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The Toro" Dingo” Compact Utility Loader.
Throw us at your toughest jobs, in your hardest conditions.

We'll come out on top every time. With the Dingo's =
) £ SRR

ability to channel full power where it’s needed, when
it’s needed, it's proven itself again and again, on every

kind of job. In every kind of environment.

So you think you've got a challenge? Bring it on.

'IORO. Countonit.

For more information call 1-800-DIG-TORO or visit toro.com.
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PrnScape

No more mixing. No more spraying. No
more call-backs! Simply spread right from
the bag - whether conditions are windy or
calm, wet or dry - to kill a wide variety of
weeds. Cet the same reliable ProScape
Confront you have always used. Or for
residential turf, try our new Confront 3 for-

mulation. Want to save even more time?

New Confront 3 has arrived,

L
yonr weeds will he lea Ving town very soon!

Try ProScape Team Confront, a tank mix in a bag!

Use our Confront Team combination to
control  broadleaf weeds and
prevent crabgrass with a single
application. Visit your LebanonTurf Dealer,
or call 1-800233-0628 to find out more.
For a FREE copy of our weed ID
booklet visit www.LebanonTurfcom/pro-

motions and enter coupon code LL3046.

LebanenTurf

1-800233-0628 * wwwlebanonTurfcom

Confront is a registered trademark of Dow AgroSciences LLC
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Cover Story -
Work Small, Think Big

44

Successful business owner John Gachina has :
learned to trust his people, let go of the

day-to-day and run his business.

Cover Image by David Sandbery

Business 56 Best of Web —

Up in Smoke
Where's there's smoke there’s certainly controversy
nowadays in the issue of whether business owners
should prohibit cigarette smoking among their
employees. Lawn & Landscape Message Board
users share their tips for dealing with cigarette

breaks and workplace smoking,.

Pesticides/Fertilizers — Special Report on Lawn Care

P 6 Enhancing Efficiency 78 Product Choices |

Abound ,'

Changes in the marketplace bring additional

Despite some challenges lawn care operators
faced in 2005, many are proceeding into
2006 armed for growth. products, driving value in them and everything

that comes with them.

72 Seeking New
Opportunities

LCOs explore additional revenue-breeding

services to garner growth from their

& current Customers.
me_dic:
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Now is the smartest time
to buy a Z-Series mower. ZER
Purchase any Husqvarna commercial Zero Turn mower Fl N AN GING*

by June 30, 2006, and take advantage of the 0%
Deferred Interest Financing for 12 months. On All Zero Turns

(PLUS ) ‘
Plus, all Husqvarna commercial Zero Turn mowers with

our exclusive TunnelRam™ deck are backed by an
industry-leading, 5-year limited commercial warranty. z E Ro
See your local Husgvarna dealer for details, and test
drive a Husqvarna Z-Series mower. wo R RY

With ZERO Financing* and a ZERO Worry Warranty, it’s ke
a bargain you just can't walk away from. WARRAN I I

HjHusqvarna

Visit www.husqvarna.com

“Must request offer at time of purchase. Applies to new purchases of $2500 or more made batween April 1 - June 30, 2006 on a Husqvarna credit card. No finance charges
will be assessad on the promotional purchase as long as the promao purchase amount I8 paid In full befora 12 month term ends. Variable APR is 22.80% as of 1-1-06
Minimum finance charge is $1.00. Existing cardholders should see their credit card agreement for standard terms. Offer is available at participating dealers and subject

10 cradit approval by GE Money Bank.
**S-year limited commaercial warranty. Sea retaller for details

© 2006 Husqvarna(";
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Despite their smaller size, compact utility
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9 Selling Convenience
A number of features make residential irrigation
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‘IO Beyond Color and Cut
In additional to increased durability, new turfgrass
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increased disease resistance and erosion control.

'”6 Seed Money

According to turf seed suppliers and landscape
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Executed properly, overseeding can be a
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CASE

PROFESSIONAL PARTNER

TOUGH _
TREAD !;(EESNSE

YOU DO THE MATH.

Get big-machine durabilty and low maintenance costs with our new 445CT and 450CT Compact Track Loaders.

Featuring proven Case undercarriage technologies, these mini-brutes deliver long component life, a comfortable ride

and rigid-mount simplicity. Permanently sealed rollers and idlers assure reliable performance. Tapered track frames stay
cleaner. Triple-flange rollers minimize wear and prevent de-tracking. From the heavy-duty chassis to the long-lasting radial
piston-drive motor, these compacts give you a whole lot of loader. Contact the professional partners at your local dealer
for a demo, purchase or rental options, and details on financing and service plans.

Y2006 CNH America LLC, Case is a registered trademark of CNH America LLC, All rights reserved www.casece.com
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GOOCJ Form!

pring is well underway and while you spent most of the winter planning

for vour success this season, there always seems to be more information to

keep track of than you thought. Whether it’s sending out client communi-

cation, keeping up with employee progress reports or finding a better way

to write up a service contract, Lawn ¢ Landscape is here to help. Our Busi-

ness Forms section has recently been updated to include dozens of new forms submitred
by your green industry colleagues. These forms are completely free to download, giving
you the chance to easily acquire the paperwork you need and tilor it to fit your own
company without the gruntwork or cost of developing your own forms.

To access the Lawn & Landscape Online Business Forms section, visit
www.lawnandlandscape.com, choose the Resources menu and click on Business Forms,
From there, download and print forms from these five categories:
¢ Accounting & Job Costing
o  Fleer & Safety
o Personnel
¢ Production
o Sales & Estimating

Have a helpful form of your own that youd like to share with other Laion & Land-
scape readers? E-mail electronic copies of your forms to nwisniewski@gie.net, including a
description of how you use the form and why it’s helpful to your business. Or, send hard
copies of your forms or marketing materials to:

Nicole Wisniewski, Lawn ¢ Landscape

Business Forms L

4012 Bridge Ave

Cleveland, OH 44113

wwiw.lawnandlandscape.com for the latest Industry Buzz on legislative issues, water use, business and air/
noise pollution issues. Or, have Industry Buzz delivered right to your e-mail inbox in the Lawn & Landscape
e-Newsletter. To subscribe to the e-Newsleter, visit www.lawnandlandscape.com, choose the News menu and
click “E-Newsletter” or e-mail nwisniewski@gie.net with your e-mail address to be added to our database.

Read Lawn & Landscape's Industry Buzz column every week, then visit the Lawn & Landscape Online Mes-
sage Board to share your thoughts on the weekly topics. Have a question or topic youd like our columnists

to address? E-mail nwisniewski@gie.net with your suggestions. Lets get buzzing!

Last month, Lawn & Landscape Online debuted Industry Buzz, our enline-exclusive weekly column that
brings you professional advice and insight in four categories every Monday. Each week, log onto

any lawn and landscape contractors say
one of the best things about their jobs

is that they get to work outside in the

fresh air every day. But is the air really
that fresh for employees that smoke?

Over the last several months, numerous news articles
have highlighted a trend among businesses to have their
smoking employees check their tobacco art the door or
give up smoking completely, regardless of whether they're
on the job or not. In a recent Lawn ¢ Landscape Online
Poll, 53 percent of respondents said they've stopped hiring
smokers altogether and another 7 percent say they don’t
allow smoking ar all during business hours.

Always ready for a good debate, Lawn & Landscape
Message Board participants recently picked up on these
news items and discussed the topic themselves. Read about
their viewpoints and tips for dealing with smoking breaks
during the workday in this month's Best of the Web fearure
on page 56.

If you have a topic, question or insight to share about
the green industry, be sure to visit the Lawn ¢ Landscape
Online Message Board to post your thoughts. See you on

the Web!

Many companies have found that loading vehicles the
night before a job helps crews get out the door faster
in the mornings, thereby saving time and money. Let
s know how you approach this daily task in the April
17 Laton & Landscape Online Poll where we ask, "At
what time of day do you load your trucks with equip-
ment and marerials?” The poll will run from April 17
to 23. Look for the results of this and every weekly
online poll in the Lawn & Landscape e-Newsletter.

s >

www.lawnandlandsc ape.com
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“In a matter of seconds,
you can go from
mulching to side-discharge.
There’'s not another
'Y mower that can do that.”

The New John Deere 7-lron || Mulch-On-Demand Deck.

“When we want to side-discharge, we can do it right from the

2 seat,” says Mike. "And we don’t have to carry an extra piece of
\ \ equipment.” Just by engaging a lever from the operator’s seat,
the 7-Iron |l mulch-on-demand deck goes from mulching to

Q \\\ side-discharge in an instant.

Mike Dykstra, Dykstra Landscape Services Inc., Grand Haven, Michigan

7 | RO NI See more of what Mike Dykstra has to say at www.mowpro.com JOHN DEERE
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When it Matters

ick Girard rakes his business seriously. Most business owners do. But
Rick is a different sort.

Rick started his landscape business in 1989 when he was 19 and full
of dreams. Six years later he was forced to close it. He filed for bankruprcy
and let 30 workers go.

His experience was not what dreams are made of.

Not one to wallow in defeat, Rick picked himself up, borrowed $1,000
from his father-in-law, bought a truck and started over. He didn't find the
right formula untl 1998 when he and his brother Randy formed Girard
Environmental Services based in Sanford, Fla., outside of Orlando. In seven
years, they built the company into a $16-million operation.

They didn't do it alone. They did it with the help of family and determina-
tion. Rick is chairman and CEQO. Randy is president and COO. Two brothers
operating a business together could clash. But Rick said there’s too much on the
line to haggle. They've got employees and customers who depend on them.

Rick focuses on the vision and financial side of the business while Randy's
energies are spent on day-to-day operations.

Their father, Leo, is the company's executive vice president. He spends a
lot of time in the community, sits on local boards and delights in planning the
firm’s annual customer appreciation event. The yearly affair is held in recogni-
tion of their top 20 customers.

[t’salso an opportunity for Girard's customers and vendors to mingle together
in rural Florida testing their skills at skeet shooting. Customers eagerly await
an invitation to this unique experience,

As a skeet-shooting participant this year, I was awed by the genuine respect
between Girard's employees and customers and the camaraderie among the
Girard’s team. They work hard and stay true to their roots.

They also count on loyal employees. Brian Weatherby, now senior vice
president at Girard's, is an employee from the first landscape business who put
his hurt and distrust aside and returned to focus on building Girard's into a
reputable business, “Trust and work ethic are a big deal to them,” he says.

Rick also is grateful for loyal customers. Some of his best clients are former
creditors from his days of bankruprcy. Although his debts were discharged
under Chapter 7, he repaid most of his creditors.

It’s not easy operating a business in the same town that you failed. Rick
was too entrepreneurial to work for another business. He wanted the name
“Girard” on the door.

Today the company provides full-time employment to more than 220
people. Tt operates a fleet of 85 vehicles. Its two primary operating divisions are
construction services and management services. They also operate a wholesale
nursery and have future plans to expand into garden centers and a pool and
patio operation.

Business bankruptcies are more common than you think. But clawing
your way back and landing on top is no small feat. Rick and Randy want
vendors and clients to know that they can count on Girard’s “when it matters.”

Those three words are the company’s new slogan. They're serious and they
never take their success for granted,
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NEW HOLLAND

New Holland skid steers, compact excavators and compact track loaders will make quick work of your landscaping
projects boosting your productivity—and your bottom line.

center of gravity yield rock-solid stability and exceptional lift capacity.
Seven models with operating capacities from 1,250 to 2,800 Ibs.

[} | Compact Track Loaders—superior flotation and stability delivered by
ground-hugging tracks with the reach and lift capacity of our patented

l Super Boom™. The compact track loader conquers challenging terrain

l with ease to keep you working at full speed. Choose 2,500 or 2,900 Ib.

Super Boom™ Skid Steers—Super Boom™ |ift linkage delivers maxi-
H E | mum forward reach at maximum lift height. The long wheelbase and low

operating capacity.
Compact Excavators—zero tail swing lets you easily maneuver in tight
spots so you can focus on the task in front. Powerful enough to handle

c H “ I B [ large jobs with faster cycle times that increase productivity with every
' pass. Five models with operating weights from 3,240 to 10,275 Ibs.

For more information on these powerful landscaping tools
and available attachments, see your New Holland dealer or
visit our website at www.newhollandconstruction.com

1 Y/
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The staff here at Clean Energy Maintenance Inc. have been reading the articles in your
magaziné for quite a few years now, and we want you to know how much we appreciate and
“put to use” your information and advise. Our company has been in business for 14 years
and we have been working with you most of this time.

At times, when we read through the pages of the magazine, we feel as though we are
spending a moment with a friend ~ sharing ideas and realizing the challenges ahead. After
reviewing the information, we always feel more in tune with our job performance, our
scheduling procedures, communication skills and also with the changes that so often take
place in and with our environment,

We are a complete facility maintenance company. Our lawn care, landscape and
hardscape divisions have a reputation of quality workmanship and we pride ourselves in the
services that we provide.

Your magazine has given to us good advice on products thavareavailable, communica-
tion skills that can be shared and the procedures that could be applied.

We speak highly of your Lawn & Landscape magazine and the influence that yowhave
been to all of us here at Clean Energy Maintenance Inc.

We applaud you for your in-depth coverage on the necessary information that you bring
1o those of us in the green industry.

Thank you,

Steve Weaver, President

Clean Energy Maintenance Inc.
New Holland. Pa.

www:cleannrg. net

© BOD% BACE AMESRCAN, INC- SUMMIT HAMMER CONQUEST CARGOSPORT JOURNEY
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: They say many
~ hands make light Work.

Fact is, hand-weeding can strangle your profits in no time. Maybe that's why so many nursery operators are opting for the proven, long-lasting
weed control of Gallery* specialty herbicide. Gallery effectively controls 95 species of broadleaf weeds including chickweed, spurge and oxalis — for up to
eight months. And Gallery can be used on 440 field-grown and 230 container-grown ornamentals. Gallery can also be applied in an over-the-top application

on more than 400 ornamentals. This year, take a hands-off approach to weed control with Gallery. @ Dow AgroSciences
Saves on Labor Costs. Ganerv

“Trademark of Dow Sckencos LLC

Ancays rosl 0 ohom il Crecoirn Speciaity Herbicide

W Oomagro comunt - 1-800-255.3726




,. Setting Sales Goals

One of the best ways to improve sales
isto set goalsand then manage them.
Sounds easy, right? Well, it isn’t, buc it
doesn’t have toic difficult, either. Well-
managed sales can propel a company on
to great things.

[ believe very strongly that sales — or,
more specifically, backlog (i.e., work
waiting to be done) — is the key to all
green industry companies. When you
have work lined up, you can run your
company with much more confidence
and a great deal less uncertainty. Let’s
consider some sales strategies that have
consistently proven effective.

First, establish specific sales goals. Do
this by creating a chart, such as the one
on the right.

A simple rable helps everyone see
what is expected of them. It quantifies
and clarifies your year-end goal and thus
enables you to hold weekly sales meetings
in which you can assess your company’s
progress and setbacks. These meetings
should providea forum in which everyone
can speak, trade ideas and strategize for
the weeks and months ahead. But don't
lose sight of the prime purpose of these
meetings, which is to hold your team
accountable, push them to improve, and
reinforce your expectations of them. And
no matter the size of your sales force,
meetings should not last more than 45
minutes— 30 iseven better. Why? Because
when meetings run long people tend to
lose interest and focus. Moreover, every
minute your team spends sitting around
a table ralking is a minute less not selling.
Hold your meetingsweeklyand you'll find
you can run them much more efficiently
and effectively. Lastly, try to inject some
levity. You don't want your sales team to
dread these meetings.

Here are five more tips for improving
your sales.

9

866/478-6337 and

1. The head of the company must be
involved in the selling process. Sales are
to a company what gasoline is to a car
—without them you’re not going anywhere.
And while you can delegate many tasks,
managing sales goals is not one of them.
Get involved and stay engaged.

2. Have a method — preferably a com-
puter software program — that tracksleads.
These programs keep your prospects top of
mind and help steward them along undil
a deal is in place.

3. Manage results, not [3006 Sales Goal $1,300,000
activities. Set team goals, [ Landscaping $400.000 |
instruct them on the best oy $200,000 |
way to close sales and provide [T $400.000 I
supportwhen nccglic‘d. Butifa Backlog (for 2007) 3300000 |
salesperson hasa differentway
of doing things and it works
and your clients are happy, —
then let them do as they wish. 2 L
If theirway doesn'twork, exert |1 3600000
your authority and explain
how you want it done. 2006 Monthly Sales Goals

4. Be candid. Rid your [January $80,000
company of under-perform- | February $60,000
ing people. I'm not acrvocating March $100,000
heartlessness, but you cannot | April $200,000
afford to employ people who [ May $215.000
can’t sell. If you (Yo not have [June $50,000
another job for them within [y $100,000
your company, then politely [z $100,000
show them the door. Sepieatbes $80,000
5. Recognize great per- 5 0e $75.000
formers. A iood salespersonis [T S50 B
one of the hardest employees o o

to find. If you've hired one,
then keep him or her happy
and mortivated. And while money is a
great motivator, so are words of praise,
handwritten notesand public recognition.
Remember how you felt when you were in
grade school and the reacher singled you
out for your work? No matter what, we
still like recognition for our successes.

speaker, consultant and author, as well as owner of Grunder
scaping Co., Miamisburg, Ohio. He can be esched ac

via www.martygrunder.com.

lawn & landscape april 2006 www.lawnandlandscape.com
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n the landscape industry, growth opportunities are plentiful.
Adding new services to increase business from your core
customers is one opportunity to drive expansion and help
turn employees into your company's future managers and
leaders. Other reasons to diversify a business include:
* To boost stagnated growth and create a long-term
growth strategy for your core business.
* To enhance customer satisfaction.
* To become more competitive against local, regional and
national companies.
* o increase revenue and profit margins.
* To create efficiencies from a new service offering.
* To improve customer and employee retention.

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

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

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

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

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

all of his lawns and how many clients are in a particular zone. “It's

very easy to use,” he says. “If you need customer information, it
will quickly pull up what you need.”

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

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

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

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

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

Weed Man franchise opportunities are available by calling 888/32 |-
9333 or visiting www.weed-man.com for more information.
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he sap is rising and so are clients’ ex-

pectations. Are you ready? This is the
time when we need to get off on the right
footand set the stage to provide clients the
optimum in quality and customer service
Here are a couple of tips:

1. Think about last year. Did you ac-
complish what you wanted in 20052 Do
you need to reposition your company or
departments to take advantage of the fu-
ture? Ifchangesare needed, developagame
plan with specific completion dates.

2. sively seek improvements.
Think efficiency and lower costs. Solicit
ideas from your employees. Develop a
simple form that enables them to give
their opinion in two areas: list the things
we did well last year; provide suggestions
to improve efficiencies and lower costs.

For best results, these responses should
remainanonymous. Then, gatheryourkey
people and share the information. As a
group, determine theaction to take. Make
a person responsible for each improve-
ment, determine a completion date and
hold that individual accountable.

3. Solicit qualified referrals from
existing clients. Supervisorsand managers
should call each client, or preferably, stop
by and see him or her in person. The
might sound like this: “We're planning for
the spring and have a couple of openings
for one of our crews. Would you know
anyone interested in our services?” Your
objective is to increase business and sign
new agreements before spring.

Further, track sales e&orts with a wall
chart listing clients, who makes contact,
results/comments and the date. This holds
managers accountable.

As the owner or the account manager,
you must develop a schedule to visit each
client. Shake their hand and look them in
the eye. If they are a maintenance client,
ask if they would like to walk the site

with you and discuss the service menu.

Spring into Spring

Whatagreat time to fully understand their
expectations for this season. And please,
do not go away without a proposal for
“extra work.”

4. Set expectations for selling extras.
Once a month, provide every client with
an unsolicited proposal to enhance their
landscaping. Remember, the client hired
you because you're the expert. They expect
you to recommend how to improve the ap-
pearance of their lawns and landscapes. Be
proactive. Add-ons should be your highest
margin work.

You should also track and display your
upselling efforts by posting the number of
proposals made by each individual, each
month. A little peer pressure never hurts.

Someone from your company — the
Owner, account mManager Or SUpervisor
— should visit the client each month. If not
practical, at least call the client monthly to
check in and ask if there is anything else
you can do for them. Understand this
client is receiving calls from competitors
hoping to steal your business. You need to
be No. 1 in their minds. Remember, out
of sight, out of mind.

5. Quash overtime. With the spring
rush, it’s easy to get trapped in the cycle of
working overtime. Don't let this become a
habit. You know how many hours of over-
time are acceptable and you're responsible
for keeping employees within those hours.
Create a policy to have all overtime for the
previous week reported to you by Tuesday
mornings to help you keep on top of it.

Your primary focus should be labor
hours and quality. These areas will get you
in trouble with either the client (quality) or
the owner (hours). This tool is absolutely
necessary if you are to manage the labor.

6. Fasten your seat belts. Spring will
kickyourbuttifyou're not prepared. Make
this the year that you make a fg.*w changes,
increase your sales, find a mentorand make
more money than last year. il

L 4

his Web site www.mattinglyconsulting.com or at 770/517-9476.
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Get more work done—in every season.
Your ability to tum a profit depends in

part on worksite conditions. Cat Multi

Temain Loaders get the job done on

soft, wet ground—even snow.

All-rubber design extends

undercarriage life, too.

SERVICE. Your Cat Dealer will
be there with the solutions you
need throughout the life of your
Cat machines. Call or stop by
soon and ask about all the ways
your Dealer can help you get the
most from your equipment.

For more information and a free gift go to www.catproductinfo.com/uc2

Caterpillar. The difference counts.™ BATEHPI I.l.AH®

© 2006 Caterpillar | Al Rights Resarvad | Printed in USA

CAT, CATERPILLAR, their respective logos and “Caterpiliar Yollow,” as wall as corporate and product identity used herein, are trademarks of Caterpillar and may not be used without permission

USE READER SERVICE # 18


http://www.catproductinfo.com/uc2

> >

J ust when we thought we had our
arms around contemporary business
concepts such as “Truch in Lending” and
“Trutﬁ in Advertising,” we receive the
latest — “Truth in Employment.” Here’s
how it may affect smalland large landscape
business owners and their employment
practices.

Several years ago, a Texas resident ac-
cepted a position as project manager with
a California-based company. She sold her
home, bought a new place in California
and moved. Everything was going great.
She liked the job, the project was exciting,
the people she worked with were friendly
and she was adjusting to a new life. Then
it all came to a screeching halt.

After less than six months of employ-
ment, the woman’s boss informed her the
project had been cancelled and she was
being terminated, Shocked and angry,
her Erst reaction was to blame herself for
giving up her old job in Texas to accept
this position.

After a while, however, her anger
became directed at her employer. “How
dare they lie to me? How could they entice
me ourt of a good job and into one that
they knew was short-lived?” She decided
to sue.

The discovery process revealed an in-
ternal memo dated prior to the woman'’s
employment, declaring the project was to
be discontinued. Hearing this evidence,
the court ruled in her favor. She was
awarded $100,000 for her pain and suf-
fering, continuation of benefitsand reloca-
tion expenses to move back to Texas.

This case is an important example that
could set precedent for similar lawsuits.
What can employers do to avoid this?

e Insist your recruiters, department
heads and other hiring authorities have
the same information. Ifa company is not
going to go forward on a project or plans

Seeking Truth in Employment

to eliminate an open position, the hiring
manager for that department should be
the first to know. The position should be
canceled as well as the recruiting effort.
® Make sure those involved in the in-
terview process, i.e. department heads,
recruitersand hiring managers, are trained
in appropriate interviewing techniques.
o Don’toversell the job, thelocation, the
assignment or the company. Be factual.
Avoid making claims you cannotsubstanti-
ate. Misleading statements or speculating
financial or operational growth is unfair
and could get employers into trouble.

e Put your offers in writing. State only
the facts. Quote salaries in weekly figures,
not annual dollars, State that you are nor
guaranteeing employment and employ-
ment can be terminated without notice.

Likewise, any employmentoffer should
include:

e Salary quoted as an hourly amount
for non-exempt employees, and either a
monthly or pay period amount for exempt
employees.

e If there is bonus potential, indicate
that it is not guaranteed and they must
be employed at time of bonus pay-out o
receive a bonus (if that’s your policy).

® Avoid statements that imply “perma-
nent, long-term employment.”

e Asignature line for them to return the
letter signed. Keep the returned original
in the confidential personnel file o% the
employee, and give them a copy.

e Start dare, job title, department name
and hours they will be working.

Smart management and positive per-
sonnel management work wcﬂ together to
achieve profitability for your business.

The concept of “Truth in Employ-
ment” may help you create better, more
efficient hiring practices and promote
positive employee relations throughout
the organization.

is president of GreenSearch, a human resource consulting organization. He can be

reached at 888/375-7787, larry@greensearch.com, or via www.greensearch.com.
PeopleSmarts® is a registered trademark of GreenSearch.
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The World's Fastest Lawn Mower

An American Tradition

To find out how to cut more acres of grass per hour
using a Dixie Chopper, 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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Soil Testing Basics

he best turf care professionals under-

stand the value of a litde science. For
example, science comes in particularly handy
when evaluating customers’ soil. By learn-
ing the basics of soil pH levels, lawn care
professionals can earn themselves a Ph.D.
in customer satisfaction.

A PERFECT 7! All soils have a pH level,
which describes their acidity. When the
goal is a healthy lawn, you want a soil
pH between 6.5 and 7.5. When the soil
pH falls in the desired range, turf roots
effectively use the nutrients present in the
fertilizer, which leads to green, healthy turf.
When the soil pH is too low (the soil is too
acidic) or too high (the soil is too alkaline),
problems occur.

However, few lawn care companies
conduct soil tests, despite their porendal
for additional revenue and differentiating
their company from the comperition. Most
companies dismiss soil pH until they see
signs that something is not right.

The most obvious sign is turf that does
not respond to fertilization. The fertilizer
is not the problem. Rather, the turf does
not green up because the nutrients in the
fertilizer are locked up in the soil and never
reach the roots. The result is a wasted fer-
tilization.

But instead of conducting a simple $10
to $35 soil test, some landscape companies
respond to clientcomplaints by sendingout
a technician to make another application.
That second application will not deliver
results. Basic fertilization cannot change
poor soil pH.

Certain turf weeds or diseases are other
indications of poor soil pH. In particular,
red sorrel, wild carrotand henbit often mean
a soil’s pH level is too low.

PROBE FORANSWERS. Thebestway to
get the real dirton your dirt, er, soil is to use
a soil probe to collect 10 3- to 5-inch-long
samples from the property. When collecting,
be sure to pull plugs from different areas
of the property since soil pH may vary. In
addirion, if you are collecting samples in a
northern climate where ice melt products
are used, avoid areas near concrete since
ice melt can influence soil pH. Remove any
turf or thatch from the samples and purall
of the soil into one bag. Then either send
this bag to a soil resting facility or take it to
your local fertilizer supplier — they should
be able to test it for you. Results should be
available in roughly two weeks.

Armed with test results, you can develop
a turf program that makes sense for your
customers and their lawn. This may include
new sales opportunities for you. If the soil
pH is too low, that calls for an application of
lime, while a sulfur application makes sense
for soil with a pH level above 7.5. These are
simple, profitable, one-time applications.
Plus, the customer may be interested in an
application of iron to help the turf green up
while you wait for the lime to improve the
soil pH (one application does the trick, but
the pH takes a few months to adjust).

And don't forget about add-on revenue
opportunitiesassociated with the soil testing,
which the customer should pay for. Lastly,
collecting samples provides greatinsightinto
a lawn’s thatch condition — can I interest
you in a lawn aeration, Mrs. Jones?

Even if you don't act on these sales
opportunities, feel confident that you have
demonstrated the value of your service to
your customer. Instead of being some guy
behind a spreader, your customer will see
you as a true turf expert — someone who
uses science to back up their service.

or at 800/321-5325 ext, 3150 to answer technical questions.
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CALL TODAY

for a

Whether your goal is to reduce labor costs, increase services or reduce
on-the-job liability, Gordon'’s plant growth regulation products provide FREE
a profit making strategy you'll want to incorporate into your turf and
ornamental management programs PRODUCT COMPARISON
Properly timed applications of these products can: RATE CHART
Embark™ PGR Benefits: Atrimmec” PGR Benefits:
M Reduce trimming and pruning % Reduce trimming and pruning

operations by 50% or more operations by 50% or more

V Keep ornamentals neat and trim V| Keep ornamentals neat and trim

¥ stretch your mowing schedule M Promote fill-in of damaged

woody ornamentals
M Hold edges along walks and :

driveways z(}i\'c shrubs a neat, compact
appearance

And both products reduce the potential for worker injury during
trimming and pruning operations. Where do all those savings go? Right
to your bottom line — that'’s working smart!

Gordon’s PGRs -
The MOST VERSATILE Landscape Tools Available! Your guide to understanding
which products to use for

— | Pl /eordor 1-800-821-7925 your needs
=) :DF.!’__JCJF‘EJI"]:JI‘J www.pbigordon.com
I 1 tIL

Embark and Atrimmec are registered trademarks of PBl/Gordon Corporation.
An Employee-Owned Company ALWAYS READ AND FOLLOW LABEL DIRECTIONS ©2006 PBI/Gordon Corporation
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Celebrate Lawns & Landscapes in April

ith the official start of

spring just days away,

the green industry is

gearing up to educate
and energize professional service
providers and their clients around
the country. April has been named
National Lawn Care Month by the
Professional Landcare Network
(PLANET) and also National Land-
scape Architecture Month by the
American Society of Landscape Ar-
chitects (ASLA). Both organizations
have events planned to celebrate
their causes.

PLANET is preparing for Na-
tional Lawn Care Month by educat-
ing the industry on its own rapid growth. The associa-
tion hopes to spend April encouraging homeowners
to work with their lawn and landscape professionals
on developing healthy lawn care programs and com-
municating the benefits of turf.

“Americans realize the importance of well-cared
for lawns,"” says PLANET President John Gibson. “In
addition to being beautiful, lawns have a positive im-
pact on our environment. They trap dust and dirt in
the atmosphere and convert large amounts of carbon
dioxide to oxygen. Lawns also provide a natural filter-
ing system for rainwater as it soaks into the ground.
Additionally, healthy lawns provide a cooling effect
in summer months, which can save homeowners on
energy costs.”

In 2004, PLANET conducted a national Harris
Survey that reported that homeowners spent $11.6
billion on their lawns in 2003, up |12 percent from
2002. These same homeowners projected that they'd
spend even more on their lawns in 2004, Landscape
professionals can help consumers realize that healthy
lawns play an important role in home sales and they
have a huge impact on “curb appeal.” Realtors report
that homes with beautiful lawns and landscapes can
increase property values by |5 to 20 percent, and that
homeowners can realize returns on their investments
of 100 to 200 percent. Lawn care and landscape com-
panies also provide a large number of jobs across the
United States.

“Homeowners can
be proactive in April
by putting together
a lawn care program
with their lawn care
professional to ensure
that their lawns will be
healthy and beautiful
throughout the year,”
Gibson says. “It's im-
portant to maintain and
evenincrease property
values."”

The American So-
ciety of Landscape Ar-
chitects hasannounced
the theme of “Discover
Landscape Architecture” for this year's celebration of
National Landscape Architecture Month. April was |
chosen for the celebration because it encompasses
both Earth Day (April 22) and the birthday of Frederick
Law Olmstead, founder of the landscape architecture
profession in the United States (April 26).

Each week will focus on a different aspect of
landscape architecture, including:

April 1 to 8: The landscape architect's role in secu-
rity design and disaster preparedness

April 9 to 15: Encouragement of students to ex-
plore career opportunities in landscape architecture

April 16 to 22: Green building and sustainable
design

April 23 to 30: Residential landscape architecture
— dollar for dollar, the best home improvement
investment

“National Landscape Architecture Month is a great
opportunity for Americans of all ages to learn more
about how landscape architecture can improve our
communities, increase property values and protect
our environment through creative, sustainable design,”
says Dennis Carmichael, president of ASLA.

Be sure to visit Lawn & Landscape Online frequently
throughout the month of April for coverage of both
National Lawn Care Month and National Landscape
Architecture Month. For more information on upcoming
events for both celebrations, visit www.landcarenet-
work.org or www.asla.org. — Lauren Spiers Hunter
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MERGERS & AQUISITIONS

ValleyCrest Acquires Two
Landscape Architect Firms

CALABASAS, Calif. - Two landscape architecture firms are find-
ing new homes under the umbrella of ValleyCrest Cos. The com-
pany announced that it has acquired the assets of Orange County,
Calif.-based HRP LanDesign and Fairhope, Ala.-based Site Works.

The firm's expertise in landscape architecture drew ValleyCrest's at-
tention. The company says it has been following a noticeable increase in
customer demand for design/build landscape services. “We believe that,
similar to trends in other sectors of the construction market, design/build
will playan increasingly important role in the landscape industry in the next
several years, which is why we decided to move forward with the acquisi-
tions of these two landscape architecture firms,” says Richard Sperber,
president, ValleyCrest Cos. “Customers understand the value of working
with a single firm and are choosing this avenue more frequently.”

Advantages of the design/build process include faster time to market,
heightened accountability, reduced administrative burden, and a clearer
and earlier understanding of overall project costs, the company notes.

While integrated design/build services are now available to ValleyCrest
Cos. customers, services like landscape architecture, landscape installa-
tion, as well as lawn and landscape maintenance will continue to be sold
separately, as well.

HRP LanDesign was founded by Jim Hogan in 1974. Hogan and his
current management team, reporting to Sperber, will continue to lead
the firm and will oversee a staff of 50 HRP employees.

