
ing small sprayheads, mini-sprinklers and drip
systems, that irrigate specific plant material. This is
accomplished by measuring the output and spac-
ing of the heads or by measuring the mainline flow
and the irrigated area, according to a published
report by Dennis Pittenger and David Shaw, horti-
culturists at the University of California Cooperative
Extension, Riverside, Calif.

Because these systems are used to irrigate the
extensive root systems of plants, complete cover-
age of the soil is not as critical as grass and other

groundcovers. According to the report, contractors
should use the following method:

e Measure the head or emitter spacing or the
total number of heads and the entire area of the
system.

o Measure the output by directing the water
through a flow director, such as a hose, into a bucket
or a graduated cylinder for sprayheads or mini-sprin-
klers. A 35-millimeter (ml) film canister works well for
drip emitters.

o Use a stopwatch to determine the flow rate or
time it takes to fill a specific volume.

o To simplify analysis, convert the measured values
to gallons per minute or hour. For drip calculations,
63 mis per minute equals 1 gallon per hour.

VERME

Leading Versatility in

The Vermeer® compact equipment
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.

© 2008 Vermeed
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time and money than the catch-can
analysis. Keesen says he can produce
an irrigation efficiency analysis in

two hours, whereas a carch-can audit
could take an additional hour or more.
Keesen charges an average of $150

per site, which includes checking the
system's water pressure, operating the
system and observing the system for
leaks or other malfunctions and provid-
ing a water usage report. For a catch-
can audit, Keesen says he would charge

“We need to make

irrigation systems as
efficient as possible,
and if we don't, public
agencies are going to
increase and speed

up the regulation of
landscapes. So for the
landscape industry, it's
kind of a double-edged
sword - that efficiency
creates more business
and helps the com-
munity to manage its
resources as best as

possible.” - Tom Ash
ML L

$75 to $100 more than he would for a
water-usage analysis.

SHOW AND SELL. The payoff for
irrigation audits is an opportunity to
sell water-saving components or, in
some cases, complete system overhauls,

lawn & landscape | september 2005
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What’s In A Name

Every time you hear a brand name, the way you feel is the sum
of every experience you've ever had, or heard of, with that

U)"]P;lll_\'.

Add up all the gut reactions on the street and, for better or worse,

that’s our reputation — yours and mine.

Nobody ever made a name by whar they sazd they were going
to do. You earn it in the trenches, over time. The same way
you earn the trust and respect of your family or your neighbors

~ day by day.

I grew up in this business and learned carly that nobody worth
their salt is in it just for the money. At the end of the day, the
way you feel about whar you do counts for something; too: a

matter of pride.

Say the name of my company, and that’s me you're talking about:
my family, the staff, everything we stand for and have stood for,

over t‘()lll’ gL‘H(‘f.lli()l\N.

But tradition, reputation, trust — are all just words, unless they're

delivered on when the chips are down.

So we don't take out ads knocking the competition — never have,
never will. Because we feel the work we do, our track record -

and especially our customers — speak for themselves.

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
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The first step is demonstrating to the property owner why the
changes are necessary and how they can benefit from them.
It’s easy to tell a customer that a new part or system will resule
in significant savings. But if contractors can’t prove it, custom-
ers might be skeprical. To show this, contractors can compare
the customer’s water usage to whart a similar-sized landscape
should consume based on data from the local water depart-
ment, Vinchesi says. In areas where water restrictions are
tight, such as California, customers may face increased water
rate hikes if they're using more than their budgeted amount.
They can also show customers the results of Web-based calcu-
lation guides.

If the system shows visual signs of inefficiencies, such as
puddling or pooling, contractors should walk clients to the ar-
cas where the problems are evident, Vinchesi says. Contractors
can also use a soil probe to show clients where water is seeping
past the root zones. Once contractors convince property own-
ers their systems are inefficient, they can begin selling water-
saving solutions.

Contractors can offer new irrigation heads or adjustable-arc
nozzles that provide better uniformity. But when contrac-
tors make these changes, they sometimes need to adjust the
controller schedule to match new precipitation rates. This can
present another sales opportunity for contractors, Ash says.
Weather-based or ET-based controllers can automatically
change irrigation schedules as the weather changes without
the contractor returning to the site. Some of these controllers
can reduce water waste by 40 to 50 percent, according to Ash.
“That’s a huge water-saving benefit for the customer, and it's
good for the contractor in that he doesn’t have to work harder,”
Ash explains.

Some of these controllers cost up ro $650, but contrac-
tors can usually buy them for less from local distributors, Ash
says. If customers aren't interested in changing the control-
ler, contractors can try selling system management services,
Vinchesi says. “Most homeowners never change their control-
ler, no matter how the weather changes,” he says. “So you can
sell a service where you will change the schedule on a weekly
or biweekly basis. That should make the system more efficient
because it’s being scheduled better.”

However, contractors might have better luck selling a
regular maintenance schedule to commercial accounts than
homeowners because of the cost involved, Vinchesi says. If the
system is poorly designed or improperly installed, contrac-
tors may be able to sell the client on an entirely new system,
Keesen says.

The bottom line, Ash says, is that contractors can open up
a new business opportunity for the entire industry. “It’s kind of
like the computer industry,” he explains. “When a computer
can't run as fast, you buy a new one. That's the model the ir-
rigation world should try to emulate. We need to keep on top
of it as an industry. | think sometimes people in this industry
are afraid to think like that. We say, “This controller lasts 20 or
30 years,” when we should be saying, “When new technology
comes out, I'll ler you know."” @il

| !

|
ww \.--,!.3'."'1 ianglandscape.com

Check out our September Online Extras section to learn how to measure
distribution uniformity and the precipitation rate fora drip irrigation system.
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usan Samudio breathed a sigh

of relief in recent weeks. In an

April 2005 article on Lawn &

Landscape Online, Samudio,

plant breeder with Jacklin
Sccd/\'implnl. Post Falls Idaho, PR'(“L'ICL[
significantly lower seed yields if the Pacific
Northwest didn't receive the necessary
rainfall for a normal harvest. At the time,
Samudio noted, “estimates are that an ad-
ditional 10 to 12 inches of water is needed
before harvest for turfgrasses to reach their
full seed yield potential” — a grear deal of
rain in a short amount of time.

Thankfully, “we got our rain,” Samudio

told Lawn & Landscape in July as the turf
seed harvest progressed through Washing-
ton, Oregon and Idaho. “It looks like pro-
prietary bluegrasses will be off about 12 to
15 percent, but everything else looks OK.

I'm kind of amazed that we're getting an
average crop for the most part. In February
and March, it looked like we would be re-
ally short, bur the plants did tremendously
well making up for stress in the fall.”

In the same way contractors depend on
cooperative weather for their clients’ lawns
and landscapes to grow, seed breeders
must have adequate rain — though not too
much — to ensure a fruitful harvest. This
year, breeders expect to be able to provide
adequate amounts of seed for the expected
usage, though working with suppliers early
is reccommended.

HOPEFUL HARVEST. Overall, turf seed
producers across the country are reporting
average to slightly below average yields for
a range of seed species. While fine fescues
and perennial ryegrasses are expected to

Y - & landicape
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High heat. High humidity.
No sweat for Thermal Blue.

Scotts presents revolutionary bluegrass varieties that thrive even south of the transition zone.

Thermal Blue” is not like any other bluegrass. Thermal Blue Alone or in a mix with rturf-type tall fescue, Thermal Blue is a
combines the heat tolerance of turf-type tall fescue with the promising bluegrass option for many different applications
exceptional turf qualities of a Kentucky bluegrass. throughout the country. Adding 10-20 percent Thermal Blue to a
Not only does Thermal Blue stand up to heat extremely well, fescue mix reduces or eliminates the need for netred sod in the

it shows outstanding shade hardiness, particularly in the South. South. Or use it to add hear tolerance to traditional cool season
Thermal Blue resists brown patch and other diseases, and its Kentucky Bluegrass mixes.

aggressive rhizome development gives it remarkable wear Thermal Blue is the first in the Hybrid Bluegrass Series”,

Scotts' commitment to provide turf managers with
truly unique turf grass varieties.

tolerance. With a fine leaf texture and four-season
color in the southern regions, Thermal Blue
produces a beautiful appearance as good or better
than any other warm-season variety.

LANDMARK

SEED COMPANY

WWW.SCOTESPrC \.\'Ck’d.C( m

Professional turf managers can ask local Scotts/Landmark Seed distributors for more information
on Thermal Blue or visit our website at www.scottsproseed.com.
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have good to above-average supplies
this year as a result of strong carryovers
from last season, uncooperative weather
affected many crops around the nation.
Here'’s what breeders are expecting for
the 2005 harvest, keeping in mind that
many suppliers can speak only to their
own companies’ supplies:

BLUEGRASSES. According to breed-
ers, both proprietary and common
bluegrasses are expected to be average to
below average in supply, with prices ris-
ing slightly. With Samudio noting that
proprictary bluegrass harvests could be
down 12 to 15 percent, an average car-
ryover of seed from last season will only
slightly help boost the supply.

“There are millions of pounds of
bluegrass produced each year and pretty
much all of it is sold,” Samudio says. “A
20-million pound carryover isn't that
much — in normal processing, it could
be used up in three to four months.
With an additional 15 percent loss, the
supply may end up being short for a
month or two. It’s a litde loss, but most
people will get what they need.”

Russ Nicholson agrees. “The Ken-
tucky-31 (common bluegrass) harvest
in Missouri will be relatively short
compared to a normal year,” says the
national sales manager for Pennington
Seed, Madison, Ga. "All of this is really

about the weather. Last year, we had all
that rain from the hurricanes that came
through and this year is not that much
different. A normal to larger crop was
needed to ensure an adequate supply,
though the crop in this portion of the
country could be 25 to 30 percent
lower than expected.”

Moreover, Nicholson anticipates
a shortage in turf-type tall fescue and
expects that some contractors may
choose bluegrass over this species for
new seedings in order to sidestep short
supplies. “Because of higher pricing on
tall fescue, there may be a larger con-
sumption of Kentucky bluegrass, and
once that’s consumed those prices could
go up as well,” he explains.

TALL FESCUE. According to Nich-
olson, Oregon produces about 210
million pounds of turf-type tall fescue
annually and about 100 million pounds
of Kenrtucky-31. Ordinarily, a car-
ryover of 45 million pounds is average
between the two species. But, “This
year, there will be less than 10 million
in carryover,” he warns. “The produc-
tion on turf-type tall fescue is also
down and that’s going to create a very
tight market, so prices for the species
will increase significanty.” Nicholson
predicts a 20- to 25-cent-per-pound
increase for turf-type tall fescue, with

I n researching this year's turf seed harvest, Lawn & Landscape interviewed a number of seed suppliers
and asked their opinions on the current supplies, expected harvests and anticipated prices of a range
of seed species. The following chart combines those suppliers' opinions for the 2005 harvest outlook, The
suppliers we interviewed all noted that seed stocks and prices can vary from supplier to supplier.

prices exceeding the typical 80 cents to
$1-per-pound.

RYEGRASSES. While supplies of
some seed species are down this year,
no one’s worrying about perennial
ryegrass. The favorite in seed blends

for its client-satisfying quick growth,
breeders note a strong supply and lower
prices for the coming season. “Peren-
nial ryegrass looks to have an excellent
current supply and the expected harvest
is good,” notes Evelyn Dennis, seed and
mulch merchant for LESCO, Cleve-
land, Ohio.

Samudio says Jacklin Seed still has
four of 11 perennial ryegrass varieties
in stock and Nicholson also notes an
overstock of the species for 2005. “As a
result of oversupply, the prices on pe-
rennial rye have come down by as much
as 5 to 8 cents per pound compared to
last year,” he says. This is in contrast to
below average supplies of annual rye-
grass, which could see prices 10 o 12
cents per pound higher than last year.

So, can contractors who usually
use annual ryegrass switch to peren-
nial rye varieties to offset costs? Not
exactly, Nicholson notes. “Perennial
ryegrass is an upgrade from annual rye
— the varieties have different growth
characteristics, such as a finer leaf blade
and darker green color on the perennial

Current Expected Anticipated

Supply Harvest Prices
Proprietary Bluegrass  Average Below Average Stable to up a bit
Common Bluegrass Average Average Stable
Tall Fescue Below Average Below Average Up 20 to 25 cents/pound
Creeping Bentgrass Good Average Stable
Perennial Ryegrass Excellent Above Average Down 5 to 8 cents/pound
Annual Ryegrass N/A Below Average Up 10 to 12 cents/pound
Fine Fescue Above Average Average Stable to down a bit

Bermudagrass

Below Average

Below Average

Up as much as 40 percent
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If You Want Better.Turf,
Use Better Seed.

Helping our customers be more successful is

the foundation of the Barenbrug Advantage.
We offer winning combinations of world class
turf seed that reflect years of advanced research

and dedication to a professional industry.

800-547-4101

BARENBRUG USA
www.barusa.com ¢ info@barusa.com

Being great in grass — it's the Barenbrug Advantage.

=IBARENBRUG

Turf Saver® with RTF*
Tall Fescue Blend

RTF is a modern turf miracle. Unlike any other tall
fescue, RTF does not grow in clumps and has the
ability to self-repair. So advanced, it is covered by
a US patent®, so remember... if it has rhizomes,

it must be RTF.

3 Panterra
3
28 Overseeding Ryegrass

High quality overseeding annual ryegrass that
is economical and allows for easy transition.
Panterra displays excellent turf quality on

golf courses, sports fields and can cut your
overseeding costs dramatically.

S Turf Stare
&= Perennial Ryegrass Blend

A blend of top rated turf-type perennial ryegrass
varieties. High density, quick establishing and
dark green.

Turf Blue”
Kentucky Bluegrass Blend

This Kentucky Bluegrass blend can withstand
frequent mowing and intensive wear, and is

widely used for sports fields, fairways, lawns
and turf production.

*US Potent 8,677,507

Great in Grass®
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varicties,” he says. “Generally, perennial
ryegrasses sell in the mid-80- to mid-
90-cent range, while annual rye sells in
the mid-40- and mid-50-cent range.
So, if contractors choose to upgrade to
perennial ryegrass because the supply

is better and prices are down, they may
still end up paying a bit more than

for annual ryegrass even though those

prices are down.”