In the southeastern United States, Site Works isa 25-year-old firm run
by landscape architect Lois Shindelbower. Shindelbower’s mother estab-

Richard Sperber, president, ValleyCrest Cos.,
and Jim Hogan, senior vice president, HRP
LanDesign.

lished the company and Lois joined her mother
in 1988 to expand the business. Shindelbower
will continue to run the operation from Alabama
reporting to William Leathers, vice president of
ValleyCrest Landscape Development, Florida.

Leathers says he sees tremendous opportunity
for ValleyCrest in the Southeast, particularly in
Florida, and will look to realize those opportuni-
ties utilizing Site Work’s resources.

HRP LanDesign and Site Works will continue
tooperate asindependent landscape architecture
studios using their existing names under the Valley-
Crestumbrella. Financial details of the transactions
were notdisclosed. For moreinformation, please
visit the landscape architecture-design/build sec-
tion at www.valleycrest.com.

INSECT 1D

the Sunshine State

ORLANDO, Fla. - Are grubs a new enemy
of Florida lawns? “Probably not,"” explains Greg
Pagano. “But we may have been taking care of
grubs while we were controlling other types
of insects in the soil, so we didn’t notice them
as much.”

Butaccording to Pagano, lawnand landscape
market specialist, Bayer Environmental Science
(www.bayerprocentral.com), Research Triangle
Park, N.C., a newer grub is proving more dif-
ficult to control than the other 54 species that
attack Florida lawns — the sugar cane beetle,
which has lived through the closing of sugar
cane fields. Many of those fields were turned
into sod farms and so now the grubs are show-
ing up in customers' lawns, Pagano said. At the

One Grub May Be Taking Over

Orlando, Fla. Bayer Environmental Science

Annual Summit Series: Healthy Lawns, Healthy

Business, Pagano gave more than 70 attendees

the details about this tough insect:

* The sugar cane beetle has been seen in the

Orlando market.

* Damage is specifically severe in coastal

areas.

* Damage occurs from August to November

and even into January, meaning the insect is a

bit more tolerant of cooler weather.

* Thesugar cane beetle completely consumes

the root system of many turf species.

* At this point, Pagano says researchers still

believe this insect has a one-year lifecycle.
continued on page 26
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continued from page 23

_® One Grub May Be Taking Over the Sunshine State

* Third instar grubs are more than 2 inches
long, which are much larger than most other
grubs.

* Preventive control, so far, is not working
well on this grub.

* Adults are active from | to 3 a.m.

* Mating occursin the soil afteramaturation
period of seven to |0 days.

* Eggs are located 4 inches deep in the
soil, most likely below the treatment level,
which could explain why they are escaping
pesticides.

* Sugar cane beetle grubs are not always
curled in a C shape. An average-sized sugar
cane beetle grub is larger than a quarter, an-

other reason control may be challenging. The
trick is to get control before the grubs get big,
butit's hard to find these smaller grubs on the
surface.

* By mid-summer, lawns affected by sugar
cane beetle grubs look dried out.

* Populations of these grubs don't have
to be as high as other grubs to cause severe
damage.

Think your Florida-based clients’ lawnsare
infected with the sugar cane beetle? Contacta
Bayer Environmental Science sales representa-
tive. The company offersaservice whereifyou
mailinagrub, they will pay for its identification,
a $70 value, points out Pagano.

Greg Paganc

MANUFACTURER MINUTES

Caterpillar Founding Father Inducted Into

Inventor Hall of Fame

PEORIA, Ill. — One of Caterpillar's founding fathers is
being recognized for hisingenuity and entrepreneurial spirit
with induction into the National Inventors Hall of Fame. At
a news conference in Washington, D.C., the Hall of Fame
announced that it is posthumously honoring Benjamin Holt
for ushering in the modern era of mechanized farming and
construction with his “Traction Engine”
(Patent No. 874,008).

Holt’s invention was inspired by the
plight of California farmers who found
wheels ineffective in preventing heavy
equipment from sinking into the soft,
muddy soil. Holt designed a track-laying
system to disperse weight and provide
better traction, producing in 1904 the
prototype of the first practical track-type
tractor. The photographer who docu-
mented one of its first successful tests
dubbed the machine the “caterpillar,”
inspiring the company name and launching
the Caterpillar brand.

In honor of the continuing inventive spirit at Caterpillar
and in the industry, the company is beginning an internal
inventor award program. The program will recognize en-
gineers who acquire |5 or more patents in the course of
their Caterpillar careers. Caterpillar has more than 3,800
inventors who have contributed to more than 6,800 granted

Ben Holt

U.S. patents for Caterpillar, with nearly 1,200 U.S. patents
alone granted within the last five years.

The Holt Mfg. Co. merged with competitor CL Best
Tractor Co. in 1925, forming the Caterpillar Tractor Co.,
predecessor to modern-day Caterpillar. Both founding
families set in place the tradition of innovation that continues
today. Benjamin Holt achieved 47 patents in his
name; his nephew Pliny Holt had 38 patents.
Fellow Caterpillar Inc. founders Daniel Best
had 42 patents and his son C. L. Best, the first
chairman of Caterpillar, had 27 patents. Some of
C.L. Best's patents reflect inventions he refined
during his tenure as chairman as he continued
to innovate while leading the company.

Today, Caterpillar manufactures more than
300 machines, as well as engines, work tools
and other technology and OEM solutions in the
construction, forestry, demolition/scrap, mining
and marine industries. The company recently
announced 2005 revenue of $36.34 billion.

Caterpillar CEO Jim Owens recently presented a new
enterprise strategy for the year 201 0and beyond, one of the
goals of which is to achieve $50 billion in sales and revenue
by 2010. “We have set challenging but realistic goals for
2010 and beyond,” Owens says, “and are committed to
achieving success that will reward customers, stockholders
and employees.”
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or call 1-888-6DuPont (1-888-638-7668).

IN THE NEWS

RISE Announces New Grassroots Program

"

RESPONSINLE INDUSTRY FOR A SOUND ENVIRONMENT

WASHINGTON, D.C. - RISE (Responsible
Industry for a Sound Environment) announced
the creation of a new grassroots program for
managing local pesticide and fertilizer issues.

“Our goal is to strengthen and build alliances in
towns and cities across the country and to increase
public awareness of the benefits of our industry’s
products. Pesticides go beyond beautifying our sur-
roundings — they play a vital role in protecting people,
animals and the environment,” RISE President Allen
James says. “This new grassroots program will help us
to tell our story in hundreds of communities across the
nation, ensuring an informed public and a balanced pub-
lic policy debate about the use of specialty products.”

RISE has committed to a significant expansion of
its grassroots action and is hiring a grassroots manager.
Also, RISE is encouraging industry associations, state
and local chapters, individual members and distributors

to get involved. “The new grassroots
program will help us to speak with
one voice and to communicate one
message — our products are safe and
necessary to sustaining public health
and the environment,” James says.

RISE Communications Director
Karen Reardon says that, when hired,
the grassroots director will be respon-
sible for “going out into communities
where issues are brewing and would
impact the industry at a local level.
We're already very successful with
many allies and industry folks at the
federal and state levels. This program
is really designed to give our industry
another set of hands to work at that
local level.”

lawn & landscape

apri| 2006

WWW, awnandIandscape.com




SPANISH LESSONS

Considering that more landscape contractors are employing Hispanic or H-2B
workers, improving communication is becoming more crucial to ensure quality
work done right the first time.

In an effort to aid in lawn care professionals communication efforts, Lawn
& Landscape will be running a few phrases each month in English and Span-
ish, including a pronunciation guide, courtesy of the book Spanish Phrases
for Landscape Professionals by Jason Holben and Dominic Arbini. To inquire
about ordering the book, which costs $23.99, contact Stock Pot Publishing,
Attn: Order Desk, PO. Box 18343, Denver, Colo. 80218-0343.
I. ENGLISH: Do you have landscaping experience?

SPANISH: Tienes experiencia en ajardinar?

(T-N-ehs x-peer-n-c-ah N ah-har-deen-ahr?)
2. ENGLISH: Fill out these forms.

SPANISH: Llena estos formularios. (yeah-nah s-toes for-moo-lar-e-ohss)
3. ENGLISH: When can you start?

SPANISH: Cuando puedes empezar?

(Quan-doe pway-thays emp-eh-sahr?)
4. ENGLISH: You must be on time. Call ahead if you will be late.

Call this number.

SPANISH: Debes llegar a tiempo. Hay que llamar si vas a llegar tarde.
Llamaa este numero. (Deh-behs yeah-gar ah tea-m-poe. | k yam-mar see
bahs ah yeah-gar tar-deh. Yah-mah ah s-tay noo-mare-oh.)

Sessssnns
-

all
local DuPont representative state.
m':gumom 0go, DuPont™, The miracles of science”, and MetaActive™ are

. Lopyright

CORRECTIONS

Lawn & Landscape would like to make a
clarification pertaining to “Lessons in Pric-
ing"” in its February 2006 issue. Scott Fay's
company is technically named Treasure
Coast Irrigation & Landscaping, not to be
confused with another company called
Treasure Coast Irrigation located in the
same area of Palm Beach Gardens, Fla.

In the story “Regulate Your Workload
with PGRs" in the February 2006 issue of
Lawn & Landscape, Keith Reid is listed as
a lawn care operator from Florida. He is
actually from Bioscapes Integrated from
Virginia Beach, Va.

The Web site listed with the Paramount
Solutions Spreader Rack in the Products
section of the March 2006 issue of Lawn
& Landscape was incorrect. The correct
address is www.paramountglobalsolu-
tions.com.

Lawn & Landscape regrets these errors.
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SPRING GARDENING TRENDS

Vinca minor, a

ground cover

for shady areas
in Zone 4, has
persistent roots
so it establishes
quickly and can
grow to 6 inches.
Photos: Dan
Tenaglia, www.
missouriplants.
com (above) and
Jil M. Swearingen,
USDI National
Park Service

sing ground cover plantings in landscapes is becoming increasing
popular, and spring is a good time to plant them.

Areas planted with ground covers establish an effect in the
landscape that is impossible to create with grass — and they gen-
erally require less maintenance. Ground covers provide variations in height,
texture and color that enrich their surroundings.

Planting ground covers now will provide them with a chance to settle in
and become somewhat established before hot weather arrives.

The term ground cover is applied to low-growing plants, other than
turfgrass, used to cover areas of the landscape. Most often, contractors use
perennial, evergreen plants that have a sprawling or spreading habit and are
less than 12 inches high.

In addition to their beauty, ground covers also have lots of practical uses.
Since most people are reluctant to walk through ground covers, the plants
provide barriers to foot trafficand actually can guide traffic movement through
asite. Because they don't have to be mowed, ground covers reduce landscape

maintenance. They also are useful where mowing would be difficult, such as
on steep slopes, under low-branched trees and shrubs, where the roots of large trees protrude and in
confined areas. They are the best solution to areas under trees that are too shady for grass to grow.

Contractors must talk to clients about the characteristics they would like the ground cover to have
(height, texture, color and so forth) when making a plant selection. They also need to consider the
growing conditions where it will be planted, especially whether it is sunny or shady.

In addition, look at the size of the area to be planted. Only the most reliable, fast-spreading and
reasonably priced ground covers should be considered for large areas. Monkey grass (Ophiopogon
japonicus), creeping lily turf (Liriope spicata) and Japanese ardisia (Ardisia japonica) are good choices for
shade to part-shade. Asiatic jasmine (Trachelo-
spermum asiaticum) and liriope (Liriope muscari)
are excellent for part-shade to sun.

Proper preparation of the planting area will
help ensure good establishment and fast growth.
First, remove all existing unwanted vegetation,
such as lawn grass or weeds from the area by
hand or with a nonselective herbicide.

Next, till the soil to loosen it. After the soil
is broken up, spread 2 inches of organic matter
(compost, peat moss, etc.) over the surface and
work it in. If necessary, 2 to 3 inches of additional - '
blended soil mix may be added. & o 5 i

Finally, sprinkle a general-purpose fertilizer ’ < y
over the area — following label directions — and »r
thoroughly blend everything together. Then a ; :
crew can install the ground cover plantings. - -

For coverage in the shortest time, plant the '
ground cover plants at the proper spacing. This
varies with the type chosen, so check with the staff at a nursery or a local extension office. Although
the recommended spacing will provide quicker coverage, you may need to charge clients more because
your cost will increase.

After the area is planted, be sure to mulch at | to 2 inches to help prevent weeds. Once you've put
down the mulch, water the area thoroughly to settle things in. To promote establishment and growth,
remind clients to continue to water regularly whenever rainfall does not occur for one week.

Plant ground covers now to take advantage of the cool, moist, spring weather — it will encourage
successful establishment. Fertilize in May and again in July with the same fertilizer you used in bed
preparation to promote rapid growth. — Dan Gill, LSU AgCenter, www.Isuagcenter.com
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SHURflo’s New and Improved ProPack SRS-600 Backpack Sprayer

LESS EFFORT MORE VERSATILE

Rechargeable battery power — no hand pumping. 4 pump speed settings for all jobs, big or small.
LESS FATIGUE MORE CONSISTENCY
Computer-engineered, ergonomic design. Advanced microprocessor pump control for
constant, steady stream.
LESS TIME
Higher spray flow rate than manually M 0 RE PR 0 D UCT IVITY
powered sprayers. A comfortable operator is a productive operator.

" 4

SHURflo
PROZITSY

Put the best on your hback. ProPack.
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800-854-3218 ext.1 « www.shurflopropack.com
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THE CUSTOMER CONNECTION

7 Ways to Keep the
Client Front & Center

CHICO, Calif. - Customers today have infinite choices — any product or service
they desire is within their reach. What's more, today's customer is smart, savvy and
well-educated. With sa.many companies ready to serve, he or she could choose
any company — you have to give that client a good reason to choose yours.

Quality expert Craig Cochran suggests that the key to keeping your business
running in high gear is to focus all of your attention and efforts on the customer.

In his new book Becoming a Customer-Focused Organization, Cochran outlines
the seven steps necessary to build or rebuild a company that meets the needs and,
demands of the customers who are responsible for its existence.

. PLAY “FOIEQ.OW-THE-LEADER." Cochran believes that
an organization's leaders set the tone for everything, good or bad, i
that takes place within the company. “Leaders have followers," he
says. “It is important that the leader keep his focus always on the
customer, rather than internal politics, ego gratification and other
typical distractions within-an organization.”

2. REMIND EMPLOYEES OF THEIR MISSION. Leadership
mustsincerely and regularly rémind workers of the reason they have
jobs. A quick daily meeting can'establish the tone of the workweek
and be a source of inspiration. Employees have many distractions in
the workplace and a constant conVersational reminder will ground

them in their primary cause within'a company.

3. SHINEASPOTLIGHT ON EMPLOYEES. One of the best
ways to improve all-around customer serviee's to give employees the attention
theydeserve. lf\:%vov‘c::;rgmﬂsfﬁgntl  well-trainedymotivated, mentored and
equipped with th tools to e clientele, they will show outstanding
passion for their job , do it well.

4. RECOGNIZE,OUTSTANDING SERVICE. “On

important jobs is to hanor individuals who go beyond their
delight their custome

f leadership’s most
b descriptions and
" Cochran says. By identifying exceptional workers in a

MISTAKES. If an organi
ership must be honest and
mistakes that were made. Mi po
tion. Management must outline clear actions
organization’s failures and then t

6. CONSIDER USING A F
a small, carefully selected group of

at will remove the cau
'steps to alleviate the problem.
US GROUP. A focus group brings t

leverage multiple channels of communigation and thought,” Cochran says. “Wh
you buckle down and really explore thg many facets of a possible innovation t
the organization, you are more able to

7. INFORM CUSTOMERS OF IMPROVEMENTS. When an organization
improves their services, it must be communicated to the'customers. They are the
ones, after all, who demand the evolution. Cochran insists, “If customers don’t
realize that there’s been an improvement, there's no improvement.”
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How does it feel to add a new blower to the family?
Super.

Introducing the BR 600 super blower, the latest in a smooth, pleasant sound. For comfort and control,
complete line of STIHL blowers. As our most powerful we've redesigned the shoulder strap system, simplified
backpack blower ever, the BR 600 represents the future the starting procedure, reduced vibration and delivered
of professional blowers. The powerful 4-horsepower 4MIX®  one of the best power-to-weight ratios in the industry.
engine puts out an air speed of 201 mph with more torque So stop by your STIHL Dealer today and see what the

and horsepower than a conventional two-stroke, while using future feels like.
less fuel. It's clean-burning, too, easily meeting 2005 EPA
emissions standards. And the new design yields a 1 800 GO STIHL » www.stihlusa.com
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@ CALENDAR

APR. 18 - 20 Environment Virginia Symposium, Lexington, Va.
To ensure that Contact: spearsja@vmi.edu, www.environmentva.org, 540/464-7750
your moeeting
SRS APR. 19 - 23 California Seed Association Annual Meeting, Maui, Hawaii.
date is published,
sond an Contact: csa@calseed.org, www.calseed.org, 916/441-2251
;tlus'l‘lz i APR. 22 Fifth Annual Field Days Exposition, Nevada Nursery & Landscape Association,
N ’ Las Vegas, Nev. Contact: nlainfo@nevadanla.com, www.nevadanla.com, 800/645-9794
in advance to —
"'"" ‘_l"'d’ APR. 29 - MAY | American Society of Irrigation Consultants, San Diego, Calif. I
scape Calendar. Contact: www.asic.org, 508/763-8140 :
4012 Bridge
Ave., Cleveland, MAY 3 - 4 Turf & Ornamental Communicators Association Annual Meeting, Napa Valley,
OH 44113, Calif. Contact: www.toca.org, 952/758-6340

SEEDA-VATOR®

DON’T!

“ROLL THE DICE”
WITH TRANSPLANT SURVIVAL!

BIOSTIMULANTS TO REDUCE PLANT STRESS

MYCORRHIZAL SOIL AND ROOT INOCULANTS

PORTABLE, SLOW DRIP WATERING DEVICES

3-IN-1 BAREROOT GEL-DIP

5-IN-1 INSTALLATION PLANTING GRANULES

NATURAL ORGANIC-BASED FERTILIZERS

NATURAL-BASED DEEP ROOT FEEDING PROGRAM

AQUATIC BIOTICS POND TREATMENT

ALL NATURAL REPELLENTS...DEER & RABBIT,
GROUNDHOG, MOLE, MOSQUITO AND MORE

BIO-PLEX..PLANT SURVIVAL ESSENTIALS!
Kevin McCarty Help Guarantee Your PLANTS,

g PROFITS, PROJECTS & REPUTATIONS!

. | Albany, New York
First\ )
Complete Product Information & Prices

Products CALL FOR A FREE VIDEO TODAY
Toll Free @ 1-800-441-3573 (or)
Web Site @ www.bio-plex.com

In using the Seeda-vator I have seen
a 50% savings in seed over previous
methods of application. Also not having
to pickup the unit to make turns gets the
crew finished quicker which translates
to more productivity. The ability to turn
while aerating is a tremendous benefit.

NN NS N Y

WWW.1STPRODUCTS.COM - SALES@1STPRODUCTS.COM
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Evena TOUGH GUY likes a
SIMOOTH RIDE.

AFERRIS

Experience the difference suspension makes...

Demo a Ferris today! — o.....oeee oo

www.FerrisIndustries.com or call « 1(800)933-6175 « Para espanol visita www.Ferrisindustries.com/Spanish
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i n regions that experience months
of cold temperatures, proper irriga-
tion maintenance includes shutting
the system down for the winter
and starting it back up again in the
spring. Even in southern states, a
spring checkup keeps the system

properly maintained and in solid work-

ing order. Contractors not inspecting
clients’ irrigation systems and reviewing
operational procedures are missing out on

a highly profitable service offering, says

Steven Krieger, president of Water-Tech

Irrigation, St. Louis, Mo.

Ly heather w

v

ytart-ups Into your

service mix.

SPRING INTO ACTION. Every April
and May, contractors appear in hom-
eowners' yards to wake irrigation systems
out of dormancy and ready them for the
summer months. “It’s basically raking
the system out of hibernation,” says Jeff
Carowitz, vice president of marketing,
Hunter Industries, San Marcos, Calif.
Starting in April, Eric Guttenberg,
owner of Traverse Outdoor in Traverse
City, Mich., has service specialists visit
irrigation clients. In this northern state, a
properly maintained irrigation system has
been flushed of its water for the winter,

00 (J

Photos: Rain Bird
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“Dixon’s tugged construction and reliable mowers
mean Lhave more cut time and less down time,
that's money that | see on iy bettom fine.”

Frank B., Kansas

Tough jobs get Done on a Dixon.

real-world stories fuel our passion to produce the best

arket hat

Toll-Free:800-264-6075 www.dixon-ztr.com
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so it’s up to Gurtenberg’s crews to get
the water flowing again.

The start-up procedure Traverse
Outdoor follows depends on whether
the system is linked to a pump from a
lake or a domestic water supply. Lake
pumps need to be reinstalled in the
spring, however, whereas systems fed
from well or city water sources only
need to be turned on, usually from
the basement, Gurtenberg says.

Pressurizing the system’s main
line is another step. Carowitz advises
to slowly let air into the system. “If
you don't, you could get a surge
of pressure that could damage the
components,” he says. Next, perform
a zone-by-zone inspection of the
system to identify any damage caused
by snow plows or other factors during
the winter, he adds.

In the southern U.S., where winter
freeze is less of a factor, a spring
check-up addresses any system glitch-
es. Some irrigation systems are shut
down in the winter due to dormant

lawns, however, they are not flushed
of their water. Service those systems in
the spring, too, Carowitz says.

SERVICING PAYS. Jim Lewis, owner
of Lewis Landscape Services, Tigard,

Ore., charges $55 per system for win-
terization and $65 for a spring start-
up, which includes a zone-by-zone
inspection. Repair work, not including
materials, costs $90 for the first hour
and $65 for each additional hour.
Lewis gains about 150 start-up
accounts per year. To retain them, he
offers five-year warranties on systems
with the stipulation that his crews
perform the start-ups and shut-downs.
He has two three-man crews for this.
This year, in an attempt to make
his maintenance service more ef-
ficient, Lewis will have a full-time
repair technician, as opposed to a $65
per hour part-timer. Repairs are the
profitable part of the business and he
expects to be even more successful
with a full-time technician on staff.
Guttenberg’s technicians are full-
timers who work about 55 hours per
week for about 33 weeks per year. He
uses six technicians for winterizing,
five for start-ups and three on staff for
summer maintenance and repairs.

*Sales Nationwide
*Quick delivery, many models in stock
¢ Innovative solutions specific to your needs

*Quality backed by a two year warranty*

*Our goal is fo provide you with the best possible solution for your spraying equipment needs.
We understand that you make your living with the products and service that we provide you
and we are committed to your fotal satisfaction,

GES8RL,  SPRAYING

Clark, EQUIPMENT

Call For Our Color Catalog and Parts Specials
800.706.9530 » 585.768.7035 * FAX 585.768.4771
e-mail: Sales @GregsonClark.com * www.gregsonclark.com
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Eric Guttenberg doesn't want his technicians to get
caught at a service stop without the proper equip-
ment. “Each service vehicle is fully stocked when the
technician goes out," says the president of Traverse
Qutdoor, Traverse City, Mich., adding these extra parts
include sprinkler heads, fittings, controller valves and
pipes, should the need arise for a replacement on an
irrigation system. Technicians then keep track of the
remaining equipment after jobs, Guttenberg says, so
anything can be found in the truck.

To make things easier for the technician perform-
ing start-ups, Jeff Carowitz recommends a service
employee carry a remote control, "A remote control
reduces the wear and tear on an employee,” says the
vice president of marketing at Hunter, This keeps the
technician from walking back and forth from the con-

troller to check sprinkler heads. This saves the tech-
nician time, which is precious when there are several
start-ups scheduled and little time to do them.

Carowitz also recommends other irrigation tools
that may be needed from time to time. For example,
simple hand tools are helpful, he says. In addition,
shovels, compactors, valve keys and spare parts can
come into play at some point and should be carried
just in case, he says.

Both Carowitz and Guttenberg say most irriga-
tion system components are compatible with other
brands. There are times when the brand of a spare
part that is carried is different than the brand of an
installed system. Many manufacturers offer equiva-
lency charts so technicians can see which parts are
compatible, Carowitz says.

)

{.andscaper Pro

Replacement Parts for
commercial mowers up to
40% off OEM retail price

Your ONE source for landscape tools,
mower parts, snow equipment,
power equipment and accessories!

ot

High Quality
Tools and
Accessories

-

Features: p

*Secure 2-way wireless communication

* Full in-the-field accessibility to all controller data using
the hand held remote

Walkbehind mowers
starting at only $1995

LEIT Link’

2-way Radio Remote

»Can be used with most brand name valves using
DIG's solenoid adaptors

*No weak link; any disruption in one controller site will
not effect the others

*The LEIT XRC controller can operate with or without

Facilitates wireless

2-way communicati

with LEIT XRC
Controllers.

Water management in the
palm of your hand.

LEIT Link MULTI-PRO: can communicate

with up to 99 controliers

LEIT Link MASTER: can communicate
with up to 99 groups of controllers, each
group containing up to 99 controllers

the radio link
Order online at www.londscaperpro.com DIG Corporation 1210 Activity Dr., Vista, CA 92081-8510
or coll us at 800-222-4303 P: 800-322-9146/760-727-0914 F: 760-727-0282 www.DIGcorp,com
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WITH TOWCOMMAND SYSTEM, YOUR TRAILER
NO LONGER HAS A MIND OF ITS OWN.

>
With TowCommand’s* unique series of built-in ""’“_
computerized systems, your trailer and your | e e R : m;_:‘
L Ford F-350/F-450/F-550 Super Duty chassis R
P iy * ‘Gaab will brake like a'single vehicle. Our exclusive, integrated Trailer Brake
fo my"-”; w

s l Controller* eliminates the jarring and jolting you felt with your

g *‘}‘termarket controller. Combine this with our Tow/Haul

r

ﬁ;x Mode feature** standard brakes and upfitter o
"

5

W % switches, and you'll feel total command over -

e your truck and trailer: o
ﬁ,f : .
No wonder Ford F-Series is the best- ~

selling truck 28 years running, as well as 4

the number one chassis cab for customer .

y . w"

satisfaction with vehicle:quality!
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Gurtenberg sees benefits in spring
irrigation maintenance services and
maﬁes money doing it. Servicing
systems generates profit because it is a
labor-based service, he adds, and rartes

enerally are higher for service than
%or installation.

Despite the almost guaranteed
profit from servicing irrigation sys-
tems, Guttenberg says many compa-
nies in his region offer installation but
not servicing. This is likely because
they lack the employees, he says. He's
not complaining, though. It means
more potential work for his firm.

Companies who offer only instal-
lation shouldnt jump into offering
maintenance, Carowitz warns. “If you
offer this service, be prepared not only
for start-ups bur also for other services
and problems that come up,” he says.
“Once you are in the service business,
be ready for that commitment.”

The crew Lewis hired six years ago
had experience in the industry and,
at that time, knew more than he did

about the trade. “Bringing experi-
enced employees into the business is a
big, big part of it,” he says. “I learned
from employees who have been doing
it a long time.”

Lewis’ annual revenue from resi-
dential start-ups has grown to about
$10,000, with an additional $8,000
for fall shut-downs. These numbers
increase each year, he says.

TOO FEW HANDS. Gurtenberg’s
company does about twice as many
winterizations as start-ups. “ Everyone
needs their systems turned on at the
end of April,” he says. “After a few
nice weekends, people turn them on
themselves. There are so many people
to get to in that small window that
you won't get to everyone.” Plus,
winterization is “inexpensive insur-
ance” for the customers because if any
problems arise in the spring, they are
fixed for free, he says.

Gurtenberg continues to lure new
service customers because servicing

irrigation systems is the most profit-
able aspect of his landscaping and
irrigation business. Because of this,
he markets it more than the other
services. He advertises through direct
mailers and television, radio and
Yellow Pages ads. He also pushes for
continueg education of his crews.

Like Traverse Outdoor, irrigation
is part of Lewis’ business. He markets
the service with door hangers and
upsells with his landscaping customers
to make them aware of the irrigation
services he offers. He also gets a lot of
mileage out of Internet advertising.

Krieger picks up as many as 200
new customers per year, and says
many of those are former custom-
ers of competitors who have become
unhappy with their service. “We
determine what the problem is and
correct it,” he says.

The company offers solid service,
and they don'’t need to rely on give-
aways or specials, Krieger says, reputa-
tion brings in the most business. il

_andscapePlans

MMMWQM
and it didn't cost you a cent!

Developing landscape plans just became

a whole lot easier!

*Take advantage of our feam’s
specialized skills in drafting,
artistry and design

*Improve efficiency

* Outsourcing enables you to focus
on other aspects of your business

mm“h*’s
most innovative design/build firms”

el Freess 87/7-/88-0009

www.LandscapePlans.com

Paramount

4t -~ Solutions
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unique solutions for evaryday living

“The Dual Spreader Carrier”
For All Lawn Care Companies

« No more costly and messy spills in the vehicle
» Reduce back injuries and compensation claims.
« Both brake lights and license plate exposed!

+ Fits most commercial spreaders

» No assembly required!

« Easy on and off!

+ 3 year limited warrantee

Call 508-852-5501

For more information & pricing go to
www.paramountglobalsolutions.com
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New PRO LANDSCAPE™
VERSION 12 PREDICTS THE
FuTure wiTH 100% ACCURACY

It's software so easy to use, you won't believe you waited this
long. Specifically designed for landscape professionals,
PRO Landscape enables you to sell, plan and bid more
accurately and efficiently. All to improve your bottom line.
With over 12 years on the market, it’s the most popular

professional landscape design software available today.

It's simple, it's profitable and it's power you've never had before.

Realistic Photo Imaging
Easz:-xol-)Usc Professional Night & Holiday

Proposals Lighting

drafix software, inc.

“I've lost track of how many times PRO Landscape has paid for itself.”

mmmmmmmmmmwm

sameﬂziwmdie

Landscape“‘

The Stonderd in Design Software

www.lawnandlandscape.com/prolandscape
800-231-8574 or prolandscape@drafix.com

Mention this ad and Receive $100 off vour Purchase S( I B( ll( re I’Iun B( ll( re Bl(l B( ll( r
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Work Small,

= - 9

John Gachiits orget for a moment that Gachina Landscape Management is a
$15-million company. John Gachina, president of the Menlo
Park, Calif.-based company, is a landscape contractor just like
trust his people, you. He started the business from scratch and has had his fair
let solcfiatie share of ups and downs. He's micromanaged his people. He'’s
pushed them too hard. He's moved too fast. He hasn’t moved
day-to-day and fast enough. He'’s made mistakes.

run his Bisiness. But what makes Gachina different, and where you can
learn something from him, is by studying his ability to let go. He took a hard,
honest look at his own strengths and weaknesses when he started the business in
1988, and made the conscious decision to focus on his strength, which was selling
work, and hired people to entrust his weaknesses, such as operations and account-
ing. Sure, passing on these responsibilities and letting people make mistakes is
casier said than done, but Gachina’s formula of promoting from within has also
had the double benefit of building employee loyalty, making seeking out labor less
of an issue. In fact, his employees responded to an anonymous survey recently that
helped rank the business the 33rd Best Place to Work in San Francisco.
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Bur big growth can have its toll
on not only your employees, but your

customers as well. However, the beauty

of focusing on your business is that
you can recognize these changes in
enough time to correct problems. Last
summer, this happened to Gachina

Landscape, and after splitting the com-
I f £

pany into five branches, the business is

benefiting from the best of both worlds
— big business benefits mixed with
small company attention to detail.

a partner, Gachina had the luxury
of learning from previous mistakes
he made, as well as how other green
industry business owners he worked
STARTING OFF RIGHT. With 13
years of experience behind him,
including working for a golf course, a
maintenance company and running
a previous landscape business with

FAMILY OWNED AND OPERATED SINCE 1933

Hannay Reels’

The reel leader.

Hit the ground running
with Hannay.

Hannay premier quality reels give you a working advantage right from the start,
outperforming and outlasting every other brand.

* Available as portable units. wheeled,
or truck- or trailer-mounted
* Built to order
* Highest quality and unsurpassed service

Applications include:

» Watering and irrigation

*» Lawn spraying

* Hydro-seeding

* Onsite electric power and tools
* Pest control

*» Area washdown

* Pressure washing equipment

* Hydraulic tools and equipment

Download or call for your FREE catalogs

http://go.hannay.com/H23 877-GO-REELS
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OWNER/PRESIDENT: John Gachina

HEADQUARTERS: Menio Park,, Calf
FOUNDED: 1282

EMPLOYEES: 260 at peak season; 90
percent Hispanic workers

SERVICE BREAKOUT: 62 percent main-
tenance/mowing, 26 percent instaliation
only/enhancements {no design). 6 percent
irrigation services, 6 percent tree and an-
nual color services.

CLIENT BREAKOUT: 60 percent com-
mercial (office parks, hospitals, educational
factlities. etc.), 32 percent commercial
residential (candominlums, apartment bullo-
Ings, etc.), 7 percent government/municipal
and 1 percent golf course.

REVENUE BREAKOUT:

317 million

. $15.88 million

i1 315,46 million
i 312,68 million
3124 milllan

e 311,58 million
- 30.28 milllon
GREATEST LABOR CHALLENGE:
New hire retention
THE CHALLENGES FACING
BUSINESS TODAY:

1. Integrating systems

2. Increasingly competitive market

3. Rising worker's compensation rates
4. Real estate costs and avallability

5, Increasing fuel prices

CONTACT INFO.

Gachina Landscape Management
1130 O'Brien Drive, Mento Park, Calif
PH: 650/853-0400, FX: 650/853-0430
WEB: www.gachina.com

E-MAIL: jgachina@gachina.com

WWW. [.awlmm”.uml-.\ ape.co

Check out the Apn| issue online for more
information on Gachina Landscape Manage-
ment, mc!uc‘mg its sa‘e?y program.
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with operated. Instead of starting
Gachina Landscape Management as
a one-man show like many contrac-
tors do, Gachina took a look at his
strengths and weaknesses and realized
he needed help. Before work was sold,
he hired two people — one to set up
business systems and accounting and
the other to manage operations. “We
got organized, an a:dgwhcn we opened
our doors, I had two cmployecs and
no business,” Gachina says. “So I had
to do my job and get us some work,
while the other two prepared their
departments for the next step.”

He afforded this strategy with a
combination of the money he received
when his old business partner bought
him out combined with a $100,000
bank loan he was able to secure to get
his business off of the ground.

Hiring people before finding work
was important to Gachina, who real-
ized he didn’t want to be doing the
work all day, and getting the estimates
done and returning phone calls at
night — a seemingly miserable way
to end up, in his opinion. “I went
through a time in my previous busi-
ness when I believed no one could do
it as good as I could,” he says. “But I
made myself crazy. | realized I wasn't
getting anywhere because I couldn’t
do it all. I knew I had to give people
opportunities and that I had to trust
them. It’s a big risk. And mistakes
happen — some are expensive in dol-
lars and repuration and that reflects
on me. We just do our best to fix
them when they happen. All I ask is
that people own up to their mistakes
and E Ip fix them.

The company culture of promot-
ing employees from within started
from the beginning, according to
Will Rogers, the company’s regional
director. Rogers, who's been with the
business for 14 years, started with
Gachina Landscape as an account
manager, becoming construction
manager within the first year and
then general manager five years later.
This is not an unusual story for the
company. An investment in employee
training and development breacrs em-
ployee ?oyalty at Gachina Landscape,
Rogers says. “Half of our management
team came from the field,” he says.
“They've broken through the glass
ceiling, developed their skills and have
become managers. The new employ-
ces who come in see that and know
we're not dangling a carrot in front of

them that they can never reach.”
Gachina gives them the tools but
employees must take the initiative
to make this journey. At Gachina
Landscape, new field employees are
brought in at a certain level based
on their skills and experience. Then
they are given a list of positions and
competency skill sets required to ob-

tain raises and grow in responsibility.
The company's skill sets and train-
ing programs are based on the state’s
certification programs so as employees
grow they can obrain these docu-
ments. Employees are told that in or-
der to advance they must review this
information and take ownership of
continued on page 50
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continued from page 47

their own growth. “The employee has
to be interested in self development,”
Rogers says. “They can't come to me
asking for a buck more an hour with-
out me asking what they have learned
in the last year based on the required
skill sets needed to move to the next
level, whether it’s how to apply fertil-
izer or how to program an irrigation
controller. Once an employee pursues
this training with their crew leader
and accomplishes these goals, then he
or she is eligible to be promoted.”
Managers are equipped with the
tools to help their employees succeed
ina manuarthc company calls the
Thrive Guide, says Human Resources
Director Denise Ritch. “We wanted it
to be more than an employee manual,”
she says, adding that the guide took
about 10 months to put rogether. “It
includes policies and procedures, ex-
plains the company culture and safety
procedures and is a training tool.”
The company also offers regular
workshops after hours for certified

landscape techni-
cian test prepara-
tion. “After the
first 90 days, field
workers receive

a performance
review,” Rogers
says. “Those first
three months is
where they can
prove their skill
sets. This sets off
the starting point
for the employee
so they under-
stand how they
can advance here.”

RECAPTURING A SMALL MIND-
SET INTERNALLY. But even with
the best programs in place, staying on
top of a growing business as its needs
adapt is crucial. A classic example for
Gachina Landscape is in 2005 when
after years of 15 to 20 percent growth,
the company experienced only a 1-

percent increase. On top of
that, customer retention fell
below the company’s usual
95 to 98 percent range to
90 percent. And, to make
matters worse, a higher
level of employee turnover,
including some people who
had been with the company
for a few years and had
become solid employees,
made Gachina Landscape
managers take notice.

“Six years ago, we
branched our o%ﬁccs in
two, so we had our main
office in Menlo Park and a second in
San Jose, and half the company ran
out of one and half out of the other,”
Gachina says. “It was working fine
until last summer when we realized
there was too much happening at each
office. Each office was so big thar we
were losing some efficiencies — there
wasn't enough communication, we
were stressing people out because they

lawn & landscape april 2006
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Using employees in the cool, rainy months as busi-
ess slows only to have to rehire again in the spring
when work picks up is a scenario many landscape
contractors go through annually. To avoid this common
situation, Gachina Landscape Management incorpo-
rated a leave of absence policy that allows employees to
take up to 12 weeks off during the winter months.

According to John Gachina, the company's
president, this program was implemented early in the
company's history as a means of retaining trained
employees as well as enabling some of his 90 percent
Hispanic employees to visit family each year.

In the cooler months of November through Febru-
ary, Gachina's maintenance crews on basic routes are
reduced from three to two people. As enhancements
grow, more work, such as installations and planting,
is becoming available during this rainy time. Enhance-

ments currently make up 30 to 35 percent of the com-
pany's work, but the plan is to grow this to 40 percent.
Enhancement work is also more profitable — garnering 10
to 15 percent profitability per job vs. the 5 to 10 percent
maintenance brings in — so it also benefits business
growth,

Despite this continually growing supply of extra work,
keeping 260 people busy when work slows can still be
challenging. Though the leaves of absence are unpaid,
many employees try to merge some of their accrued
vacation time with the leave so this is easier for them to
take, Gachina says.

The ultimate benefit is being able to maintain most
warkers as full-time year-round employees. Says the
company's Human Resources Director Denise Ritch.
"We've done a good job minimizing winter layoffs the
past four years because of this program.”

Your window of opportunity for
controlling grubs just got bigger.

ARENA™ is the only preventive and curative grub control product proven
to provide maximum application flexibility.
Unlike other turf insecticides, ARENA™ Insecticide with clothianidin lets you apply from early spring to

early fall and still get unsurpassed white grub control. Plus, ARENA offers proven performance against
sod webworms, chinch bugs and other damaging pests. To learn more, contact your turf products

supplier, log on to www.arystalifescience.us/arena or call 1-866-761-9397 toll free.
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Aways read and follow label directions. ARENA and the ARENA logo are trademarks of Arysta LifeScience North America Corporation

The Arysta LifeScience logo is a trademark of Arysta LifeScience Corporation. £2005 Arysta LifeScience North America Corporation. ARN-043
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were working harder than ever and
not feeling good about it, and we lost
a bit of work. We hit a wall.”

And with the two branches the
company still operated off of one
company-wide profit-and-loss state-
ment. “So performance-wise, we
could look at how we were doing but
it was harder to find ourt the specific

cause of a problem,” Rogers explains.

Gachina wanted to return the
business to its state from a decade
earlier, when revenue was abour $4
million and the number of customers
and employees was manageable.

So Gachina sat down with his
management team, which includes
Rogers, who was general manager at

|Hook-ALe HoOOKLIFTS

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

P MANUFACTURED EXCLUSIVELY BY:
800'851 - 8938 m a" AUTOMATED WASTE EQUIPMENT

COME VISIT US AT WWW.AMERICANROLLOFF.ComM  =3< T ¢ W%

PO Box 5757, 3 Tonnis Cowrt, Trewten, NJ 08620
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the time, Ritch, Dee Sanders, who
was operations manager at the time,
and Jennifer Nix, business process
engineering and headquarter staff
manager, and they divided the busi-
ness up into five branches that bring
in $2 and $5 million in volume each
and are all within a 30 minute drive
from each other. Besides the customer
and employee connection benefits, the
other main reason for branching out
was to create more problem-solvers

in the company via branch managers.
“When fixing a problem, too much
burden would fall on me or John or
Dee,” Rogers says. “With more than
260 employees and 464 customers, we
aren’t close enough anymore to know
what the root source of all problems
are. With branches, each manager is in
charge and in touch with their specific
issues, having more control of prob-
lems so they can quickly fix them.”

To split the company into branch-
es, they looked at their client base and
crew location — trying to maintain
stability since they didn’t want to

0 improve communica:
tion with commercial
customers, Gachina Landscape
Management provides several
of its larger accounts with an
e-mail address at the company.
i.e. client@gachina.com, The
e-mail comes to everyone in the
company who is involved with
that customer, such as the sales
_contact, account manager,
branch manager and, in some
cases, the company president
or regional manager. “This is
easy to set up, clients love it and
it keeps everyone involved in the
project updated,” says company
President John Gachina. “It
also means the client is always
in contact with more than one
person at Gachina. That way if
one person from the team is out
of the office, someone else on
the team can quickly handle the
customer inquiry.”

april 2006 www.lawnandlandscape.com
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Something New, Something Old

Henry Ford once said: History is bunk.

He probably meant folks shouldn't feel bound to do things “the way it
always been done.” So he went ahead, reinvented the assembly line and

made himself a part of history.

Your business has come a long way, toe, from the spray jockey who thought
customers should see and smell the product so theyd know it was working.
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smarts to work with.

But maybe we shouldn't be too quick to change some things. Like delivering
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disrupt their customer service. Though with the company’s
current volume four branches would have been enough, they
chose to split into five branches because they would need the
fifth in place within a year anyway based on the company’s
growth plan. “We looked at our current teams that work well
together,” Rogers says. “That helped draw natural lines. Then
we saw where each branch fit from a volume standpoint.”

The branches vary quite a bit, depending on marker area
and the experience of each managing individual. Each branch
manager wrote three-year growth goals for each branch and
those vary as well. For instance, one manager is planning
on 50 percent growth, while another is set on 5 percent.
Rogers and Sanders assumed new roles of regional directors,
overseeing the growth of the branches as well as developing
the branch managers. “It’s risky because we're putting a lot of
faith in very different people — some who have been with me
for a long time and have a lot of experience and others who
have less experience and are newer to their positions, so they
need more support and guidance,” Gachina says.

The trick was matching the right branch with the right
manager. “We have our most experienced branch manager
running our largest branch in a dense market,” Rogers says.
“It’s a 15-mile diameter and probably one-third of our busi-
ness is in that market. There is still plenty of growth there
but it comes to us by referral and just answering the phone
because our trucks and crews are everywhere.

“Another area — the East Bay — is the largest geographi-
cally but the smallest in terms of density and customers,”
Rogers continues. “We have one of our newest branch
managers in that market and he’s a go-getter — he wants to
pursue business, so this was the best fit for him.”

The most challenging part of separating the company
into five branches was dealing with real estate in the San
Francisco Bay area. Since large lots, complete with offices and
storage yards are not common, Gachina said they had to get
creative in terms of where to kick-off branches in each region.

In addition to using creative spaces such as large fenced-
in parking lots as temporary solutions, one way Gachina
Landscape alleviates these issues is via onsite crews that
report directly to their jobsites daily, where their equipment
is also stored. However, jobs need to be large enough and
require enough work to warrant a daily crew. These sites are
typically 20-acre corporate campuses or Homeowners' As-
sociation properties. Twenty to 30 percent of the company’s
work is currently made up of this type of business.

If there are smaller jobs near these onsite locations,
Gachina will also talk to the property managers there and,
in some cases, has benefited f(r’om these relationships by be-
ing able to store additional equipment and have additional
crews report to these sites. “It makes these property manag-
ers feel that we have additional onsite presence there and are
better able to watch their properties,” Gachina says.

In three to five years, Gachina plans to expand to eight
total branches, with expansion mostly taking place in the East
Bay and Central Coast. The goal is to continue to create ad-
ditional business opportunities, become denser in the markets
the company serves, and create more growth potential for its
current and future employees. “As a business owner, | need
excitement and change,” Gachina says. At the same time, |
want to keep people motivated, but I dont want to push too
hard and burn them out. I want to understand their strengths
and weaknesses and achieve the best we can together. The
intent on all levels is for everybody to have an opportunity
for a career path. I think that’s what we're doing here.”

lawn & landscape apnl 2006

www.'awnand'nndscape.com



http://www.weisburger.com

b AN 4 ¢ L - XX is the mosy efficient S0uUrce
s . - - ilabje, Biving v, the beg resujts
o Value for Your
¥ 4 i . e
~ M »
- N

s and the best
Money,
Demang the facty;
W\ '_ ‘
AW - > 1
i Rescarcy ﬁndulgs Are availabje onlip
O e L Www slab:lizcdmlmgcn com
SO
~w
—
i g
A
N 2
. .&"‘
- el \
J—
=

STAB 4 /SOGEN

ILIZED NIT

W tab ir en.com
S Cll;llize(!l itrog

VWW.§

4 1 LLC
nternaho \Ul L
IK IN Inte nc
> d ’('(1‘(;! ark o (J )
M 2red | or A
A XX is a regisier
UM XX € AGR(

3
USE READER SERVICE # 4


http://www.stabilizednitrogen.com

Up |n
Mo

W]ucre there's smoke there's certainly controversy

WWWw. awnand|andscape.com - "

adays as the debate of whether business owners

uld pro.‘nblt cigarette smoking among their

Board users share their tips for dealing with ciga-

" 4

llowing or prohibiting smoking

in the workplace or on the job-

site has become the management

topic du jour and business ow
ers and top managers seem to be taking a
mut,h stand on ln,hnnt_, up.

The economic cost of \mnl\mg~
includes $75 billion per year in direct
health-care costs, according to the Center
for Disease Control, Atlanta, Ga. This has
gotten the attention of high-profile com-
panies, such as Pepsi and General Mills,
who recently made headlines by inform-
ing cmplovm who smoke to cither quit
or pay high health insurance premiums.

Even within the landscape industry,
the trend is to snuff out those butts.

www.lawnandlandscape

rette breaks and workplace smoking.

Marysville, Ohio-based Scotts Co. made
national news with its aggressive cost-cut-
ting campaign — Project Excellence — that
included eliminating smokers from the
company’s payroll in an effort to control
health-care costs.

In fact, Lawn & Landscape Message
Board user Mark Sager believes it is
unprofessional for employees to smoke
on the jobsite. Sager, owner of Sager
Landscaping in Wadsworth, Ohio, has
designated company trucks as no-smok-
ing zones. However, he wonders if it’s an
unrealistic expectation.

“I don't want e mplmux \mnl\mg at
all on the jobsi “Bur |

A \luu posts.
think I'm being unrealistic. I could never
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monitor that and some of my crew
leaders are smokers. When I've sug-
gested a smoke-free workplace they
were extremely unhappy.”

Message board contributor
Andrew Aksar, president of Outdoor

Finishes, Walkersville, Md., disagrees,

adding the no-smoking policy is too
stringent a rule to impose on workers
in the field. “They're outside,” Aksar

posts. “Cigarette smoke is no worse
than that diesel exhaust blowing out
of a skid steer ... just make sure they
don’t throw the butts around.”

Message board participant Andy
Novelli, Four Seasons Landscape,
Washington, Pa., concurred. “Smok-
ing is allowed,” he says. “But if | find
a butr, they eatit.”

In the eyes of the client, smoking

BoxerEquipment.com

(800) 476-9673

BOXER’S name is quickly
becoming world renowned,
throughour the compact power
equipment industry, as the premiere
line of equipment when it comes
to strength, durability and power.
Contractors, Landscapers, Equipment
Dealers and Rental Houses know that
Boxer Equipment is the one machine
capable of handling any landscaping,
irrigation, snow management, general
contracting or utility work you
could throw at it.
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on the job portrays a negative image
of the landscape company, voiced
some of the participating contractors.
“As far as our company’s smoking
policy is concerned, our company
displays a professional image; and
smoking_, at residential or commercial
properties does not display that,”
Sager says.

Landscaper Kory Ballard agrees
with this assessment on professional-
ism. “Simple, no smoking on job-
sites,” says the owner of Perficut Lawn
& Landscape, Des Moines, lowa. “We
monitor our crews closely. If you don'
— big or small — it will reflect on your
image and quality over time.

“Smoking looks tacky on the
job site,” Ballard adds. “When 1 see
another landscape company and their
guy is standing in the front lawn
smoking, I cringe.”

“Most people think smoking is
bad,” adds Chad Stern, owner, Mow-
ing & More, Chevy Chase, Md. “You

cannot do a whole lot to change that
perception. If they see you smoking
they will associate you with something
negative in their minds. I am sure
there are lots of people who are very
courteous about smoking, but that
does not change public perception.”

The correlation between jobsite
smoking and poor work is an unfair
characterization, says Sal Mortilla,
owner of Landscapes Unlimited, Long
Island, N.Y. In his 39 years in the
industry, he says only one customer
C()mpl;lin(:(l ﬂb()ll( \V()rkch Sn]()king
on the property. He complied with
the client’s wish and directed his crew
to smoke in the street,

“Smoking is not a crime or a sin,”
Mortilla says. “It’s a personal choice.
Your customers have no more right to
judge you for your personal choices
than you do to judge them. Image
projection is an absolute in any busi-
ness, but when taken too far, as [ see it
being done, can cause a reverse effect
and make you look like a phoney.”

But if the ove rriding concern
among contractors is the presence
of discarded butts on jobsites, John
Palasek, owner of JonKar Design
Group, Yaphank, N.Y., says landscap-
ers should focus their policies on
workers picking up after themselves,
regardless of whether it's a cigarette
butt, a soda can or a candy wrapper.

“I smoke, and if 'm in an area
where I can't simply discard the butt
[ just knock the head off and put
the butt in my pocket, Palasek says.
“Later, when | get to the truck, I put

continued on page 61, sidebar on page 60
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Says “Most Listened-to” Radio Garden Expert
Nick Federoff:
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ANYONE ELSE IN THE WORLD'
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Snwoking on the job can make the smoker suscep-
tible to other, often more dangerous, workplace
health hazards, according to the American Lung As-
sociation. Some to be aware of include:

Contaminated cigarettes. Cigarettes may actually
help to carry toxic substances into the body. As a per-
son holds and smokes a cigarette, toxic substances
may enter the body through breathing, taking them
in through the mouth or skin absorption. Examples
of workplace chemicals that can enter the body of
workers smoking contaminated cigarettes include
dusts, lead, mercury and formaldehyde. The National
Institute for Occupational Safety and Health recom-
mends that cigarettes not be kept on a person in the
work area and if a person must smoke their hands
should be washed before smoking.

For over 50 years,

Little Beaver earth drills
and augers have been the
#| choice of landscape
professionals. That's
because Little Beaver's

i e
exclusive design provides
fast, safe and efficient

torque-free digging
Unsurpassed Features

* Patented torque tube
eliminates kickback and
reduces operator stress
& fatigue, as well as the
need for two-man augers
cutting labor by 50%

Wide variety of auger
types (standard, carbide,
rock) to meet any soil
condition

Full product line includes
mechanical and hydraulic
models

Numerous auger sizes
from 1.5 to 16" to drill
any size hole

Call, or visit us
online for FREE video
and literature

800-227-7515

www littlebeaver.com
sales@littlebeaver.com
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Increasing toxicity. The heat generated by burning
tobacco can transform workplace chemicals into
maore harmful substances. An example of this type of
“heat-generated” transformation is the conversion of
chiorinated hydrocarbons, such as trichloroethylene,
into highly toxic phosgene gas.

Increased accident rate. Smokers have twice the
accident rate of nonsmokers on the job, Suggestions
about the reasons for this include loss of attention,
the fact that a person's hands may be busy with the
activity of smoking, irritation of the eyes and cough-
ing. Higher carbon monoxide levels caused by smok-
ing may lower alertness and reflex speed. Smoking
can also contribute to fire and explosions in oc-
cupational settings where flammable and explosive
chemicals are used.
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it or them in the ashtray.

“I cant see how smoking on a
jobsite, unless it’s indoors, has any
impact on either the job or your
appearance.” Palasek continues.
“With all the engine exhaust and dust
created by our equipment, | hardly
think that a cigarette would make that
much of a difference. If your issue
is with your guys throwing butts on
clients” properties, then that has more
to do with them being slobs than with
them being smokers. Theyd be just as
likely to discard a candy wrapper as a
cigarerte burt.”

Mortilla says jobsite smoking and
project qus |lnv is an .lppl«. and oranges
sort of comparison. “How does it af-
fect professionalism or are we talking
about the projection of a professional
image?” he asks. “I would argue that
image is projected in the quality of
your work.”

Stern adds, “I am sensitive to the
|udga ments people make about oth-
ers' character. If someone can project

professionalism with a cigarette in his
mouth, more power to him.”

Aksar agrees and adds cigarette
butts may be the scapegoat for con-
tractors frustrated with untdy crews.
“Is someone smoking in the outdoors
who picks up his butts any different
than someone who munches on a big
bag of cheese puffs all day long?” he
asks. “Heck, my guys have a nasty
habit of leaving their morning coffee
cups laying on the ground. It drives
me up the wall.”

If public perception is the main is-
sue, Chuck Twist says the ban should
include all tobacco products, includ-
ing smokeless. “I think it looks bad
to be dlppmg and spitting in view of
a customer,” says Twist, the president
of TNT lAlI’ldhL.lplllE, and H.O.L.A.
Labor Consultants, Stillwater, Okla.
“I also think it looks bad to be suck-
ing and puffing in view of a customer.
Like it or nor, people will judge you.”

College student Jeff Patterson says
for the past three summers he worked

OLDHAM
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for a party rental company, which

he considered analogous to the work
schedule of a landscape company. He
offered an employees perspective to
the forum. “I was the only guy who
didn’t smoke on the crew,” Patterson
posts. “I hated the fact that the other
guys smoked in the trucks because

I didn’t want to breathe it. From a
smoking employee’s standpoint, being
able to smoke in the trucks reduced
the urge to smoke on the jobsite.

“For longer jobs, the rule was
don't leave your butts on the ground,”
Patterson adds. "Other than butts left
on the ground, customers could have
cared less that the guys were smoking
as long as it wasn't inside the house.
The guys who smoked had no prob-
lem cleaning up after themselves.” @l
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Visit the April issue of Lawn & Lanc/scape

online for steps to take to curb employee

smong in the workplace and on the |obsi(e.
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In this decade, turfgrass managers will be challenged to
maintain quality turf more efficiently. The ability of green
industry professionals to deliver high quality turf at all
market levels has resulted in higher user expectations.
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programs that have not been fully investigated.
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Enhancing

Despite some challenges lawn care operators faced in
2005, they are proceeding into 2006 armed for growth.

by nicole wisniewski

hen reviewing the past year's pros and cons
and looking into 2006’ success potential,
most industry professionals in the chemical
lawn care business are quoting higher growth
but lower profit margins.
In fact, approximately 60 percent of respondents to a Lawn
& Landscape survey, conducted by Insight Express, said their
chemical lawn care business increased in 2005. But the past few
years have also brought a handful of challenges, such as costs
rising in the double-digits. For lawn care operators, the theme
this year seems bittersweet — the benefit of good growth is only
overshadowed by continually increasing fuel, fertilizer, insurance
and other business expenses, meaning margins aren't as good as
expected. Therefore, balancing rising prices with improved effi-
ciency and new business opportunities and marketing methods
is the game plan for most lawn care businesses in 2006.

THE GROWTH STATE. The good news is the lawn care
universe continues to expand, meaning the service is still highly
requested among consumers. This should continue as the Baby
Boomers age and “demand more Do-lIt-For-Me vs. Do-It-Your-
self services,” says Mike Daly, director of marketing, turf and
ornamental, Bayer Environmental Science, Research Triangle

Park, N.C.

Pesticide manufac-
turers say growth in the
industry in general has
been between 4 1o 6
percent each year. “And
we're just on the edge
of the Baby Boom-
ers starting to retire so
you're seeing an increase
in people desiring bet-
ter outdoor spaces and
thinking more about
how they can improve the quality of their lawns,”
says Steve Stansell, market manager for lawn,
landscape and aquatics, Syngenta Professional
Products, Greensboro, N.C.

Bob Yarborough, business manager, turf and
ornamental, Advan LLC, Roswell, Ga., agrees. “As
the Baby Boomers retire and get second homes in
Florida for the winter, they don’t want to mow the
grass or go back regularly to maintain their place
up north,” he says. “So you're going to see more of
these people turning over their places to the lawn
care service industry.”
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because it was hit hard by the layoffs in
the automobile industry.

On the other side of the country,
Gavin Vitt, co-owner, Lawn Doctor,
Colorado Springs, Colo., had a flar
2005 business year due to the 14,000
job cuts in the area’s technology indus-
try over the past five years, as well as the
continued implementation of watering
restrictions despite the fact thar drought
was less of a problem. “We lost a quar-
ter of our customers from the job cuts
alone,” says Vitt, who is planning for
about 5 percent growth this year.

Though growth numbers run the
gamut based on the company and its
local economy, not many LCOs are
reporting decreases and “the general
feeling of the industry is good,” says
Mark Urbanowski, senior market-
ing specialist, turf, ornamental and
technical products, Dow AgroSciences,
Indianapolis, Ind.

Kalmowitz agrees: “Though econo-
mists worry about the housing market
and we all wonder when the bubble will
burst, growth has been tremendous.”

SPECIAL REPORT -

LAWN CARE

“LCOs just have to stay ahead of
the game,” Urbanowski adds.

THE CHALLENGES. Though LCOs
boast an average 27.06 percent profit
in their chemical lawn care divisions,
43.3 percent of respondents say this
isn't higher than other services they of-
fer. Part of this can be attributed to the
escalating costs of doing business.

All LCOs say the rising cost of
fuel has been and will continue to be
a major concern, and 24.5 percent of
survey respondents say it’s the most
challenging issue facing their busi-
nesses. Many report dramatic increases
since last year’s devastating hurricane
season, which raised gas prices across
the country. Though prices came down
a bit in the fall, they were at their peak
during the busy season and did not
return to pre-hurricane levels in late
2005 and into this year. For example,
Vit says his fuel cost increase in 2005
was more than 25 percent.

The hardest part about this jump
was that many LCOs sold their 2005

What is the most challenging issue facing your chemical lawn care

service in 20067

ISSUE % OF LCOs
Increasing fuel prices 24.5%
Pesticide restrictions/government regulations 18.:8%
Increasing fertilizer prices 17.1%

Lack of qualified technicians 16.4%

The economy 10.7%

No time to train technicians properly 6%

Other* 5.7%
Telemarketing restrictions A%

*Other includes pressures from cofmpelition and weather-related concems

Which marketing/sales tactic makes up the most of your efforts
in terms of selling chemical lawn care services?

MARKETING METHOD _% OF LCOs
Other* 497%
Advertising (Yellow Pages. newspapers, etc.) 25.5%
Direct Mail 22.5%
Telemarketing 2.3%

*Other includes word-of-mouth, direct client contact and door-to-doar sales.
Source: Lawn & Landscape via Insight Express
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services in November of 2004 ac a set
price based on fuel cost expectations,
and no one predicted them ro jump as
much as they did.

In addition, chemical costs, specifi-
cally fertilizer, also hit LCOs hard in
2005 and are still increasing into 2006.
LCOs report a range of increases for
fertilizer — all in the double digits.

Phil Fogarty, master franchiser for
Ohio, Pennsylvania and New York,
Weed Man USA, and owner, Crowley's
Vegetation Control, Euclid, Ohio, says
fertilizer prices went up a total of 35
percent in the last 18 months for his
company. Doppel’s fertilizer costs went
up 17 to 18 percent in 2005 and John
Buechner, director of technical services,
Lawn Doctor, Holmdel, N.J., says his
fertilizer prices increased 10 percent in
2005 and 20 percent in January of this
year. When looking at the typical cost
of fertilizer for his business over the
years, Kurth says compared to two years
ago, fertilizer prices are up 50 percent.
“Fertilizer prices have gone up four
times since the fall of 2004," he says.

Herbicide costs also increased ap-
proximately 5 to 6 percent, according
to Fogarty. For 2006, Kurth is seeing a
10 percent increase in herbicides, which
he says is because some herbicides have
an oil-based carrier.

When it comes to chemical costs,
Bob West, director of marketing, LE-
SCO, Cleveland, Ohio, agrees that the
average fertilizer price increase was 15
to 20 percent in 2005 and another 15
to 20 percent in 2006.

Bur these prices may not continue
increasing for long, West adds. “Urea is
the driver for fertilizer and is typically
on a 10-year cycle of highs and lows,”
he says. “Fertilizer prices could soften ar
the end of this year and into next year.”

In terms of business expenses,
Fogarty reports a health care increase of
approximately 12 percent and a liability
and fleer insurance hike of less than 5
percent.

Marketing costs also continue to
climb, mainly because of continued
telemarketing restrictions. Eighty per-
cent of the people who live in Kurth's

Vo N o (T
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small window to control crabgrass.
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service area are on the Do-Not-Call
List. Fogarty isn't doing any better
— he’s only able to telemarket o 23
percent of his local population. He pre-
dicts telemarketing will be totally out of
the picture in a year or two.
Comparing this year’s Lawn &
Landscape survey to one conducted in
2004, fewer people use telemarketing
as a sales tactic — from 3.7 percent of
respondents to 2.3 percent. As a result,
LCOs are experimenting with other
forms of marketing, including direct
mail and door-to-door sales, where
applicable. The survey reports that
advertising in the Yellow Pages, news-
papers, etc., decreased from 56.3 to
25.5 percent, showing that LCOs don't
consider it an effective replacement to
telemarketing. But direct mail increased
from 7.9 to 22.5 percent and other
methods increased dramatically from
15.2 to 49.7 percent, revealing that
LCOs need to become more creative to
obtain new customers, Other marketing
methods mentioned included word-

of-mouth, direct customer contact and
door-to-door sales.

But these varied marketing tech-
niques come with a price. “This is the
first year we're not using telemarketing,”
Doppel says. “As a result, getting new
accounts has become more expensive
and time consuming. We're budget-
ing that it'll be about 15 percent more
expensive to get a new account. We're
experimenting with several new systems
like door-to-door sales, which isn't re-
stricted too much in our area, this year
to see what works best for us.”

“Twenty five years ago, we could
probably get a new customer for $40 to
$50,” Kurth adds. “Now if I can get one
for $90 to $100, I'm happy.”

THE SOLUTIONS. With all of these
increases, making a profit can seem
daunting. Many LCOs have had to raise
prices to make ends meet, with many
trying not to exceed 5 percent. “That's
as much as we dare go up,” says Fogarty,
realizing his customers are experienc-

.

Typically, Kurth has to raise prices 2
to 3 percent per year, but he increased
that to 5 percent this year to cover some
of his costs. Doppel quotes a similar

ing the same fuel and cost-of-living
increases he is.

figure. “We've tried to keep our aver-
age increase to 5 percent, bur this year
we've been more specific and looked up
cach individual account and if they are
underpriced, we are raising them more
than 5 percent,” he says. “I'm con-
cerned it may not be enough.”

Vit says an every other year
increase of about 6 percent is typical
for his company. They try to do this
in 3-percent increments each year, one
year for new customers and the next for
current customers to make it easier for
all clients to swallow.

To help improve some efficiencies
in terms of pricing, more contractors
are moving toward prepay discounts
to encourage early cashflow, as well as
including automatic renewals in their
contracts to increase their customer




Despite rising costs, lawn care operators respond-
ing to a Lawn & Landscape survey said they spent
an-average of $14,232.68 on pesticide expenditures in
2005 and 75.2 percent said they expect this to increase
in 2006,

“We purchase our pesticides and lawn care
equipment based on expected need and due to wear
and growth," explains Tim Doppel, president, Atwood
Lawncare, Sterling Heights, Mich. "Purchases this year
are no different than in years past. You have to have
equipment and products to do business, regardless of
the pressures.”

According to the research, 22.5 percent said their
expenditures would be the same this year as last year
and 2.3 percent said they would decrease.

Phil Fogarty had a couple of flat years in terms
of spending, specifically on equipment, but said he's

doubling what he spent in the past couple of years in
2006. "Over a period of time, it's natural that you grow
and spend more to replace and add equipment and
buy more product.”

Only a few lawn care operators said they were
restraining from buying lawn care equipment, but this
didn't seem to affect their product purchasing.

When asked what three factors most influence
their pesticide purchasing decisions, 66.4 percent of
survey respondents said cost, 34.6 percent said dealer
suggestions/salesperson recommendations and 32.2
percent said supplier location. Closely trailing and tied
at 30.5 percent each were efficacy and safety, while
27.2 percent of respondents said manufacturer repu-
tation swayed their buying decisions and 22.5 percent
said technical support for the product is what ranked
as a top priority to them.
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vehicles nationwide. If you stop to
analyze it, customer satisfaction is
the bottom line. To find the LESCO
Service Center nearest you, visit
www.LESCOdirect.com or call
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retention rates and guarantee revenue.
Bur with double-digit increases
in expenses and raising prices only in
the single digits, LCOs still have to do
more than this to cover
these rising rates. That's
where improving efficien-
cies comes into play.
More LCOs are
starting to incorporate

* B . l
LAWN CARE

convenient to store and carry on a truck
and you can rake care of more than one
thing at a time using them.”

One more way to cut down on

What were your approximate annual pesticide

control is already wrong. It’s about the
customer’s expectation vs. what you

are going to deliver. The smart lawn
and landscape company doesn’t walk in
there with the perfect solution
for a customer’s backyard.
They evolve with the land-
scape and delight customers
with continued, professional
service.”

advanced technologies, expenditures for 20057 Stansell agrees, adding
particularly GPS systems, AMOUNT % OF LCOs that he believes customer
into their businesses to Less than $2,000 22% communication will continue
increase productivity and $2,001 to $5,000 27.1% to improve as well in coming
cut costs. The reason $5,001 to $7,500 13.7% years. “You have to set cus-

Kurth implemented GPS

$7.501 to $10.000 7.9%

tomer expectations properly,”

systems into his com- $10,001 to $20,000 10.7% he explains. “And I can’t help
pany’s trucks is because $20.001 to $50.000 10.4% but think LCOs will start

of the wasted fuel being More than $50,000 8.2% looking at new technologies,
used when his techni- such as e-mail, when it comes
cians would let their When do you make the majority of your to the best and most efficient
trucks idle, sometimes pesticide purchases? way to communicate with
with the air conditioning TIME OF YEAR % OF LCOs their customers about the

on to boot, at jobsites Year-round/As Needed 41.9% services they are providing.
while they were working, Quarter 2 (April-June) 28.9% The adoption of this could be
“We monitor this now Quarter 1 (January-March) 18.8% slow, but I think i'll be big
with the GPS system Quarter 4 (October-December) 5.7% down the road.”

and saw a $10 to $20 Quarter 3 (July-September) 4.7% Training is another area

savings per truck per
week, which for us could

Do you prefer to use liquid or granular applications?