BERMUDAGRASS. While prices for
some turt wu] \PL‘LiL'\ may lw up a f.u\'.
cents here or a quarter there, contrac-
tors who seed with Bermudagrass better
hold onto their wallets. According to
Nicholson, prices for Bermudagrass seed
could be up 40 percent from last year.
“There’s been great usage of this
species over the last couple of years and
the supply around the world is largely
consumed,” Nicholson says. “We've got
a tight supply prior to harvest and we
expect lhk' pliu' at (Ik' glu\\'cr‘\ I('\'('I o
be about 40 percent higher than last
year. Consumers can expect at lc.l.\l lh.u
much of an increase, so if they paid $3
per pound last year, they'll probably be
looking more at $4 per pound this year.”
Marc Cool, vice president of market-
ing and sales, Barenbrug USA, Tangent,
Ore., suggests the weakened supply could

be weather-related. “Warm-season species

nurser /materials turfgrasses

> P P

like Bermuda, Bahia, carpet
grass and St. Augustine are
harvested one to two months
later than the cool-season spe-
cies in the Pacific Northwest,
but the early hurricanes in the
Southeast may delay harvest in

this area by a littde bit,” he says.

SIDESTEPPING SHORT-
AGES \\'illl 50mMe expec lk'll

shortfalls, should contractors

be worried that they won't be
able to find the seed they need,
when they need it? According to seed
:_:“)\\'L'r\. contractors lh.” .””‘tl}‘.”l'
their needs and work closely with sup
pliers should be OK.

“For the most part, with some
exceptions, the seed harvest and rotal
\llm\“c\ are g yod for the expec ted
usage,” Cool says. “To ensure you are
not caught in a short or long situation,
it’s important to remain in constant
contact with your seed dealer regarding
the supply/demand balance, and base
all sales on the current supply and price
conditions.”

Cool says the relative demand for
each \[\uic\ of turf seed is pretty stable
from year to year, though fluctuations
in weather can impact supplies and,

therefore, prices. While most contrac

they're using.

hen turf-type tall fescue is running low, as is expected for

this year's seed harvest, it may be tempting to adjust your
fescue/Kentucky bluegrass blend to include more bluegrass,
which is in greater supply and costs less. But Russ Nicholson,
national sales manager, Pennington Seed, Madison, Ga., re-
minds contractors to pay attention to the seed count in their
blends if they do choose to change the amounts of each species

“Tall fescue has approximately 300,000 seeds in a pound,
while bluegrass has 3 million seeds in a pound,” Nicholson says.
"If you have a mix that includes 90 percent tall fescue and 10
percent bluegrass, that ends up being about a 50/50 seed count.
If you tweak that blend too much, you'll end up with a predomi-
nantly bluegrass lawn. What we recommend is using 7 to 10
percent bluegrass to make sure to keep the 50/50 ratio.”

The situation is similar for ryegrass and tall fescue, he says.
noting that perennial ryegrass has a tendency to dominate over
the tall fescue if the seed count ends up too skewed

| <l 7\
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tors use seed blends to create the best
turf for their clients — and blending is
preferred to using a single species of
seed — Cool suggests contractors should
stick to the blends they trust, rather
than alter blends to include turf seed
species or varieties that are in greater
supply and cost less. Using species that
are in greater demand may end up cost-
ing a little more, but customers will be
happier if there is consistency in their

seed applications.

“Contractors are wise to use the
combination of species that works best
for his conditions and needs,” Cool
explains. “His competitors will face
the same supply and price issues, so all
players are on a level field. Customers
and users of turf seed will want the
varieties, species and mixes that work
best for their conditions, so it's unwise
to change formulations and offer a
potentially inferior product.”

Nicholson agrees. “There are differ-
ent levels of quality among each species
of turf seed — everything from what we
would call a ‘contractor mix’ to sod-
grade,” he explains. “You might be able
to tweak a blend to a small percentage,
but ultimately you want to make sure
you're providing a quality product to
your customers so they're satisfied.”

For the most part, contractors’ best
bet to ensure their seed supplies will be
available when they need them means

OUTSTANDING PRICES ON THE

PARTS YOU USE EVERY DAY

v Premium quality parts

+ Free freight on orders over $100

+ Same day shipping

Tue RotaDairon®
SoiL Renovator

anticipating needs and ordering early.
“If contractors don’t know what they
need or how much seed they want, that’s
something they really need to start re-
searching,” Samudio says. “That usually
ends up being more of a problem art the
tail end of the season when they haven't
anticipated their needs for March or
April and supplies start dwindling.”
Granted, it can be difficult ro work
out just how many pounds of turf seed
a company will go through in a given
season. Still, Nicholson says even com-
ing up with a ballpark figure can give
contractors something to discuss with
their suppliers early on. “If you know
you're going to need 1,000 pounds of
Bermudagrass to put down in 2006,
work with your supplier today so they
can have that supply in the spring,” he
says. “If the Bermuda stock starts going
down, you'll already have that purchase
order in place with seed set aside with

your name on it.”
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For more information, call 800.554.4863,
fax 570.602.3053

or email rotadaironemrex@aol.com.
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Picture

l)y kathleen franzinger

Three lawn care professionals share the details on their award-winning projects.

veryone knows pictures don't lie. That's why Picture Perfect award-
winning photographs testify to the high-quality work of lawn care

()PL’[.H()(.\X

The awards, sponsored by Lawn & Landscape and the Profes-
sional Lawn Care Association (PLCAA), now The Professional

Landcare Network, recognize lawn care professionals for their care

of specific properties in five categories (cool-season turf — public
service, cool-season rturf — residential, cool-season turf — commercial, warm-season turf —
commercial and warm-season turf — residential). The winners, announced during PLCAA's
2004 Annual Conference in Charlotte, N.C., Nov. 3-6, received a $200 travel voucher
from Travel WorldWide Network for expenses to this year’s Green Industry Conference &

Green Industry Expo in Orlando, Fla., Nov. 2-5.

| wwwlawnandlandscape.com




SKB Industries

Lilburn, Ga.

Warm Season Turf = Commercial

SOUTHERN HOSPITALITY. WSB TV and radio in Atlanta
has deep southern roots. As the first radio station in the South
in 1922, it made history again 26 years later as the first televi-
sion station in the South.

SKB Industries, Lilburn, Ga., took over maintenance of the
property in 2003. The turf surrounding the office and studio
complex is about 1 acre of emerald zoysiagrass, which is located
in two gardens. The front garden, seen in the photograph above,
borders Atlanta’s prominent Peachtree Street. The second garden,
the White Columns garden, is less public and serves as a gather-
ing spot for WSB employees to celebrate the traditions of the
Cox family, the founders of the media empire who own WSB.
The gardens are built around a replica of the white columns that
once graced the Cox family home that stood on this site.

SKB Industries performs a full landscape maintenance ser-
vice program, including seasonal color, irrigation and fertiliza-
tion, on this property, says Alison Hughes, marketing director.
The rurf area’s soil is sampled, and the fertilization program is
tailored based on the test results,

A commercial granular fertilizer is usually sufficient to
deliver the right amount of nutrients. The program is delivered
in six separate applications during the growing season of April
through October. The first application is a complete nutrient
package during which 2 pounds of a 50 percent controlled

release nitrogen source is applied in April. Four subsequent
applications — one every four to six weeks — of a water-soluble
nitrogen source are made typically ar the 1 pound per 1,000
square-foot rate. The last fertilization made in late October is
a porassium source to winterize the turf. “We may supplement
these applications with chelated iron if the color is not where
we want it to be,” Hughes adds.

The program also includes three applications of preemer-
gent weed control. The turf is vigorous enough to withstand
weed invasions, but crabgrass and goosegrass can be prob-
lems, Hughes says. Poa annua and other late winter weeds
are controlled with a September application of a preemergent
herbicide. “If the cultural conditions are conducive, we may
experience stem rust during the late spring,” Hughes says.
“This problem is minimized by spraying two applications of
a fine fungicide two weeks apart. So diseases don't spread, the
most important step is to thoroughly wash the equipment used
on the property’s infected areas with a diluted bleach mixture
before using the equipment again outside of the infected arcas.”

Hughes says they chose to enter this property in the Picture
Perfect contest because of how well it photographs, as well as
the wonderful history behind it. “WSB really means Welcome
South Brother,” Hughes says. “And you could not start ar a
nicer place than the gardens of WSB.”

wwwlswnandlandscape.com | september 2005 | lawn & landscape




S icture perfect > > >

Natural Lawns
Merrifield, Va.
Cool Season Turf - Commercial

COMMERCIAL SUCCESS. Ninety-nine percent of the customers Natural Lawns, Merrifield,
Va., serves are residental. But when a residential customer asked Natural Lawns to take care of the
landscape ar his more commercial horse training and boarding farm as well, the company accepred
the challenge.

When the company started servicing the turf at The Red Hill Farm in August 2001, the biggest
problem was that the customer’s mowing crew was cutting the grass too short. “It was an old farm
that didn't have much done to it,” explains Bern Bonifant, vice president. “Numerous trees around
the property had been cleared off, which put the sun on a lot of grass that was not set well for full
sun.” The problem was easily remedied by recommending the mowing height be adjusted from 2
to 3% inches. The next challenge was ridding the turf of weeds. Nawural Lawns removed numerous
weeds, Bonifant says, including poison ivy, which doesn’t usually grow in full sunlight.

The turf on the 62,000-square-foot property is mostly tall fescue. Technicians make two light
applications of granular fertilizer in the spring and two heavy applications in the fall. In rotal, they
apply about 3% pounds of nitrogen per 1,000 square feer and less than two-tenths of a pound of
phosphorus per 1,000 square feet. In addition, a lime treatment is applied in the winter — a neces-
sity because of the soil’s high acidity and clay makeup.

To prevent new weeds from emerging, Natural Lawns technicians apply a preemergent herbi-
cide in the spring and fall. The program also consists of five postemergent herbicide treatments
throughout the year.

Last summer, the client asked Natural Lawns to take care of the shrubs on the property as well,
a service the company does for about 18 percent of its clients.

Bonifant is especially proud of how this property looks because it can’t be watered on a regular
basis. “The Red Hill Farm is on a well, but the well would go dry if you just pumped out water
and dumped it on the ground,” he says. “Even though the property can't be watered, it still looks

really good.”

m lawn & landscape | september 2005 | wwwlswnandlandscape.com
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tightest traffic. full details.
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Natural Lawns
Merrifield. Va

Cool Season Turf — Residential

LONG-TERM CARE. Natural Lawns, Merrifield, Va.,
opened its doors in 1986 and since then has grown to an
annual revenue of $3.3 million. The company has been
caring for this residential lawn in Falls Church, Va., almost
from the start. “We've been taking care of it for such a long
time that it’s easy to keep it looking extraordinarily good,”
says Bern Bonifant, vice president.

Bur it does require some work to keep the all fescue
turf on this 4,700-square foot property healthy. Tivo light
fertilizations are made in the spring, and three heavier
fertilizations are applied in the fall. The fertilizer is made up
of about 60 percent slow-release nitrogen. “We apply abour
3% pounds of nitrogen per 1,000 square feet and less than
two-tenths of a pound of phosphorus per 1,000 square feet
per year,” Bonifant says.

During the summer, a Natural Lawns technician visits
the site to check for disease and insects. A lime treatment in
the winter helps keep the lawn looking green.

To control weeds, a preemergent herbicide is applied in
the spring and late fall. The program also consists of seven
postemergent herbicide treatments to treat weeds the pre-
emergent doesnt cover, such as violets, says Bonifant. “But
once you've been doing a yard like this for this long, there's
hardly anything on it you need to worry about,” he adds.

Technicians also make one application of a preventive
grub control product to keep grubs at bay. But the custom-
er's main concern is disease, which is why they switched to
a more extensive lawn care program in 2003. In addition
to eight yearly visits, the program includes automatic
fungicide treatments on an as-needed basis. Before that, the
client had ro make special calls for Natural Lawns to come
out and treat for disease, such as brown pacch. “It happened
to them several times, so they switched programs so that
they didn’t have to make that call,” Bonifant says. Now if
technicians find a sign of disease, say when the customer is
on vacation, it can be treated right away.

Natural Lawns
Merrifield, Va.
Cool Season Turf — Public Service

HISTORIC GROUND. Built in the 1700s, The Falls Church
in Falls Church, Va., boasts a rich history. Once the worshipping
place of George Washington, the church also served as a recruit-
ing station during the Revolutionary War and a stable for Union
troops in the Civil War.

When Natural Lawns, Merrifield, Va., began caring for the
turf in 1986, its age was showing.

Because of thart, occasional overseeding has been necessary
on the property. The last overseeding happened in September of
2002. In addition, regular seeding is done about once every other
year on some portion of the property. Seeding can be a challenge
because the church lacks the necessary personnel and sprinkler
system to water the entire 30,000-square feet of turf. “We have
to block out one 5,000- o 6,000-square foor section at a time to
seed,” says Bern Bonifant, vice president. “We've had to build the
lawn up over time.”

Natural Lawns technicians visit the site six times a year to
keep the lawn, which is primarily tall fescue, looking its best.
Light amounts of granular fertilizer are applied twice in the
spring and heavy amounts are applied twice in the fall. They also
lay lime in the winter and, in the summer, check the site for any
problems with insects or disease.

“Because the church is flanked on three sides by high-traf-
fic roads, there is a substantial potential for weed problems,”
Bonifant says. Despite that high potential, weeds have not been
an issue since Natural Lawns started its lawn care program. A
granular preemergent herbicide is applied in the spring to trear
for crabgrass and other summer grasses. And five spot weed con-
trols are performed throughout the year.

Starting in 2001, Natural Lawns technicians also visit the site
five times a year to treat the ornamentals, which mainly consist of
several large boxwoods, with disease and insect controls.

Along with its proximity to three major roads, the church re-
ceives substantial foot traffic from churchgoers and history buffs.
Because of the property’s historic relevance and prominence, “we
like to make sure it looks as appealing as possible,” says Bonifant.

m lawn & landscape | september 2005 | wwwlawnandlandscape.com
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Herbi-Systems
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artlett, Tenn

Narm Season Turf — Residential

HOMETOWN PRIDE. Herbi-Systems, Bartlett, Tenn., has cared for the
lawn on this 5,500-square foor residential property (above) since 1996.
Located on a corner lot off of a busy street, the property gets a lot of exposure.
“It’s in a central area of Bardert,” says Eve Keller, sales and marketing manager.
“Since we're locally owned and operated, we feel like it’s a testament to our
business.”

I'he turf, which is common Bermudagrass, receives seven applications
throughout the year consisting of fertilizer, weed control and lime. Preemer-
gent treatments twice in the spring and once in the fall keep weeds art bay.
“The customer hasn't had many weeds since he has been on the program,”
Keller says. “But he does get some broadleaf weeds occasionally, and fireweeds
have been a problem recently.”

Io keep the lawn healthy, the technician makes three summer applications
of dry fertilizer with a 34-3-11 blend and a lime application in the winter.
Lime was permanently added to Herbi-Systems’ program several years ago.

“It does make a difference as far as the greenness of lawns,” Keller says. Lime
helps the soil, which is naturally acidic and does have some clay. In addition,
the lime helps counteract the high levels of nitrogen in the fertilizer.

['o decide which of the company’s 6,000 customers’ properties to enter
into this contest, technicians made recommendations on which lawns looked
most attractive. “This one always looks the best, according to them,” Keller
says. The same technician has been servicing the account since 1999,

But Herbi-Systems can't take all of the credit. It always helps lawn care
operators when customers actively care for their lawn. “This particular client
always asks his technician for tips,” Keller says. “He really takes care of his
lawn as far as mowing and watering. He loves to work on his lawn, which does

help us out a lot.”
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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.”

y LaScalea

areen

Austin, Texas

“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?”

Mark Govan

Pest Control

St. Petersburg, Florida

To learn more, call us at
1-800-331-2867 or go online
to BayerProCentral.com.

choice

o & londcore TR

www.lawnandlandscape com september 2005



On the Move

Keep your business on the road to success with these trucks and trailers.

GMC Sierra 3500 Crew Cab Box
Delete Truck

Choice of standard Vortec 6000 V8 engine
or the optional DURAMAX 6600 Turbo
Diesel or Vortec 8100 V8 engines
Available in regular, extended or crew cab
Available locking rear differential designed
to evenly distribute power to rear wheels in
less-than-ideal traction conditions
Tow/Haul mode gives automatic transmi-
sion a dual-mode shift program that can
help hold gears longer to transfer more
torque for more towing capability

4WD chassis cabs deliver a gross vehicle
weight rating to 12,000 pounds

GMC — www.gmc.com

Circle 200 on reader service card

Ford F-Series Truck

Optional TowCommand offers a unique series of built-in
computerized systems that help Ford F-350, F-450 and F-550
Super Duty chassis cabs brake like a single vehicle

Integrated Trailer Brake Controller eliminates jarring and jolting

of aftermarket controllers

For total command over truck and trailer, combine with the
Tow/Haul Mode feature, standard brakes and upfitter switches

Ford — www.commtruck.ford.com

Circle 202 on reader service card

compiled by kathleen franzinger

Dodge Ram Truck

e Models include Regular and Quad Cab, as well as Power Wagon
* Available engines include 3.7-liter Magnum V6, 4.7-liter Magnum V8,
5.7-liter HEMI V8 and Cummins 610 Turbo Diesel
o Maximum trailer weight is 6,300 pounds (3500 Quad 4x2
with Cummins)
o Fully transferable seven-year/70,000-mile Powertrain Limited Warranty
* Dodge — www.dodge.com

Circle 201 on reader service card

m lawn & landscape september 2005 wwwi.lawnandlandscape.com
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AS SMART AS THEY LOOK.

THE GMC™ SIERRA™ LINEUP. SOPHISTICATED. KNOWLEDGEABLE. ADVANCED.

‘ To keep your business on top today you not only have to work hard, but smart too. The GMC Sierra family helps you do both. The sharp

lines and bold stance are just the beginning. Every Sierra features over 40 innovations, including some of the most advanced
technology you'll find in a pickup truck today. Technically advanced, dual-level air bags* that inflate to the level necessary to help
minimize risk and protect your crew on the road. And Sierra offers the segment-exclusive’ OnStar®® feature — ready with information
and assistance to help you reach appointments on time. Sure, we put a lot into the design. But we also know looks aren't everything.
Visit WWW.GMC.COM or call 1-800-GMC-8782.

* Always use safety belts and proper child restraints, even with air bags. Children are safer when
properly secured in a rear seat. See the owner's manual for more safety information.

' Exclusive to GM® Based on 2005 GM Large Pickup segmentation.

¥ Call 1-888-4-ONSTAR (1-888-466-7827) or visit onstar.com for system limitations and details. G M E
OnStar is a registered trademark of OnStar Corp. '
Vehictes shown with equipment from an independent supplier. See the owner's manual for

information on alterations and warranties. WE ARE PROFESSIONAL GRADE.



http://WWW.GMC.COM

Nissan Titan Truck

Available in 2WD and 4WD
Powered by a 305-hp, 5.6-liter V8
engine that produces 379 pound-
foot of torque

Comes in Crew Cab or King

Cab models

Crew Cab offers a 9,400-pound
towing capacity; King Cab

has a 9,500-pound towing
capacity (when properly equipped)
Both models feature a fully

boxed ladder frame and come
with five-speed automatic
transmission with Tow/Haul mode
Nissan — www.nissanusa.com

Circle 203 on reader service card

Offers several enhancements aimed at driver

comfort and convenience

Choice of 5.2-liter diesel engine that produces 190 hp and 387 pound-foot

torque or Vortec 6000 6-liter engine that produces 300 hp and
358 pound-foot of torque

Features a rear steel engine cover, new engine control module mounting

bracket and a Donaldson polypropylene air cleaner

Includes a light interior cab color and Jacquard flat-woven breathable cloth

seat material
Isuzu — www.isuzucv.com

Circle 204 on reader service card

Quite Possibly the last truck
yvou will ever buy...

\J

* One truck operator
can, without leaving
the cab of the truck,
load and unload or
change truck beds
in less than @ one
minute cycle

S!fELlAg

INBUSTRIES I1me

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

* Over 40 models available, capacities up to 65,000 Ibs.

L__________________

Quality you ask for by name

DO MORE
WITH

YOUR

TRUCK.

USE READER SERVICE # 68

800.321.3741 « www. hooklift.com

BT o & landscape

seplember 2005
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DETACHABLE TRUCK BODY SYSTEM
T

888-311-0867 www.bucksfab.com
USE READER SERVICE # 69
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tvena TOUGH GUY likes a
SMﬂﬂTI‘I RIDE.

Ferris delivers the smoothest ride in the industry and a whole lot more. We pair
powerful engine choices and super tough components with innovative technology to FERRI s
keep you ahead of the competition.

Experience for yourself how our patented suspension systems help absorb bumps
and vibration from everyday mowing. Not only will you feel less fatigued at the end
of the day, you will also increase your mowing speed and overall productivity. Our
exclusive suspension systems work in conjunction with our double-top welded decks
to produce a beautiful, consistent cut every time.

You won't find a more complete line of commercial mowers anywhere. For more o x -
information about the Ferris that fits you best visit: Commercial Mower Specialist

www.Ferrisindustries.com or call + 1 (800) 933-6175 * Para espanol visita www.Ferrisindustries.com

USE READER SERVICE # 70
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truck of your dreams

I tuy it for looksS
~ keep it for lifel

A perfect blend of function and image.....

tank ¢ Gas engine powers agitator and pump
tank to save space ¢ Electric pumps available

Fiberglass side

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

OFFERING ALL ALUMINUM ENCLOSED TRAILERS, WITHY
LencTHs FRom 10 10 30 reeT, WiTH SEVERAL
AVAILABLE OPTIONS. FOR MORE INFORMATION OR A New for ‘05...

Tanks & tems
pEALER PLEASE conTact LEGEND. AN O

We can build the lawn care

© 300 gallon fiberglass liquid tank up front ¢ Mechanical or
pressure agitation ¢ 50 (or 100) gallon fiberglass awdliary

< Diaphragm pump < Mechanicals mounted on auxiliary

— boxes provide dry
storage for 24 plus
bags of fertilizer.....

LT P Lehman Mfg. Company, Inc.
n - www.legendmiginc.com - ww\ 800.348.5196
www.llc-equipment.com
USE READER SERVICE # 72 USE READER SERVICE # 76

WHY SETTLE FOR SECOND BEST!

SEEDA-VATOR®

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
PERFECT FOR PRIMARY SEEDING OR OVER-SEEDING INTO ALL TYPES OF TURF.

CALL FOR A FREE VIDEO TODAY
800-363-8780

WWW.1STPRODUCTS.COM - SALES@1STPRODUCTS.COM

USE READER SERVICE # 75

EZ Dumper EZ6814LP Dump
Trailer

e Serves as an equipment hauler
and dump trailer in one

* Sides are 12-gauge steel and the floor
is 10-gauge steel

¢ Features twin cylinders and slipper
spring suspension

o Measures 6 feet, 8 inches wide
and 14 feet long

o Dump loads in less than
30 seconds

e EZ Dumper - 717/762-8432,
www.ez-dumper.com

Circle 205 on reader service card

Heil Environmental Yardbird
Dump Body

» Features patented DuraClass design
with a continuous-formed body
sidewall and fully enclosed top rail

o Offers a double-wall body side,
full-depth rear corner posts and
enclosed front corner posts com-
bined with an interlaced subframe

+ Comes standard with 1520 hoist,
which is powered by a 5-inch cylinder

e Available in sizes from 2 to 4.5 cubic
yards and lengths from 8 to 12 feet

¢ Drop-sides are optional

¢ Heil Environmental — 800/255-4345,
www.duraclass.com

Circle 206 on reader service card

5eploml>el 2005 wwwlawnandlandscape.com
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Your work results in more available oxygen and fewer allergens, noise reduction and
lower cooling bills, thicker turf that filters pollutants and landscapes that increase
property values. There are endless environmental, economic and lifestyle benefits that
green spaces provide—yet consumers don‘t know about them. They don’t understand
the true value of your products and services.

Join us in telling the whole story of what you do. Project EverGreen is an organization E G
dedicated to educating the public about the value of green spaces and encouraging ‘ verureen
responsible practices | Because Green Matters-

TP b1 —

To make a contribution or find out more, call 877-758-4835 or visit www.projectevergreen.com.

J

USE READER SERVICE # 74
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Mitsubishi Fuso FE Series Truck Pace American e o T

Summit
« Complete line of diesel-powered, medium-duty cab over Landscape

vehicles operating in Classes 3to 7 Trailers
e FE 145 CrewCab has room for seven passengers and

features a 175-hp diesel engine L Fnlibes
+ Offers a smooth six-speed Aisin automatic transmission ciatorook

and a gross vehicle weight rating to 14,500 pounds : . 4
9 ool RS ks o sidewall construction, flow-through sidewall vents, rear ramp

e Mitsubishi — www.mitfuso.com
Circle 207 on reader service card ‘

door and 54-inch triple tube tongue with reinforced front end
» Available in sizes from 6 by 10 feet to 8 by 20 feet
» Tag models and single or tandem axles available
» Wide variety of custom options
» Pace American - 800/247-5767,
www.paceamerican.com

Circle 208 on reader service card

>

("The Most Complete Soil Inoculant Ever Created
R For Tree, Shrubs & Turf
<o SR ELL ———

Rootgrowl..c. S_FI

Brmgmg Smls 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

Wetlom 2006 lanuaty 810
A Vienting o3 Trae S cultured the most
DORtt TN RSP S effective players in the

overtand Vars, K3 (st J0 Mo sath of Gassen City)

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.

Inteinatianally scciaimed
Ingvanry .

new saninAwY

Netunrsing oppuriuniiies

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

- 1-866-ROOT-GRO
! www.rootgrow.com

b
e

i

USE READER SERVICE # 89 USE READER SERVICE # 90
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IT°S TIME TO SWITCH

TO BLUEBIRD’S NEW LANDSCAPE EDGER OR CABLE LAYER.

VERSATILE AND PROFITABLE
FOR YOUR LANDSCAPING BUSINESS.

That's right, get two for one! The BedBug is the only tool you'll
need to design beautiful landscapes. Add the optional
CableLayer kit and switch to a new function in a matter of
minutes! The Landscape Edger creates attractive curved or
straight edged landscape beds while the CableLayer trenches,
buries and backfills pet fence or landscape lighting wire in one
fast easy operation. The BedBug is powerful, comfortable,
transportable, stable, easy to use and simple to maintain.
It's Time To Switch!

\

SUPERIOR STABILITY
AND AMAZING
MANEUVERABILITY

POWERFUL
PERFORMANCE

CONVENIENT

CONTROLS
SIMPLE EASY
MAINTENANCE TRANSPORT

—

Watch a video demonstration of the BedBug at
www.bluebirdintl.com or call 1-800-808-BIRD. e B.-UEBIRD

USE READER SERVICE # 77
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Bucks Fabricating
AmeriDeck Powered
Cargo Deck

e Loads up to 2,000
pounds of equipment or
cargo into any full-size
pickup truck with the touch of a button

« Two interchangeable bodies available: SuperDeck, a steel or

aluminum deck that loads in less than 1 minute or ChoreMaster,

a cargo box with a 42-cubic foot capacity that dumps at a 45
degree angle
e Said to be easy to install
* Features a quick detach system with secure underbody storage
« No interference with trailer hitches
e Bucks Fabricating — 888/311-0867,
www.powerdecks.com
Circle 209 on reader service card

pioneercoverall.com 1-800-237-0225
USE READER SERVICE # 78

Sterling Medium-Duty Acterra Truck ¢/

* Tough enough to
handle heavy-
duty landscaping
jobs

o Options include
a 120,000-psi
frame and 46-K
tandem axles

* Choice of engines rated from 190 to 350 hp

e Available in crew cab and all-wheel drive
configurations

* Gross vehicle weight rating of 18,000 to
64,000 pounds

o Features a roomy cab, reliability and
serviceability

o Sterling Truck Corp. — 800/785-4357,
www.sterlingtrucks.com

Circle 210 on reader service card

sionals

It Down With
1, =0

- T PEESEATENT NO. D378,857

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 flexible 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.”