LCOs are continually trying
to improve for the sole pur-

have been $80 to $100 a APPLICATION TYPE % OF LCOs pose of ensuring their techni-
week wasted if we didn't Both, but more granular than liquid 41.3% cians are doing the job right
do anything about it,” he Both, but more liquid than granular 19.5% the first time and don't incur
says. All Granular 17.1% the added expense of revisit-

Another trend to An equal mix of both 14.8% ing properties to fix problems,
increase efficiency is All Liquid 7.4% Kurth says.

through the use of com-
bination products — do-
ing two things at once to
maximize fuel and labor

costs. With the technology advancing as
quickly as it is, Kalmowitz says LCOs
may even see more products erupting
onto the scene with more than one
active ingredient on fertilizer, so they
can take care of three lawn problems at
once,

For this reason, granular products
continue to grow in popularity. “We'll
never lose the need to spray,” Yarbor-
ough says, “but gone are the days of
the big tanker spray trucks and hoses.
Everyone wants to spread granular
products now — they are so much more

labor and fuel costs is by doing every-

thing possible to decrease customer
callbacks, Urbanowski says. Some ideas
include using products with longer ef-
ficacy and making accurate promises to
customers. “If you provide the customer
with an accurate percentage of control
vs. promising a total elimination of the
pest or weed, that should reduce your
amount of complaints.”

“You can only control diseases,
insects and weeds — you don't eliminate
them; they are still there,” Daly says.
“Anyone who guarantees 100-percent

Source: Lawn & Landscape via Insight Express

Despite rising business
costs and the adapration
required to ensure a profit
at the end of the day as a
result of these costs, LCOs maintain
a positive outlook. “Sure, there are
lots of changes happening in the lawn
care industry right now, but people are
settling into these changes and | hear a
lot of very optimistic people out there
and thar they've got good plans to move
forward,” Fogarty says. “The economy
is slowing down a bit — this gives us a
chance to catch our breath and get a
better handle on staffing. 1 think we're
ata good place. Best of all, the pen-
dulum is swinging back to the middle
where we can operate efficiently.” m
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Photo: Swingle Tree & Lawn Care
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LCOs explore additional revenue-breeding services to garner growth

from their current customers.

by nicole wisniewski

ffering customers (LCOs) to invest in and explore? LCOs  because of the rising pressures of the
more service options  from across the country, as well as pesti-  cost of doing business,” he says. “With
to grow business cide manufacturers and suppliers, share  my basic program, I'm not as profitable
in new ways is a their insight. as | was in the past because | can't price
continuing trend in the service too high or I'll be out of
the chemical lawn GRUBS, MOLES and FIRE ANTS.  the market, so [ definitely make more
care industry. Tim Doppel, president, Atwood margins on the add-ons. And customers
“Niche products still have a place Lawncare, Sterling Heights, Mich., don't question the cost as much if they
in all companies’ portfolios,” explains says his most profitable service by far know it’s something they need.”
Kathie Kalmowitz, market development  is grub control due to the perceived In addition to grub control, LCOs
specialist, BASE, Raleigh, N.C. need for it by his customers as well as are continually pointing to mole con-
Burt whar service areas are the most  the company’s ability to sell itata good  trol as a profitable add-on service. This
profitable for lawn care operators price. “We price our extras aggressively  is particularly attracrive in residential
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developments with wooded lots, which
is where moles tend to surface, explains
Terry Kurth, director of development,
Weed Man USA, Middleton, Wis.
“And it’s not the grubs they are after

— it’s earthworms, a mole’s biggest food
source,” he says, adding that mole
control does require two to three visits
to a client’s site. “You have to go in and
check out where they are first — you
cant just treat them and go. It’s nota
$40 application — it’s more like a $150
application.”

*-- l
LAWN CARE

A similar service — perimeter pest
control — is Colorado Springs, Colo.-
based Lawn Doctor’s third most profit-
able service, according to co-owner
Gavin Vit

While many Northern U.S. clients
want their lawn to be free of grubs and
many residential clients with wooded
lots want LCOs ro get ride of their
moles, Southern U.S. clients want to
“take back control of their yards from
fire ants,” says Mike Daly, director of
marketing, turf and ornamental, Bayer

Which one of your chemical lawn care services grew the fastest in 2005
and which chemical lawn care service do you expect to grow the fastest

in 2006?

SERVICE % of LCOs 2005 % of LCOs 2006
Fertilization plus herbicide treatments 45.6% 46%

Weed Control 18.1% 19.8%
Fertilization plus insecticide treatments 11.9% 11.1%
Fertilization Only 9.8% 6.7%
Insect Control 5.2% 6%

Other* 5.2% 4.4%
Fungicide Treatments 3:1% 4.7%

PGR Treatments 1% 1.3%

*Other includes IPM treatments, mole control, six-application lawn program), organic treatments

and fruil eliminator,

Of your total pesticide application sales revenue, what percent is
generated from which type of clients?
CLIENTTYPE =~~~ %OFLCOs

Residential 59.51%
Commercial 27.90%
Multi-Family 7.91%
Municipal 2.35%
Other* 2.33%
*Other not specified.

Base on total pesticide application revenue, what percent of your
pesticide business is from the following service area?
SERVICEAREA % OFLCOs

Turf 73.63%
Ormamental 14.97%
Tree 8.99%
Other* 2.50%
*COther not specified.

Source: Lawn & Landscape via Insight Express

Environmental Science, Research Tri-
angle Park, N.C.

To treat these pests, which have
painful stings and are most terrifying
to those homeowners who are allergic
to them, treating them preventively
with proven products is becoming more
popular, Kalmowitz says.

DISEASE CONTROL. When look-
ing at unattractive spots of differing
sizes and colors on their lawns, hom-
eowners typically can't tell brown patch
from dollar spot — they just want their
lush green lawn back.

And when a disease invades turf
and the conditions are just right, en-
couraging that disease to spread, there
is a risk of losing the entire lawn, Kal-
mowitz points out. “I've seen this in the
transition zone and the South where a
disease has taken control and lawns had
to be completely resceded or resodded,”
she says.

As a result, fungicide services are
slowly growing in some areas of the
country. As Daly points out, “applica-
tions of fungicides on home lawns are
up. Those who are offering the service
are doing so in two ways — they add
it on and offer it separately, knowing
how to present it to their customers, or
they incorporate it into their current
program and sell it with the entire lawn
care service package.”

However, some LCO:s still have a
hard time getting their clients to buy
into the service. “Disease control is a
service with expensive material that has
to be repeated and varied to prevent
resistance to the disease,” shares Phil
Fogarty, master franchiser for Ohio,
Pennsylvania and New York, Weed
Man USA, and owner, Crowley’s Vege-
tation Control, Euclid, Ohio. “It seems
to make sense that this would work but
so far it hasn't fit into the realm of what
we do.”

John Buechner, director of technical
services, Lawn Doctor, Holmdel, N.J.,
feels disease control is a hard service
to guarantee. Do they work? Yes. Do
customers always see the results? No,”
he says. “You often have to apply the

h‘il
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Preemergence Herbicide
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with Cavalcade

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

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

Cavalcade is priced right, you also protect your profit.

4
Call
800-250-5024
for a distributor near you. www.AdvanLLC.com
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product several times, and quite often
the cost of the program can be the same
as a year-long lawn care program so
customers don't understand.”

Because of this, pesticide manu-
facturers are working to help educate
LCOs on the service in order to simpli-
fy its sale and growth. “It’s our respon-
sibility to show LCOs how they need to
integrate this into their spring/summer
programs,” Kalmowitz says, “We want
to do this so LCOs can build a general
understanding with the customer so
they comprehend thar fungicides help
build healthy turf that can withstand
the stress of high heat and drought so it
won't need to be replaced every year. We
need to show them how to build a more
cost-effective program and one that
doesn’t give customers sticker shock.”

REVIVE AND DECELERATE. In dry
areas of the country, a new service some
are implementing is called a revive treat-
ment, which is using a wetting agent to
reinvigorate the turf and help it hold
water better. This has worked well for
Vitt, who added the service in 2005, “I
put some fliers in a service bulletin we
send out to advertise the service for the
hot summer months,” he says. “So far,
it’s working well. Customers who want
it fully believe in it; others are skeprical.
I¢ll be our job this year to continue to
educate customers about the service.”

Vit also started offering plant
growth regularor (PGR) treatments in
2005. He applied the product once a
month from May through September.
“They kept the turf low, slowed the
growth and resulted in less clippings,”
Vit says, adding that he's continuing
with the service in 2006.

As the cost of disposing of grass
clippings continues to increase, PGRs
will become an even more valuable
tool for LCOs to have in their product
arsenals, agrees Steve Stansell, marker
manager for lawn, landscape and aquat-
ics, Syngenta Professional Products,
Greensboro, N.C. “They are good
products — they work well,” he says.
“PGRs do have to be trial-and-errored
for LCOs to understand how they work
with the grass species they treat and

SPECIAL REPORT - LAWN CARE

Photo: Lawn Doctor

how to position them in their service
mix. I think the continued education
of what this product accomplishes is
also crucial — it reduces stress on grass,
enables it to form a thicker root and
delivers a whole lot healthier turf.”

BEYOND TUREF. With invasive tree
insects like the Emerald Ash Borer stir-
ring up a scare in areas like Michigan
and Indiana, one can’t deny the fact
that this presents LCOs with a service
opportunity — tree and ornamental
care, which includes tree spraying, deep
root fertilization and micro and macro
injection treatments.

“Where there is awareness, there is
opportunity,” explains Mark Urbanows-
ki, senior marketing specialist, turf,
ornamental and technical products,
Dow AgroSciences, Indianapolis, Ind.

In fact, Colorado’s drought has
contributed to the spread of the Ips
and mounrain pine beetles on Vit's
customers' trees over the past five years.
“It’s to the point where the local papers
are always doing editorials abour them
and how much damage the drought has
done — this is supplemental adverds-
ing for us and is helping us push the
service,” says Vitr, adding that his tree
care service is fairly profitable and ef-
ficient. “Our tree and shrub service has

grown leaps and bounds as a result of
this over the last five years; it grew from
$100,000 to $105,000 in 2005.”

In addition to recent insect bouts
that are stirring up new interest in tree
care services, there is also a higher value
placed on trees, making them special
to customers. “When a lawn dies, it
takes four weeks to replace, but when
an 80-foor tree dies, it takes 40 years to
replace,” Daly says. “There is definitely
opportunity to showcase your horti-
cultural knowledge in this service since
trees are so valuable to homeowners.”

Similarly, Doppel added tree care
to his business in 1992, and estimares
a 20 to 25 percent gross profit mar-
gin annually. “It’s become a service |
wouldn't consider giving up,” he says,
adding thar tree care represents about
15 percent of his company’s total rev-
enue and maintains a steady growth of
10 percent each year.

Tree care services are easy to
add-on, having a low barrier to entry,
Doppel explains, estimating that the
maximum investment in equipment
ranges from $2,000 to $3,000 for items
like specific types of spray guns and
pumps as well as products, but not
including a vehicle.

Though the service has proven suc-
cessful for many, LCOs warn that labor
is the biggest challenge, and raking time
to find the right person can provide the
best results.

Vitt has a tree care manager, a part-
time employee and two trucks devored
to tree care. This use of specialized
crews is how many choose to offer the
service since it's more complicated and
complex than people realize, requiring
technicians who are interested in learn-
ing about plant material. “You have to
have people who have the knowledge of
or are willing to learn about a broader
range of plants,” Fogarty says. “This is
a harder employee to find and one who
requires an additional 10 to 15 percent
investment over your regular lawn care
technicians.”

To aid success in this service offer-
ing, Fogarty suggests LCOs wait until
they have a solid lawn care customer
base before offering the service. m
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Droduct Choices
Abound

Changes in the marketplace bring additional
products, driving value in them and everything
that comes with them.

espite pesticide regulations and
fewer brand name products
being introduced in the mar-
ketplace, lawn care operators
(LCOs) have more product
choices today than ever before,

according to pesticide manufac-
turers and suppliers, and thar’s a

good thing.

“At the end of the day, we believe more choices are good for the end user as opposed to fewer
choices,” says Bob West, director of marketing, LESCO, Cleveland, Ohio. “This is bécause with
more products, suppliers will also have to increase the value they bring along with their product to be
competitive.”

More choices in the chemical lawn care industry refers to branded products, alternative branded
products, branded post-patent products and post-patent products. To clarify these terms, let’s review
their definitions.

Two of these LCOs are familiar with are branded products and post-patent products. Branded
products are pesticides formulated with an active ingredient that was created by the manufacturer
who is selling the product, the original patent holder. Post-patent products are pesticides formulated
with active ingredients that have come off patent.

The next two terms are not new to the industry but are sometimes more difficult for LCOs to
understand. Branded post-patent products are pesticides formulated with active ingredients thac have

by nicole wisniewski
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recision Engineered,
Built to Last.

Scag Power Equipment has been building commercial grade lawn mowers since 1983. Like you, we recognize the
value in equipment that is built to last. We apply this heavy-duty design concept to every component of a Scag mower.
From the cutter deck to the brake lever, it is easy to see that Scag is “Simply the Best".

Superior strength, speed, productivity, reliability and profitability. These are the benefits you'll enjoy with a Scag zero turn
riding mower. No other commercial mower delivers the “total package” for you and your customers. With engine options
ranging from 16hp to 35hp, and cutting widths from 36" to 72" inches, there is a Scag model to meet each of your specific
mowing needs.

Take your business to the next level. Visit your Scag dealer today to see the Scag difference scAG l
for yourself. To find an authorized Scag dealer near you, visit www.scag.com. »

Scag Power Equipment, Division of Metalcraft of Mayville, 1000 Metalcraft Drive, Mayville, Wi 53050 www.sca g .COom
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You've never had a fungicide made just for you.

Unless your typical customer has an 18-hole yard.

A golf course isn’t the only place for well-managed, disease-
free grass. Now there’s Armada™ a fungicide that protects
both your customers’ turf and your profit margin — at around
half the price of leading fungicides. Developed exclusively for
lawn care professionals, Armada combines the power of a sys-
temic and contact fungicide for persistent control of brown
patch, leaf spot, red thread and 11 other turf diseases. At a
price that won't put a hole in your wallet.To learn more, call
us at 1-800-331-2867 or go to BayerProCentral.com.

Armada
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come off-patent and are sold under the
tormulator’s own brand. Alternative
branded products are pesticides formu-
lated with an active ingredient but the
manufacturer of that ingredient and

a supplier have come to an agreement
where the supplier can make a product
from that ingredient and brand it under
their label. The ingredient is typically
still on-patent in this case.

Though making the choice between
these options is not a new phenom-
enon, it is happening more today than
ever before due to the number of popu-
lar active ingredients labeled for turf
and ornamental use that are or soon
will be off patent, in addition to LCOs
requesting more combination products.

“New chemistries will continue to
come into the market,” says Sean Casey,
vice president of sales, Nufarm Turf and
Ornamental, Greenwood, Ind. “But
the companies bringing them into the
market may be different from what we
are used ro0.”

WHO'S SELLING WHAT? All

of the manufacturers and suppliers
working to bring the different types of
products to the industry are trying to
create additional value in their product
whether it’s selling it ar a lower price,
supporting the industry via education
or investing the money they make from
the product back into the research and
development of future products for
the turf and ornamental industry. The
reason? To make their product the one
the LCO chooses.

I"()rn]ula(()r.\ ()' p().\‘[‘pﬂ[f“( pr()dll(l.\‘
see an opportunity to introduce these
options as a result of changes happen-
ing in the marker. “Alternative branded
products and generics will facilitate new
product entries and new combination
products that are fine-tuned to better
meet specific needs,” Casey explains.
“As chemistries become less expensive,
the opportunity to tweak mixtures and
combine products becomes greater.
More acres will be available for treating
as the cost to treat those acres becomes
less prohibitive.”

Brian Rowan, senior director of
merchants, LESCO, Cleveland, Ohio,
agrees: “The trend of the post-patent
product won't go away because there

are not as many new chemistries
being developed that can rilt the end
user toward the branded product.”

In Bob Yarborough's opinion,
the advantage post-patent choices
offer is more value for what he views
as the same active ingredient. “For
years, if someone wanted a product
they would buy it from the creator
of the active ingredient and they
would charge what they wanted,”
he says. “When alternative choices
become available, they can sell the
product for less. The post-patent
formulator’s costs are less so they can
charge less.”

Though getting registration on
a post-patent product may be less
expensive than developing a new
adds Yar-

Data compensation has to

one, it's still “no free ride,”
borough. “
be negotiated and paid to the patent
holder, so post-patent formulators
support the industry that way.”

On the other side of the equa-
tion, many manufacturers of brand
name products would say their
products are not made similarly to
post-patent products that include
their active ingredient.

The term “value” is used by all
of the manufacturers, formulators
and suppliers in the industry, and in
some cases bears different meaning.

In certain descriptions, value
means a betrer price for a similar
product. But, as Kathie Kalmow-
itz, market development specialist,
BASE Raleigh, N.C., explains, value
should also rake into account prod-
uct efficacy and an LCO’s experience
with a product. “It’s important that
LCOs pay attention to this because
it's what their customers notice
most,” she says. “They need to know
that a product will provide 30 days
or greater efficacy, depending on
what the product is, before they
need to get out there for another
round of applications.”

Mike Daly, director of market-
ing, turf and ornamental, Bayer
Environmental Science, Research
Triangle Park, N.C., agrees. “You
have to look ar the total package of
what you are buying and focus on
the overall best value,” he says.

Residual control
makes Armada”
a profitable fit.

After trying Armada
last summer, lawn care
professionals found
Armada has the broad-
spectrum disease control,
long residual and right
price to profitably fit
their programs.

“We tested Armada on two
lawns last summer. One of
them had the most severe
case of brown patch | had
ever seen. Not only did Armada
clean up the brown patch, but

it kept it out for 35 days

As a lawn care compa

need a product that

curatively as well as pre

tively for 28 to 30 days. To be

able to control costs and use

one product for every situation
kes Armada a great fit for

be better suited

us. It couldn’t

for our program.”

sensboro,

Armada

For more details, call us at
1-800-331-2867 or visit
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@ Bayer Environmental Science
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Manufacturers of branded products
invest 10 to 12 years, $150 million and
many tests to meet federal and state
regulatory requirements in order to
bring new turf and ornamental active
ingredients to the market. So, naturally,
they feel that when an LCO supports
a post-patent choice, they move their
resources and funds to a company that
is not research-based. “The more we
sell of a branded product, the more
reinvestment we make in the $250
million of research and development
for the next fungicide or herbicide,”
explains Mark Urbanowski, senior
marketing specialist, turf, ornamental
and technical products, Dow AgroSci-
ences, Indianapolis, Ind. “When LCOs
support generic companies they may be
paying less cost initially but in the long
run this can hurt the industry because
it’s harder for companies to bring new
products into the market. Buying post-
patent is not a long-term investment.”

Whatever products LCOs choose
to purchase, manufacturers believe they
should be the ones to explain the values
of various products to the end users.

As Steve Stansell, market manager for
lawn, landscape and aquatics, Syngenta
Professional Products, Greensboro,

year's dates and locations are:

Aug. 10— Orlando, Fla.
Sept. 14 — Atlanta, Ga.
Sept. 28 - Indianapolis, Ind.
Oct. 12 = Washington D.C.
Oct. 19 — North New Jersey
Nov. 16 = Dallas, Texas

If your company offers lawn care services, the one-day Lawn & Land-
scape Lawn Care Seminars are MUST-ATTEND events to learn about
improving operational efficiency and boosting your bottom line. This

For more information, see our ad on page 115 of this issue. To regis-
ter or for additional details, call 800/456-0707.

N.C. “I don't expect LCOs to un-
derstand the difference — I think it’s our
job to communicate the difference.”

, says:

THE DECISION FOR LCOs. There
is an additional facror affecting product
choice today, and that is the continually
rising costs of doing business, such as
increasing fuel, health care and fertilizer
costs. This is forcing some LCOs to
explore choices they haven't considered
in the past because the price point is
NoOw more attractive.

Comparing research from 2004 and
2006, more LCOs — 72.9 compared to
47 .42 percent in 2004 — say post-patent
products work just as well as branded
products. Also, more LCOs — 51.1 vs.
42.54 percent in 2004 — believe that
service and support is the same for post-
patent and branded products.

Tim Doppel, president, Atwood
Lawncare, Sterling Heights, Mich.,
is a good example of an LCO who's
struggling with his product choices. I
have always used branded products, and
in the past | never considered generic
products,” “But this year with
the price pressures, I'm finding that |
have to at least take a look at the gener-
ic products. I have to investigate these

he says.

¥-- |
LAWN CARE ‘

options due to very attractive pricing,

And in doing so, I'm going to have to

look at effectiveness very carefully. I'm
going to have to do some side-by-side

comparisons and testing of my own to
make sure | make the right choice.”

Some LCOs, like Gavin Vitr, co-
owner, Lawn Doctor, Colorado Springs,
Colo., will continue to stay away from
what he calls “substiture products.”
*There is a lot of information out there,
but from our experience some of these
products are not cracked up to what
they promise to be for the cost savings.”

Others use a mix of both products
based on what works for them.

Despite the makeup of their prod-
uct portfolios, even LCOs understand
that there is more to the equation than
cost. “Some products are cheaper, but
some of the branded companies are
really supporting our industry, so you
want a balance of product quality and
industry support,” says Terry Kurth,
director of development, Weed Man
USA, Middleton, Wis.
look at the whole picture. If you're

You have to

always crying out for new products,
then make sure you help out the right
company that is going to reinvest that
money back into your future.”

To make an informed decision,
Casey suggests LCOs review these ques-
tions before selecting a product:
® Does the manufacturer have produc-
tion, customer service, regulatory, sales
and service staffs available to help out
with problems?

e Are the products generic or alternate
brands whose actives are being sourced
from the original patent holder?

® Does the manufacturer have other
trusted, proven brands in the marker
that the end user is familiar with?

o If there is a problem, will the manu-
facturer help determine the cause and
stand behind their product?

* How long will it take to gera
manufacturer’s representative physically
on site to evaluate the problem?

® Does the manufacturer support

the United States and local industry
through associations and activities that
defend our right to do business in this
industry? m
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Customer callbacks - they're a part of the business. >
Did you spray these weeds? Why aren’t they dying?
These calls take time to answer — time you don’t have!

Unique, liquid formulation is easy to pour, measure
and mix and will not settle out in solution and is
essentially non-volatile

Razor Burn™ is the new post-emergent, systemic
herbicide that controls weeds quickly and easily in
ornamentals, in bed maintenance, for crack and crevice
treatments, brush and vine clearing and perimeter
treatments. Visible results occur in 24 to 48 hours!

» Squeeze-and-measure
container ensures there is no
waste and no worries about
over-application that might lead
to incomplete control

This unique liquid formulation is a great product for
situations where mechanical efforts are not suitable or
other herbicides don’t provide the speedy visual results.

» Reduces applicator followup,
creating more productivity and

customer satisfaction
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Compact equipment can perform tasks in a fraction of the time it takes a worker. Photo: Toro

Might:

magine adding site workers who are reliable, efficient and versarile,
rarely need a sick day, never take a vacarion and don't require a salary or
benefits package.

Sounds like every landscape contractor’s dream, bur it’s not too far
from reality.

Compact utility loaders and mini skid-steers offer landscape contrac-
tors versatile machines that, in conjunction with a diverse array of at-
big role in your tachments, can tackle chores in a fraction of the time it takes workers to
accomplish. And while relatively simple to operate, their small stature improves
users sight lines, increasing visibility and decreasing the portential for property
damage or physical accidents.

Kevin Werbrich, owner of Cincinnati-based Werbrich’s Landscaping, is a
believer. He owns a compact loader and rents additional units when he's work-
ing multiple job sites. The mini machines go everywhere he has crews working
on landscape jobs, Werbrich says.

“It’s of no use to us sitting in the shop,” Werbrich points out. “On the
jobsite, when there are tight conditions or it’s difficult to access where you need
to work and you still need to preserve the client’s lawn, that's when they really
come in handy.”

L

Despite their smaller

size, compact u‘uMy

loaders and mini

skid-steers can pldy a

|and5c:ape operations.

m lawn & landscape spril 2006 www.lawnandlandscape.com
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Consider arriving on a jobsite,
not with a crew of workers armed
with shovels and rakes, but with a
single compact unit and three or four
attachments that can remove sod,
handle material, prepare a seedbed,
trench for an irrigation system and dig
holes for trees and bushes. Compact
utility loaders and mini skid-steers al-

ment

> > >

low landscape contractors to do more

— a lot more — with less.

“There is a growing interest as
more landscape contractors begin to
realize their versatility,” says Aaron
Kleingartner, the loader product spe-
cialist for Bobcat Co., based in West
I'}ll'gn. N.D

While they've only been in the

When You Need The Best
PUB For Your Landscape Installation,
The Choice Is Clear!

The Model 720A...The Best PVB for
Residential and Commercial Installations

« All bronze body and bonnet
= ASSE, IAPMO, CSA and USC approved

* Available in stock for immediate shipment in

1 2
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1747 Commerce Way, Paso Robles, CA. 93446 « Phone; 805 238 7100 Fax 805 238 5766
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market for about a dozen years, con-
tractors didn't immediately integrare
compact utility loaders and mini skid-
steers into their operational arsenal,
says Greg Lawrence, product manager
for Toro’s Dingo, based in Bloom
ington, Minn. Initially, the landscape
community reacted with hesitation,
seeing the small-sized contraptions
more as expensive toys than versatile
tools. It took time for them to realize
the overall potential, Lawrence says.

“Up until six or seven years ago,
landscapers looked at a compact
utility loader or a mini skid-steer and
asked themselves, “What's that?’” Law-
rence says. " Then that changed to, ']
need one of these, but how do | make
it work for me?”

SMART CHOICES. Landsc ape
contractors have many reasons to
integrate smaller, compact equipment
into their overall operations.

Compact loaders allow efficient movement
through tight work areas. Photo: Bobcat

For example, residential lot sizes have
gotten smaller in recent years. Home
builders, facing property size con-
straints, are maximizing land availabil-
ity by constructing bigger homes on
smaller plots of property. This offers
very little in the way of open ground
for regular-sized skids-steers or loaders
to operate efficiently.

“Landscape contractors have less
space to maneuver when completing
tasks such as grading, sod and irriga-
tion installation and placing hardscape
materials,” Kleingartner says. “With
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for better pond filtration.

Little Giant’s WaterMark™ skimmers and biological

waterfall filters are engineered to make it easier for water

garden and Koi pond enthusiasts to maintain balanced ecosystems
WaterMark biological waterfall filters feature patent-pending BioVort
technology for less maintenance and superior filtration—unmatched by any
other filter. WaterMark skimmers provide an ideal solution to improve surface
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S cleaning on an existing or new pond. Choose Little Giant’s WaterMark products for

| o Littie Giant g §

your next water garden installation or upgrade to achieve better results with less work
Engineered for

Lasting Im p ressions Call 888-271-1368 or visit www.watermarksolutions.ws for more information
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SAVE WATER

Automatically adjust your site’s
irrigation settings using local
weather condition

eConstellation saves you money no need t
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eConstellation
eConstellation saves you water... automatically
adjust your irrigation using local weather conditions
eConstellation is easy to use ) complicated
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SIGNATURE CONTROL SYSTEMS, INC,
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compact utility loaders, landscapers can easily fit berween
homes, through narrow backyard gates and into many other
confined areas. The versatility of mini-track loaders enables
contractors to utilize a number of artachments for carrying
sod and paving stone, drilling holes for trees and fence posts
or installing irrigation and drainage systems.”

Compact utlity loaders and mini skid-steers replace

Designed to exhibit low ground pressure, compact units do minimal
damage to existing turf and landscape. Photo: Ditch Witch.

M any landscape contractors in colder North-
ern climates are beginning to realize their
compact utility loaders and mini skid-steers can
contribute to winter snow and ice removal duties.

Many manufacturers provide contractors
with snowblower, snow plow or even power
broom attachments for snow removal duties,

*As they become more and more popular
with snow removal duties, we're seeing contrac-
tors adopting a variety of blowers and blades,”
says Mike Lumbers, senior project manager of
compact utility loaders for Ditch Witch, based in
Perry. Okla.

Likewise, some manufacturers provide at-
tachable enclosures and heated cabs to help
protect operators from frigid working conditions.

But there are limitations. Due to the fact
that many compact models are designed to
exhibit low ground pressure for landscape work,
this detracts from the amount of potential trac-
tion they receive during snow duties.

m lawn & landsc ape apui 2006
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To stay ahead. of the pack, you need to mMOow more
lawns in less time—get through the gate, do the job,
then move on before they even know you're done.

Wright's Stander, Sentar, and new Sentar Sport ‘

L2 /) S
r ( € \ /[
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j | ) lj ‘L 1 d .‘
mowers give you the speed and agility you need to (:ﬂ “ __* ]
leave your competition in the dust. Smaller and |
lighter, they can handle tight spaces without slowing
you down—including most residential gates.

And Wright machines have what race car engineers
call low polar moment—they can literally turn onoz
dime. Since they start and end U-turms faster, ¥

p time at the endof everyrow.  _ese

make U | .
power, performance, and a littie exciteme! .
That's’the Wright way 1o MOW. == ——
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Q g
commercial products

For more information, call
1.301.360.9810 or find our dealer
locator at www.wrightmfg.com.
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the expense of laborers, says
Roger Braswell, president of

Compact Power in Fort Mill,

C. He estimates, on aver-
age, a compacrt utility loader
casily replaces the work
potential of two or, in some
cases, three on-site workers.
“This size machine is the
closer thing to the dream
of a robor in the landscape

@ construction eﬂuiﬁment > > >

hile casting a diminutive shadow, compact utility loaders and

mini skid-steers do come in different sizes and with correspond-
ing power potentials, weights, horsepower and costs. (The following
includes the base unit and a bucket attachment).

industry,” Braswell says.

Simply consider the cost SMALL MEDIUM LARGE
;)‘ an average compact utility WEIGHT 1,000 Ibs. 1,500-2,000 Ibs; | 2,000+ Ibs.
oader — anywhere between
$12,000 and $30,000 ENGINE 1316 hp 20-25 hp 24-30 hp
depending on the units size PRICE $8.000-$11,000 | $12,000-$17,000 |$17,000:$22,000
and number of attachments
— with the average cost of HYDRAULICS | 5-8 gpm 10-12.5 gpm 12-14 gpm
the typical landscape laborer
- abour $20,000 per year,

Lawrence says.

“You can get into a com-
pact utility loader for about
the same price and not have
to worry about it coming

* Information provided by Compact Power

Landscape Attachments

Jillibu filp dyigik

Turn your tractor into the ultimate workhorse with the Frontier family
of landscape attachments. Frontier rear blades, box blades, grooming
mowers, rotary tillers, and pendular spreaders are just some of the
tools that can help you unleash your company’s potential. Each
one is compatibility tested to maximize the performance of y
your John Deere tractor. - o
So, whether you're grading a driveway, seeding the o
grounds, mowing grass or tilling the beds, Frontier helps ™
you get the job done quickly and easily. You'll also save
valuable time with the John Deere iMatch™ Quick-Attach
Hitch System. It lets you move from one Frontier
attachment to another in record time!

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

S

—_—

\

Rugged. Reliable, Ready.
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in late or calling in sick,”
Lawrence says. "And it
gives the smaller contrac-
tor the advantage because
it makes them more effi-
cient so they can compete
against the big guys.”

“Plus you may only
pay on that unit for four
years until it’s paid off,”
Braswell says. “It's much
less expensive over time
to use these machines
than employ a person.
When you do the math it
becomes a no-brainer.”

Some landscape
contractors prefer to think
of compact units increas-
ing jobsite productivity
and safety, not reducing
workforce numbers.

“You don't have guys breaking
their backs left and right because the
machine is there to do that for them,”
Werbrich says.

The mini skid-steer bucket attachment is, by far, the most
popular because of its versatility. Photo: Ditch Witch

Their compact, yet power-packed,
nature allows the operator to perform
routine tasks faster, easier and better
than any laborer by hand, Braswell
says. For example, in a matter of

seconds to minutes, a compact loader
can excavate a larger, deeper and
better hole for a tree than a man can
accomplish in hours, he says.

And whether it’s wheeled or
tracked, the unit’s smaller size is much
more terrain friendly, doing less col-
lateral damage to curbs, walkways and
turf than their large-sized brethren.
This can reduce or even eliminate re-
pair costs that otherwise would come
out of a job’s bottom line.

“A landscape contractor can do a
job more horticulturally sound than
can ever be done by a man,” Braswell
says. “You're replacing elbow grease
with hydraulic fluid.”

And there are other reasons why
small is betrer.

Compact units are easier to trans-
port than their big brothers. Most
mini skid-steers and compact utility
loaders can be transported to the job
site with a pick-up truck, which af-
fords greater versatility.