MANUFACTURERS OF PROFESSIONAL EDGING PRODUCTS

cPig 1-800-EDGEPRO U DIMEX

www.edgepro,com (1-800-334-3776) dimex @ dimexcorp.com

USE READER SERVICE # 79

m lawn & Iandscape septembw 2005 wwwlawnandhndscape.com
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HEAVY TRUCKS
MEDIUM TRUCKS
SEVERE TRUCKS
ENGINES

BUSES

PARTS / SERVICE
FINANCE / LEASING

%
.J s \
'.m,

e Sp—

M
i -
-

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

www.InternationalDelivers.com

USE READER SERVICE # 80
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Stellar Industries X-Tra-Lift Utility
Pro Loading Device

+ Designed for full-size, dual rear-wheel chassis
with a cab-to-axle measurement of 60 inches

e Includes a hydraulic/electric loading system with
a 1,300-pound lifting capacity and a 9-foot-long utility body

+ Users can load and unload from ground level, loading dock
heights or any level in between

* Options include wireless remote control, casters, tie
downs, various loading platforms and carriers, lights
and paint

o Stellar Industries — 800/321-3741,
www.xtralift.com

Circle 211 on reader service card

PERFORMANCE | (ITEYURAY | CUSTOMIZING | SERVICE

AtWELLS CARGO we've

always preferred to push the

mvglob(,‘mﬁmallyseatdﬂng
or better ways makebeuer

lsmumeambmmm
mmber'Wifﬁ"awm
Behind ...You Never Look Back!”

(800) 348-7553

.\HH‘\'
CARGO

- www.wellscargo.com

USE READER SERVICE # 81

International Truck & Engine
CF Series Truck

* Two cab-forward model trucks
available — CF 500 and CF 600

e CF 500 offers a 16,000-pound
gross vehicle weight rating

o CF 600 has a 19,500-pound gross
vehicle weight rating

* Both models feature a diesel

engine that produces 200 hp and

440 pound-foot of torque

Both include a high-strength,

low-alloy steel frame with 34-inch

wide frame rails, taper-leaf suspen-

sion and standard shock absorbers

International Truck & Engine Corp. -

800/448-7825,

www.internationaldelivers.com

Circle 212 on reader service card

SR 000

|l!’ =
e

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

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

Website:

importtransmissionfactory.com
E-mail: Ralph2itf@aol.com
Fax: 321-268-3242

USE READER SERVICE # 82

september 2005
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= | 60- day t‘g
= | money-back
guarantee’

e “PRO
(800) 231-8574 La nd sca pe

www.lawnandlandscape.com/prolandscape The Standard In Landscape Design Software!

drafix software inc.

USE READER SERVICE # 83



Landscapeleads.com

BID MORE PROJECTS

We send you customers " ‘
who want you to call ther
.

Receive project leads f \;.;:.‘5" :
* Residential lanc At
* Commercia

;——r Enroll toll-free:
_ 888-28-LEADS

“We Love This
Machine!”

The leaves on this tree, and
your operating expense
for leaf removal!

WA And So Do We...

Environmental Management Services, Inc.

Fre‘de”riélivs Landscaping
Production Dream Greenbner Farms Landscapmg of VA, Inc.
Labor savings of $13 p/yd
> GroundMasters
Frate Landscape Services
Impulleh Landscaplng
James Martm and Associates

James Hlver Grounds Maintenance

Pame Group Inc
Peahody Landscape Construction
Schlll Landscapmg and Lawn Service, Inc.

The Mume COmpany

330-875-0769

www.mulchmule.com

USE READER SERVICE # 84

American Roll-off High
Dump Hook Lifts

o HA-175 and HA-250 Hook-All
models act like true dump trucks

o 17,500 and 25,000-pound capacity
dual pivot units

* Designed for use on a 25,900-
pound gross vehicle weight non-
CDL chassis and 33,000-pound
gross vehicle weight chassis

» Use dual lift cylinders and operate
at 2,800 psi

¢ Switch between bodies in less than
30 seconds

¢ American Roll-off — 609/588-5400,
www.americanrolloff.com

Circle 213 on reader service card

Thieman Tailgates Toplifter
Series Liftgate TT-15

e Available with 42-inch steel or
44-inch aluminum platform

« Rated with a 1,500-pound capacity

e Features a 5,000-pound tow rated
bumper and dual cylinders

e Options include platform
materials, light kit, in-cab shut-off
switch and remote pendant controls

e Thieman Tailgates —
800/524-5210, www.thieman.com

Circle 214 on reader service card

m lawn & landscape september 2005 www.lawnandlandscape.com
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What Kind of People
Own a Gravely?

4 .

r

‘
*
S,

a O

b i
N .
features:
s 2607 features k.
14-gallon fuel tank
Hydrostatic drive system
60" cutting width

Powerful 27 HP engine

Maintenance-free
Gravely XL Spindles™ Q

t's the kind of folks who aren't afraid to get their hands dirty
and thrive on an honest, hard day’s work. The kind who settle
for nothing less than rock-solid machines that handle the
harshest of jobs without a hitch. The kind who appreciate a
hard-working partner willing to sweat it out with them — a
partner like Gravely — who will better their business savvy,
slash downtime, help hoist their business to a higher level
and hike up their bottom line.

www.gravely.com « 1-800-472-8350

4 nease

USE READER SERVICE # 86
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Unicell Body Co.
Servicell Van Body

» Features Knapheide utility side compartments
combined with fiberglass van body upper

e Comes standard with 50-inch-wide rear swing-
out doors, pine floor, plywood-lined upper walls
and an integrated skylight

* Available in the Classicube or Aerocell body
model and in lengths of 12 and 14 feet

¢ Unicell Body Co. — 800/628-8914,
www.unicell.com

Circle 215 on reader service card

CALL
TODAY

2006 ISUZU NPR DIESEL
Auto., AC, Cruise, Pwr. Windows & Doors
CD Player, 18' Landscape Body
Fold Down Curbside, Weedeater & Tool Racks.

Wells Cargo Enclosed
Landscape Trailer

6-year warranty program
Features LED stop, tail and turn
lights

Ya-inch pressure-treated plywood
flooring with 20-year warranty
Includes flow-thru side vents
Variety of custom options

Wells Cargo — 800/348-7553,
www.wellscargo.com

Circle 216 on reader service card

860-308-4601

2006 ISUZU NPR DIESEL
Auto., AC, Cruise, Pwr. Windows & Doors

CD Player, 16" Landscape Body

Fold Down Curbside, Weedeater & Tool Racks.

[For mere fnfe visi:

VAV

2006 ISUZU NPR DIESEL
Auto., AC, Cruise, Pwr. Windows & Doors
CD Player, 14' to 18' Van Bodies Available

4' External Dovetail, Roll Up Door,

infeegairue

com
or email us

kS.COmD

*Excludes Sales Taxes

USE READER SERVICE # 87

Aero Industries Easy Cover
Tarping System

¢ Choice of aluminum or steel arms
and two different front ends

e 27 models and four drive options
offered

o Wide range of tarps available

o Installation is said to be quick
and easy

e Aero Industries — 800/535-9545,
www.aeroindustries.com

Circle 217 on reader service card

dviiviviil e WA

R ——

2005 ISUZU NPR GAS
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 Racks.

m |awn & Iar\{;scape

seplember 2005
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PRE-SEASON SPECIAL

From Lawn & Landscape Media Group, Publishers of GIE Media’s SNOW Magazine

SINCOVY
COMBO
PRICE - Sponsored By:
$45.00! SNOW v
ESTMATING "ii'
Managing Snow & Ice Snow Removal Business Forms Snow Estimating Software
From highly respected and successful A companion to Managing Snow Adapted from the system used by suc-
snow removal contractor John Allin & Ice, this CD-ROM contains all the cessful snow removal contractor John
comes a new, comprehensive guide forms and documents essential to Allin, this software system will ease the
to the business of snow and ice snow removal. Taken directly from estimating process. A user-friendly plat-
removal. From pricing to plowing, forms John Allin uses in his highly form walks contractors through the esti-
Managing Snow & Ice will educate successful snow removal operation! mating process, computes the informa-
readers on every aspect of owning More than 25 forms including: tion entered and delivers a
and operating a snow and ice removal # Sample contracts time, material and cost $265.00
company. Novices will gain a solid @ Subcontractor agreements estimate per job. The with FREE
understanding of all levels of the # Financial statements system delivers price Thermos
industry, while experienced pros will % Snow response plans in per-push, per-event
find insights to boost productivity and # Marketing documents and per-season formats.
profitability. # Time sheets @ Can be customized based on your
# Published by Lawn & Landscape & Sales letter company's production rates, snowfall,
Media Group and GIE Media’s Snow % Job application costs, equipment, etc.
Magazine # Rate sheets @ Includes default production rates
® 224 pages in a durable softcover # And much more! based on rates used by Snow Man-
agement Group
STORE Qty | Subtotal
Snow Estimating Software - $265.00 each - FREE THERMOS! $
Managing Snow & Ice COMBO - includes Managing Snow $
& Ice Book plus Snow Removal Business Forms on CD-
FOUR EASY WAYS TO ORDER: ROM - SPECIAL $45.00 (counts as one item)
1. VISIT: www.lawnandlandscape.com/store MERCHANDISE TOTAL $
2. CALL: 800-456-0707 Ohio Residents Add 8% Sales Tax $
3 SHIPPING & HANDLING
3. MAIL THIGFONA T Inside The U.S. - First Item $6.00; Additional Items $2.00 Each
Lawn & Landscape Media Group International - First Item $11.00; Additional Items $4.00 Each $
4012 Bridge Ave.
Attn: Book Store TOTAL AMOUNT DUE $
Cleveland, OH 44113

Name
4. FAXTO: 216-961-0364
Title
7 Check Enclosed.
Payable To: GIE Media’s Snow Magazine Company
71 Charge My:
7 American Express Address
jl hv/:::tercard Chy. State Zip
71 Discover/Novus Phone Fax
Card Number
Exp. Date E-Mail

ALLO806
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Haulmark Kodiak LS Trailer

» Tag-hitch trailer available in several lengths

« Comes with built-in shelving for equipment
and supplies

« Features vents for air circulation, interior lighting
and easy-access rear and curbside doors

o %-inch plywood floor

e 3/8-inch interior wall lining
» Variety of colors available
¢ Haulmark Industries —

800/348-7530, www.haulmark.com §

Circle 218 on reader service card
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Great-looking results, every time, That's why BEST

13 the #1 professional

grade fertilizer in the West: BEST fertilizer. Spread the word.

bestﬁ’ rtilizer.com

C2004 BEST is

2 registered trademark of the the J.R. Simplot Company

Simplot

USE READER SERVICE # 71

~

v

Legend Mfg. Deluxe Trailers

» Feature a bonded, screw-less
aluminum exterior and
3,500-pound Dexter torsion axle

¢ Include a 2-inch coupler with
locking feature

e Y-inch Advantech flooring with
15-year warranty

o LED taillights and two
interior dome lights with
wall switch

o Variety of colors available

e 5-year warranty on frame, 5-year
warranty on axle and 15-year
warranty on deck

e Legend Mfg. — 989/227-0800,
www.legendmfginc.com

Circle 219 on reader service card

www.lawnandland scape.com ‘k i

For more information on new products, visit the Lawn

& Landscape Online Product Directory at www.lawn
andlandscape com/pyodud Here, you can browse
products by name, manufacturer or product type
When you clickona specn‘\c product, you can obtain
key information about it, as well as the manufacturers

contact information and Web site link

lawn & landscape september 2005
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WITH WRIGHT'S OPERATOR BALANCE CONTROI

/ YOU CAN MOW HILLS ALMOST AS FAS]

To ride hills, you have to feel
them —become part of the landscape and

With bhight yom can hardle sieep react with your whole body to handle the changes.

A :,Mn —7 mRSLrS T
An sk lq s -‘¢/ " 3 3 L -
Wright's Stander and Sentar give you the same freedom dirt bikers
/\ have — you feel the hills under you, and shift your weight to take the terrain
“on the fly." You use your weight to keep traction on the higher wheels so you cross
slopes at speeds no other mower can handle. So you mow faster with greater control—and
<% without switching to a walk-behind.

- A 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.

USE READER SERVICE # 91


http://www.wrightmfg.com

122

The Cutting Edge

Contractors can tackle a variety of tree shapes and sizes with these trimming tools.

Husqvarna 326P5x and 326P4
Pole Chain Saws

e 326P4 can reach up to 13 feet; the 326P5x
can reach 16 feet

to offer low emissions, low noise and low
weight

« Provides high power-to-weight ratio

» Each saw's cutter head has adjustable and
automatic chain lubrication

e 326P5x includes a quick disconnecting shaft
that shortens the unit to less than 7 feet for
easy transport

e Husqgvarna — 800/487-5962,
www.husgvarna.com

Circle 220 on reader service card

RedMax PSZ2500S Pole Saw 4

« 8-foot reach

* Powered by a 25.4-cc Strato-Charged
two-cycle engine

« Engine meets clean air standards by
introducing fresh air into the engine between
the exhaust gases and the fresh charge of
air/fuel mix

* Doesn't require a catalytic converter

e Dry weight of 12.3 pounds

* RedMax - 800/291-8251, www.redmax.com

Circle 221 on reader service card

> compiled by kathleen franzinger

Porter Ferguson Dual
Blade Pole Pruners

e Cut through bark and
cambium cleanly on both
sides to speed healing

e Cutting capacity of 1 inch

* Blades are tough, heat-
treated, forged alloy tool

, steel

* Pivot bolts designed
to stay tight and function
smoothly

e Type QP short-arm and
Type RP long-arm pole
pruners come with choice
of solid, two-section jointed
or three-section jointed
poles

* Replacement pruner poles
also available

e Porter Ferguson —
800/456-9355,
www.lowellcorp.com

Circle 222 on reader service

card
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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 Pont de Nemours and Company. All Rights Reserved. 04ADVNO18P277AVA

USE READER SERVICE # 92

DuPont

Advion

fire ant bait

o

The miracles of science~



Shindaiwa 352s Chain Saw <«

« Powered by a 35.2-cc displacement,
2.5-hp engine

e Dry weight of 9.5 pounds

o Features a two-ring piston with
chrome-plated cylinder

o Equipped with a Walbro all-position
carburetor

* Includes an inertia chain brake system,
dual bar studs, easy-pull recoil starting
system and a convenient thumb screw
access

o Available in 14- or 16-inch bar lengths

e Shindaiwa — 800/521-7733,
www.shindaiwa.com

Circle 223 on reader service card

John Deere PS2683LE
Extended-Reach Pole Saw

» Equipped with a 1.6-hp, low-emission
Commercial M-Series engine

e Cuts branches up to 8 inches in
diameter

« 83-inch boom detaches for
storage and transportation

* Reaches branches up to
12 feet above ground

o Weighs 12.4 pounds

* Includes a gear-driven oiler with a
no-oil-at-idle feature

e John Deere — 800/537-8233,
www.johndeere.com

Circle 224 on reader service card

Tanaka TPS-250PF Pole Saw

» Cuts branches up to 8 inches in diameter

» Powered by a 24-cc, 1.3-hp PureFire two-stroke engine

» Comes with a 10-inch bar and chain

* Measures 90 inches long

» Weighs 11.4 pounds

* Tanaka — 888/482-6252, www.tanaka-usa.com

Circle 225 on reader service card

<

Barnel OR26A and OR32 Loppers

« OR26A lopper weighs 39 ounces and is
26 inches long

o ORB32A lopper weighs 43 ounces and is
32 inches long

e Both loppers cut up to 2 inches in
diameter

» Feature a forged cutting blank
and anvil blade

» Patented Center Oiler Bolt
Technology eases maintenance

» Includes extra large, nonslip
thermoplastic rubber grips for
comfort

« Barnel International —
503/291-1400,
www.barnel.com

Circle 226 on reader service card

Echo PPT-260 Power Pruner <

o Powered by 25.4-cc Power Boost
Tornado engine

 Meets current EPA and CARB
emissions regulations

* Said to provide fast, easy starts
and smooth acceleration

» Telescoping shaft allows pruning
to 12 feet, 10 inches in normal use
and 17 feet, 10 inches with optional
5-foot extension (ranges do not include
operator's reach)

+ Lightweight magnesium gear case houses
a fully adjustable, gear-driven automatic
oiler system

* Features a 19.6-fluid ounce fuel tank

* Includes spark-arresting, low-tone muffler

o Echo - 847/540-8400,
www.echo-usa.com

Circle 227 on reader service card
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3‘_0& R‘Dct www.blueridgearboristsupply.com
/m We carry: Rope, Ascenders/Descenders,

Arbgr'm s“ppbl Tree Climbers/Spurs/Spikes, Hand Pruning

Tools & Accessories, Poles, Pruners
& Accessories and more.....

Secure Online Shopping ’ \

Blue Ridge Arborist Su
PO Box 1626 ¢ 17277 Poor Farm Rd. ® Cu r, VA 22701
1-540-829-6889 * 1-800-577-TREE

USE READER SERVICE # 96

o Cuts branches larger than 2 inches in
Fost $UPER $AVINGS$ ON

« Each whetstone-ground razor tooth A'-'- YOUR $PR'~KLER$
is sharpened on three sides 4

« Curved blades are said to produce fast, WWWSPRIN KLERS LESSCOM
smooth and clean cuts FREE e

« Available with a variety of comfortable Shipping R‘I” BIR D m ll"lm:r

I [ NEISSN

Corona Clipper Razor Tooth Saw

handles made of comolded plastic and - - EESLCD, 5%2?’!5 O
wood = 3
« Comes in folding and fixed piston @ 800-600- TUR F(3373)
e Order by 1p.m. | Call NOW & SAVE $$$ All Year
; _ SHIPS SAME DAY 0- at 8-1 Pacific Time
« Complete line of scabbards available to
protect the saw blade when not in use | USE READER SERVICE # 95
e Corona Clipper — 800/847-7863,
www.coronaclipper.com Why buy the cow when

Circle 228 on reader service card

all you need is the milk?

Commercial-grade holiday lighting products ...
.. WITHOUT the franchise fees.

v Tossing your Santa hat into the ring of holiday lighting could have you

seeing red. Some franchises will demand a fee of up to $20,000. Others
Fiskars PowerGear want a percentage of your sales. Some want both. But why pay these
Bypass Lopper huge fees when all you need is the product?

Creative Displays offers you true, commercial-grade holiday lighting
¢ Includes replaceable high-carbon products at wholesale prices with no extra fees — like mini lights rated at
up to 10,000 hours or green cord spools with UV inhibitors built right

steel blade
: - to the wire jacket.
« Cuts branches up to 2 inches in SRELTHE WIDR JOHICS
diameter The traditional holiday colors are red and green. This season, we

suggest you avoid the red and keep more ‘‘green for yourself. For true
commercial-grade holiday lighting products without the franchise fees,
e-mail paul@creativedisplays.com or call (800) 733-9617.

+ PTFE blade coating reduces cutting
friction and resists rust

» Special gear design is said to maximize
leverage during the middle of the cut for Qi

Ligh
an easier cut of large branches CREATiVE @ »
« Features lightweight aluminum handie i Biig}ﬁyzsn

o Fiskars — 800/500-4849,
www.fiskars.com

Better products at better prices.

(800) 733-9617 » www.creativedisplays.com
Circle 229 on reader service card k 2005 Creitive Dbl b )

USE READER SERVICE # 94
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Tilton Equipment Efco 932
Chain Saw

o Commercial-duty top handle saw

« Equipped with a 30-cc engine

e 7.5-pound powerhead weight

e Available in 12- and 14-inch bar
lengths

« Features an antivibration system,
textured handle grips, air purge
primer and an inertia chain brake

* Tilton Equipment — 800/447-1152,

www.tiltonequipment.com
Circle 230 on reader service card

Forestry Suppliers Solo 633
Top Handle Chain Saw

—

o Features a 14-inch bar

¢ Powered by a 36.3-cc, two-cycle,
2-hp engine

* Includes a large lanyard
connection molded into the case

« Features a special antivibration
system, easy-start electronic
ignition and Nikasil cylinder
sleeves

» Forestry Suppliers —
601/354-3565,
www.forestry-suppliers.com

Circle 231 on reader service card

Stihl MS 192 T Chain Saw

Weighs 6.6 pounds

Powered by a 1.75-hp,

30-cc engine

Fuel capacity of 8.3 ounces
Features a built-in, retractable
lanyard ring

Includes the company's IntelliCarb
compensating carburetor and a
choice of 3/8-inch PMN or 3/8-inch
PM1 OILOMATIC saw chain

Stihl — 800/467-8445,
www.stihlusa.com

Circle 232 on reader service card
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For EAB, HWA and other ornamental anc
shade tree prohlems - Get up to two
years residual with Arhorjet’s IMA-jet.

Offer Ends

September 30, 2005
or while supplies last.

TREAT

THIS FALL!

" sscaour B~
- wr =

We are your delivery and
formulation solution!

w 1-866-ARBORJT or 1-866-272-6758
www.arhorjet.com

A Revolutionary Plant Injection System

USE READER SERVICE # 97
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PRODUCTS!

This month, win a package of LESCO sprayers'

Package Includes:

One 1-gallon polyethylene hand-held sprayer
One 2-gallon polyethylene hand-held sprayer
One 3-gallon polyethylene hand-held sprayer
One LESCO backpack sprayer

Hand-held sprayers

* LESCO's hand-held sprayers are easy to use and lightweight,

so they are perfect for spraying turf and oramentals

* They are made of safe, durable, non-reactive polyethylene
tanks and tough polypropylene pumps

* These sprayers include adjustable and fixed fan spray tips

Backpack sprayer
¢ These durable sprayers have a 4-gallon, UV-stabilized

polypropylene tank
* They provide pressure up to 90 PSI

* Include adjustable nylon haress, comfortable shoulder pads,

fixed-fan and adjustable brass nozzles

Chcnces to Win New Products
Daily News

Archived Magazine Articles
Message Boards

Sign Up for Your Personalized My Lawn&Landscape Account

a.‘ tl‘"-ﬁ &.

Questions?
Call 800/456-0707




Creative Displays Pro Grade
Light Strings

» 12-, 14- or 16-gauge, UL-approved,
double-stranded, twisted wire

» PVC-coated, soft wire jacket stays
pliable in extreme cold

» UV inhibitor helps prevent cracking from
sun damage

» Sockets are said to be easy to remove
for custom installation on jobsites

s Come in 250-feet spools with 18-inch
centers; 12- and 15-inch centers
available

s Offered with a 5-year warranty

» Creative Displays — 800/733-9617,
www.creativedisplays.com

Circle 233 on reader service card

Christmas
I)ecor

™

Light Up the Holidays

Festive lights help clients celebrate the holiday season while extending a contractor’s window of service.

’ compiled by kathleen franzinger

Christmas Décor Holiday
Lighting Franchise

« Fills an off-season void and provides year-round
work for employees

* Helps contractors cross-sell to existing customers,
offset overhead, expand customer base and offer a
higher margin service

* Process is said to be easy to learn and teach

« Benefits include quick product availability, wide
inventory and soft sales presentations

* Applications available online

» Christmas Décor — 800/687-9551,
www.christmasdecor.net

Circle 234 on reader service card
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L&LOY Savers

This equipment helps contractors get jobs done faster and easier.

> compiled by kathleen franzinger

Corona Clipper SS 64300 Trench
Digging Shovels

« Suitable for digging narrow trenches when laying
irrigation piping

» Sturdy, 13-gauge steel heads

» Heads are V-angled to ease soil penetration
and increase strength

» Feature a 28 degree lift angle

s Corona Clipper - 800/847-7863,
www.coronaclipper.com

Circle 235 on reader service card

Hunter Industries ACC Controller 4

» Modular design allows configuration to a desired
number of stations and offers the opportunity to
add central control communication capability

» Includes real-time flow sensing to instantly identify
low flow or overflow conditions

» Acts as a self-sufficient weather station with full ET
capabilities

» Offers six independent and four custom programs,
each with separate day cycles and 10 start times
per program

» Features nonvolatile, 100-year memory and cycle
and soak capability by station

* Remote-control ready

» Hunter Industries — 760/744-5240,
www.hunterindustries.com

Circle 236 on reader service card

Express Blower Truck

* Pneumatic application system

» Operated by one person using a
remote control

» Quickly spreads large quantities
of mulch, compost, soil blends,
rock, sand or wood chips

» Features a programmable logic
control computer, patented
feeding system, quick connect
hoses and a hydrostatically
driven blower

» Express Blower — 800/285-7227,
www.expressblower.com

Circle 237 on reader service card
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Auburn Consolidated EverRide
Warrior Grass Catcher

e PTO-driven off the engine

« Features no spindle drive or pony engine
» Easily accessible cable control engagement

removal in less than 90 seconds
» Bag capacity of 12 bushels
¢ Auburn Consolidated —
402/274-8600,
www.everridemowers.com

Circle 238 on reader service card

 Hook mount boot offers installation and

WASTING TIME
CHASING SNOW?

YOUR V-PLOW FEEL THEN SUPERSIZE

LIKE A WEE PLOW?

EARN

your WINGS.

SN

TO A BLIZZARD.

DIMEKSIONS COMPARE AN 82" V-PLOW WITH A BLIZARD MOOEL 810

For a dealer near you,
visit us online or call toll free

1-888-680-8600.

USE READER SERVICE # 98

Hustler Turf Equipment
Rear Discharge Deck

¢ Designed for Super Z mowers

* Features dual trim capabilities for
productivity and safety

¢ Counter-rotating right-hand blade
spreads clippings across the entire
width of cut

» Rear discharge requires less horse
power to operate

o Hustler Turf Equipment —
800/395-4757,
www.hustlerturfequipment.com

Circle 239 on reader service card
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Stellar Industries Hooklift

¢ Quickly interchanges different
bodies from the safety of the cab

* Only one chassis needs licensing,
insurance and maintenance

» Eliminates the need for trucks
dedicated to specialty applications

« Suitable for dump boxes, flatbeds
and hydroseeders

e Stellar Industries — 800/321-3741,
www.stellarindustries.com

Circle 240 on reader service card
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Lawn & Landscape Media Group Presents. . ..

2005/06 Growing Your Business Seminars

Law

GROWING YOUR BUSINESS

i

Featuring Jack Mattingly,
Mattingly Consulting

A Comprehensive One-Day Educational
Event For Landscape Contractors

What You Will Learn By Attending

o Learn proven methods to drive the growth and
profitability of your company.

e Discover how to improve your company's performance
through detailed tracking of sales efforts, labor
hours and labor costs and equipment investments.

e Sharpen your sales presentation development and
delivery skills and how to more accurately estimate
and bid jobs. |

o  Establish policies and procedures that will position

your company for long-term, sustained growth.

Why | Attended The Seminar

“The information presented by Jack Mattingly was very valuable and
will help us improve our existing systems immediately. We took home

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

hours of wasted labor — it was one of the best seminars | have ever

attended.”

Attendee At The 2004 Houston, Texas Growing Your Business Seminar

Seminar Dates & Locations

August 18, 2005
Indianapolis

August 19, 2005
Columbus, Ohio

August 25, 2005
Chicago

August 26, 2005
St. Louis

September 16, 2005
Washington, DC

September 23, 2005
Greenville, South Carolina

September 29, 2005
Nashville

September 30, 2005
Atlanta

October 6, 2005
Houston

October 7, 2005
Oklahoma City

November 10, 2005
Boston

November [1, 2005
Albany, New York

December 1, 2005
Portland, Oregon

December 2, 2005
Los Angeles/Orange County
California

March 16, 2006
Madison, Wisconsin

March 17, 2006
Minneapolis

A Great Value For A
Seminar With So Much To

O¥Her Your Business

HOW TO REGISTER?

By Phone: (all 800.456.0707
On The Web: www.lawnbizseminars.com

Sponsored Exclusively By

JOHN DEERE


http://www.lawnbizseminars.com

Grasshopper AERA-Vator Stihl BR 600 Backpack Blower

* Oscillating, forged steel tines penetrate and fracture soil, encouraging ¢ Delivers 201-mph air speed and
root development 712-cfm air volume

+ Relieves compaction and aerates turf without prior irrigation * Powered by a 4-hp, 64.8-cc

o Turf can be used immediately after aeration displacement engine

* Leaves no cores to clean up » Features an ergonomic polymer frame

e PTO-driven 40- and 60-inch models available with an adjustable harness system

e Compatible with company's Model 618 and all 700 and 900 Series True e Weighs 20.9 pounds
ZeroTurn FrontMount power units o 47.3-ounce fuel capacity

e The Grasshopper Co. — 620/345-8621, e Stihl — 800/467-8445,
www.grasshoppermower.com www.stihlusa.com

Circle 241 on reader service card Circle 242 on reader service card

THE BEST GROOMED LANDSCAPE TRAILERS.