Increased operator visibility is an-

-~ va - T - e
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The consequences of inadequate spraying can be
Why s_pra¥ No_zz_le extremely costly. Under application can result in
Selectlon 13 Crltlcal turf damage and the need to re-spray. Over appli-

“I bad to re-spray cation results in waste of chemicals. So, be sure you
several times last to Your Success have the best nozzle for your specific application.
Year to solve a fungus
problem. 1 learned the Herbicides, Fungicides, Herbicides, Fungicides,
additional nozzles is Contact Systemic Contact Systemic
a fraction of the cost Tarho 06
L il e Teedet’ @ |Twindet oe

Good Excellent | O @ Excellent Good
®0 ee
Turbo Turbo
Teedet” TwinJet’ ®
Induction Excellent 0) Excellent | Excellent | O @
® O
AlC XP
TeeJet* BoomJet
< Very
Good Excellent ® 0 Good O
(<] (] O @ O
Very Fine Fine Medium Coarse Very Coarse Extremely Coarse
{Droplet-size categones may vary with nazzie capacity, spray angle and spray pressure.)

Teefet

BY SPRAYING SYSTEMS CO

www.teejet.com
TeeJet: No better way to spray
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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 u .
other turf-eating pests. Nothing on the market gives you better control of surface and apecTus

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 Sciance. a business group of Bayer CropScence | 2 TW. Alesandor Drve, Research Triangle Park, NC 27708 | Allectus and Backed by Bayer are trademarks of Bayer.
Alwarys tead and tollow label dewections caretully. | €2005 Bayer CropScience




other attractive feature of the compact
system. Operators of full-size skid-
steers and loaders don't see well from
the sides or behind, but a compact
unit gives the user a much better view
of the immediate landscape. “From
the back of a compact utility loader
the operator has a 360-degree view
and can now see the potential hazards
that he couldn’t see prior,” Braswell
points out.

Also, part of being smaller is that
it can be safer for the operator, too.

“One of the biggest myths is
that you're safer in the enclosed
cage of a full-size skid-steer loader
than standing on the platform of a
compact unit,” Braswell says. “One
of the biggest safety devices on these
machines is having the ability to step
off the back and be on the ground.
l('.s one shur! step as ()ppowd o lx’ing
strapped into a machine.”

POWER PACKED. One of the biggest
misconceptions about the perfor-
mance potential of compact utility
loaders and mini skid-steers is that
small-sized units dont pack the power
of the full-sized versions.

This power quotient is measured
by a unit’s hydraulic flow — measured
in gallons per minute (gpm) — which

> > > construction equi

dictates the amount of hydraulic
power cither dedicated or shared with
the attachment. A compact unit with
hydraulic power of 14 gpm, consid-
ered a high amount, will deliver more
power from its hydraulic motor to its
attachment.

In fact, at half the size and weight,
a compact utility loader or mini skid-
steer can have as much as 90 percent
of the hydraulic flow potential of a
full-sized unit.

“In a small package, you're able to
harness the hydraulic power to the at-
tachment nearly equal to the hydrau-
lic power to an attachment in a unit
twice the size,” Braswell says. “So why
go with a bigger, heavier machine?”

But despite their versatility,
compact utility loaders and mini skid-
steers have their drawbacks and can’t
completely replace their full-sized
brothers on a jobsite.

“I've always said, there is a need
for a traditional skid-steer,” Braswell
says. “With a compact model you
won't be able to grade as fast, you can't
load a large dump truck and you can't
move heavy materials, such as a pallet
of sod.

“But when it comes to trenching,
auguring, preparing ground for seed

continued on page 96

M aking smart attachments choices is directly related to the
amount of success a landscape contractor will have with his or
her compact utility loader or mini skid-steer.

While there are a number of variables to consider, there is no
single cookie-cutter formula for landscape contractors to consult when
choosing the attachments that work for them, says Greg Lawrence,
product manage for Toro's Dingo, based in Bloomington, Minn.

“Landscape contractors need to examine how everything will all
work together and what attachments they'll be using in their opera-
tions," Lawrence says. “They need to be in touch with their needs.
Rentals are a good way to experiment. It's important to operate the
equipment and see it in action. Also, it's important not only for the
owner to operate the equipment, but the workers, too, since most likely
they'll be using the equipment most often on the jobsite.”

@ aphids / 2 shoots

Simplify
ornamental
insect control.

Efficacy of Allectus SC vs. Rose Aphid
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CHEVY BUSINESS CENTRAL HAS EVERYTHING TO KEEP YOUR
BUSINESS MOVING. Businesses like yours move America. You provide
America with clothes to wear, food to eat and big screen TVs to watch. And
you keep our streets safe and our parks clean. Your work vehicles — durable,
versatile cars, trucks, vans and SUVs — are important to the success of your
business. Chevy Business Central is an extensive commercial dealer network
designed specifically for businesses like yours. Where you and your vehicles
are the top priority. Our trained professionals know which vehicles are best
for the jobs you do, and can make the wide selection of work-ready vehicles
available at a moment’s notice. They can also advise you on the vehicle
features that provide the most sensible working solution. In any business,
time is money. So when your work vehicles aren’t on the road, your business
operates at a less-than-optimum level. That’s why the coast-to-coast
network of Chevy Business Central dealers has the equipment, space and
know-how to conduct routine service on your commercial vehicles
quickly and efficiently, so they’re back on the road in no time flat. Chevrolet
is America’s #1 brand, America’s #1 value. AND CHEVY BUSINESS
CENTRAL IS DEDICATED TO YOUR BUSINESS.

.7 AN AMERICAN R=VOLUTION




BUSINESS
CENTRAL

chevybusinesscentral.com
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continued from page 93

and sod, removing turf, backfilling
ditches and running hydraulic work project manager of compact utility
tools like a jack hammer, a compact loaders for Ditch Witch, based in
utility loader is the best thing going,”  Perry, Okla. “Artachments allow you
he adds. to do the job you need to do and be known as the all-in-one) is perhaps
done, whereas before you needed to the most popular because it offers the
bring several different machines along  contractor the most versarility.
to get that same job done.” An auger is another popular

And depending on their specialty mainstay attachment for landscape

jobsite,” says Mike Lumbers, senior contractors. Buckets come in a variety
of sizes and shapes and are used for

digging, grading and marerial hauling,
However, the four-in-one bucket (also

ATTACHED TO ATTACHMENTS.
With the large, diverse number of
attachments available on the market,

landscape contractors have nearly or business focus, every landscape contractors and is followed closely

limitless options available to them to  contractor has his or her personal list buy a trenching tool, which is espe-

make their rasks easier. of favorites. cially helpful if the landscaper installs
“By changing attachments you can But, by far, the bucket is the most irrigation systems.

use this machine continuously on the  popular artachment used by landscape “Any attachment that saves a con-
tractor from having to do any hand
digging is popular because you're
really saving on money and time,”
Lawrence says.

A fork attachment ranks among
contractors’ top five, as well as some
sort of soil-cultivating tool, such as a
power landscape rake. Other favorites
depends on the extent of a landscape
contractor’s services. For example,

a contracror involved in demolition
work may add a jack hammer attach-
ment to his or her compact ool kit.

“With landscaping and restoration
this can prove to be a handy tol,”
Lumber says. “And it’s a lot easier to
use than a hand-held impact tool.”

Likewise, a contractor in Northern
climates may have a plow attachment
or a blower or broom attachment for
winter snow and ice removal (see Cold
Weather Warriors on page 85).

ike any purchasing decision, manufacturers advise contractors to
onsider a number of variables before purchasing a compact utility
loader or a mini skid-steer.

» Support and serviceability. Does the company or dealer you'll be
purchasing from have a solid program in place for maintenance and
repair? Are replacement parts easy to acquire?

» Universal quick-attach system. Attachments provide options. Can
attachments from various manufactures be used with the unit or
does it have a proprietary attachment system?

FUTURE TRENDS. Landscape
contractors can expect big things as
manufacrurers continue to develop
their lines of mini skid-steers and
compact utility loaders.

“Expect more horsepower in the
same size package,” Lumbers says.
“Contractors want to do bigger things
with the smaller units, such as lifting
a little more and lifting those loads a
litele bit higher.”

In order to provide more oomph

« Adequate hydraulic power. Will the unit do the job you need it to
do? Landscaper contractors should reconsider a compact unit that
delivers any less than double digit hydraulic flow. Remember, the
higher the gallons per minute (gpm), the better.

* Tracks vs. wheels. Operating in sand or mud will make a tracked
vehicle a solid beneficial buy.

» Gas vs. diesel. A more expensive diesel engine will deliver more

horsepower, but will that be necessary for the extent of your
landscape duties? A gas engine may be the more economical
purchase.

Simplicity. What's the unit's learning curve? Will extensive training
be necessary or will site workers be able to step up and go?

Recommendations. What's the word-of-mouth buzz about
particular brands among your fellow contractors? What types of
machines are your competitors using in the field?

in future product lines, most manu-
facturers plan to develop more
efficient hydraulic systems that will
allow operators to apply the unit’s
horsepower where they want it when
they need it. “Because the market is
still growing, over the next few years
you're going to see lots of changes in
the unirts’ operating efficiency,” Law-
rence says.

Braswell adds, “I expect we'll see
them get larger and more robust in
terms of their carrying capacity and

hydraulic flow.” @

lawn & landscape aprll 2006

WWW. awr\and]ands(ape.com




~ Mows down the
competition.
Rakes, tills and
aerates ‘em, too.

®

Your Land.
Our Territory.

* Major Daedong components including
Why buy one tractor when you can buy a [RI@TT? With  asolid, reliable Daedong engine

the right attachments and implements, it can become a * More standard features, like 8x8
backhoe, a front end loader, a mower, an aerator, a tiller e e e m e
. . b : ) 3 * 4WD differential lock, safe auto PTO and
and a half dozen other things. And after we're through with those telescopic lower link end
{ other, less versatile tractors, we go for the bale spear. « Heavier weight for superior, durable

performance

There are 15 KIOTI tractors from 20-65 HP. To view the whole pack, visit www.kioti.com or call 877-GOKIOTI (465-4684).
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onvenience

A number of features make residential irrigation an easy sell for contractors.

Se"in

hile digging through old
files, irrigation contracror
Tom Laur, Jr. saw a 1960s-
era photograph of a yard
with an irrigation system his
grandfather had installed.
For some reason, the system
was installed on one-half of
the lawn but not the other. Laur, owner of Acme Systems,
Glendale, Wis., says the plants on the irrigation side were
30 percent larger than those on the other side.

The benefits of irrigation go beyond the simple ad-
vantage of growing plants. But while the cost can be as

mammoth as $100,000 or as small as
$2,000, convincing the homeowner that
the investment is worth the expense can
be a chore.

Dave Magner, marketing manager at
Rain Bird's contractor division in Tuc-
son, Ariz., says homeowners won't find
a better way to keep their landscaping
looking fresh with relatively little work.
“There’s no easier or cost-effective way
to beautify a home,” he says.

Jeff Carowitz, vice president of
marketing at San Marcos, Calif.-based

lawn & landscape
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Contractors should tell potential customers that irrigation systems can decrease their water bills. Photo: Hunter
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RGENT SUCCESS

TO DECREASE

SUSTOMER CALL-BACKS
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Every lawncare and landscape professional has seen firsthand
how customer call-backs can turn profitable jobs into time-,
resource- and reputation-losing propositions. Avoiding call-
backs by investing time in proper weed identification and
preemergent herbicide selection is crucial.

IDENTIFY YOUR TARGETS

A successful weed control program
begins by correctly identifying the
weeds (broadleaf and grassy) in the
area you are planning to treat. This
includes identifying both visible and
anticipated weeds.

Broadleaf weeds are easily identified
in turf and are especially visible
when in bloom. Bright yellow
dandelions, white clover and purple
henbit flowers are good examples.
Grassy weeds such as crabgrass,
goosegrass and foxtail are more
difficult to identify early and become

increasingly difficult to control once
established, due to the large quantity
of seed they produce.

Once lawncare professionals
correctly identify the type of
broadleaf and grassy weeds that are
or will be present, they can select the
preemergent herbicide(s) needed.
Anticipating the weed issue will
save time. For example, phenoxy
herbicides control broadleaves
after they have emerged, but have
little to no effect on grasses, while
a preemergent herbicide such

as pendimethalin can be used to

control grassy and many broadleaves
at the same time with one product
applicaton.

PREEMERGENT
CONSIDERATIONS

While the product label should be
your guide in determining which
herbicide(s) will work best to control
your targeted weeds, some basic
considerations when selecting a

preemergent product should include
the following:

* Annual grasses and broadleaves
are best controlled with



preemergent applications in
early spring, prior to weed-seed
germination.

* Broad-spectrum preemergent
herbicides offer the benefit of not
having to carry additional
herbicide products, which reduces
mixing and application time.

* Preemergent herbicide
application is generally
considered the most effective
and least costly means of weed
management.

* When the turf is well established,
a preemergent herbicide should
be used to provide broad-
spectrum seasonal weed control.

* The product should be labeled
for weed control on ornamentals
and offer the assurance of

minimal off-target plant damage.

BROAD-SPECTRUM
PENDIMETHALIN - IDEAL
FOR ESTABLISHED LAWNS
AND ORNAMENTALS

Two proven, preemergent
herbicide products from BASF -
Pendulum® 2G herbicide and
Pendulum AquaCap™ herbicide -
give lawncare professionals cost-
effective, broad-spectrum control
for turf as well as labeling for use on
ornamentals. Pendulum 2G is two
percent pendimethalin and gives
lawn care professionals application
flexibility with its granular
formulation. Pendulum AquaCap
delivers the pendimethalin active
ingredient in an aqueous carrier,
while encapsulated by a water-based
formulation. That formulation

allows it to deliver
virtually no odor,
reduced staining,
increased ease
of handling,
mixing and
cleanup, and
improved 4
storage
stability.

Pendulum 2G
and Pendulum
AquaCap are safe for

ornamental beds when applied over
the top or at the plant base, and
both formulations are approved

for use on a broad spectrum of
ornamentals, including more than
95 varieties of shrubs, 100 types

of trees, several ground covers,
perennials, established bedding
plants, wildflowers and ornamental

2rasses.

For ease of application, the granular
Pendulum 2G formulation requires
no product mixing, less equipment
loading, decreased cleanup and
flexible spreading options, including
compatibility with push, handheld

and chest spreaders.

@.

Regardless of the formulation,
the active ingredient,

« pendimethalin, provides

.'_. proven control of the most

troublesome turf weeds,

including crabgrass,

goosegrass, oxalis, henbit,
spurge and 40 other
broadleaf and grassy
weeds.

In addition, both
pendimethalin-based products
offer greater control of winter annual
and biennial weeds when applied as

part of a split application or a fall
preemergent herbicide offering.

SPLIT PREEMERGENT
APPLICATION FOR EXTENDED
CONTROL

With residual preemergent control for
two to four months, both Pendulum
2G and Pendulum AquaCap provide
very cost-effective herbicide solutions.
They also give lawncare professionals
the ability to offer their customers a
value-added service in the form of a

split preemergent herbicide application

for extended control of crabgrass




and other aggressive weeds that

can invade a lawn during the hot

and dry summer months. This

split Pendulum application could

be bundled with an ornamental
application for established bedding
plants that will help reduce customer
yard work while increasing their

satisfaction with your added service.

WEED AND FEED IN LATE
SPRING AND EARLY
SUMMER

Another option that has proven

very effective in controlling weed
germination while strengthening
turf is the use of pendimethalin

on a fertilizer carrier during the
spring and early summer. Lawncare
professionals can prevent the
invasion of crabgrass and other
annual grass weeds through a
combined pendimethalin/fertilizer
application since most annual grass
weed seeds germinate in the top
half-inch of the soil and the fertilizer

will help develop a thick canopy that &

will shade the soil and discourage
germination and establishment of

weed seedlings.

Combining preemergent herbicide
and fertilizer reduces application
time, minimizes product inventory

and eliminates product mixing.

PUT BETTER SCIENCE

TO WORK

There is no such thing as an
absolute program when it comes
to controlling turf and ornamental

weeds. Knowing weed life cycles,

understanding conditions that favor
weed growth, and applying the
science of better products will give

lawncare professionals a competitive

advantage since weed-free turf
means fewer profit-draining call-
backs. By taking the time to discuss
your strategy with customers and
by teaching them the basics, you

can help set conditions for success

‘,

COMBINING
PREEMERGENT
. HERBICIDEAND
FERTILIZER REDUCES |
APPLICATION TIME,

- MINIMIZES PRODUCT.

INVENTORY AND
ELIMINATES -

- PRODUCT MIXING.

A o

between scheduled services while

creating greater service satisfaction

and customer loyalty.

For recommendations on application
timing and specific usage directions
and rates, please refer to the

product label. For more information

on Pendulum or Pendulum
AquaCap products, visit
www.turffacts.com to locate your
local distributor sales representative
or your BASF sales specialist.

Always read and follow labe! directions.
Pendulum is a registered trademark and AquaCap Is a trademark
Al rights reserved. APN 06-14-002-0035

of BASF. ©2006 BASF Corporation.
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Always read and follow label directions.
Pendulum is a registered trademark and AquaCap is a trademark of BASF.
© 2006 BASF Corporation. All rights reserved. APN 04-14-194-0028
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Put an End

to Customer Callbacks.
Install Hunter.

There’s nothing worse than an angry customer. Going back to replace bad products
again and again can cost you time and ruin your schedule. It can cost you money with
downtime from paying jobs. Worst of all, it can cost you your reputation,..when word

gets out you use inferior products, who’s going to give you a recommendation? Install

Hunfer

The Irrigation Innovators
www.HunterIndustries.com

the products you can count on from Hunter, the

quality leader in irrigation. Both you and your

customers will be happy you did.
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Hunter Industries, says homeowners
should consider irrigation as a way to
protect an investment.
home customers spcnd $30,000 to
$40,000 on landscaping on their
property lmt they don't get an irriga-
" Carowitz says.
benefit of irrigation is really an insur-

tion \\\Icm.

ance policy.”

[rrigation installation, Krieger
says may help save some homeowners
money on their water bills. “If a client
has not watered his lawn for many
years, he will spend a lot more on
water than he ever has,” he says. “On
the other hand, if the client is over
watering, he has wasted water and will
spend less.”

“Many times

“The

100 - 1200 GAL
JET AGITATION

also available

MECHANICAL AGITATION
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Toe LEADER IN SERVICE SOFTWARE

CLIP Propucts cAN HELP YOU BE THE LEADER IN YOUR INDUSTR)

qCLIP is the result of combining the latest
technology from QuickBooks™, the latest
mobile and GPS technology along with the
years of experience and development in CLIP.

qCLIP further enhances the capabilities of your
favorite accounting program by adding customer
management, routing, scheduling of jobs, § per
hour tracking, cell phone integration, GPS
integration and much more. If your company is
set up in QuickBooks™
automate some of its operations, gCLIP is an
ideal companion. All of your billing and business
functions will still remain in QuickBooks™

CLIP has its roots in the green industry and we
understand your needs.

and you would like to

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

www.clip.com
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The notion that an irrigation
system will end the customer’s days of
over or under watering is a powerful
selling point, Krieger says. “People
want a nice, green lawn,” he explains.
“And they don't have time to do it
themselves.”

A properly watered, attractive
landscape also adds to the property
value, making the initial investment
justified, Magner says. While the
quality of the product installed and
the quality of the design are factors,

a well-maintained system can last

at least 10 years, he says. And, even
then, only small repairs may need to
be made to keep the system opera-
tional, he says.

In fact, some regions of the
country require water conservation
and there are limited windows during

A big mistake
landscape contractors
make is not Ietting the
homeowner talk enough.
Remember to ask
questions to clarify

the customer's

expectations.”

- Jeft Carowitz

the day when watering is permitted.
An irrigation system operating during
designated watering times, especially
if the customer can't be there, is a
major incentive, Magner says.

For example, in Wisconsin last
year, the region’s drought and the
dismal condition of plants drove
Acme’s irrigation system sales. “People
couldn’t keep up with their hoses,”
Laur says. Most of the area has a
plentiful water supply, so conserva-
tion wasn't an issue. Residents wanted
to make sure that water supply was

|
mahd scape
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getting to their lawns and not burn-
ing them out in the process. “They
w.\n(cd systems so (hc}' didn’t have to
water anymore,”
Not only does irrigation provide
enough water, but also it can keep
the homeowner from over watering,

he says.

A contractor installs a controller for a residential irrigation
system. Photo: Rain Bird

which kills plants. But only a properly
designed system with rain censors
and proper scheduling can lead to an
efficient irrigation system, Laur says.

DRIVING THE SALE HOME. A
key to selling irrigation systems is

to first sell the company, many
landscapers say. Showing the
customer you have unmarched
service boosts their confidence.

“Most contractors are correct
in selling themselves and their
capa abilities w ay before xcllmb a
brand of irrigation equipment,
Carowitz says. Ultimately,
prospective customers are most
concerned with the contractor’s
reputation, he says.

An irrigation contractor’s
Chﬂnccﬁ ()l- \V()()ing a customer
depends on a solid first impres-
sion, says Robert McCarthy,
owner of Artistic Irrigation in
Woodbury, Conn. “Presentation
goes a long way,” he says, add-

SprayHeads
1804 body......$ 1.50

1812 body......$ 6.75
Std.Nozzles....$ .90
Adj.Nozzles....$ .95

Buy the Box or Bag

DV Valves
100-DV & DV-SS........ $11.75
100<DV-MB..........c0000 $12.50
100-DVF & DVF-SS....$ 12.75

FREE
Shipping Order By 1 p.m.

SHIPS SAME DAY

M-F 7:30-5 SAT 8-172¢fc

Twﬂxt
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TURBO TURF

H YDRO SEEDINB S YSTEMS

. Grow great lawns in half the time.
* Fast and easy one man operation.
* Greaf power & precise trimming.

Call us for a FREE video & info pack!

TURBO TECHNOLOGIES, INC.

1500 FIRST AVE, BEAVER FALLS, PA 15010
800-822-3437 www. TurboTurf.com

ing a representative in neat clothing
and clean shave gets the prospective
client’s attention.

During the sales process, contrac-
tors should ask the homeowner what
he or she is looking for and then
just listen, McCarthy says. Carow-
itz agrees, and adds, “A big mistake
contractors make is not letting the ho-
meowner talk enough. Ask questions
to clarify the customer’s expectations.”

From the initial contact through
to the sale, Steven Krieger’s ream
takes the time to answer any customer
concerns. They review the property,
find out what the homeowner is look-
ing for and then design the system,
says Krieger, president of Water Tech
Irrigation in St. Louis.

After custom designing a system
for a client, Water Tech sales personnel
prepare a proposal package and pres-
ent it to the homeowner. “We'll spend
whatever amount of time necessary
to answer all customer questions and
ensure that the homeowner under-

500 GALLON
QUNITS FROM
‘&s 4795.00
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stands whar our system will do
for them,” Krieger says, adding
that they shy away from high-
pressure sales tactics.

It’s important go above
and beyond when formulat-
ing proposals, McCarthy says.
Because the client may be get-
ting estimates from multiple
contractors, he tries to stand
out by creating a full blueprint
of the irrigation system. He
tries to further wow them by
including informarion about
the associations he and his
contractors are members,

square feet. He admits the prices
are 20 to 50 percent higher than
the competition’s prices, but the
level of service and product quality

warrants it.

With this strategy, Water-Tech
has enjoyed a steady 10 to 15 per-
cent growth for the past eight years.
They accomplished this by focusing
on aspects other than growth. “Ser-
vice is No. 1 if you want to remain
viable and profitable,” Krieger says,
adding that word-of-mouth refer-
rals have been one of their greatest
publicity-getters. “The only thing
thar gets around faster than good

McCarthy gives his clients
a few days to review his pro-
posal and places the follow-up
call around the fourth day.
“That goes 100 miles,” he says. “They
have three estimates on the table.
They might as well put them on a lazy
Susan, spin it and stop it and go with
that contractor. Burt if I'm the first to
call, I have a berter chance.”

UGLY SPRINKLER

Get them off and keep them off with professional
irrigation treatment systems featuring

RID ORUST

Call for an information package, including a
FREE product sample:

1-800 - 347-7487

www.ridorust.com
www, americanhydro.com
e-mail; info@americanhydro.com
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Landscape contractors install irrigation piping on a jobsite.
Photo: Hunter Industries

SELLING CONTINUED SERVICE.
Krieger says his solid reputation helps
sell systems at the price he wants. He
charges around $4,500 to $5,500

for an average subdivision residence,
which measures 10,000 to 12,000

word about a company is bad word
about a company.”

Acme’s 50-year history and reputa-
tion also give them some leeway
with charging customers. “We're not
generally the lowest bidder, but people
still want us because we've been there
before,” Laur says, adding that he still
has to be somewhat competitive in
pricing his irrigation services.

Efficiency / Reliability

Mixing & Dispensing Systems Large or Small

« Fill trucks faster

. Uniform fertilizer
& chemical mixes

- Save on the
chemical usage

Sotera Systems

For mini bulk

Pump & Meter Kits tanks & drums

¥ MS460 #MS 39 1 Galion
# MS 35 1 quart
3
€l CHEMICAL P.O Box 1307

CONTAINERS, INC. Lake Wales, Florida 33859

1-800-346-7867

Specialists in Liquid Handling Products & Equipment
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A Superior 3/4" Rotor
Comes with a Price...

List Price $ 1350

Rain Bird® 5004 Rotor

- ...a Lower One.

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

List Price $ 1 5 90

Rain Bird" 5004 Plus Rotor

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

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

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

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

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

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

Ran R BIRD

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

In one efficient
RotaDairon® Soil Renovator”
accomplishes other
machines only claim to do:
save you time and money.

pass, the
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Take
care
of your business.

The RotaDairon® vertical cut
dethatcher performs double duty
as both a dethatcher and spiker.
Its flexibility and patented blade
fitting/removal system make this
machine a musthave for
maintenance.

@

mge-dairon.com

turf

For more information,
call 800.554.4863,
fax 570.602.3053
or email rotadaironemrex@aol.com.
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! mart" controllers are becoming a hot item in the industry,
with several manufacturers pushing them. Jeff Carowitz, vice

president of marketing at Hunter Ir

and automatically adjust to preven

they are.
The national initiative started i

"SWAT" link.

ndustries, says more states are

requiring this type of system because they promote water efficien-
cy. The controllers measure the evapotranspiration rate of plants

t over or under watering.

The new technology can be confusing for irrigation contrac-
tors who are still getting used to rain sensors but want to sell their
benefits to customers. The Irrigation Association, through a new
program called Smart Water Application Technologies, offers help
with ratings on various brands of equipment and how efficient

n 2002 and the testing began

in 2004. The resulting ratings can help to give customers and
contractors alike a handle on the equipment and its effectiveness.
More information can be found at www.irrigation.org. Click on the

To maintain his company’s image,
Krieger deals with customer service
“the good, old-fashioned hard way”
by taking on every inquiry on an indi-
vidual basis. “There’s no substitute for
personal attention,” he says.

Staying in touch with existing cus-
tomers helps retain them, Laur says.
Maintenance is obviously important
100, he says. “Systems do need ro be
maintained,” he points out, adding
that bi-annual maintenance is a must.

Likewise, be alert of custom-
ers building decks and pools after
irrigation systems have already been
installed on the property, Laur says.
This alters the landscape and causes a
need for an irrigation system revamp.

TOUTING TECHNOLOGY. Some-
times, the customer is sold on the
gadgets designed to make the irriga-
tion system more effective. Recently,
these have included rain sensors and
wireless controls. “Residential custom-
ers don’t want something difficult to
operate,” Laur says.

Sometimes the pressure level, or
psi, of a system is too high, which can
waste water, Magner says. “For every
5 psi reduction in the system, there’s
a savings of 7 percent on average,”
he says, adding thar the right type
of nozzle can allow the optimum

pressure level. Another water saver

is a drip system, which takes water
straight to the plant’s root zone. Cus-
tomers can realize a 70 percent savings
with this system, Magner says.

Rain sensors are becoming more
common on irrigation systems. They
have been required in some states and
proposals to do so have been made
in others. McCarthy, who deals with
warer Conservation issues, says rain
sensors can be a selling point.

If these aren’t sophisticated
enough, new “smart” devices take irri-
gation and efficiency to the next level.
Chris Manchuck is vice president of
business development at HydroPoint
Systems'in Petaluma, Calif. He says
some irrigation product manufactur-
ers are designing technology that goes
into several brands of “smart” control-
lers. These controllers have the ability
to change daily based on the weather,
Manchuck says. They use a daily local
weather station from the national
service to adjust the system’s schedule
and compensate for whatever Mother
Nature might bring,

No matter what type of technol-
ogy is used, there’s no substitute for
expertise and planning. As Laur says,
“You could take the same product
and install it wrong and have a bad

system.” (il

lawn & lanascape apn| 2006

Www, awnandlandscape‘(om



http://www.irrigation.org
mailto:rotadaironemrex@aol.com

LFSRY
s L
b A total of 6 different modules for optimum
flexibility. Choose from 4 or 8 stations, with
standard, high surge or high surge with flow
monitoring.

"
o

@ The Toro Company
LS. Patents 5,956,248
6,459,959 and 6,772,050
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Introducing the
TMC-424 modular

controller from Toro.

From the company that

patented® modular controllers, Toro’s
new TMC-424 offers more features
at a greater value than any other
product on the market.

Ideal for high-end light-commercial
and residential applications, it offers:

* Real-time flow-sensing modules
that can act in response to high-
and low-flow situations

* Accumulative Run Times ‘
by program and by station ,
to ensure scheduling efficiency

* High-surge modules that will
protect the controller in even the
harshest environments

* Weather-sensing ability when
installed with Toro’s new
Wireless Rain/Freeze Sensor

More control. More features.
More flexibility.

For more information on the TMC-
424, call (800) 664-4740, e-mail
TMC424 @toro.com or visit www.
toro.com

'IORQ Count on it.
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urf seed breeders are working ever diligently, bringing new

. But is the grass

— Kx]’ -

| really greener on the other side? For that matter, is it more heat

k. |
ties rocus on drougnt e : G %
: tolerant? What abour disease resistant?

= e |
}’l(‘di and shade tolerance

Breeders acknowledge turf traits as of late extend beyond
just color or cut. Today, environmental concerns — and the

consuming public — are increasingly providing the impetus for
the numerous characteristics new blades must include, such as
greater heat and shade tolerance, increased disease resistance, as well as durabil-

ity and erosion control.

TURF’S INCREASING TOLERANCE. According to Russ Nicholson, agrono-
mist for Pennington Sced, Madison, Ga., water quality is currently a critical
issue. “More and more cities, golf courses and municipalities are being asked

to use reclaimed water, which isn't ideal due to minerals and salts. The heavy

metals have been cleaned out of the water, but new turf varieties need to be

resistant to higher salinity levels.”
Salt can adversely affect soil structure and lawn aesthetics. Further, grass

Photo: Dreamstime
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WHEN MY CREWS AND
CUSTOMERS ARE HAPPY, I'M HAPPY.

‘VERSA-LOK is my crews' first choice in retaining walls. Not only are they
easy to install, but they're easy to modify on site so that any design challenge
can be met without the need to order special pieces. Also, VERSA-LOK's solid-
unit durability makes it less susceptible to damage before, during and after
construction. So when the phone rings, my customers are calling for new
work, not repairs. I eliminate headaches by including VERSA-LOK walls in
my bid packages—and it helps me build a better bottom line.”

For more information on how VERSA-LOK can help you be more profitable,
call (800) 770-4525 or visit www.ersa-lok.com

VERSA-LOK"

Retaining Wall Systems
Solid Solutions’®
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subjected to high salinity levels in irrigation water may suffer
root damage, resulting in increased drought-kill susceptibility
and crown and root disease problems. Choose varieties of peren-
nial ryegrass, fine fescue, tall fescue, wheargrass and alkali grass
to combat water quality issues. Moreover, contractors should
remind consumers to check their irrigation water for sodium,
avoiding a sodium absorption ratio (SAR) exceeding 10.

Wayne Horman, director of seed sales and marketing, The
Scotts Co., Marysville, Ohio, cites new heat- and shade-toler-
ant Kentucky bluegrass varieties as significant improvements
over older varieties. “Bluegrass in itself has limited shade and
heat tolerance,” he says. “But newer hybrids can take the hear
and the shade,” which, he says, was previously a problem with
bluggmsscs in the transition zone (from approximately Cincin-
nati south to Atlanta). The heat tolerance of ane new line of
Kentucky bluegrass is the result of a cross with Texas bluegrass.

Another benefit of new Kentucky bluegrass varieties is its
rhizomatous nature. One new example has almost 90 rhizomes
(underground stems) per square foot, the underground stems
sending up a shoot to the soil surface while extending new roots
downward to allow the grass to repair itself, spread and thrive.

“And newer crosses have led to better seed yields, but there
are some cons that come with the pros — bluegrass takes longer
to germinate than tall fescue,” Horman says, with the former
taking 10 to 21 days, while the latter takes seven to 10 days.
“Then again, you can apply a mix of tall fescue and Kentucky
bluegrass and address both issues.”

THE BLEND TREND. Indeed, the blend trend was mentioned
by numerous seed breeders as a best-of-both-worlds solution
when one variety falls short. By definition, a blend is the result
of two grasses of the same genus joining, which provides a
smooth, even turf. A mix, ﬁ()wcw:r. blends species. Says Paul
Albright, Albright Seed Co., Carpentaria, Calif., “Why not
mix species and take advantage of the larger differences? That’s
the entire concept behind grass mixes. An example that makes
the point is the popular mix of ryegrass and bluegrass. The two
species are significantly different; perennial ryegrass is a bunch
grass. This means that if a spot of ryegrass turf is damaged, it
can be repaired only by reseeding. Conversely, bluegrass can
self-repair a damaged spot because it is a rhizomatous grass.”
The combination of both species, Albright says, leads to a tough
but beautiful rurf.