VISIT OUR WEB SITE AT PACEAMERICAN.COM OR CALL B00.247.5787

CHECK OUT THE ENTIRE LINE [ ! ! '
OF LANDSCAPE TRAILERS o0 — e, Sy oo - e
@ 2008 PADE AMBNOAN, MO. SUMMIT HAMMER CONQUEST CARGOSPORT JOURNEY
USE READER SERVICE # 99
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T here are two ap-
proaches to acquiring
the right equipment bal-
ance for grounds main-
tenance — 1) Purchasing
specialized equipment for
every aspect of work or 2)
Selecting a grounds main-
tenance system that can
be adapted for many tasks.

With so many styles and
brands of grounds mainte-
nance equipment from which
to choose, selecting the right
combination of equipment
can be challenging. Whether you buy
individual, task-specific equipment
or go with a grounds maintenance
system, the investment can be signifi-
cant. So to truly make an educated
decision, first compare a stand-alone
snow thrower, a separate dethatcher,
an aerator and other specialized
equipment with grounds maintenance
systems that use attachments.

To compare the two philosophies,
add the initial cost of 1) a mower, 2)
the separate stand-alone items and
3) the cost of their combined upkeep.
Then, 4) subtract the total from the
equipment'’s earning potential.

Then you must calculate the cost
of an equivalent system and the vari-
ous attachments. Add the cost of 1)
the power unit and a cutting deck, 2)
the cost of each task-specific attach-
ment you will need, 3) the mainte-
nance costs and 4) subtract that total
from the system’s revenue potential
and compare the two totals.

When you make an initial cost
comparison between a zero-turn-

ing radius mower that can accept

attachments and a “mower-only”
unit, depending on the brands, there
may or may not be much difference
in price. One recent study compared
each mower type's costs-to-cutting
capacity and found the mowers that
accepted attachments were actually
less expensive to purchase than mow-
er-only units. However, even if there is
a slight difference between a unit that
can accept attachments and a mower-
only unit, that differential can be offset
because the attachments are most
likely less expensive than stand-alone
gear that performs the same function.
For instance, the Grasshopper AERA-
vator (the 40-inch lists for $2,950) can
be less expensive than a walk-behind
one, some of which of a comparable
width can sell for up to $16,000.

By using a central power unit
that operates a cutting deck and at-
tachments, a grounds maintenance
system can also be less expensive
to maintain. In general, the cost of
powered, stand-alone or walk behind

implements vs. the
PTO-driven Grass-
hopper implements
would cost more than
PTO-driven ones by
at least the cost of the
extra engine. Mainte-
nance costs would be
estimated to be more
for parts and labor
because of working
two different engines
(Grasshopper's 4-
stroke vs. a 2-stroke
walk-behind). That
would include keeping more parts in
stock to maintain the extra engine.
Here is an example of the differ-
ence between separate units and a
grounds maintenance system. Scott
Brewer, owner, Rotolo Consultants,
Jackson, Mississippi, had a contract
to clear debris from curbing along a
26-mile stretch of highway in Loui-
siana. Using four employees, each
equipped with a back-pack blower unit,
the task regularly took several days to
complete. When Brewer switched to
a Grasshopper grounds maintenance
system equipped with a turbine blower,
he discovered the same job could be
completed in one-fourth of the time it
had taken before using just one-fourth
of the number of employees the job
previously required. Brewer's decision
reduced the contract’s labor and time
costs by a factor of 16, leaving a signifi-
cantly larger portion of the contract rev-
enue on the bottom line. - Carl Williams

For more information about Grasshop-
per, visit www.grasshoppermower.com.

Www, nwnundlandscape.com
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4Armada

Bayer Armada 50 WP Fungicide

* Controls 14 turf diseases including brown patch

and dollar spot
* Provides control for 30 days
» Packaged in water-soluble packets
» Can be applied with backpack or tank sprayers

* Provides both contact and systemic turf protection

« Contains active ingredients trifloxystrobin and
triadimefon

« Bayer Environmental Science — 800/331-2867,
www.bayerprocentral.com

Circle 243 on reader service card

Morbark G52SP and
D52SP Stump Grinders

o Offer a top speed of 3.2 mph

« Patent-pending boom design creates a 52-inch cutting arc

e Hexagon-shaped cutter wheel offers little resistance and

friction through the stump

« Six multitipped cutting tools fastened with one bolt each

provide the grinding performance of 24 teeth

e Feature a chip retention space up to 8 cubic feet

e Morbark — 800/831-0042, www.morbark.com

Circle 244 on reader service card

DSD International Plan Software

» Helps users quickly design and sell landscape projects
e Four modules available: Plan, Photo, Panorama and

Tutorial

e Simple click for many functions

« Offers a wide selection of high-resolution images and
symbols representing plants, trees, shrubs, ponds, lights,
walls, etc.

» Drag-and-drop feature lets users modify original pictures

4

« Two or more pictures can be combined to create a

panorama

e DSD International — 877/532-5252,
www.dsdinternational.net

Circle 245 on reader service card

Kichler Landscape Lighting
2005 Catalog

* Includes an expanded offering
of cast brass and copper
fixtures

¢ Details two new transformers

* New product families include
Lafayette traditional lanterns
and Cross Creek Arts and
Crafts style fixtures

e Avariety of garden
accessories and innovative
path lights also available

« Kichler Landscape Lighting
- 800/875-4216,
www.kichler.com

Circle 246 on reader service card

Toro Six-Pack Commercial
Mower Blades

» Six-blade Maintenance, Value
and Performance Packs fit the
company's commercial-grade,
zero-turn-radius riding and mid-
sized walk-behind mowers

o Offer a supply of blades for
routine mower maintenance

» Five different blade
configurations available to
match regional and seasonal
mowing conditions

o Heat-treated alloy steel

e The Toro Co. — 800/348-2424,
www.thetorocompany.com

Circle 247 on reader service card
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Tonga Tool Modular
Block Tongs

e Block-placing tool designed for ,
constructing modular block retaining walls

o Lift three blocks at a time

¢ 600-pound carrying capacity

* 10 to 25-inch opening range

* Increases safety by allowing workers to stay out of
dangerous swing zone

« Attach to the bucket of a trackhoe, backhoe, excavator
and other equipment

« Available in manual or automated versions; automated
versions come with slip ring assembly and hydraulic rotator

¢ Tonga Tool Corp. — 877/445-9914,
www.tongatool.com

Circle 248 on reader service card

Check us out («’www,lawnandlandsca €,00Mm

Lawn & Landscape Online:
The Industry at Your Fingertips

Green industry professionals
need the most up-to-date informa-
fion available to help them run
successful businesses. That's why
tens of thousands of industry pro-
fessionals visit Lawn & Land!
Online every week.

Lawn & Landscape Online is the
most advanced site serving the
industry, With an audience of
lawn and landscape contracters,
manufacturers and suppliers, the
site features top news, regular
product updates, magazine article
archives, MSDS and product iabel
details, and an active message
board.

Visit Lawn & Landscape Online
regularly to keep up with industry  The fuser of (
trends, Here's more ways to

participate in this dynamic online
community:
= . EE——— = = —
i . e L W L
S 5 ™
I ‘ - - _..‘
E-Newsletter: Product E-N M ge Board:
Can’t vist Lawn & Landscape Vst www lawnaodlandscape.com  This page s the ideal place for
Oniine every day? Sign up 10 5ign up for the weeldy Product induskry professionals 1o share
online 10 feceive our weekly E-Newsletter showcasing new tips and tricks, ask and answer
E-Newsletiar for a round-up of products that can improve job busness-related quesbons and
NEWS SIONeS, LECOMING events quality and operations efficiency network with peers
#d more.

Huonter

Hunter Industries 2005 LT W—
Irrigation Products g : 4
Catalog ? z%

l
P

o Spiral-bound reference book is free
to industry professionals

« Details complete line of rotors, sprays, valves,
controllers and central systems

o Features several new products such as the ACC
and SRC Plus controllers, as well as the PCZ,
ICZ and PACZ Drip Control Zone kits

* Includes information on the company’s reclaimed
water products and central computerized control tool

e Equipment is shown in full-color with application
photos and information on water-saving benefits

e Hunter Industries — 800/733-2823,
www.hunterindustries.com

Circle 249 on reader service card
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ERADICATION STARTS HERE.

www.pestfacts.org/turfconf_05

Log on tulaarq all about the RISE® Turf Grass Workshop,
entitied The Fate of Nutrients and Pesticides in the Urban
Elm'm—atha a part of the eradication process.
Register nowz
« October 12-13, 2005, Arlington, VA
« Extensive research results
» Leading turf grass researchers and scientists

' yly Registration deadline, September 21

mdmyfmsounu&mmnmenu RISE

e

USE READER SERVICE #100
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PRODUCT INFORMATION
FAST!

hen you want information on a

new product, you want it now!

That’s why Lawn & Landscape uses
this innovative reader service program that gets -
you the product information you need faster.

For immediate response, go to

www.lawnanc”andscapecom - ‘

It’s simple:
* Go to www.lawnandlandscape.com and click the "ONLINE READER SERVICE" button.
* Check the reader service number of the product(s) that interest you.
* Receive an e-mail or phone call from a company representative in time
to make an informed decision.
| * Ifyou prefer the standard product inquiry response, just copy this page,
circle the number of the product(s) you're interested in and fax
it today to 216/961-0594, attention Reader Service Department.

Or... simply fill out the product inquiry form below with the reader service numbers found on each advertisement.
Mail the form back to us at Lawn & Landscape, 4012 Bridge Ave., Cleveland, OH 44113 or fax it to 216/961-0594.

Would you like to subscribe to Lawn & Landscape? v 2 5. A e TEELE T TR A T U 1
8 A7 ST SeaET ots oM M 5 B T e W W
D D 3 R OB U B ® O OB W 0 M LB UK
Yes No 6 4 B 49 0 5 2 53 4 5 %5 S5 % 5N 6
61 62 63 64 65 66 6 6 6 M M 2 N W T

Signature % T W MW 8 8 & 8 &4 B 6 &7 8 8 K0 l
Date 9 @2 W M % % e %8 99 100 0 102 103 104 105
106 107 108 109 10 m 112 13 14 15 116 17 18 18 0
e ) = 21 12 123 124 125 126 127 128 129 130 131 1@ 138 1% 13
Title = 1% 137 138 139 W0 141 142 143 144 145 146 147 M8 48 150
Company - 151 152 153 154 155 156 157 158 159 160 161 162 163 164 165
Adane 166 167 168 160 170 171 {72 73 174 175 1% A7 178 178 180
181 182 183 184 185 186 187 188 189 190 191 192 18 194 195
City State Zip 106 197 198 199 200 201 22 08 204 25 206 27 08 A9 210
Phone et xy wi 21 212 213 214 215 216 207 218 219 20 21 W@ 23 24 25
Fax 26 27 2 29 W/ W/ W B 4 0 B BT W 29 W
241 242 243 244 45 U6 247 48 49 250 /1 /2 K83 254 25
E-mall Address 256 257 256 250 260 261 262 263 B4 265 66 267 268 260 200
Do you wish to receive industry news & information by e-mail? M 22 W3 W4 25 W6 AT 8 9 M0 81 M B3 284 285
) Yes I No 286 267 288 289 200 201 292 203 204 285 26 27 288 20 W

TO SUSCfibe tO . SEPTEMBER.05
-
- -
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Company Name Web Address Page # RS#  Company Name
Amencan Isuzu Motors ....... WWWLISUZU.COM. .oovnrnnnsrssnsnnss v . S—— 66, - Kohler To it
American Red Cross ......... L WWWLIedCross.com L. 102*
AIDOIER i1 5svssicvwsicissioviiisin WWW.ArDONet.com L. K26 i 97
Anens/Gravely......viivereir WWW.Eravely.com ., ..cccouivnminnny A 86  Legend MMB......cccoiiiresnninns
$2,516....103,104  Lehman Mfg. Co..........ecne..
Barenbrug USA.........cune. LWWWLDANISA.COM L.iisimniyinses 93 L 62  Dixie Chopper......ci
Bayer EnvironmentalScience 000 MT] e
WWW.DIYETPrOCeNtral.com uic..evueuserrerersermmsemsmmassmmanne 5, 102-103*
Bell Laboratones ...... .. www.bell-labs.com
BioControl Systems ........... www,nematodary.com
Blizzard Corp....ciwmiiiin www.blizzardplows.com Nufarm Turf & Specialty.
Blue Ridge Arborist Supply Oldham Chemicals Co........
www.blueridgearboristsupply.COM ..o B2 erten %
Bnggs & Stratton Corp.
WWW.COMMErCIAIPOWELCOM  1..vevviriiaiieeiisasiisaiiioinis 7 v, 10
Bucks Fabricating..........c.o.... www,bucksfab.com i 108255050 69
(& g (77 K0 S— WWW,CStUrfequIp.ComMu. e 2ot ? Perma-Green Supreme
Carl Black GMC.............0.o.. wwwicariblack.com ... 109%....coivee 73 WAWW.NAR-ONSPrEAAET.COM 1.....ovverrsererserrererersrsssssrersess J S vy 17
Carson Industries ............... www.hosenclose.com i 88 Lvdnann 56 Pioneer Cover-All
Case Construction ... WWW.CASECE.COM ..vvisivenenivn 83 e 52 WWW. DIONEETCOVEIAllCOM 1ovovivvivarreiiniisisisessenissisessins | ¢ oRora 78
Chemical CONMAINGIS ..ooovvevvininesiesssssisnssrrsrsrsrerseses T8 ceterervietxs 47 Plant Health Care...............www.planthealthcare.com ... 73 ... 43
Creative Displays PLINA oo sl WWW.LPINA.COM ;. orrerereraarens 23 ooy 93
WWW,CrEativedisplays.COM  Lvuuarssssssssismisbsiasainn 128 gz 94 Project EverGreen
Cummins Engine Co.........c WWW,CUTMIMINS COM, ot vevirsiss A IR 49 WWW. PrOJECLEVEI BTN COM v iusisississsasararissassssissisnsss JO9R i 74
Cutter's ChOICE ......ommimnns www,cutterschoice.com ... V% vossanasests 24 Pondsweep M. ..o WWW. PONSWEEN.COM ... T verssvavavarss 44
Dimex Corpi v..uenemmmnimmnnns WWW.IMeXCorp.com ... A N8 B 79 ProSource One.......ccuviavns WWW,PrOSOUrCEone.com. ... LY 28
B r R R WWW.AOTZE.COM....evviirrsesins 146-147 Quality Diamond Tools
www.qualitydiamONALOOIS.COM ,.cxiviiiesisisismmsiaes
Rain Bird.....covevveee w- WWW.rainbird.com
Real Green Systems., www.realgreen,com
Red Wing Shoe Co, , www.redwingshoes.com
RSB st www.pestfacts.org

www.evernidemowers.com
Express Blower ................... www.expressblower.com
Express Mower Parts

International Truck & Engine Corp.

WWW.INternationaldeiVers.CoOm L....vimiiisimrarisi $I33000s 80
John Deere........iii wwwi.johndeere.com,......... Eiciciccriveiee I5
JR Simplot Co. ....ovimecieeisnrns www.simplot,comaurf ... 20 Pree et 71
| L OL S ————— ) WWWICOINC.COM ......connnenrenes (- F———— 37
Jungle Jims Accessories........ WWW.IUNZIEJIMSap. COM Luuuviiiis B 53
Kelley Commercial Truck Center

WWW.KEIEYTUCKS.COM 1 v iirernimmmncimiasassssssssnsssssssne RO csssiay 88

Stellar Industnes
www.stellarindustries.com 106 68
o TR Y WWW.StihIUSR.COM ...oovviiinnnnn 60-61 ......... 35
SV Sales e WAWW.SVESAlES.COM ..ot S 54
Symbiot Business Group .....www.symbiot.biz .58 29
Syngenta Professional Products
www, syngentaprofessionalproducts.com ...
Tuflex MIg: Co. ....ovuerivarimine wwwituflexmig.com .,
www.turboturf.com
www.tygarmfg.com
WWwW.vermeer.com
www.versa-lok.com
Walker Mfg. Co. ...oiiunniiiinni www.walkermowers.com
www,weed-man.com
88 59
www.wellscargo.com ... i L A 8l
Westem Nursery & Landscape Assocationwww.wnla.org. [ 10............ 89
www.wrightmifig.com ... A 91
WAWW.YANIAGCOMY |, .ovsiiessine Lt 46
WWW.YaZOOKees.Com ..........u ][] s 77

as a service to Lawn & Landscape advertisers.
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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.

v

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 8 Proceckres and more, LET US HELP YOU EARN WHAT YOU DESERVE!

PROFITS UNLIMITED Since 1979 = é

Call 800-845-0499 « www.profitsareus.com =

Putting Greens

" : - ’ . '7, . £ .
Synthetic Baek-Yard Putting Greens
“ Syntpetic greens are one of the fagtest * Huge Profits - Up 10 65%
* Year Round Installations

* Carry NO Inventory

* Utilize Existing Equipment

growing scgments of the $50 Billion a
year golf industry.”

* Buy Manufacturer Direct

* Online Cettification
I'raining Now Available

FRER =
VIDEO

WWW. all_progrcens.com

Business Opportunities

SELLING YOUR BUSINESS?

FREE NO BROKER ‘
APPRAISAI FEES

Professional Business Consultants
\guslnessp

o = ﬁ@
5\ ' P J&/
& -
S \ £
= S — 3

Merger & Acquisition Specialists

Professional Business Consultants can obtain purchase
offers from qualified buyers without disclosing their
identities. Consultants’ fees are paid by the buyer

CALL

708/744-6715

FAX: 508/252-4447

CONKLIN PRODUCTS

OPPORTUNITY!
Let us help you start your own business. No franchise
fee. No
new technology products.
BUY DIRECT FROM MANUFACTURER
FREE Catalog - 800/832-9635

www.frankemarketing.com

territorics, work from home. Use and market

U.S.LAWNS

NO ONE KNOWS THE
LANDSCAPE MAINTENANCE
INDUSTRY LIKE WE DO.

To find out more about e
us and the epportunity ———
U.S. Lawns can olfer, call ———
1-800-USLAWNS or visit ﬂ
us al www.uslawns.com US.LAWNS

T e T

september 2005 www.lawnandlandscape.com
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INCORPORATE & Save!

Take Advantage of This Special Offer!
Form a corporation or LLC in any state
and receive $30 off your order.

The easy, affordable way to form a corporation or LLC.

Benefits of Incorporating
Protect your personal assets
Gain cartain tax advantages
Establsh cradibiiity with customers
Raise capdal more easdy

Benefits of Using Business Filings
Over 100,000 small businesses formed
Nationwide formation services
Outstanding customer service
More affordable than using an attomey

BE))business rilings

Businesses for Sale

LANDSCAPE
CONSTRUCTION COMPANY

Well Established 20-year Landscape Company Boston,

Massachusetts Area.
Annual volume $3.5 - $4.0 MILLION
€ )'"\PJ”}' I'fclkd(“\"\f

* 75% Construction

*109% Maintenance

*15% Snow Operations
Highly recognized, well-managed and organized opera-
tion with a meticulous fleet of over 50 pieces of equip-
ment. Will sell with or without the real estate, which has

all the necessary provisions for repairs and parking.

Nash & Company
Contact Mr. Kurt Lawson 508/428-1201
Fax: 508/428-9586

BUSINESS FOR SALE

COMMERCIAL GROUNDS
MAINTENANCE
Located in Southern California (Ventura County)
with a Monthly billing of 45K 12 moths a year.
This is the fastest (Ocean County) growing in the
State. Asking $293 K, which includes equipment.
RETIRING, 805/484-0046.

BUSINESS FOR SALE

CENTRAL KENTUCKY
Successtul DESIGN/BUILD landscape company
with 20 plus years of service in the heart of horse
country. Fully equipped and ripe for expansion.
* Sales over § 2 million
* Owner nets near $100K
* Business includes employees, management,
marketing, advertising, etc.
* Owner to help with financing and transition
Lexingron, Kenwucky CALL 859/351-9927

BUSINESS FOR SALE

San Diego Co., California -~ Commercial Landscape

Maintenance Company. $300,000 annual revenue
plus $50.000 equipment. Growth 20 to 30 percent
per year. Asking $200,000. Call: 760/749-7688.

BUSINESS FOR SALE

Lawn & garden service of 18 years with many loyal
clients, steady reliable crew and equipment in the
Loudoun County VA with great potential to expand
or compliment existing business.
tion. Gross sales 200K + sell all for 150K, Contact
Bev O"Toole, Remax Regency at 800/471-2899.

“Turn Key” opera

Educational Training

EDUCATIONAL TRAINING

LawnLoreﬂ'

Interactive training

that's easy, effective and fun! gh

Phone Mark at 800-328-4009

For Sale

LANDSCAPE DESIGN KIT 3
LANDSCAPE DESIGN KIT 3
rubber stamp symbols of trees.

5, plants & more. 1/8° scale.
Slnmp sizes from 1/4" 10 1 /4™
3 $99+ $6.75 s/h. VISA, MasterCard, &
AMO's snpged next day. Check delays
¥ chipment 3 weeks. CA add 7.75%tax
¥ AMERICAN STAMP CO.

FBROCHURE 12290 Rising Rd. LL06, Wilton, CA 85693

Ll.oa 9166877102 TOLL FREE 877-687-7102

Stop guessing square footage! Measure area quickly and

accurately. Just wheel the DG-1 around any perimeter
and instantly know the area inside. $399 + $7 ship.
CA add rax. www.measurearea.com 760/743-2006.

CovEnm INSTANT GARAGES
ALL WEATHER SHELTERS
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

kbKUBOTA.com
FAST

DELIVERY ON
IGyhotAa, parts

$5.00 Shipping Per Order

1-877-4KUBOTA

Thia website "KbKUBOTA com” is operated

Nnzed dealer

pany, an autho

¢ Corporation since 1972

IGhota,

1-800-S26-1110

The "NEW" Spreader Carry Hook

Easy and safe way to carry your spreader

More room for what you need Slips on
tailgate, no tools required.
Works with Lesco and Scott's spreaders

Turflite Inc.
1-866-848-7300
turflite@cyg.net

Iree Moving Equipment: Red Boss tree spades,

Tree Boss, Tree Tie, Tree Planters.
Call Tree Equipment Design at 877/383-8383
into@ “'C('(lull‘.t.("“, \\'\V\\\(rt'('l‘llip.t.(l“\.

Made in USA.

YIS Ty—— T
Call Jennifer Halas At
800/456-0707

WWWwW. lawnand Iandscape .com
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Florida Commercial
Lawn Maintenance
Companies For Sale

N. Central Florida
North Tampa Area .
Miami Area (Lawn Spray) Gross: $200,000
E. Horida (Lawn Spray).. Gross: $1.7 Million SOLD
E. Honda (Lawn Spray) ..o Gross: $375,000
For more information on the above companies, other

Gross: $1.2 Million
Gross$800,000

data, or companies thar 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.

YT T

WWW.p T s.com

All Conversations Are Confidential
Preferred Business Brokers
Jay Hollon, CP Rand Hollon, CPO

Licensed Broker Licensed Agent

Turf Tracker For Sale By Original Owner
* Save time and money while applying both
granular and liquid applications ro turf.
* Front mounted spreader and rear mounted
12 ft boom.
* Save on labor costs and reduce operator
fatigue.
* Increase profits.
* Machine is in grear shape with 443 hours
of use.
* Best Offer
Call 603/424-7817 or 603/765-4444

GPS Vehicle Tracking

No monthly fees
Call 800/779-1905

www.mobiletimeclock.com

Help Wanted
(HELP WANTED |

LMI Landscapes, Inc.
LMI Landscapes is one of the 50 largest Landscape

Companies in the U.S., with offices in Dallas, TX,
Denver, CO, and Jacksonville, FL. LMI is a full
service commercial company, with our core services
focused on Landscape Construction, Irrigation
Installation and Landscape Maintenance. We strive
to build long term relationships with our customers
and employees, focused on our corporate values
of honesty, integrity, quality, professionalism and
teamwork,
We are currently hiring:

Account Managers

Project Managers

General Managers

Irrigation and Landscape Foremen

We are looking for the best landscape professionals.
We offer an excellent salary and benefits package to
our employees.

Please email your resume and salary history to:
dgeorge@lmilandscapes.com or fax to
972/446-0028.

GOTHIC LANDSCAPE, INC.

Since 1984, we have been creating long-term relation-
ships with clients through outstanding personalized
service and problem solving. We are one of the largest
landscape contractors in the southwestern U.S. operating
in the greater Los Angeles, San Diego, Phocenix 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. Ourstanding career opportunities
exist in cach of our fast growing branches for:

* Account Managers

* CAD Designers

* Estimators

* Irrigation Tech

* Project Managers

* Sales Personnel

* Senior Foreman

* Spray Technicians (QAC, QAL)

* Supervisors

For more information contact:

Elisabeth Stimson, Human Resources Director
Email: hr@gorhiclandscape.com
Ph: 661/257-1266 x 204
Fax: 661/257-7749

PN ey LA TP |

K pidp
LANDSCAPE CONTRACTORS

COME GROW BETTER WITH US!
Take advantage of this opportunity to join one of
the most dynamic landscape companies in the
beautiful southwest. Our exciting and vibrant
company has career opportunities in the follow-
ing positions!

Sales® Design® Mid-Management Field

Crew Leaders ~ Install & Maintenance
We offer outstanding compensation and benefits
rcckoge, relocation allowance, and an excellent
amily-working environment. If you are interested
in a career opportunity please send, fax, or email
resume lo:

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 Landscape please
visit our website at www.headsuplandscape.com

GreenSearch is recognized as the premier provider
of professional executive search, human resource
consulting and specialized employment solutions
exclusively for interior and exterior landscape com-
panies and allied horticultural trades throughout
North America. Companies and career-minded
candidates arc invited to check us our on the Web ar
hetp://www.greensearch.com or call toll free ar
888/375-7787 or via e-mail info@greensearch.com.

GroundMasters, Inc

Exciting Career Opportunities in
Landscape Management

GroundMasters, Inc. is currently
seeking qualified green industry
professionals to join our team!
Our staff is among the best in
the industry, our equipment

is state-of-the art, and we are

a drug-free workplace. If you
would like to work in a friendly,
challenging, and diverse envi-
ronment, apply today! Spanish
skills a plus!

Fax resumes to Chris Hayes at
513/774-7459 or e-mail

chayes@groundmasters.com

LANDSCAPE EMPLOYMENT
OPPORTUNITIES
Wheat's Lawn and Custom Landscape, a premiere
residential landscape firm in Northern Virginia since
1978, has positions available for Sales and Landscape
Managers. Interested candidates should have strong
leadership skills, industry knowledge and a desire 1o
make a difference,
Wheat's offers:
* Health insurance
* Advancement opportunities
* 401 (k) and profit sharing
* Compertitive salary
* Great work environment

For confidential consideration, please mail, fax or email
yOur resume to;
8620 Park St., Vienna, VA 22180
Fax: 703/641-4792
Email: wheats@wheats.com
www.wheats.com

THE BRICKMAN GROUP, LTD.
Careers in landscape management available in:
California, Colorado, Connecticut, Delaware,
Florida, Georgia, inois, Indiana, Maryland,

Massachusetts, Minnesora, Missouri, New Jersey,
New York, North Carolina, Ohio, Pennsylvania,
South Carolina, Tennessee, Texas, Virginia, Wisconsin.
Fax: 240/683-2030.

Email: jobs@brickmangroup.com
Web site: www.brickmangroup.com

BT S londcape
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Nexus Associates

Our mission is to seck out, attract and place top

talent, nation-wide sources and contacts. Potential

candidates/clients please visit our website at www.
nexus-recruiting.com,

E-mail address: starowicz@nexus-recruiting.com.