RESISTING DISEASE. Discase concerns are an oft-mentioned
influence in the advent and popularity of new varieties. Specifi-
cally dominant: gray leaf spot and brown patch. The former,
caused by the fungus Pyricularia grisea, mainly affects ryegrasses
and rall fescue, thereby necessitating grearer disease resistance in
these turf types. T hough it’s been common in Southern states
for years, recent infections have been found as far north as Long
Island, as well as in Pennsylvania.

According to the Cornell Plant Disease Diagnostic Clinic,
gray leaf spot typically occurs during August and September,
when conditions favoring infection include hotter day and night
temperatures and high humidity. This prolonged wetness causes
gray to brown lesions and creates a “felted” look to leaf blades.

“Disease resistant varieties are needed because of epidemics
like this,” says Nicholson. “Gray leaf spot can wipe out entire
lawns. Consumers are unhappy when the contractor is going in
and reseeding every fall, especially because that's when grass is
most susceptible to gray leaf spot.”

Similarly, brown patch is a fungal disease that presents a
challenge to both turf managers and homeowners. Caused by

lawn & landscape april 2006 www.lawnandlandscape.com
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[t's All About The Company You

The company you keep says 4 lot about you, the
quality of your products, the service you give your
customers and your objectives as a growing business.

At Southwest Greens, we're proud of the company we
keep. Since 1997, we have established an interna
tional network of top flight franchises that lead the
industry in the sale, design and installation of
championship-caliber premium golf greens and other
premium synthetic surfaces. Our expert knowledge
and commitment to quality has attracted the finest
professional golfers in the world

Tour golfers like Vijay Singh, Sergio Garcia, Jim Furyk,
Hale Irwin, David Toms and Chris DiMarco have
selected Southwest Greens to custom design and install
sand filled golf greens at their homes.

SOUTHWEST

Putting Greens « Synthetic Grass « Play Areas

Visit us at www.SouthwestGreens.com
or call us toll free at 1.877.260.7888

Southwest Putting Green Technologies, Inc., 8535 E. Hartford Dr., Suite 105, Scottsdale, AZ 85255

Nicklaus Design recently chose Southwest Greens to
work with its design team to offer a premium line of
golf greens. And, our acclaimed Envy Lawn turf
products are some of the best in the industry.

Southwest Greens is pleased to offer a limited number
of franchise opportunities to individuals and
companies who share our drive and commitment to
quality. We offer exceptional corporate and technical
training and national and local marketing support.
And, we have an extensive network of vendors,
suppliers and other franchise owners who can help you
succeed at Southwest Greens.

Join a company that cares about the company it keeps.
Call Southwest Greens today at 1-877-260-7888. We
look forward to hearing from you.

we
~

GREENS
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Jim Furyk endorses and practices on
Southwest Greens' Putting Surfaces

“With the quality of product they
have (o offer, a support system thal
is incredible, the endorserments, and
the professionalism and integrity of
Southwest Greens... it's the best
investment we could have made.’

Southwest Greens Sacramento —
Cottage Landscaping

SWG" has ereated 2 support base
that ensures each dealer that they
ane never alone in their quest for
suceess... from the extensive training
of our installation team. o the daily
accessibility of (iu~ management
miswer any and all questions.™
Soumwest Gneens Long Island —
Island Hardscaping

“Southwest Greens impressed me
from day one by doing something
s simple s doing what they sav
they will do! That is the way I'do
nt o affiliate
with people like that

Southwest Greens Houston

business and Tw
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Rhizoctonia solani, brown patch occurs
in fall with the onser of slightly cooler
temperatures and wetter conditions.
Says Texas Cooperative Extension
Turfgrass Specialist Richard Duble,
on warm-season turf, the disease
manifests itself as a circular pattern

of brown grass with a yellowish ring
of wilted grass at the perimeter of the

> > >

diseased area, On cool-season grasses,
dark green, water-soaked circular
patches appear that leave grass wilted
and light brown.”

Doug Brede, research director and
operating officer of Simplot/Jacklin
Seed, Post Falls, Idaho, says the big-
gest breakthrough in bluegrass in re-
cent time is the emergence of excellent
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Stake Sides

Pla!loun Toolbox Combination

from any side
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www.readingbody.com
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resistance to bluegrass’ common cold:
brown patch. “Over the years, one

by one, bluegrass' disease problems
have been addressed and conquered
by breeders. First it was leaf spot, then
dollar spor, stripe smut and necrotic
ring spot. These new blu%msus are
showing marked progress in reducing
the incidence of rust disease among
elite Kentucky bluegrasses.”

Generally speaking, a longer-
term advancement, according to the
College of Agriculture & Natural
Resources at the University of Mary-
land, comes in the form of fungal
endophytes, typically in rall fescues,
which provide numerous benefits.
Endophyte strains are currently being
tested in various tall fescue cultivars.
Thus far, their presence is proving
to provide better disease resistance,
improved drought tolerance through
better root development and water
conservation in the plant, tolerance to
some pests, improved nitrogen uriliza-
tion and greater seedling vigor.

In terms of emerging trends in
advancements, Brede says varieties
will begin raking on a more regional
fHavor. “For example, we'll see truly
Midwestern varieties that do only
so-so elsewhere. This will require an
added level of buying sophistication
among the landscape trade to discover
these rcgmml gems. It won't be as easy
as viewing one column of numbers,”
he says, referring to national tcsnn;,
programs that yield “nationwide”
varieties — a prohluu because few
landscape companies have a nation-
wide scope.

IMPROVEMENTS ABOUND, BUT
AT WHAT COST? At what costs do
these advancements come? When
looking at the cost-benefit analysis,
the consensus is that consumers are
willing to pay for “new” and the
quality that comes with it. When
asked whar percentage increase turf
seed improvements commanded, seed
companies offered a vague-but-realis-
tic, “This is best determined by what
it replaces or what is displays in reduc-
ing labor or inputs — water, plant pro-
tectants, etc.” to the straightforward,
“Just less than 5 percent.” Bur it was
agreed that the end-user pays for it.
Says one breeder, “The cost is minurte,
and it trickles downhill, so the end-
user always pays for it.”

Consumers accept these costs
because they’re aware of the benefits
they're receiving. Extending beyond
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Oregon Cutting Systems is
proud to present the Fusion™
blade, another innovation in
cutting, from Oregon®. The
exclusive electrofusion tech-
nology creates an ultra-hard
layer at the blade’s cutting
edge, which means that the
blade remains sharp and
continues to give a clean cut
far longer than any blade
you’ve ever used before.
Along with R50™ hardness
throughout the blade, this
makes Fusion™by Oregon®
the natural choice for pro-
fessionals and homeowners
who insist on extreme per-
formance from their mower.

www.oregonchain.com/oep
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the industry, beyond breed-
ers, distributors and landscape
contractors, is the fact that
consumers are knowledge-
able. Each breeder cited that
it wasn't necessarily competi-
tion, but the consumer, who
spurred advancements.

“The popular varieties
are that way because con-
sumers stated precise needs,
and seed companies satisfied
those needs,” Nicholson says.
“People will always be looking
for ‘new.” They want some-
thing that can rake fertilizer in
the middle of summer, or they

want a Kentucky bluegrass they can
enjoy earlier in the spring and longer

in the fall.”
Keep in mind, however, that
consumers still keep aesthetics in

mind. The greener the better, as Brede
says we'll see in the coming months.
“When the last batch of perennial
ryegrasses debuted in the late 1990s,

special section - turferass
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Here, a researcher crosses tall fescue plants in a greenhouse
for population improvement. Photo: Simplot/Jacklin Seed

users commented that these were
probably as dark as anyone would
want a turf variety to be. The new
wave of ryegrasses, which should be
available this summer, make the older
generation look pale by comparison.
New varieties are intensely green, and
they'll stay that green nearly all season
long.”

Consumer awareness, indeed,
appears to be on the rise. So how
can landscape contractors keep
abreast of the latest advancements
to inform their customers? “Work
with good suppliers, “Nicholson
says. * We work with the distribu-
tors who call on the local suppli-
ers, s0 we make sure our distribu-
tors pass on the correct informa-
tion. That way, when a contractor
tells the suppliers they have a
problem, the supplier knows spe-
cifically how to address it.”

“This question is a huge chal-
lenge for the future,” Brede says
of keeping the industry informed.
“Artendance at university-spon-
sored field days and turf conferences
nationwide is dropping. A few states
have even cancelled their annual field
day or gone to alternating years, due
to lower attendance.” He encourages
seed distributors to start their own
educational programs, which appears
to be a growing trend. 8
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According to turt seed suppliers MV'H'; landscape contractor

top me if you've heard this one: A suburban
woman wants a lawn. She wants her land-
scape contractor to break up the compacted
soil, apply a soil amendment, till and roll
— all before spreading the seed, covering it
with hay, fertilizing and irrigating, Oh, and
she really doesn’t want to pay much for it.
Admittedly, it's not much of a joke — especially to
contractors. Truth be told, seeding lawns requires, on av-
erage, more than an hour of work per 10 square feet, with
sometimes little profit gleaned from the efforts. However,
landscape contractors include work-intensive turf seeding
in their mix because from it they can glean profit from the
add-on services they can sell to these customers, such as
tree and shrub installation and design work.

DOING THE JOB RIGHT. Establishing

a lawn via turf seed means considering

a variety of factors. “Soil analysis and
preparation are the most important con-
siderations,” says Todd Brown, landscape
designer for Barnes Nursery, Huron,
Ohio. “We have to look at the soil types
on each site; a mile down the road, there
might be a completely different type of
soil. If there’s a sandy soil or a clay soil on
the site, we may want ro add an organic
turf blend and repair the soil as best we
can. We till the existing subsoil to abour 2
inches, then we grade the soil away from
the home, removing rocks we find that

lawn & landscape apri| 2006 www.lawnandlandscape.com
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ProScape fertilizers and fertilizer combi-

nation products aren't for everyone.
Fortunately, some of your competition still
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low price. Thats why you're out closing a
referral while they're across town scrambling to
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Innovative nutrient sources like MESA™ give
you more green, faster, and longer than the

competition, with less surge growth. You can

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

reduce nitrogen rates lowering spring disease
pressure, go longer between applications, even
save time and money associated with excess
clippings. All while providing excellent quality
results that your customers will rave about.
ProScape is for serious turf care professionals
To learn more wvisit our web site
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and enter coupon code L12046. We'll send
you a FREE 40 page Agronomy Manual just for
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are larger than 1 or 2 inches.”

Brown continues, “Next, we
do the drop-seeding. Whether
you drop seed with a hand crank,
spreader or scattering, you need
even distribution. A general rule of
thumb is using from 5 to 7 pounds
per 1,000 square feet. When we
drop seed, we put a starter fertilizer
down, though you don't want to
use one that's too high in nitrogen;
you want a fertilizer that encourages
root development and germination.
I'hen, we cover it all with straw,
which acts as a barrier, keeping
animals away and keeping moisture in
the grass \L'L'(l;"

By all accounts, water is often
\\'I\L‘I'C l]\c prn(c.\\ .\uuccd.\ or will\.
An automatic irrigation system that
dispenses a fine mist is optimal, but
problems occur with new construc-
tion when irrigation systems aren' yet
in place. “Thar biggest failure is
improper watering,  Brown says. You

The Mulch Mule is the best

tool for muiching but
did you know...

The Mulch Mule is a
powerful leaf removal
system that's always
ready to go.

ecial section - turforass

can't tell customers to water 15 min-

utes in the morning and 15 minutes
in the afternoon — the weather varies,
md SO d()k\ th \nll SO IIK lx\[ \d\ lg(
is to keep the rtop layer of soil moist.
Because customers often know

that mowing thickens the lawn, they
may be eager to take a mower to their
new lawn. But Browns says contrac-
tors should rell their customers to wait
three to four weeks after seeding, and

mulch
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‘T'w Machine for All Seasons

then encourage them to mow at
a higher setting. After the lawn is
established, set the mower for a
L‘lo.\cr Ccurt,

A lot of people worry when
they see weeds germinating on
says Brown,
noting that weed seeds are always
going to be present in the soil
and germinate upon watering,.
“Tell customers this is normal.
When weeds come up, use a
broadleaf weed control product
and fertilizer after you mow it
three times. We recommend four
applications of fertilizer per year — in
carly spring, late spring, summer and
fall. Some people want a golf course-
looking lawn, so we'll fertilize six to
seven times per year.”

According to a sales representative
from Lowe’s Home Improvement,
North Wilkesboro, N.C., “Begin the

their new lawns,”

Photo: Kuan Chong Ng/Dreamstime

whole lawn establishment process in
early spring or early fall, depending

You will increase your
bottom line, reduce labor,
improve employee morale
and get more
work done for less.

Visit us: www.mulchmule.com
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on whether you're growing cool- or
warm-season grass. When active
growth is about to begin — early
spring or fall for cool-season varieties
and early or mid summer for warm-

| season varieties — begin the project.”

PRICING FOR PROFIT. In terms of
pricing, contractors say the amount

v
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Outstanding national factory sales support
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v
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Call 800-766-VISTA for a FREE product guide,
then visit www.vistapro.com,
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they charge customers for turf estab-
lishment via seed is dependent on the
type of project they're facing, deter-
mining costs on a case-by-case basis.
“It depends on so many variables,”
says Brown. “We deal with a lot of
new construction. Sometimes the
builders leave gravel or other materi-
als in the soil. Sometimes the existing

made in the U.S.A.
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site conditions are poor. Is the yard
wide open? Can we get our tractors
in there? Can we get our grading rigs
in there? Are there trees and other ob-
stacles to get around? These obstacles
would add cost to the project and
raise the price.”

Additionally, grass seed quality
and prices vary, as do fertilizer costs.
Typically, contractors say seed and soil
amendments alone cost, on average,
about $20 per 1,000 square feet.

To be sure, many contractors avoid
language that resembles a “guar-
antee,” replacing it with warnings
that drought, flooding, erosion and
customer maintenance responsibil-
ity offer limited control. In these
cases, re-establishment fees — typically
between $100 and $300 — may apply,
according to contractors.

Contractors say a well-maintained
lawn can add 5 to 7 percent to the
property’s value. But what does it
realistically add to a contractor’s bot-
tom line? Some landscape contractors
admitted that seeding to establish
or renew lawns was a necessary evil
— a means, hopefully, to attracting
add-on business. Others were more
optimistic. “I think the main way that
contractors can increase their profits
on new lawns is to limit callbacks due
to seed establishment issues,” says
Jeremy Husen, marketing/commu-
nications manager, Barenbrug USA,
Tangent, Ore. “If you go with a qual-
ity seed that does as it's advcrtiseg,
the contractor will limit return visits
and save money in the long run. With
a satisfied customer, there’s not too
much need to do a lot with market-
ing, as well. The orders will come in
if the product does what it says and
there aren't issues down the road.”

Brown says of seeding, “We pride
ourselves on putting the whole land-
scape together. The way we guarantee
the lawn is that we want to take care
of it for a year, giving the customer
the first fertilizer application on the
house — then we make them sign up
for three more applications. We're
keeping an eye on them to make sure
they're doing their watering. After
a year, if there are bare spots, for
example, we'll take care of it with-
out cEarging the customer. I believe
it takes a good year to get the lawn
where you want it. We have two crews
that do nothing but lawn work all sea-
son long. It's a very profitable service

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

conquer any condition. Its new TURBO FORCE™ deck features a unique no tools
adjustable front baffle. Open it wide to conserve power and increase mowing speed.
Close it down for micro-sized particles and maximum discharge velocity. Or choose the
perfect in-between setting in just seconds. Rugged? All Z500 Series decks have 5.5" deep,
high-strength, 7-gauge steel construction top to bottom. Plus the industry’s largest
cast iron spindle assembly with tapered roller bearings. To learn more, contact your

Toro landscape contractor equipment dealer or visit toroZ500.com.
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Executed properly.
i ]
overseeding can be a

quu;L way to make a proh(.

A spinner top dresser delivers seed to the turf, Photo: Turfco

on't let a lawn’s mold or thatch problem cost you

more time or money than necessary. Overseeding, the
practice of planting seed in an established lawn over or
through the canopy of grass already in place, gets the
turf to its best form without tearing out the client’s
entire lawn.

“Opverseeding is nothing more than no-till farming
on a home lawn to plant grass seed,” explains Bob
Brophy, director of lawn products for Minneapolis,
Minn.-based Turfco, a seeding equipment company.

Dan Setlak, owner of Heartland Lawns in Omaha, Neb., has been offer-
ing the service all 16 years he’s been in business. And of the lawn care services
Heartland offers, overseeding ranks about third or fourth in terms of revenue.

Jody Gibson, general manager at Nair's Lawn Care, Medina, Ohio, is also
aware of the overseeding advantage. Nair’s has offered overseeding throughout
its 20-year history, although the service order isn't always welcome. “Usually,
if we have to go back and overseed, it means something went wrong,” he says,
adding that the plus side is it’s profitable because the crews can get the job done

fairly quickly.

lawn & landscape
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DETERMINING NEED. While land-
scape contractors choose to overseed
for any number of reasons, damage

of some type is often the culprit. For
example, insects and mold account for
95 percent of the damage to North-
east Ohio lawns, Gibson says.

When thatch — the dead, dry top
layer of soil — plagues a lawn, it creates
an ideal candidate for overseeding,
Brophy says. He suggests giving the
lawn a thatch rest to determine if
thatch is the problem. “Walk across a
lawn with hard-soled shoes,” he says.
“If it feels spongy, chances are there's a
thatch problem.”

Brophy recommends taking a core
sample from the soil with a pocket
knifg. If the thatch is 3/8 inch or
thicker, the thatch should be removed.
The easiest way to remove it, he says,
is with a mechanical dethatching
machine. A vacuum mower will pick
up thatch as well, he says.

Most of the time, overseeding
can salvage a lawn. But some lawns

devolve to the point where they need
to be completcfy overhauled. What
constitutes the point of no return
depends on who you ask. Some lawn
care professionals, such as Brophy,
say ifP a lawn is more than 50 percent
weeds or damage, it may be time for a
fresh start.

Gibson, however, says a lawn can
be salvaged even if it contains only 10
percent good grass. However, there are
some more dismal situations that war-
rant a fresh lawn start. “Some fungus,
like pythium blight, can wipe out an
entire lawn in a couple days,” he says.

Once overseeding is determined
as the course of action, additional
planning is needed. Different climates
create varying turfgrass conditions,
and the ideal time to overseed changes
with each individual region. It’s best
to consult with a turfgrass specialist in
the region to determine the best time
to oversced, Brophy says.

The best time to plant grass in the
Oklahoma area is early fall, taking full

Have you tried

advantage of the spillover of summer’s
warm days and the start of cool
nights, Brophy says. An added advan-
tage, he says, is weeds grow poorly in
that environment.

In Northeast Ohio, Gibson prefers
to overseed in the spring before the
sun is too overbearing. It can be ef-
fectively done in carly fall as well, he
says, but the customer won't see the
results until early spring. In addition,
there may be additional snow mold by
springtime, which would all bur erase
the fall overseeding, he says.

Spring is another optional time
for overseeding, Setlak says. How-
ever, landscape contractors must be
cautious of the fertilizer used because
spring is when fertilizers blended
with preemergent herbicides are used.
These products have been designed
to stop the germination of weeds,
such as crabgrass, but they've been
found to hamper the growth of grass
seed as well. “If you decide to seed in
the spring, use a good quality starter

Our Formula

For Preemergent Success?

Now That's A Change For TheBetter.
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fertilizer that’s low in nitro-
gen and high in porassium,”
Setlak says.

Overseeding in the south
is less common than it is in
the north, says Eve Keller,
sales and marketing manager
at Herbi-Systems in Bartlert,
Tenn. By trial and error,
lawn care professionals at
her company overseed with
fescue grass in the fall after
acrating the area twice. The
fescue is able to survive even
in the shade, making it more
likely to hold up during that
time of year, Keller says. In the sum-
mer, Bermudagrass is planted during
overseeding because “Bermuda repairs
easily,” Keller explains. “Fescue does
not.”

Landscape contractors should keep
in mind thar fescue will likely need
to be repaired or reseeded every year
or every other year, Keller says. Plus,
it remains green while other varieties

-~

BetterSolutions.

An overseeder creates slits in this turf to help achieve seed-to-
soil contact. Photo: Turfco

of grass go dormant during colder
months, which could cause imbalance
in a lawn.

A CHANGING PRACTICE. Advance-
ments over the years have helped ease

landscape contractors’ workloads and

increase productivity. From the 1940s
to 1960s, contractors used rototillers

to tear up the lawn and stir the soil.

“However, it’s just not cost effec-
tive and in the lawn care industry
when you want to make money,”
Brophy says. “If you spend 40
hours doing this, you're not going
to make money.”

In the 1950s and 1960s,
landscape contractors removed
sod cores in the lawns or use a
rototiller in a practice similar to
plowing a field. Now lawn care
professionals use machines that
cut the work time drastically, al-
lowing them to tackle more than
one job in a day.

One of the best methods,
Brophy says, is to use an aerator to
put holes in the ground. There is
also a slit seeder thar slices a lawn in
several places.

When aerating, Brophy recom-
mends creating at least 12 to 14 holes
per square foot. “That gives you a lot
of holes and a lot of compaction re-
lief,” he says. It also brings soil to the
surface, inviting new roots to grow.

Crabgrass Control In Bermudagrass'
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1. Okiahoma State University, 2004, Evaluated 168 days after first application in March. Partial Data Shown
2. North Carolina State University, 2003. Evaluated 145 days after first application in March. Partial Data Shown
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The seeding operation can then
start. Most landscape contracrors
agree the most important step is

etting the seeds where they need ro
be. “Seed-soil contact is paramount,”
Brophy says. “The grass seed has to
get down to the soil within the first
48 hours.” If the seed starts to germi-
nate before the roots are able to get to
the soil, the plant will die, he says.

There’s more than one way to
achieve seed-soil contact. The seeds
can be spread using a seeding ma-
chine, such as a slicing overseeder, or a
seed broadcaster after using a verticut
machine.

This is where landscape contrac-
tors say it's important to make sure
the seeds make contact with the soil.
It must get through the canopy and
NOt just rest on top.

Running a sprinkler on the lawn
can be effective because the water will
wash the seeds to the lowest points,
which in this case are the holes or slits
created in the turf.

Gibson is a fan of hydrosceding,
where water, fertilizer and seeds are
combined in a tank to create a green
substance sprayed onto the lawn.

Hydroseeding is only done after
the soil is loosened in some way.
However, Gibson prefers hydroseed-
ing a lawn with bluegrass because the
root system can repair itself. Also, he'll
use bluegrass to overseed a ryegrass
lawn to improve upon the lawn’s
thickness. Gibson, like others, un-
derstands the importance of seed-soil
contact.

But the job isn't done when the
seeds hit the soil. “One of the critical
issues people tend to overlook is after
care,” Brophy says. “You can do the
best job seeding, but if you don't take
care of it, there will be no lawn.”

It's important that the seeded area
does not receive direct sunlight for the
first couple of days because the sun’s
rays can overwhelm the seedlings. Wa-
tering the seed into the soil is crucial
in the early days, as well.

A Change For The

SEEDING SALES PITCH. It’s usually
not difficult to convince customers
to overseed their lawns, Gibson says.
“It’s usually pretty easy because their
grass looks pretty bad,” he says, add-
ing most ofP(heir overseeding business
comes from customers who call for an
estimate, not from a sales pitches.
Heardand charges $8 per 1,000
square feet for overseeding and $12
per 1,000 square feet for double over-
seeding, with no minimum charge for
either service. For customers clueless
about the procedure, Setlak recom-
mends a routine overseeding. “It’s a
good idea every three or four years,
whether it’s needed or not,” he says.
“Grass is a plant — it does ger old.”
Those who have ordered the
service may not like the look of their
yard for a few days following the
overseeding procedure. “It makes an
ugly looking mess for a week or so,”
Brophy says, adding clients eventually
come around when they see the end
result — a lush, green lawn.

We Don’t Make The Turf.
We Make It Better.”

The active ingredient has been a trusted tool in
lawncare for years, but now we've made Pendulum®
AquaCap™ herbicide easier than ever to handle,
mix and clean up — delivering superior control with

reduced staining potential and virtually no odor.

1l
Find out more: turffacts.com
Find a distributor: 800-545-9525

BetterTurf.

BASF

The Chemical Company

Always read and follow label directions.
Pendulumis a

trademark of BASF. AquaCap, Better Solutions, Better Results,

Better Turf and We Don't Make The Turl, We Make It Better. are of BASF. B sa
G demark of a Syngenta Group Company. D! is a registered trademark of Dow
AgroSciences, LLC. Surflan is a registered trademark of United Phosphorus, Inc.

© 2006 BASF Corporation. All rights reserved. APN 06-14-194-0002A
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Tools of the

Nowhere else will you find a better and more complete resource for the lawn & landscape
industry than L&L Online (www.lawnandlandscape.com) — containing all the tools you need to
succeed! Daily news and commentary. Product information. Message Boards. All these tools
and more can be found on the industry’s leading website. Visit today for ideas and insights into

how to better manage your business.
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|rrigalion Innovation

Get sprinkler-savvy with these irrigation system and installation products.

DIG R600 Series Battery Operated <

Controllers with Remote

» Comprised of a remote control and a 1-,

4-station field controller

» Utilizes two-way communication with verification
» Can communicate with any number of field
controllers from a distance of up to 150 feet

within line of sight

» Boasts a wide selection of program options and

start times

» Standard features include budgeting, the ability to
stack programs to prevent hydraulic overload,

rain-off and fertilizer programs
» DIG Corp - 760/727-0914,
www.digcorp.com

Circle 200 on reader service card

Ditch Witch RT36 and ‘
RT40 Trenchers

» Designed for quick install of water lines

o Upgrades of the 3700 and 3610 trenchers

o Equipped with quiet, clean-burning,
2004-compliant Deutz engines

« Feature more user-friendly
operator stations

« Ditch Witch — 580/336-4402,
www.ditchwitch.com

Circle 201 on reader service card

2-or

« Designed to help users save up to 30 percent more water

» Digital display includes a sensor status meter, signal
strength bar and low-battery indicator

+ Equipped with a maintenance-free sensing disk and a
UV-resistant covering and 25-foot cable

» Toro - 909/688-9221,
www.toro.com

Circle 203 on reader service card

compiled by heather wood

HydroPoint Data Systems
WeatherTRAK ET Pro

Adds 40 professional-grade
features to its solution

Adjusts irrigation based on
current evapotranspiration data,
received wirelessly daily
Includes 12 to 48 station models
Features integrated flow
management with flow sensing
and leak detection

Seven alerts available for issues
relating to flow, valves, hardware,
communication and scheduling
HydroPoint Data Systems

- 800/362-8774,
www.weathertrak.com

Circle 202 on reader service card

Toro Wireless and Wired RainSensors k] I

lawn & |nnc|scape apnl 2006
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Irritrol MC-E Series Controllers

Hunter ET System
» Upgraded version of the MC

» Designed to continuously calculate the Plus Series

optimum landscape irrigation program » Offers flow sensing and additional
e Meant to be used as an add-on to any new features for commercial

existing Hunter controller equipped with applications

a SmartPort * Has three types of alarms to notify the

¢ Permits installation of an automatic user of an incorrect flow event
irrigation system that automatically > * Available in 4- to 48-station models
resets to on-site weather conditions » Features eight independent programs,
» Conserves water and energy a large dot-matrix display, quick-
based on actual conditions connect/disconnect panel fasteners,
at the irrigated site ™ a programmable calendar and flexible
e Hunter — 919/467-7100, station water times from one minute to
www.hunterindustries.com : 24 hours
Circle 204 on reader service card T —— e lrritrol — 800/883-1234,
€ — www.irritrol.com

Circle 205 on reader service card

SAVE LABOR / SAVE MATERIALS

The 8-30" MP Rotator” product line can lower installation
costs on the next system you design or install. For ex-
ample, the adjustable MP2000 delivers 1/3 the flow of a
15’ spray. So choose: reduce the size of the valves and
piping; or run more heads per zone to reduce the num-
ber of valves, wiring and controller stations required.
Since the flow rate on every MP Rotator automatically
changes whenever the arc or radius is adjusted, nozzle
trees are eliminated — and so is the installation labor.
For more ways to lower your installed costs, visit the MP
Rotator website — www.mprotator.com. Save water,
solve problems.

Lw.uawwasmnmerm Tel:509.525.7660 info@mprotatorcom WWW. . MPROTATOR.COM ¥

USE READER SERVICE # 95
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Kalas Irrigation Multi-Conductor Low
Voltage Sprinkler System Wire

e« 18AWG annealed bare copper wire in direct burial applications :
¢ UL listed product suitable for o Kalas Irrigation — 717/336-5575, ‘g
connecting 24 volt irrigation www.kalaswire.com

control outputs to solenoid valves Circle 206 on reader service card

Rain Master ZipET v

« Evapo Transpiration data collection
TRE N C H and dissemination service

* Users can get site specific daily ET
WARFARE (based upon zip codes) delivered to

any controller location in the U.S.
A full battalion to combat clay,

rocks, roots and other enemies g ;
ing schedules based on ET condi-

tions so only water that has been

depleted from the soil is replaced
¢ Rain Master — 805/527-4498,

www.rainmaster.com

Corona has the m mplete lin

« Automatically adjust irrigation water-.

Circle 207 on reader service card

trenching sho
the nght tool for the job

* TWO HEAD STYLES -
pointed for digging or rounded with deep,
one-inch sides to handle clean-out.

* TWO HEAD ANGLES -
28° - ideal for digging or
35° — ideal for cleaning.

* FIVE DIFFERENT WIDTHS - Rain Blfd
in industry-standard colors to

make your selection easier. Mini-Root and

* THREE DIFFERENT HANDLES - Sthb Root
American Ash wood, solid-core

fiberglass or hollow-core fiberglass. Watering Systems

Each has an extr

strengt h and heavy

e mandeum strecoft « Designed to bypass compacted soil

power. And each one carries a hmned and provide water, oxygen and
lifetime warranty. .

i = nutrients to root systems
Choose Corona v

to get the right shove * Features basket weave canisters

every ime ¢ Mini-RWS is 18 inches tall and

4 inches in diameter, while the
co Ro Shrub-RWS is 10 inches tall and
2 inches in diameter

¢ Said to encourage healthy tree and
shrub growth

; ; » Rain Bird - 800/724-6247,
For more information, visit www.coronaclipper.com =
or call 1-800-847-7863 to find a Corona dealer near you. www.rainbird.com
Circle 208 on reader service card

Insist on Corona trenching shovels at your favorite tool dealership.

USE READER SERVICE # 96 USE READER SERVICE # 97 »>
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Worlting for You

Get more accomplished with these labor-saving products,

Allmand TLB-325 Compact
Tractor Loader Backhoe

* Powered by either a Kohler CH25S or Robin
EH72 25-hp gasoline engine

« Backhoe offers a 4,611 pound digging force
and an 8-foot, 10-inch digging depth

o Features dual cylinder, 180-degree hydraulic
cushioned swing for work in tight areas

» Joystick controls and an elevated system
provide a large backhoe feel

¢ Allmand Bros. — 800/562-1373,
www.allmand.com

Circle 209 on reader service card

<

ALLSCAPE 3Dimensional
Outdoor Photometrics (3dOP)

o Features software that performs a lighting
analysis and allows outdoor and landscape
lighting fixtures to be a positioned and
repositioned in a choice of orientations

« Allows designers to explore fixture performance

« Capable of handling files for in-ground fixtures,
step lights, building-mount fixtures, bollards,
footlights and pole-mount fixtures

» Recently became recipient of llluminating
Engineering Society of North America
Progress Award

* ALLSCAPE - 800/854-8277,
www.alllighting.com.com

Circle 210 on reader service card

compiled by heather wood

A 4
Atlas Copco PB 420 Hydraulic Breaker

» |deal for road construction, landscaping, light demolition
and trenching applications

« Boasts a high power-to-weight ratio allowing the unit to fit a
range of small carriers with the hitting force of larger models

« Delivers an impact rate of 1,050 blows per minute

* Accepts a maximum hydraulic flow of 23.8 gallons per minute
at 2,175 psi of pressure

« Atlas Copco Construction Tools — 413/746-0020,
www.atlascopco.com

Circle 211 on reader service card

www.lawnandlandscape.com april 2006 lawn & landscape
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BOMAG BPR45/55 Reversible 4 ;
Plate Compactor Series

« |deal for work on granular, cohesive and mixed soils

» Both models deliver nearly 50 percent more
horsepower than the unit they replace

« Features new base-plate geometry and optimized
positioning of the center of gravity

« Boasts an 8 percent faster working speed of
89 feet per minute

o BOMAG - 800/782-6624,
www.bomag-americas.com

Circle 212 on reader service card

S Leverage Your Experience and Knowledge
r C O WWWECOIIG, €Ot Add-On General Pest Control:
Become an Owner/Operator
in a protected territory with

Truly Nolen of America!
The Best Marketing Plan
+ The Best Support
+ The Best Training
=The Best System

Heavy-duty Attachments
for Commercial Mowers

« Save time & labor

» Fits for all brands - most models

* Quickly attach with
clevis pins

« Commercial duty

* Professional quality

Electric
Broadcast Spreader

Hooker Aerator Call for Dealer
800.966.8442
USE READER SERVICE # 98 USE READER SERVICE # 99
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lired of losing money on every payroll?