KEY EMPLOYEE SEARCHES

Florapersonnel, Inc. in our third decade of performing
confidential key employee scarches for the landscape
industry and allied trades worldwide. Retained basis
only. Candidare contact welcome, confidential and
always frec. Florapersonnel Inc., 1740 Lake Markham
Road, Sanford, Fla. 32771. Phone 407/320-8177, Fax
407/320-8083. E-mail: Hortsearch@aol.com
Website: heep//www.Horapersonnel.com

Landscape Division Manager
We're a reputable regional full-service landscape co.
expanding throughout the East Coast. We're stable,

profitable, & secking UPPER-LEVEL MANAG-
ERs to oversee multi-million $ operations in D.C.,
Virginia, Pennsylvania, & New Jersey. Guaranteed
top salary, aggressive bonus plans with high-carn-
ing porential, co. vehicle, & a very comprehensive
benehits package! Relocation assistance offered.
All inquiries will remain confidential.
Contact ecresumes@jwrworks.com or
fax 314/991-7726 Atmn: JN.
EOE.

Production/Operations

THE HIGHRIDGE CORPORATION, A TOP
Management Trainee

SEATTLE AREA FIRM, OFFERS REWARDING
OPPORTUNITIES IN THE FOLLOWING AREAS:
Hidden Lane Landscaping is a prestigious upscale-

o Landscape Construcsivm o Handsape Conuruction

 Tobaaniad TR o Sarvice 4 Sisbocape il residential design/build firm in Northern Virginia

* Landscape Mainrrnance o Water Franure tnstallation & Service with a great company culture and a beauriful facility.

Please apply online @ www.highridge com

Or madl / tax resumes to;

Our designers, crews, and office staff work as a ream
to maintain our reputation for excellence in design
and installation. We are looking for a highly moti-

vated individual to join our award-winning team.

The Highndge Corporatsan
PAY. Boe 260 = Tosaquahy, WA 95027
Fax: 425.391.3654

Are you looking for a job or
Looking for qualified employees to:

Responsibilities include; Manage daily operations;
oversee production crews and maintain quality
control; assist designers with job staging & order
materials; develop & integrate training programs for
crews; strategic planning for furure growth.

Climb it . )

Designiit Requirements: 2 or 4 year degree; experience in
Plant it field, knowledge of soft- and hardscaping techniques:
G excellent time-management and communication

¥ ~ - - . v
Lindsapeiit skills; knowledge of Microsoft Excel; valid drivers
Sell it2 license/goad driving record.

If you have initiative, insight, integrity... let’s ralk!
Contact Peter Murray: 703-620-6155 ext. 102 or

pmurray@hiddenlane.com

JOBS In Hortculture, Inc
Employment Advertising
In Print and Online
800/428-2474

www.hortjobs.com

www.hiddenlanelandscaping.com

It’s no secret that..

The t€@QM
~ “With the best players

- WINS!

\ D YOU LIKE TO BECOME PART OF A WINNING TEAM THAT IS LEADING
Y THROUGHOUT CENTRAL FLORIDA?

consider yourself to be amongst the best in your industry and you
y understand quality workmanship and professionalism - then you
ve it to yourself and your family to learn more about what we have to
offer. Don’t underestimate this opportunity by assuming that we are just
another “dynamic, fast growing, aggressive, goal-oriented company
with a proven track record.”

To apply for a position with our company, please fax your
resume to 407.302.5573. If you prefer, you can email your resume to
recruiting@girardonline.com. Please visit our website for a complete
listing of current positions available.

secret 1o success is 1o do the
mon things, uncommonly well.”
JoHN D. ROCKEFELLER

Wi THE GIRARD
'mdl COMPANIES

www.girardonline.com
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Foreman Position available in well established
landscape/maintenance firm in Southern Westchester,
Individual must be self-motivated and resourceful. A
valid NYS commercial license a must. Must have knowl-
edge of turfand plant discases as well as plant identifica-
tion. Spanish speaking a plus. Comperitive salary plus
benefits. Please fax resume to 914-636-8351.

Seeking General Manager

We're looking for someone with:
® An entrepreneurial

approach
RUBICON ® A managerial attention

LANDSCAPE
SERVICES

The General Manager supervises a
business with $4M in annual revenues, a
workforce of up to 80 full time workers in
high season and approx 6 direct reports.
S/he is part of the senior leadership for
Rubicon Programs, one of the country's
leading “social enterprise” organizations.

® An appreciation for the
“double bottom line"

Compensation competitive with private
sector. Send resume and cover letter to
hr@rubiconpgms.org

www.rubiconprograms.org

LANDSCAPE IRRIGATION
MANAGEMENT
Opportunity with leading Wisconsin landscape
contracting company for a manager experienced in

[rrigation design, service, and supervision.

Relevant degree or Irrigation Cerrification required.
Competitive wage/bencfits Submit resume, including

salary requirement, to:

David . Frank Landscape Contracting, Inc., Staff
Relations Mgr. PO. Box 70, Germantown, W1
53022 or e-mail: sandyt@davidjfrank.com

Landscape and Irrigation Superintendents
Western States Reclamation, Inc., located in Denver,
Colorado, has immediate openings for superinten-

dents with commercial project experience.

Landscape Division Manager
WSRI secks to hire a division manager to oversee
commercial landscape, irrigation, and landscape

mamntenance l‘l()](‘(!\.

Please see the employment section of our web site for
more details on position requirements and benefits
for both of these positions at www.wsreclamation.
com. Send resumes to Ichenoweth@wsrecclamation

or fax to 330/833-4447.

Download a free demo of
the software everyone is
talking about!

www.wintac.net

fr

I 24 hours for a fre

1-800-724-7899 ext

« Unlimited Customers & Locations e Print Proposals, Invoices, Work
« Automatic Scheduling, Routing

« Automatic Invoicing, Job Costing
« Service History & Profit Tracking
« Labor and Productivity Tracking
« Material & Chemicals Tracking

« Letter Writer w/ auto Mail-Merge:
Send Sales and Service Notices

N

The #1 best-sellin
all-in-one software ?or
specialty trades

Orders, Statements, Purchase
Orders, Reports, Labels. Even
design your own forms in Word

« Full Accounting: G/L, AR, AP,
Payroll, Checking, Inventory,
Financial Reports and Graphs

« Built-in links to QuickBooks *,
Peachtree ®, MS Office®, Street
Mapping, Emailing, and more!

. s g A

Phone Center Software

Never forget to call a customer back or Jose another

phone message! Works with Caller 1D to track all
incoming phone calls into a database. Schedule ap-
pointments with casy-to-use drag and drop calendar.
Route appointments with MS MapPoint. Synchronize
customer information to QuickBooks! View demo at
www. PhoneCenterSoftware.com or call
Tree Management Systems, Inc ar 800/933-1955.

Industry Web Sites

Largest and Original Industry Forum
LawnSite.com
Largest and Original Industry Search Engine
EverythingGreen.com
Free Information, Newsletter, Books and More
LawnCareSuccess.com
Largest and Original Snow Industry Forum
PlowSite.com

Call Us 412/766-7326

Worker For Hire

Need LEGAL Workers? No more fear of INS

raids and false social security investigations. The

Southwest’s largest provider and recruiter of legal
seasonal workers from Mexico. We wade through the
paperwork for you to provide workers to your door.
90 day guarantee. Call 210/695-1648 or

wWww. hf.ld 9 hl"l(hl),\.t( amn.

WORKER FOR HIRE

LANDSCAPERS, Plan your 2006 season now! Want
legal reliable workers on the job every day? Bring
them from Mexico (and other countries) with visas,
We do all the paperwork. We can select great workers,
too!! We care about your success and lead the way in
FAST, FRIENDLY, AFFORDABLE service. FREE
information & booklet. USAMEX Ltd. 501/724-8844
David Donaldson @ USAMEX.ORG (Limited visas in

2006. Please call now.)

Warehousing

Third party warchousing company located in Atdanta,

GA specializing in the Green Indusery. Let KDL help
lower your warchousing and shipping cost while offering
your east coast customers same day service. 404/344-
4187 or KDIIncorporated@aol.com.

Landscape Equipment

TREE STAKES
Doweled Lodgepole Pine
CCA Pressure Treated

2" Diameter, Various Lengths

Economical, Strong and Attractive
Phone: 800/238-6540
Fax: 509/238-4695
JASPER ENTERPRISES, INC.
We ship nationwide.
Web site: www.jasper-inc.com

lawn & Iandscapo sepiember 2005
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Lighting

JOIN THE FASTEST
GROWING INDUSTRY!

1-888-200-5131
WwWw. briieidea.com

e —

'L ke

Holiday Lighting

Keep £mployees Year Round; |

-
Landscape Lighting
Offer High-Margin Services

Iraining Marketing
Supplies Support

Over 400 locations in 47 States & Canada

m \m Il\n

www. /hedccorgroup. com

1-800-687-955]

¢ SETUPFOR
SUCCESS

www.lawnandlandscape.com
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ack in the early 1990s, our com-
pany, One Step Tree & Lawn Care,

North Chili, N.Y., was struggling
to maintain a good client retention rate
and, unfortunately, had to deal with some
unhappy customers. We had to make a
change thart focused on building better
relationships with our customers. The
way we found to do this successfully was
to adjust our approach to selling accounts
and compensating our technicians.

Like many companies, One Step Tree
& Lawn Care originally had a salesperson
on staff to sell residential lawn, tree and
shrub care, and a number of technicians
to take care of the applications the sales-
person sold. A simple change in that ap-
proach turned all of our residential service
technicians into their own salespeople,
with cach technician responsible for sell-
ing new work — including measuring a
lawn and recommending an appropriate

m‘One Step’ Up To
Compensation Incentives

program — and making applications on
those same lawns.

Along with the change in responsibili-
ties, we also adjusted the pay schedule
for our technicians. In addition to a base
hourly wage of $8 to $10 per hour, our
technicians also are compensated with a
percentage of the total sale for cach new
account, as well as production pay as
a percentage of each job complered on
time. Altogether, this creates an incentive
pay structure for residential lawn care
work that encourages our technicians to
build more relationships on their routes
in order to sell and retain more work.

Originally, our technicians were given
S percent of each sale and 5 percent of
completed jobs. From this setup, we
found a need to put more emphasis on the
production end of the account, which led
to some adjustments in the commissions.
Now, our 12 lawn care technicians and

I. Relate compensation to customer satisfaction by making technicians responsible

for sales as well as applications.

2. Provide employees with a sales commission, but ensure that production remains
top of mind with a strong focus on production pay for timely work.

3. Be fair to employees by including an hourly wage in the pay structure that can be
adjusted up if the amount of work available is low.

Hold back a portion of employees’ commissions to compensate for sales lost

during the year and slow production periods as in the winter months.

5. Ease new employees into incentive pay structures by paying hourly wages and
then smaller incentives before introducing them to the full incentive program.

RN G ondscope
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three tree and shrub care technicians on
our staff make 3 percent of sales and 6
percent of production. Each technician
is responsible for 450 to 500 accounts
on average, with customers paying $300
annually for a typical lawn care account.

In just one year of using this pay
structure, our renewal rate jumped
from 67 to 80 percent — a huge im-
provement. Because our customers saw
the same technician from the time of
sale throughout the entire application
cycle, we were able ro build stronger
relationships with those customers. An-
other benefit to the company was that
our technicians were no longer moving
mechanically from lawn to lawn just to
make applications. Instead, giving our
technicians a stake in the sales helped
them see how their day-to-day work
impacted the company, giving them
more ownership in their accounts. By
starting customer-company relation-
ships at the sale and seeing them

REE AND LAWNCARE

4345

Bab Ottley. One Step Tree & Lown Care

through the application process, the
technicians become familiar with both
the lawn and the customer.

Moreover, at our company, the 3
percent/G percent setup applies to both
new sales and renewals, which means
that technicians who build stronger
relationships with customers can get
the bulk of their sales compensation
easily. A satisfied customer who trusts
his or her technician is usually quick
to renew their account. As technicians
gain more experience, they're able to
earn pay raises by selling more work
along their routes and may also receive
increases in their hourly pay.

When we implemented this new pay
structure 15 years ago, in addition to
learning about customer satisfaction, we
also learned about employee satisfaction.
While we lost a few rechnicians who
were reluctant to take on the sales aspect
of the job, the compensation approach
was pretty well accepred. For companies

T

Photo: Jeffrey Frew

considering a non-traditional pay
structure like this, we found thart hav-
ing a base hourly pay helps keep the
payment fair, especially when their
isn't a lot of production to go around.
In those cases, technicians can receive
a higher hourly wage to keep total
compensation from dropping below
minimum wage and prevent the need
for overtime.

Additionally, rather than paying
employees at the time they make
their sales, we withhold a portion
of the commissions until later in
the year. This helps us account for
sales that ultimately fall chrough
or customers that cancel. It also
ensures that our rechnicians receive
paychecks they are comfortable with

when work slows at the end of the
season.

One challenge we have with the

pay structure is introducing it to new
employees. Most recruits are unfamiliar
with this type of compensation and focus
more on how much they'll be paid per
hour. Because of that, our trainees remain
hourly employees during their training,
which could be as long as a year. Toward
the end of that period, we introduce

the production payment incentives at a
much lower percentage — perhaps just 1
percent — to get the trainee familiar with
the concept. Once the training phase is
finished, he or she is fully integrated into
the incentive program. We also show the
individual how much they would have
made during their first year using the
sales and production pay model.

Overall, the incentive pay structure

we use at One Step Tree & Lawn Care
has helped us build a stronger customer
retention rate, which currentdy stands at

84 10 85 percent. - Bob Ottley 8
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DODGE COMMERCIAL VEHICLES. LET'S GET TO WORK. Wanna get the job done fast? Wanna get the job done right? Then make
sure a Dodge vehicle is part of your blueprint for success. Ram is the longest-lasting™ line of pickups. The Sprinter is the most
versatile commercial van on the market. Dodge has the commercial vehicle to meet all your business needs because hard work
doesn’t have to be so hard. For more info, visit dodge.com/commercial or call 87 70ONTHEIOB.

*Based on R. L. Polk & Co. vehicles in operation statistics CYE 1984-2003.




y Gamble With Bargain Rotors?

Trying to save a few bucks on what looks like a good deal can often leave a sour
taste in your mouth. Why not choose a brand where the odds are in your favor?
With a full line of heads designed to handle the particular needs of virtually every

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

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

The Rotor Family

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

. www. HunterIndustries.com “"Iltel.
o

The Irrigation Innovators

®

USE READER SERVICE # 102



http://www.HunterIndustries.com