Employee Report
Bill Kemp

Jobsite Name: Walby Property Date Range: 4/10/2006 through 4/14/2006

Day Start End Activity
Mon 4/10 7:08 AM 12:.05 PM Irrigation 4:57 hours
12:41 PM 322 PM Imigation 2:41 hours
Tue 41 712 AM 12:.07 PM Irmigation 4:55 hours
1243 PM 323PM Imigation 2:40 hours
Wed 4112 712 AM 12:02 PM Imgation 4:50 hours
12:46 PM 3:49 PM Imigation 3:03 hours
Thu 413 717 AM 12:19 PM Planting 5:02 hours
12:50 PM 346 PM Planting 2:56 hours
Fri 4an4 713 AM 12:07 PM Planting 4:54 hours
7 5 1244 PM 339 PM Planting 2355 hours

L

-~

L B il

Reality Check.

The JobClock System easily tracks attendance for each worker, at every jobsite, 24/7.
Find out why more than 225,000 workers clocked in today with The JobClock System!

THE JoBCLOCK® THE LANDSCAPER’S TIMECLOCK™

RUGGED + EASY-TO-USE + ACCURATE * OPERATES 24/7 « ATTACHES ANYWHERE

Call today: (888) 788-8463 + www.jobclock.com

EXAKTIME

USE READER SERVICE # 100
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RUGGED, LONG-LASTING,
PERFORMANCE DRIVEN TRAILERS

Wells Cargo builds every LS Series Landscape Trailer with rugged
durability and hassle-free performance as standard features. No
shortcuts. No cutting corners. Just the best built trailer you can
own and customized the way you want it. Thousands of trailers
on the job is our proof. Over fifty years in the trailer business and a
comprehensive 6-Year Warranty is your protection. And remember,
“With a Wells Cargo Behind . . . You Never Look Back!”

&

WELLS CARGO

“Never Look Back™ Warranty

Call toll-free (800) 348-7553 or visit us on the web at www.wellscargo.com

USE READER SERVICE # 101

SUPER $AVINGS ON

A’A//v Birp B Illllltu'

FESLD)

Irritrol nE1sen.

LOWEST

Order By 1p.m.
SHIPS SAME DAY

800-600-TURF .

Call NOW & SAVE $$$ All Year
M-F 7:30-5 SAT 8-1 Paciic Time

PRICES

USE READER SERVICE # 103

@R@@N@SKEEPER P RO

<+ BUSINESS SOFTWARE « -

Lawn Care :Landscaping«

e g Estimating Accounts Receivable
Routing Pesticide/Herbicide
Contracts Tracking & Reporting
Invoicing Expenses/Costs

i www.adkad.comﬁfreedenﬁo.htm
USE READER SERVICE # 102

Time &

Income Reports Materials

$s 800 586 4683

Brown Bed Edger

» Said to produce a savings of 50-80 percent
on time and labor

¢ Includes interchangeable rotors for
versatility

+ Designed to pile excavated dirt next
to the trench

* Positive steering mechanism promotes
appealing, smooth curves

* Brown Manufacturing— 800/633-83909,
www.brownmfgcorp.com

Circle 213 on reader service card

Compact Power Boxer Brute
Compact Utility Loader

* Includes a dedicated tracked system with
a ride-on platform
« Powered by a 27-hp Kohler
Command Pro engine
+ Boasts 900-pound operating capacity
« Compact Power -
800/476-9673,
www.cpiequipment.com

Circle 214 on reader service card

lawn & Iahds(aPe
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=

! , ( hem ncomfortable situations. Its zero-tail-swing design lets you
hug the wall And its hlghly fue! efﬂcuent diesel engine’s quiet nature will win you over. The engine and hydraulic service
intervals have been extended to 500 and 2,000 hours, so you don't have to pay as much attention to it either. So don't be
shy. See your John Deere dealer today or call 1-800-503-3373 to find out about the full line of compact excavators.

“Wallflower”

www.JohnDeere.com/6363

USE READER SERVICE # 104
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0 Quality Parts
FLAIL-MASTER® adiadl

Your BEST Choice for Quality Mower Parts

Exalted Mechanicals Grass Packer

» Aero-dynamic catcher made of lightweight,
durable polyethylene material

+ Includes intricately sized and placed vents,
allowing air to escape while trapping
clippings inside

(800) 251-4020 « Body begins at an even height with the

- mower deck and can be angled up to 6
www.flailmaster.com

P.O. Box 40984, Nashville, TN 37204 Free on alt« inches above ground at the rear, preventing
it from scraping the ground or turf

» Can be installed on almost any commercial
mid-sized walk-behind or ride-on mower
having a flat side outlet

« Exalted Mechanicals — 800/536-3166,
www.grasspacker.com

We can build the lawn care
truck of your dreams

Circle 215 on reader service card

" :
A perfect blend of function and image.....
300 gallon fiberglass liquid tank up front & Mechanical or
prassure agitation ¢ 50 (or 100) galion fiberglass auxiliary
tank ¢ Gas engine powers agitator and pump
% Diaphragm pump ¢ Mechanicals mounted on auxliary
tank to save space ¢ Electric pumps available

Fiberglass side
boxes provide dry
NN (orage for 24 pius Landscaper Pro Revo Stonecutter

bags of fertilizer....

* Uses simple leverage to cut stones

» |deal for cutting paving bricks or wall bricks
« Does not have to be adjusted while cutting
the same size stone

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

New for '05...

Tanks & spray systems
for VANS | Call us.
RS S Lehman Mfg. Company, Inc.

environNnment 8@.348.5]96
www.llc-equipment.com

» Designed to give stones a natural look
* Landscaper Pro — 800/222-4303,
www.landscapersupply.com

Circle 216 on reader service card

USE READER SERVICE # 106 USE READER SERVICE # 68
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Thermal Blue

Solar Green

Thermal Blue Blaze

Dura Blue

'uns ay} Jepun sseiban|q Jueis|o} jesy 1seq syl *yf

Each variety in

the Heat Tolerant

Bluegrass Series has
been specifically bred to

thrive much farther South

than traditional bluegrass regions. These
bluegrasses look much more attractive than
tall fescue and provides four seasons of
color, plus they stand up to heat and wear in
commercial and residential landscapes. The

Series started with the popular Thermal Blue
and now includes three other varieties. Each
of the four shows excellent disease and shade
tolerance, yet each has characteristics all
their own.

For beautiful landscapes with the
luxurious look of bluegrass and all the heat,
disease and shade tolerance you need, insist
that the Scotts® Heat Tolerant Bluegrass Series
is part of your blends or mixtures.

LANDMARK

SEED COMPANY

USE READER SERVICE # 108
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Morbark 4600XL Track Wood Hog

» Ideal for mulch producing, land clearing, storm recovery and
right-of-way/utility contractors

* Weighs 82,000 pounds

» Redesigned to offer increased size A
and mobility

* Includes power options up to 860 hp

e Morbark — 800/831-0042,
www.morbark.com p

Circle 217 on reader service card

labor savings

7

As the inventar of the HydroSeeder® in 1953, FINN understands the keys to hydroseeding better
than any other company In the world. With 8 HydroSeeder models ranging from 300-3300 galion
tank capacities, there is a FINN machine to tackle any size project. All FINN units are standard with

100% hydraulically driven, al paddie ag gned to enh loading, mixing and

y designed 1o save time. labor and material costs, while ingreasing

your profits and p All FINN machines are available with a numbes of options, mounting
= A o

Cantacy FIMM 16 find sat wivgh HysteSeedss i oot fof yu

USE READER SERVICE # 109

Were You Featured
In This Issue?

Reprints enable you lo reuse your
article and simply place it into the
hands of your target audience,
Having been featured in a
well-respected publication adds the
credibility of a third-party
endorsement (O your message.

Give yourself a competitive
advantage with reprints. Contact us
for more for information regarding
feprints and additional applications
designed to meet your challenging
market needs

» Sales Aids « Educational Programs
* Recruitment Tools » Employee Training

* Managed ePrints « Sales Presentations

+ Trade Show Handouts + Conference Materials

» Media Kit Supplements + Direct Mail Campaigns

Call Megan Ries @
800-456-0707

WWW. awnandland';c ape.com



http://www.morbark.com

© NPORTANT ENGNE INFORMATION
¥, THIS ENGINE CONFORMS TO \)
f U.S EPAPHT FOR
SMALL OFF-ROAD ENGINES -
ENGINE FAMILY - 6KZX5 02248F | ¢ - \ \ 'l

ENGINE DISPLACEMENT - 22¢cc
REFER TO OWNER'S MANUAL FOR MANT
NANCE SPECFICATIONS AND A
/ MANUFACTURED
‘-' .

KOMATSY ZTNOANM (0.
Vs (o fapon

VR2BOOS  Uieaiicur rrmmen
ZENORH Komatsu Zenoah America, Inc.

- ® 4344 Shackleford Road, Norcross, GA 30093
& neumax Kamm Phone: 800-291-8251 Fax:770-381-5150 www.redmax.com

* Weight without trimmer head and guard

USE READER SERVICE # 110
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YO U | > >
SAW

MY
DRIVER

« Control Overtime

« Improve Customer
Service

+ Increase Security
* Lower Operating Costs Vermeer Rubber Track Mini Skid-Steer

« Improve Response
Times

» More Efficient Routing
» Reduce Insurance Risk

* Designed with features requested by customers
* |Includes a spring-cushioned platform that is positioned with the
framework of the machine

E Tra.ckVehlcle * Reduces the need to walk through work site debris, mud and uneven
Maintenance ot
As a fleet owner or manager, you already « Strategically placed operator station console cushions provide added
know that unauthorized use of company comfort and help reduce operator fatigue
vehicles, combined with inefficient routing « Two single joystick controls with operator-handle grips allow operators
and driving practices, are major business to keep their balance
headaches. * Vermeer — 888/837-6337,
Our GPS-based, web-enabled vehicle s Sl il
tracking solutions are currently making Clecis 218 Orreader; Safyios can

thousands of businesses healthier and
more productive. We'll show you exactly
where your pain is — and how to fix it.
Permanently.

Lﬁng Business Productivity”

www.navtrak.net
866.590.9903

John Deere Mulch-on-Demand Deck
SPECIAL OFFER

for Lawn & Landscape subscribers! , | ' _
Y ¢ Separates each cutting chamber so grass clippings circulate, mulch and drop quickly
0u can ge

your copy of » Factory-installed option for both 757 and 777 Z-Trak mowers

Street Suite™ 4.0 ! S"'E& » Allows operators to switch into mulch mode to mow safely near parking lots or
absolutely free (a | ﬁ . \ other pedestrian areas
$199 value), with — ¢

a new activation! e\ %
(all us now at == « Three blade options

866.590.9903, ~ + John Deere — 800/537-8233,
or find out more online at: :
www.johndeere.com

www.navtrak.net/landscaping

* No operator installation or blade changing is required

Circle 219 on reader service card
USE READER SERVICE # 111
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TANK

R. Lee Ermey, USMC veteran, TV show host, film star

Only the best-built commercial equipment is tough enough for the world's
toughest critic. And with available Cat diesel engines, nothing is tougher than
the “Gunny Approved™"” TANK™ M60 and M72 commercial zero-turn riders. Visit
www.cubcommercial.com or call 1-877-835-7841. YOU CAN'T GET ANY BETTER.™

Cat, Caterpillar and Cat Diesel Power and their respective logos are registered trademarks of Caterpillar Inc. and used with permission.
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Turt Solutions

New turf products are springing up.

compiled by heather wood

Jacklin Seed Athletic Pro Il Mixture

* Contains 50 percent 2 of 4 Kentucky blue-
grasses, 50 percent 2 of 4 perennial
ryegrasses

» Tailored to athletic fields, playgrounds, golf
course roughs or other high-traffic areas that

receive less-than-optimum maintenance

« Performs well at 1%-inch mowing heights Turfco TriWave Overseeder

» Bluegrasses combined for wear tolerance,
vigorous recuperative ability and broad-based * Features 1%inch blade
spacing, creating closer slits for
greater density

¢ Three 18-inch wide floating

disease resistance while maintaining high
summer density

« Perennial ryegrasses provide rapid
establishment, wear resistance and
recuperative ability, plus winter hardiness

heads move independently to
follow ground contour

and transition zone adaption * WaveBlade technology creates

o Jacklin Seed — 800/688-SEED,
www.simplot.com/turf/jacklin

clean slits for improved seed-

to-soil contact while minimizing

Circle 220 on reader service card turf disruption
» Newly-developed delivery system
: I i lits without
Turbo Technologies HM-500-E ‘ P actes AOUGN MR Wi
waste

o Turfco — 800/679-8201,

» Said to be the first hybrid hydroseeding bk
www.turfco.com

system
+ Combines both paddle and jet agitation
* Includes a poly tank for easy clean out
» Equipped with a Honda 13-hp .
engine, an 8-hp engine and a 3-by-3 inch &8

Circle 222 on reader service card

centrifugal pump
« Turbo Technologies — 800/822-3437,
www.turboturf.com

Circle 221 on reader service card
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Rates as low as
0%
AVAILABLE*
Hurry In & Save!

"MF 1500 Series

Climb aboard a new MF 1500 Series tractor, and see how roomy and comfortable a compact tractor can be. Seven
models — from 23 to 52 engine hp — also deliver outstanding visibility, ease of operation and a smooth, quiet ride.
Model HP Transmission Options Cab or Platform
1523 23.0 Gear or Hydrostatic Platform
1528 284 Gear or Hydrostatic Platform
1531 33.0 Hydrostatic Platform
1533 33.0 Synchro Shuttle, PowerShuttle, Hydrostatic Both
1540 40.1 Synchro Shuttle, PowerShuttle, Hydrostatic Platform
1547 47.0 Synchro Shuttle, PowerShuttle, DynaQPS™, Hydrostatic Both
1552 52.0 Synchro Shuttle, PowerShuttle, DynaQPS™ Both
Test drive the new MF |500 Series today, and see how big a compact tractor can feel.

© 2005 AGCO Corporation * 4205 River Green Parkway, Duluth, GA 30096 * (800) 767 3221 * www.masseyfergusoncom * MF222EGRVDI %

*With approved credit from AGCO Finance LLC, Down payment required. Leases and balloon payments available at slightly higher rates. This offer

is time sensitive and may change without notice. See your partcipating dealer for details MASSEY FERGUSON"
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@ Bayer Environmental Science

12 months =

3 months

Customer hires you to apply
year-long, fire ant protection.

The Life Cycle of
s | a Happy TopChoice’
Customer.

6 months

9 months

Homeowners do not renew at a 95% rate unless something works. Thousands have >
already seen how TopChoice keeps their lawns fire ant-free for a full year with just one @ mndl()lce
professional application. TopChoice can be applied any time of the year and will steadily Fire ant control.

apply more profit to your bottom line. So become a Certified TopChoice Professional.
You'll be listed on NoFireAnts.com and have access to a range of smart and interesting

: e BACKED
marketing tools. To learn more, call 1-800-331-2867 or visit BayerProCentral.com. by BAYER.
Bayer E: Sci a busi group of Bayer CropSci I2TW. A Drive, R h Triangle Park, NC 27709 | Backed by Bayer and TopChoice are trademarks of Bayer

Always read and follow label directions carefully. | © 2006 Bayer CropScience




S

, Seeing
Turfseed Bermudagrass 'ﬁo Fire AntS
o Used throughout the southern United States on golf IS Bel |eVi ng.

courses, athletic fields and home lawns e\
o Does well in temperatures above 50 degrees

A . . . Jim Duffy operates Lawn
* Mowing heights range from .1 inches to 1.5 inches
I - Doctor of Fort Myers, Florida.

* Requires moderate to high levels of fertilization Though he's been in business

and water only 18 months, he already has
o Turfseed — 800/247-6910, a solid customer base with a
www.tirf-seed.com strong retention Zate, Jim Io‘ves
using TopChoice® to solve fire
Circle 223 on reader service card A

ant problems. He also knows
that it's a killer tool that can
help build his business.

He’s not the only fan. 65
of his current customers are
newly won-over, TopChoice
loyalists. Many have already
expressed interest in signing
on for another once-a-year
application.

“TopChoice makes
me an expert in my
customers’ eyes.”

When people aren't home,
Toro Soil Cultivator Attachment Jim uses a TopChoice
postcard or an insert with
his invoices. He says many
« For use on Dingo compact utility loaders customers are initially
» Designed to efficiently transform rough terrain into an skeptical. Their experience
tells them that fire ants usually

ideal planting bed in a single pass
l P 9 i come back, no matter what.

« Other uses include cultivating and leveling soil; burying stones,

soil clods, debris and grass; and blending landscape materials “But once | tell them it’s

with compost and fertilizer guaranteed, safe and
« Includes a seed box attachment that allows users to cultivate effective, they decide to
and seed simultaneously sign up for a treatment.”
« Toro — 800/344-8676, A : .
www.toro.com/dingo ; As Jim has discovered, once

customers try it, they're
happily hooked. Up-selling
has never been easier with a
product like TopChoice.

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

Circle 224 on reader service card

lonchoice

Fire ant control
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compiled by heather wood

Nufarm Americas Razor Burn < RAZDR&BU RN
» Liquid pre-mix formulation of glyphosate
and diquat designed to control many annual DIG Corp. LEMA 1600HE solenoid actuator
weeds, perennial weeds, woody brush and
trees » Designed to be used in conjunction with LEIT X and
+ Sold in a 64-ounce squeeze-and-measure LEIT 4000 ambient power controllers
container « Supports long wire runs (up to 4,500 feet when using
« Moves through the plant from the point of 14 AWG wire)
foliage contact into the root system to » Solenoid is encapsulated (no extra parts) and watertight
provide systemic control * Can be installed on most manufacturer
* Has no soil residual activity and may be valves using one of DIG's
applied through most standard sprayers conversion adaptors A
» Nufarm Americas — 708/754-3330, * Also available with DIG inline
www.ag.us.nufarm.com valves (% through 2 inch)
Circle 225 on reader service card ¢ DIG Corp. — (800) 344-2281,

www.digcorp.com

Circle 226 on reader service card

-

. 77/
Klng Of the hill. The TURF TRACKER
. Stealth®

adjustable seat with arm rests
$9,995%

Cargo Rack
200Ib carrying capacity (4 extra bags)

4 mph lreating speed

Spray up to 140,000 sq. ft per tank ™ 10 mph transport speed

12" break-away booms with

7 different spray patterns 200lb Capacity hopper

3-speed impeller
spreads from 41t wide

Wider tires and up to 24 ft wide

lower center of gravily

for treating tough terrain .
A Stainless steel border deflector

Spot spray gun
with 251t coil hose

C&S TURF CARE EQUIPMENT, INC.
1-800-872-7050 « www.csturfequip.com * fax 330-966-0956

L
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(2) Fold Down Sides Tool Rack Overhead Storagé | * Cooler Rac Double Break Dovetail .. Trimmer Raclg

s 5

S
R ’,
- - h
n i ). ry
brpabe L "“UJOOI -/ Roll Down

Sepor /Eoek Interior Shelving Split Dovetail Romps

“SEntire|lnventory Online}
S More]Pictures]
More!Specs?

319 Fesslers Lane - Nashille, TN 800-367- mz et ni]

USE READER SERVICE # 116




DeepRoot Arbor Tie

Circle 227 on reader service card

ALLSCAPE Floodlights

Flat, woven polypropylene material
Boasts 900-pound breaking strengt!
Ideal for street trees, orchards,
landscape trees and other uses
Eliminates tree girdling

Deep Root — 800/458 7668,
www.deeproot.com

Range of high performance optical packages available
Features heavy-duty construction die cast aluminum housing, door frame and knuc
Molded one-piece high temperature silicone gasket ensures a waterproof seal
Includes a range of mounting options, including wall, yoke, pole and ground

External options include barn doors, a grid cover, several visors and a polycarbonate lens shield
ALLSCAPE - 714/668-1107, www.alllighting.com

Circle 228 on reader service card

More Effective
Less Expensive...

From Tree Tech® Microinjection Systems comes a full line of nationally labeled
_ _ inseficides, fungicides, bactericides and ferfilizers in leakproof microinjection unifs.

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

Tree Tech®
microinjection ly'm;i

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

e-mail: info@treetech.net
Troe Tech® Envisonmentally Sound Tree Heolth Care for the 215t cantury and beyond.

USE READER SERVICE # 117

lawn & landscape april 2006 www.lawnandlandscape.com
pe P P



http://www.deeproot.com
http://www.alllighting.com
mailto:info@treetech.net
http://www.treetech.net

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 ?‘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:

» Animproved 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# %

-
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
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Arysta LifeScience 4 14 ren a

Arborwear Original Tree ARENA Insecticide

Climbers' Pants 4 Putting You In Control™

« Expanded label application timing

¢ Degignad by & professional ¥ee and rates recently received federal

Chinior EPA approval

SR W) 92108, » Designed to control white grubs and

100 PeIse Cotton canvae other major pests in professional

5 R B bl ot lawn and landscape residential and

re-washed for comfort 6
b commercial turfgrass management

s Features a streamiined cut, e Proven in trials among 20 leading

gusseted crotch and reinforced university turfgrass researchers and
knee patches for durability
e Arborwear — 888/578-8733,

www.arborwear.com

major turf management businesses
across the country to provide control
of white grubs, chinch bugs, sod
webworms and other pests

o Arysta LifeScience — 415/536-3480,
www.arystalifescience.com

Circle 229 on reader service card

Circle 230 on reader service card

RAINRIBIRD sare
Modular ESP Install Confidence: 5004-PC

Controller 4”Pop-Up Turf Rotor

00

éa.

Buy the Box

P s Custom Default Program
(e J Up To 13 Stations
‘aan HotSwap Modules
_ ' ExtraSimpleProgramming
The ESP
‘_.

Try One - Get a FREE Module Standard

ESP4MI (Indoor) 4-sta. .....$ 66-
ESP4M (Outdoor) 4-sta. ...$ 78-
ESPSM3 (3-sta.Module) ...$ 19-) | (CELE O A (/@ g3 FF Ty )l=

Ask About Quantity Pricing

800-600-TURF. ==

Order By 1 p.m. _E 7-30- )
SHIPS SAME DAy M F7:305 SAT81  call Now & Save

www.SPRINKLERS 4 LESS .com

USE READER SERVICE # 119
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B3 COMMERCIAL TRUCK CENTER <

OVER 200 TRUCKS IN STOCK
WE SHIP ANYWHERE!

Ask Us About Our Used Truck Inventory

2006 ISUZU NPR
Auto, A/C, 6.0L 300hp.
Pwr Windows & Locks

16ft Landscape Body

S449 wo

48 MONTHS

2006 ISUZU NPR DIESEL
Auto, A/C,16ft Landscape Body 508 MO
48 MONTHS

2006 ISUZU NPR Diesel
Auto, A/C, 14ft Dovetail

$552 wo

48 MONTHS

2006 ISUZU NPR
CREW CAB DIESEL
Auto, 16ft Landscape Body

$34 960

2006 ISUZU NPR GAS
Auto, A/C, AM/FM Cass. 28 5 I 8
14ft Dovetail '

2005 ISUZU NPR
Auto, A/C, AM/FM Cass.
16ft Landscape Body

§25,287

1-800-543-5109 OR 770-496-1000

FAX: 770-270-6774
email: TKPisciotta4 @ aol.com
www.kelleytrucks.com

“Call our Parts Department for Overnight Nationwide Shipping”
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Reliability,
Productivity,

PROFIT!!

Fast & Easy Operation
Minimal Turf Disturbance

Install Irrigation or.
Create Landscape Beds

E z _'nEll.l.l
- TNBIYw
OQur Name Says It All

For Your Nearest Dealer

(843) 756 6444
www.eztrench.com

Largest North When you need
American

Distributor

hose, reels, guns,
' fittings, tanks,
of Many 85N pumps, or repair
Nationally Westheﬁer Co., |nc kits, look no
Recognized 800-362-3110 farther than

Name Brands. www.westheffer.com Westhetfer.

300 Gallon "Low Profile” Tank MANY MODELS IN STOCK!

HANNAY HYPRO SOLO TEE JE]
HONDA GREEN GARDI TUFLEX UDOR

USE READER SERVICE # 122

v

Bad Boy Diesel Mower

* Features a three-cylinder
26-hp Caterpillar diesel engine

¢ Includes a hydro-gear drive system to
provide zero-turn performance

« Boasts one of the heaviest decks in the
industry with %-inch solid steel

¢ Come in 60 and 72-inch cutting widths

« Each diesel model comes standard
with a low profile, full suspension seat
with weight, back and armrest
adjustments

* Bad Boy Mowers— 800/622-3269,
www.badboymowers.com

Circle 231 on reader service card

Bandit Stump Grinder Trailers

» Two models designed to accommodate
three types of stump grinders

« Feature a pinning device to secure loop
rings for chains and binders

¢ Incorporate heavy-duty torsion axles to
reduce wear and tear

« Joins other Bandit products supported
by more than 80 dealers worldwide

« Bandit - 800/952-0178,
www.banditchippers.com

Circle 232 on reader service card

lawn & landscape april 2006

www.lav\ nandianc‘scape.(orn



http://www.eztrench.com
http://www.westheffer.com
http://www.badboymowers.com
http://www.banditchippers.com

Envista Landscape Software < ,l

—

A A .M V. X S T 8
» Contains several integrated modules = =

including estimating, sales tracking,
scheduling, customer service,
profitability analysis and

New Double Clamp »

administration /

| One-nch
Longer Neck

| Thicker Hosel
| Casting

« Allinformation is accessed via the
Web, so employees can access
real-time information

» Designed exclusively for
landscapers by a landscaping
company that has been in the
business 20 years

* Created to provide freedom and
mobility

* Envista — 866/641-6459,
www.envistainc.com

Circle 233 on reader service card

208

Grassroots Heavy Duty “Long-Neck”
Gearhead

» Designed for commercial use

¢ Throat on gearhead is 1 inch longer for more secure fit with
trimmer tube

» Features two main clamps for tightening instead of one

* Grassroots Technology — 262/242-1944,
www.grassrootstechnology.com

Circle 234 on reader service card

GSI Horticultural Root-Zone

* Made to increase plant’s additional abscisic acid (ABA)

» Biodegradable, non toxic anti-transpirant

« Said to make plants resistant to stress and water loss
from drought, transplanting, shipping and long-term
storage and display

¢ Can reduce water needs

¢ GSI Horticultural — 541/383-0222, www.gsihorticultural.com

Circle 235 on reader service card

1160 Nicole Court Glendora, CA 91740 Toll Free: 1-800-735-5566 Fax: 909-592-7971 www.carsonind.com

USE READER SERVICE # 123
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800.475.0311
include.com

“Great Software!”
“Great Training!”
“Great Support!”

INCLUDE

USE READER SERVICE # 124

Free step-by-step guide to indoor and outdoor
water gardening

* Includes information on water features from ponds
to tabletop water features

o Features step-by-step instructions and full-color
photography

+ Offers monthly pond maintenance tips

o Beckett — 888/232-5388

Circle 236 on reader service card

Chemilizer RE-Ox v

« Designed to remove and prevent solidified deposits in pipes and
water systems
e Uses Chemilizer's CP33 volumetric injector in tests of the product
* Said to effectively unclog equipment in tests
o RE-Ox - 702/360-3528,
www.RE-Ox.com
Circle 237 on reader service card

DR Power Grader 4

* Weighs 225 pounds

« Can be towed by a lawn tractor, utility
tractor or 4-wheel-drive ATV

* Includes remote control

» Features a 17-amp rechargeable battery

designed to power the machine through at least 800 up/down cycles
* DR Power Equipment — 800/687-6575,

www.drpower.com
Circle 238 on reader service card

|awn & ]andscape
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Trimec’ Classic Broadleaf Herbicide

® First product ever formulated for ® Low odor since 1995

turf professionals )
® Premix formulated as

® The original “3-Way” a complex
® Best known brand in the ® The superintendent’s

history of selective broadleaf favorite for over
weed control 30 years

Reliable, Dependable, Predictable

— | pbl/sondon 800-821-7925

SRR trimec.com
An Employee-Owned Company

Trimec® is o registered trademark of PBUGordon Coarporation

USE READER SERVICE # 125
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Jyour SOUICC 4,
cédnservation

solutions

Your premier wholesale distributor
stocking all major manufacturers’

irrigation and landscape equipment
ll‘ﬂllllﬂll é G'" ¢ II‘H!IHII We're committed to providing the
best customer service in the industry.
Stop by your local branch today, where
our trained and friendly people are

800.343.9464 | www.ewingl.com eyt serve

USE READER SERVICE # 127

W PERFORMANCE
DEPENDABILITY

able in four different modeis
F spraying and fertilization needs.

..4,; .Rich Products Inc.
74 v"u 040 * www.z-spray.com * sales@z-spray.com

USE READER SERVICE # 126
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Hannay PW-2 Series Reels

» Designed to mount to almost any
type of pressure washer

» Constructed of 12- and 14-gauge
steel with black powder coat finish

* Has a pressure rating of up
to 4,000 psi

* Can handle product temperatures
from 20 to 250 degrees Fahrenheit

¢ Includes %z-inch schedule 80 Hub
pipe that delivers flow rates of more
than 12 gpm at 15 fps

* Hannay Reels — 877/467-3357,
http://go.hannay.com/IND

Circle 239 on reader service card

Honda iGX Engines

e Computer controlled general
purpose engine

* Features an electric control unit
that delivers drive-by-wire remote
control capability

» iGX440 ideally suited for a wide
range of commercial and residen-
tial power equipment applications

* Includes auto shut off fuel valve

 Honda Power Equipment -
800/426-7701,
www.hondapowerequipment.com

Circle 240 on reader service card
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GREEN INDUSTRY

E -

; -
“MBER 1 ATH

N

PROFESSIONAL PRODUCTS, PEOPLE AND IDEAS

ATTENTION:

EXHIBITORS & ATTENDEES

The Green Industry Expo (GIE) combines a
national trade show and outdoor Product Field
Day into the green industry’s premier buying,
selling and learning event for every aspect of
design, build and maintenance of outdoor and

indoor green space, turf and plant care.

4 e :

MANUFACTURER REPS

340 INDOOR EXHIBITS W

»a - -~ (2T -

NOVEMBER 3-4

Over 340 indoor exhibits

Over 100 outdoor exhibits

Dedicated to the needs of lawn, landscape and
grounds professionals

340 manufacturers on-hand with new produet lines
Network with more than 6,000 professigiéls from all
across the nation ! -

Held in conjunction with two.optidhal green industry
conferences with more than}pﬂbducational Sessions

-

PRODUCT FIELD DAY * THURS, NOVEMBER 2ND, 10:30AM - 4PM » DEMOS * HANDS-ON COMPARISONS

INDOOR EXHIBITS + FRI, NOV 3RD » 9AM - 5:30PM » SOCIAL MIXER 3:30PM-5:30PM » SAT, NOV 4TH » 9AM -

2ND ANNUAL SHOW FLOOR AUCTION  SAT, NOV 4TH  10AM - 1:30PM  INCREASE EXPOSURE! GREEN INDUSTRY EXPO

I COMPANY INFORMATION (Please print) SPONSORED BY
I I S. Contact Name / Title

Send me a brochure. ... name

[] I want to attend.
[

| I want to display products. Address

Just clip and send to: City / State / Zip
Green Industry Expo

2774 North Cobb Parkway
Suite 109-401

Kennesaw, GA 30152

Telephone / Fax

Email Address
Or Fax to: (770) 579-3835

#5PLANET

(800) 395-2522

www.landcarenetwork.org

PGMS

Professional Grounds
Management Society

(800) 609-7467

[ ] Please allow GIE and its Exhibitors to contact me for future shows and product info. No thanks.

FOR ADDITIONAL INFORMATION, VISIT US AT WWW.GIEONLINE.COM, EMAIL US AT INFO@GIEONLINE.COM OR CALL TOLL FREE (888) 303-3685.
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Honeywell Landscape Lighting Cables

* Low-voltage circuit cable

« Capable of withstanding prolonged direct burial and
outdoor exposure without cracking or degrading
» Designed specifically for landscape lighting

» Cable features heavy-duty PVC integral construction

that resists water, moisture, freezing and ultraviolet light

* Honeywell — 800/222-0060,
www.honeywellcable.com

Circle 241 on reader service card

Hustler 66-inch Mowing Deck

» Designed for those who want a width between the

standard 60 and 72 inches

<

« Creates a 10-percent increase over the 60-inch deck
« Allows for wider tire stance and improved slope stability

» Are offered on the Super Z model

» Hustler Turf Equipment — 800/395-4757,

www.hustlerturf.com

Circle 242 on reader service card

John Deere XT140SSELE
Stick Edger

Powered by 25.6-cc, low-
emission M-Series engine

» Consists of a 59-inch shaft

» Includes large guide wheel,

| which is said to promote fast
and easy edging

» Extra power helps 8-inch blade

L hack through turf
Adjustable depth control lets
operators cut as deep as

| 2.25inches

* John Deere — 800/537-8233,

www.johndeere.com

Circle 243 on reader service card

A 5

the opportunity U.3. Lawns
can offer you, contact:

To find out more about s and

Trast Quality, Service

4407 Vineland Road » Suite D-15 « Orlando, FL 32811
Toll Free: 1-800-USLAWNS « Phone: (407) 246-1630 « Fax: (407) 246-1623
Email; sales@uslawns.net « Website: www.uslawns.com

Value

» Ongoing

= US.LAWNS

N0 ONE KNOWS THE LANDSCAPE MAINTENANCE INDUSTRY LIXE WE DO,

Support

wer

1
:

:
2
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This Month, win a Turf Tracker Time Machine® §

The Turf Tracker Time Machine® will improve your
productivity as well as profitability.

Full hydrostatic drive; Zero-turn maneuverability
4 mph application speed; 8 mph transport speed
Rear-mounted dual action spray booms

Sprays 48,000 square feet per tank

100Ib capacity spreader; Spreads 4ft to 24ft widths
Designed for easy maintenance

Convenient operator controls

S C&S TURF CARE EQUIPMENT, INC.

To view a video of the Turf Tracker Time Machine® in action, visit our website
at www.csturfequip.com or call 1—800-872-7050 to request a free DVD.

\ \\w )
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Chances to Win New Products

Daily News Questions!
Archived Magazine Articles Call 800/456-0707

Message Boards
Sign Up for Your Personalized My Lawn&Landscape Account
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JRCO Tine Rake Dethatcher

* Removes embedded thatch and leaves while mowing

o Combs up matted turfgrass

« JRCO - 800/966-8442,
Wwww.jrcoinc.com
Circle 244 on reader service card

Metabo PowerMaxx

+ Billed as the smallest and lightest cordless drill/driver

o Features a 4.8 volt battery that drives up to

95 screws on one charge

Slim handle designed to reduce user fatigue

« Switch is designed for both right and left-handed

‘ operation and the forward-reverse lever can be
switched with one finger 4

¢ Metabo - 800/638-2264,

www.metabousa.com

Circle 245 on reader service card

. Monrovia Color Flash Lime Astilbe

* Leaves emerge light green and develop intense
yellowing as season progresses
« Will reach 10 inches high and 16 inches wide

» Flower spikes tower 10 to15 inches above the foliage
« Ideal for containers, shaded perennial gardens and borders

Monrovia — 888/752-6848,
| WwWw.monrovia.com
| Circle 246 on reader service card

The Service Solution is proven Software with:

Integrated Customer and Prospect Database
Visual Mapping of Customers and Prospects
Barcode Processing of Work Orders and Payments
Targeted Marketing to Neighbors and Subdivisions
Customized Proposals, Work Orders, and Invoices

Support for Fuel Surcharges by Zip and Service Code

Comprehensive Operational Management Reports
Automated Routing with Driving Directions

Lawn Care

Flexible tines allow zero-turn maneuvering while raking
‘ + Tine Rake quick attaches to the JRCO universal mount bar

Tree Care Landscaping

Premier Augers with “In-Line

<

The
Service
Solution

Irrigation

USE READER SERVICE # 130

Pest Control

brive" Design

Offers 11 models of hydraulic earth
auger drive units with an

“In-Line Drive” design

Features expanded range of speed
and torque

Comes with four-year warranty

Fits a range of machines

Premier — 866/458-0008,
Www.premierauger.com

Circle 247 on reader service card

SnowWolf Pro Series Plows

Designed for 2,000- to 6,000-pound
equipment

Offers full trip, semi-floating design
Angles a full 31 degrees to roll snow
Design allows it to be used on compact
tractor or small to medium skid loader
SnowWolf — 800/905-2265

Circle 248 on reader service card

Software for the Green Industry

since 1983

from Practical Solutions, Inc.

Call 614-436-9066 for more
information or to schedule

a Live Internet Demonstration

Green Industry Expo - Booth # 2303
Tree Care Industry Expo - Booth # 950

www.TheServiceSolution.com

Holiday Lighting

BT o &landscape
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PANTS

@WHERE BUSINESS TAKES ROOT.

'@Jﬂy 225:27 20@6
4

g:u-,‘a

. Ponn Atlant:c "Nu'rsery Trade Show - "

“) PRS ‘."‘

. The Largest Green Industry.

Lo T Summer Event on the East COaéf

Produced by the Pennsylvania Landscape & Nursery Association = www.PLNA.com

For more information about attending or exhibiting:
Phone 800.898.3411 +« Fax 610.544.9808 < E-mail sally.oshea@verizon.net

USE READER SERVICE # 131


http://www.PLNA.com
mailto:sally.oshea@verizon.net

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.

Wdasdﬁedadsmustbereedvedmenweeksbefommmwpubﬂeaﬂon.

accept Visa, Mastercard, American Express and Discover. Payment must be
‘received by the Classified closing date.

X Please contact Bonnie Velikonya at 800/456-0707 or bvelikonya@gie.net.

T —

Business Opportunities

LAWN PROFESSIONALS -~ TAKE NOTICE --

Are you interested in MAKING MORE MONEY & HAVING MORE : ing #
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 as a 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

VDR Mecadiits i thoxs. LET US HELP YOU EARN WHAT YOU DESERVE

PROFITS UNLIMITED Since 1979 ——
Call 800-845-0499 « www.profitsareus.com - o

Synthetic Back-Yard Putting Greens

¥ Huge Profits - Up 1o 65%

“ Synthetic greens are one of the fastest
* Year Round Installations
* Carry NO Inventory

* Utilize Exasting

growing segments of the $50 Billion a

year polf industry,”

Equipment

Direct

* Online Cerntificaton
Training Now Available

* Buy Manufacturer

L v o

Vi
BT .

200.334-9005

W \\'\\’.:lllpmgrccns.com

FREE
VIDEO

Business Opportunities

SELLING YOUR BUSINESS!?

FREE
APPRAISAL

NO BROKER

FEES
Professional Business Consultants
Bu“neSs (\

o
W ﬁ 0
& %
< ”
5 \ >
= ~ =

Merger & Acquisition Specialist

Professional Business Consultants can obtain purchase
offers from qualified buyers without disclosing their
identities. Consultants’ fees are paid by the buyer

CALI

708/744-6715

FAX: 508/252-4447

US.LAWNS

NO ONE KNOWS THE
LANDSCAPE MAINTENANCE
\ INDUSTRY LIKE WE DO.

To find out more about
us and the oppertunity
U.8. Lawns can olfer, call
1-800-USLAWNS or visit
us at www.uslawns.com

Business for Sale

Landscape ¢

onstruction company for sale, Excellent
reputation with Arizona contractor and resale licenses
15 year business located in booming housing market
area (Phoenix metro), Current gross $150,000 + or
) { .
unlimited potential. Truck, tools, clients, suppliers, sub
contractors, etc. Don't miss this opportunity for only 45K

Contact Raymond at 480/963-5018. Will help train

lawn & landscape april 2006 www.lawnandlandscape.com
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PRODUCT INFORMATION

visit us at

lawnandlandscape.com

Name

CHECK OFF

the reader service numbers that you're interested in.
It's fast and convenient or mail in this card.

Title

Company.

Address

City State

Zip

Phone

Fax E-mail Address

LG andscane

D YES, | would like to receive/continue to receive Lawn & Landscape free of charge.

D No, | would not like to renew.

How do you want to receive your subscription?
2. Print Only
3. Digital Only (No print copy received)

1. Digital and Print

|
2
4
61
81
101
1
141
161
181
0
m
U
%1
81
ki)
k4
Kl

2
n
L
62
L]
102
12
142
162
182
m
m
w2
22
m

Signature

Title

Name Date
Company

Address City
State Zip
Phone Fax
E-mail

GIE Media will only use your e-mail address to contact you with relevent industry

or subscription information.

If you do not want to receive e-mail from trusted 3rd parties, please check here. D

What is the best way to contact you for future renewals?

Email Fax

Telephone

3
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your primary business
at this location? (choose only one)
CONTRACTOR or SERVICES
1. Landscape Contractor
2. Chemical Lawn Care Company
(excluding mowing maintenance service)
3. Lawn Maintenance Contractor
4. Ornamental Shrub & Tree Service
5. lrrigation Contractor
6. Londscape Architect
7. Other Contract Services
[please describe)

o0~

oo

Il. INHOUSE LAWN/CARE
MAINTENANCE

Q 8. InHouse Maintenance including
Educational Facilities, Health Care
Facilities, Government Grounds, Parks &
Military Installations, Condominium
Complexes, Housing Developments
Private Estates, Commercial & Industrial Parks

Ill. DISTRIBUTOR/MANUFACTURER
9. Decler

4

Q 10. Distributor
Q 11. Formulator
Q 12. Manufacturer

IV. OTHERS ALLIED TO THE FIELD:

Q 13. Extension Agent [Federal, State,
County, City, Regulatory Agency)

Q 14. School, College, University

Q 15. Trode Association, Library

Q Others (please describe)

2. What services does you business offer?
1. Landscape Design Land Insiall

2. Seeding or Sodding

3. Turf & Ornamental Installation

4. Bedding Plants & Color Installation

5. Irrigation Installation

6. Landscape Lighting

7. Hardscape Installation

8. Water Features

[ W) S ) w o o) w) =

Maintenance
9. landscape Renovation
10. Turf Fertilization
11. Turf Aeration
12. Tree & Ornamental Care
13. Tree & Stump Removal
14. Irrigation Maintenance
15. Erosion Control

[ W) W) W) S Sy oY

Application
Q 16. Turf Disease Control
Q 17. Turf Insect Control
Q 18. Turf Weed Control
Q 19. Tree & Ornamental Pesticide Application

{

20. Mowing

2). Hydroseeding

22. Snow Removal

23. Interior Landscape Services
24. Structural Pest Control

25. Holiday Lighting

6. Other

[ S =) =) =y ) o)
»

3. What is the service mix %?
Mowing/Maint, Design/Build
Chemical Application

4. How many full-time (year-round)
employees do you employ?

5. Is Chemical Application work
1. Outsourced 2. Done by own employees

6. What are your company’s

appr
1.Less than $50,000

2.$50,000 1o $99,999
3.$100,000 1o $199,999
4.$200,000 to $299,999
5.$300,000 to $499,999
6.$500,000 to $699,999
7.$700,000 1o $999,999
8.$1,000,000 1o $1,999,999
9.$2,000,000 1o $3,999,999

10.$4,000,000 to $6,999,999

11.$7,000,000 or more

LEEEEETTTT

i
3
i
]
:
&
3
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8. What year was your business
founded?

9. What is your business mix? (%)

Residential Commercial Other

10. Is this a Headquarters or
Branch location?
1. Headquarters 2. Branch 3. Single Office

G6XLL
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Business Opportunities

ARE THE RooTts OF
YouRr BusiNESss DYING?

Revive them with the #1 Natural
Organic-Based Lawn Care
Opportunity!

Proven Marketing Accelerates Growth

Differentiate Yourself Using Proprietary,
Organic-Based Fertilizers

Successful Training Tools and Programs

Over 18 Years of Success

We can make it easy for you to join the
Leader in Organic-Based Lawn Care.
Call Marcus Peters at:

Business for Sale

Rising Star

PROPERTIES, LI

For Sale

Tarrant County, Texas

nursery/landscape business

and property

* 5.285 acres

* 10,000 sf building

* 5,000 sf covered area

* 5 green houses totalling
15,000 sf

* well and booster pump,
pipe system

* 300ft. frontage

* 35,000 vehicles per day

* established clientele

817/991-9298

Business for Sale. Great opportunity 1o relocate
in beautiful northern California. Well established
36 years. Specializing in Landscape Design/Build,
Maintenance and Spraying. Residential and Com

mercial. Excellent Growth Opportunity.  Business
includes employees, equipment. advertising, ete. Turn
key, 50% construction, 40% maintenance, 10%
spraying. $200,000. Serious only need respond. fax

"07/268-3839

Business for Sale

APPLICATING/LAWN MAINTENANCE
COMPANY

Located in the Beautiful Rocky Mountains]
Owners retiring after 15 years in business. Well,
established company in a booming & fast growing
marker. Good quality equipment-Excellent Reputa-
tion-many mulei year contracts. Owner will help train.
Lawn Spray-Tree Spray-Deep Root Feed-Pest Control-
Noxious Weeds-Lawn Mowing/Irrigation maintenance
program. Gross over $500K/ in 7 months.(May - Octo-
ber.) Serious Inquires only. Call (970/904-1890)

SMALL ESTABLISHED LANDSCAPE COMPANY,
IN THE NORTHERN VIRGINIA AREA IS SELIL

ING BUSINESS, ACCOUNTS AND EQUIPMENT
FOR YOUR CONSIDERATION PLEASE, CON-
TACT: MR. COOPER AT 571-283-2268

Full service commercial landscape maintenance
located in Central Indiana since 1986
Asking: $450,000 Gross: $734.000
Cash Flow: $177,000.

Conract Steve Pierce
Sunbele Indiana Business Resource
Phone: 317/573-2100

Well established for 18 years specializing in design/build
and maintenance in Columbus, OH. Very well known,
well managed and highly organized operation. An-
nual sales in 2005 over $800,000. Excellent growth
ina g“‘\\'l“g community. Hll\)nl‘\\ |“Llud(’" C"‘pl()\"
ces, equipment, advertising, etc. Turn key. Possible
financing available. Owner will assist with training.
Call 614/848-6500

BUSINESS FOR SALE
Northeast Florida, Fastest growth area in State!
Commercial Landscape Company,
established 12 years.

Excellent reputation with all major area contractors,
Owner selectively bids, growth opportunities
By increased job selection
Climare provides year round work
2005 Revenue $1,600,0004
Owner Benches $500,0004
Contact Debi (904)996-1666
904/386-7108, dandrews@ciibrokers.com

For Sale: Landscape Construction & Maintenance
business in fast growing Las Vegas, NV. Established
in 1982, Annual sales for 2005 over $1.2 mil. 75%
Construction, 25% Maintenance. No Brokers
Please!’ Will help with transition. Contact via
e-mail at Mandscapesale@aol.com. Fax information
requests to (702/565-6576)

200 Acre Sod Farm 90 miles E of Chicago
50x170 bldg with offices
2-40x80 bldgs w/shops — 2 homes
Sand Sod inventory/Machinery

Serving major athletic helds 269/695-5505

. R

Business for Sale

Iinvestment Opportunity
Established profitable
Landscape Design, Construction and
Maintenance Company.

Located in a fast growing South Florida area,
the firm has a reputation for excellent service
and quality. The Owner would like to stay
and concentrate on Marketing and
Customer Relations.

2005 Revenue $5.5 million
2006 Revenue $6.5 million

Contact: Dick Green, National Business Search,
7271363-6992

rgreen@businessmergers.com

Business Wanted
WANTED TO PURCHASE

Chemical lawn & tree care companies,
any arca reply in strict confidence

laurelcompanies@aol.com

kbKUBOTA.com
FAST

DELIVERY ON
IKyhota, parts

1-877-4KUBOTA

This website "kbKUBOTA com” Is operated
by Keller B Tre ympany. an author,
of Kubota SOrporation since

IGyhota,

HYDROSEEDER 1998 Finn T-170. mounted on
1989 Freightliner w/Live tandem axles, both in
excellent condition. $26,500 OBO 616/437-2815

FORMS AND DOOR HANGERS. Invoices,
proposals;, work orders and more. Fast service and
low minimum quantities. Order online and save
4WorkOrders.com Shorty's Place in Cyberspace
800/746-7897

Call At 800/456-0707 To Advertise Today!

WWW, awnanc“andscape com

april 2006 lawn & landscape
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For Sale

EngineerSupply
Measuring wheels, surveying equipment, blue print
storage. Shop Online for your AEC Office Equip-
ment, Large Document Storage Solutions, Specialty
Calculators, Surveying Equipment and more.

www.EngineerSupply.com.

866-290-7295

Factory Direct

NEW

Quick 36"

Y 4
The great cutting, compact, easy-
turning, reliable 36" hydro mower
Proudly made in the USA
Starting at $1895
www.quick36.com

TrakMats~

Ground Cover Mats for Professionals

* Tough, Lightweight

* Cleats for Traction

* UV protected

* Light color prevents
burnt grass

* Hand cutouts for

LANDSCAPE
7 DESIGN STAMPS
Rubber stamp symbais of frees, shrubs,
ﬂ;‘ plants, rocks, pavers, ponds, and more
: a& R Easy 1o use. CHECK OUR WEB SITE
'-‘;11)-1 Www. amencanstampco com

. AMERICAN STAMP CO.
TOLL FREE 877-887-7102 Local 916.887-7102
Call Tue, Wed or Thur. 8-4:30 PM Pacific Time for Info

Tree Moving Equipment: Red Boss tree spades,
Tree Boss, Tree Tie, Tree Planters
Call Tree Equipment Design ar 877/383-8383
info@trecequip.com. www.treeequip.com.

Made in USA.

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.

For Sale

“Get Mow Parts For Less”

www.landscaperssource.com
Save on average 50% off retail
No Shipping Charges
6-Pack of blades from $6.49 ca
615/584-1851

TURF TRACKER FOR SALE
Apply granular and liquid applications via front

moun(cd \pll'.l(l(‘r -U\d rear HIUIIIIKL‘(] l)ﬂul“ \pl.lfvl.'l.

Turf Tracker will reduce lawn specialist fatigue while
increasing production and profits

Original owner with 400 hours of use

Very good condition, . . . like new. Asking $3500.00

If interested call 603/765-4444.
We are located in Southern New Hampshire

ARCADIA LANDSCAPE, INC.

Join the Arcadia Team in sunny Tucson, Arizona.
Since 1984, we have specialized in landscape
residential construction and commercial main-
tenance promoting career opportunities and
advancement for our employees. Immediately

available are the following positions:

* Landscape Construction Supervisor — 3-5 years
experience preferred in new landscape installa-
tion, supervising multiple crews and procuring
marenials for jobs. Must be able to communicate
cffectively and work well with clients.

¢ Irrigation/Spray Tech — 2 years ﬁpcrlcnu‘
preferred and knowledge of all aspects of
irrigation. Must be pest-control certified or

begin certification process within 1 month.

Both positions require a valid driver's license

and a preemployment drug rest.

Arcadia offers benefits including:
* Health and dental insurance

« Paid holidays and vacation

* Retirement Plan

* Competitive salary

¢ Great work environment

» Wonderful weather

Please mail, fax or email your resume to:
2002 E. 13th St,, Tucson, AZ 85719
Fax: 520/791-0916

Email: sales@arcadia-landscape.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. Candidate contact welcome, confidential and

Help Wanted

BRICKMAN

Enhuncing the American Landscape Since 1939

Brickman is looking for leaders
who are interested in growing their
careers with a growing company.

Nationwide career and internship
opportunities available in:

* Landscape Management
» Landscape Construction
+ Irrigation

* Accounting

* Business Administration

Start growing your career al:
brickma ngroup.com

EMPLOYMENT OPPORTU

Del Conte’s Landscaping, Inc. is an award
winning full service landscape company located
in the San Francisco Bay Arca.

We are avidly secking talented professionals for

the following positions:

* ACCOUNT MANAGER
* ENHANCEMENT PRODUCTION MANAGER
* IRRIGATION DIVISION MANAGER
* BUSINESS MANAGER FOR RECYCLING
* SALES/MARKETING

We offer an excellent salary, benefits package, and
great work environment!
We also offer relocation assistance 1o

qualified candidates.

Come join our team of dedicated and
skilled land care professionals today!

Please send resumes to:
Del Conte’s Landscaping, Inc.

HR Department, Artn: Recruiting
41900 Boscell Road, Fremont, CA 94538
(510) 353-6036, ext 15
(510) 353-6030, fax
or hr@dclandscaping.com

Visit us on our web site
www.dclandscaping.com

.

CA add rax. www.measurearea.com 760/743-20006. always free. Florapersonnel Inc., 1740 Lake Markham
Road, Sanford, Fla. 32771. Phone 407/320-8177, Fax
407/320-8083. E-mail: Hortsearch@aol.com
Website: http//www.florapersonnel.com
apri! 2006 WWW, awnandlandscape.com
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Help Wanted

Help Wanted

Help Wanted

< Benchmark

Landucape Companios

We are a Commercial Installation & Maintenance contrac-
tor located in San Diego, California, We are now hiring the
following positions:

Quality Control/Training

Contact: 858/513-7191 (fax)
careers@benchmarklandscape.com (e-mail)
www.benchmarklandscape.com (web)

Established, growing irrigation company in Lake
County looking to fill the following positions:

# Irrigation Salesman

# Irrigation Foreman

# Irrigation Service Technicians

# Installation crew members

Benefits include Hospitalization, Dental,
and Retirement Plan

Lasko & Ohio Lawn Irrigation
6215 Heisley Road
Mentor, OH 44060

440/639-1700 — fax 440/639-9300
www, WaterYourGrass.com

GOTHIC LANDSCAPE, INC./GOTHIC
GROUNDS MANAGEMENT

Since 1984, we have been creating long-term relation-
ships with clients through ourstanding personalized
service and problem solving. W are one of the largest
landscape contractors in the southwestern US operating
in the greater Los Angeles, San Diego, Phoenix and Las
Vegas markets, The Company specializes in landscape
construction and maintenance for residential master-
planned community developers, and industrial com-
mercial developers. We offer an excellent salary, bonus
and benefits package. Outstanding career opportunities
exist in each of our fast growing branches for:

* Account Managers

* CAD Designers

* Estimators

* Irrigation Technicians

* Project Managers

* Sales Personnel

* Foreman

* Spray Technicians (QAC, QAL)

* Superintendents

* Supervisors

For more information, visit: www.gothiclandscape.
com or Email: he@gothiclandscape.com or
contact Elisabeth Stimson, HR Director at:
Ph: 661/257-1266 x 204
Fax: 661/257-7749

Consultants

Know Us ... Know Success

Your recruiting firm for the Landscape Industry

ARE YOU A HIGHLY QUALIFIED EXECUTIVE
OR PROFESSIONAL WHO IS READY TO CON-
FIDENTIALLY TAKE YOUR CAREER TO THE

NEXT LEVEL?

v Call JK Consultants — your recruiting firm for
the Landscape Industry.

v We are currently doing business with several top

national Landscape firms who have maintenance

and construction opportunities - excellent

compensation and excellent locations.

Take your career to the next level with

JK Consultants. Know us ... Know success.

Put our statement to the proof and call us right

now to confidentially discuss your career.

<

<

v Do you know other professionals ready to make a
change? We offer a referral fee if the person you
refer to us is hired by one of our clients.

You never know where professional
[riendships may lead.
Call us right now to find our confidentially how
we can take your carcer to the next level,
E-mail: contact@]KSuccess.com
Phone: 209/532-7772
Visit our website at www.JKSuccess.com

_

HicuGrove

PARTNERS

HighGrove Partners, LLC is growing and
we need Leaders who want to grow
with us and have fun along the way.

Atlanta and Charlotte carcer opportunities
are available in:
* Sales
* Landscape Architecture
* Landscape Design

* Irrigation

Grow Your Bright Future Today!
Contact Keith Worsham at 678-298-0582

Or keith.worsham@highgrove.net

www.highgrove.net

It Pays To Advertise Call 800/456-0707

Exciting Career Opportunities For
Service Industry Managers

Come join one of the largest Vegetation
Management Companies in the United Stares.
DeAngelo Brothers, Inc., is experiencing tremendous
growth throughout the Country creating the
following openings:

Division Managers
Branch Managers

We have immediate openings in:
VA, New England, FL, MO, TX, CO, LA, IL

Responsible for managing day to day operations,
including the supervision of field personnel. Business/
Horticultural degree desired with a minimum of 2 years
experience working in the green industry. Qualified
applicants must have proven leadership abilities, strong
customer relations and interpersonal skills. We offer an
excellent salary. bonus and benefits packages, including
401(k) and company paid medical coverage.

For career opportunity and confidential consid-
eration, send or fax resume, including geographic
preferences and willingness to relocate to:

DeAngelo Brothers, Inc.,
Attention: Carl Faust,

100 North Conahan Drive, Hazl PA 18201,
Phone: 1-800-360-9333. Fax: 570-459-5363 or
email-cfaust@dbiservices.com
EOE/AAP M-F

GREENSEARCH

GreenSearch is recognized as the premier provider
of professional exccutive search, human resource
consulting and specialized employment solutions
exclusively for interior and exterior landscape com-
panies and allied horticultural trades throughout
North America. Companies and carcer-minded
candidates are invited to check us out on the Web at
http://www.greensearch.com or call toll free at
888/375-7787 or via e-mail info@greensearch.com

Manfacturer's Reps Wanted
Well established manufacturer of PVC pipe and tubing
cutters is looking for lrrigation reps in the US market to

call on distributors in the Northeast and Midwest.
Please send or fax resume and line card to:

O'Connor Sales, Inc.
16107 Piuma Ave.
Cerritos, CA. 90703
Phone: 562/403-3848
Fax: 562/403-3858

WWWw. 1awnandllnduape.com
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EMPLOYMENT OPPORTUNITY

Strathmeyer Landscape Development Corporation
is 4 family owned company offering Commercial
and Residential installations in the Central Penn-
sylvania area. We are currently secking ambitious,
hard-working individuals to become a part of our
team in a year round capacity.

LANDSCAPE COMMERCIAL / RESIDENTIAL FOREMAN
Growing Landscape company is looking for an indi-
vidual with good organizational and leadership skills.
T'he duties include overseeing landscape crews ar the
residential level. Horticulture experience and knowl-
edge of Spanish is a plus. A valid drivers license

is required. Good benefits offered.

LANDSCAPE CONSTRUCTION FOREMAN

Growing Landscape company is looking for a
responsible individual with excellent leadership and
arganizarional skills, This position involves training
and oversecing landscape construction crews.  Experi-
ence installing paver patios, walkways, driveways, water
gardens and walls. A valid drivers license is required
Knowledge of Spanish is a plus. Benefits available

LANDSCAPE LABORER

Will perform landscape services at residential and
commercial sites. Construction, planting,
mainienance, ¢t¢

If interested please forward resume or stop in to

complete an employment application.

Strathmeyer Landscape Development Corporation
Aun: Human Resources
255 Zeigler Road, PO Box 70
Dover, PA 17315
717.292.6660
888.345.0740

Check out the software

that is revolutionizing the « Seyvice History

« Unlimited Customers & Properties « Print
« Automatic Scheduling, Routing
« Automatic Invoicing, Job Costing

™ The all-in-one software
for lawn care and

landscaping contractors

, Invoices, Work
Orders, Statements, Purchase
Orders, Reports, Labels. Even
design your own forms in Word”

& Profit Tracking  « Full Accounting: G1L, AR, AP,

grola oyl « Laborand Productivty Tracking ot oot oM
SULICIRICY « Watarial & Chemicals Tracking gy inks to QuickBooks"
or call « Automated Marketing Manager:  Peachtree®, MapPoint ® Street
1-800-724-7899 Send Sales and Service Notices  Mapping, Emailing, and more!

Designed for the
Green Industry

@ Scheduling

 Tracking

¢ Costing

@ Parts Inventory T

Free Demo 800-635-8485

WWW.MOWERMETER.COM

COMMERCIAL INSURANCE
FOR THE GREEN INDUSTRY

Part of an organization that has been growing
successful companies since 1977, Ruppert Nurseries
is expanding and has LANDSCAPE
CONSTRUCTION, LANDSCAPE
MANAGEMENT and TREE GROWING
opportunities available in the mid-Alantic and
southeast. Fax 301/414-0151 or
email carcers@ruppertcompanies.com
for more information,

( :(\II)I\L‘(I(IVC rarcs, L‘"“Prchc"\l\'c coverage
and payment plans designed for your

\p(‘nfllit l.\ll.\lll(,’.\.\ H\'l'd\

If you provide any of the following services we can
design a program for your company:

* Right of Way

* Holiday Lighting

* Installation

* Snow Removal

* Renovation * Irrig. Install. /Serv

* Fertilization

¢ Herb./Pest. App. * Tree & Shrub Serv.
« Spill Clean Up

* Mowing & Maint.

IRRIGATION DESIGN & INSTALLATION

Golf Engineering Associates of Phoenix is seeking irrigation de-
signers, installation supetvisors and skilled workers for projects
in U.S., Mexico and Asia. GEA is an established. expanding
international design/build firm, Design applicants must know
AutoCAD, have construction experience and college degree
in related field. Travel is required. Spanish speaking preferred.
Please send resume to gary@geagolf.com or
all 623/551-1919

Contact one of our Green Industry
Specialists for a quote at
1-800-886-2398 or by fax ac
1-740-549-6778
M.EP. Insurance Agency, Inc

rick@mfpinsure,com

LET GOVERNMENT GRANTS/LOANS finance
your business, to $2,200,000.00. Over 300 sources.
(www.usgovernmentinformation.com), Free informa-
ton: 707/448-0270. (NKS)

Go Paperless! TurfGold Software
Manages phone messages. appointments, proposals,
scheduling and invoicing.
database works with both Tablets and Pocker PCs.
Compatible with MapPoint and QuickBooks. Free
demo presentation at www. TurfGold.com, or call
Tree Management Systems, Inc, at 800/933-1955

Industry Web Sites

BUSINESS RESOURCES

LawnSite.com = Where Business Owners Meet

100% Synchronizable

PlowSite.com ~ For Snow & lce Professionals
LawnCareSuccess.com — Books, Templates,
Tutorials, Proposals, Contracts, Flyers, Door
Hangers, Letters, How To Estimate Properly.
Advertising, & More

412/415-1470

Website Design Services

Avtomated, Profit-Pulling Sales Force
That Works 24/7 and Never
Takes a Day Off!

Today's consumer is going online ro find their service

providers, If you're not there, you're missing out on
100,000+ scarches every month
Get your automated sales force today!
Results Guaranteed. FREE report.
www.lawncarewebdesignmagic.com

Web Designers

Web Design, Brochures, Logos, Lettering and

Printing Services for Landscapers. Your single
source for marketing your landscape business.
Samples online: www.landscapermarketing.com
or call 888/28-DSIGN.

GPS Vehicle Tracking

No monthly fees
Call 800/779-1905
www.mobiletimeclock.com

T —
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Largest & Fastest Growing
Pioneer in the Industry

Ol

W
1,

Holiday Lighting
Keep Employees Year Round
L' ”' ny
B i

-
-~

s

<
Landscape Lighting
Offer High-Margin Services

Iraining Marketing
Supplies  Support

Over 400 locations in 47 States & Conada

m ‘ ITETIMI
DECOR

WWW. /hede(orgroup. com

i 1-800-687-9551

Get your bills out on time
and
Get Paid faster

~ with i i
Call for a free sample bill and brochure

Landscaper Billing
800-464-6239

Educational Training

Do They Have The

Right Answers?
Provide to your
customer service and salespeople

» To save customers
» Attract new s

One customer save pays for 1 years use

800-328-4009

P e at :

= Much Move:
MADE IN THE U.S.A.
WE.CHAPPS

O BOO-BIG-2427 &

To Advertise Call
Bonnie Velikonya
At 800/456-0707

Get the invoice monkey off your back

“At last. . .How to collect money
from your lawn customers with
practically no work!

Amazing NEW technology gets
you paid, while you enjoy your
time offl”
Sebring, Fl

I\‘\k‘.l"

A newly released free report
the quick and casy way to stop the
monthly billing grunt work! Don't spend
another ev ening or Sunday afternoon
sending out monthly invoices. Why put
yourself through it anymore? Get this free
report so you'll know exactly what to do.
( l“ lhl; (n“-tru nnmi\u o gk‘l your copy,
1-800-832-0743 (Toll-free, 24 hour
recorded message

Landscape Equij

TREE STAKES
Doweled Lodgepole Pine
CCA Pressure Treated

2" Diameter, Various Lengths

ment

Economical, Strong and Artractive
Phone: 800/238-6540
Fax: 509/238-4695
JASPER ENTERPRISES, IN(
We ship nationwide

Web site: www fasper-inc.com

g Services

Stop Wasting $$ On Ineffective
Marketing Methods!
Powerful proven marketing systems created specifi
cally for LCO's that 100-500%

fast, Results Guaranteed! FREE report. Call toll-free

grow your business

24 hrs a day for automated message, 877/454-0125

Two Piece Showerhead
316 Stainless Steel nozzle

]
Roger’s
SPRAY & TREE SERVICE

206-244-1717

It Pays To Advertise in
Lawn & Landscape

Check us out @

WWWw dWT‘OﬁL”andSC«]pE com

april 2006 lawn & landscape



http://WWW.WKCIIAPPS.COM
http://www.jasper-inc.com

aGrowing Arborwell with
Database Marketing

rborwell has a passion for trees.

Our Castro Valley, Calif.-based

company was built on the simple
premise thar customers come first. From
the first interaction through the final
cleanup of a project, we believe that a
customer's satisfaction is paramount —
and it appears our passion is paying off.
For two consecutive years (2003 and
2004), Arborwell was recognized as one
of the 100 fastest growing companies in
the Bay Area by the San Francisco’s Busi-
ness Times. This is not an easy feat for a
tree care company with its roots planted
in an area known for the rapid growth
of technology companies.

Over the last four years, Arbor-
well has grown from $500,000 to $7
million, sustaining an average revenue
growth of 82 percent for the past three
years. To achieve much of this growth,
we have utilized the latest in Web tech-
nology, database marketing and direct
mail to regularly interact with custom-
ers, keeping them informed of seasonal
and plant health care concerns.

Since 2003, we have partnered with
Relevance Marketing, a progressive
marketing agency based in Burlingame,
Calif., to execute our marketing strate-
gies and campaigns. Relevance helps us
target our professional tree management

services to corporations, building man-
agers, golf course superintendents and
residential estate owners in the Sacra-
mento and San Francisco Bay areas.
Prior to 2003, our marketing was a
typical small-business shotgun approach:
create brochures of the company’s
services, maintain a simple Web site
and creare direct-mail campaigns for cus-
tomer acquisition. Today, our market-
ing strategy is to treat cach customer as
an individual, value their business and
communicate in a timely, personal and
non-intrusive manner. To do this, our
company uses the magic of 21" century
databases, which allow us to create
unique one-to-one “touch-points,” or
instances of direct communication, to
increase sales and build customer loyalty.
These personalized touch points are in
the forms of greeting cards used in pre-
and post-sales follow-up and targeted
direct-mail campaigns that let us contact
specific customers and individual market
segments abourt our tree care services.
We feel that all good marketing
starts with knowing your customers and
treating them uniquely. We know our
residential customers have different tree
and service requirements than a prop-
erty management organization or golf
course management company. Rather

1. Touch existing customers with a communication piece at least once a quarter.

2. Simplify the process to create the communication or direct marketing
materials. The solution must be easy to use, cost effective and be able
to create, address, mail and deliver materials within days, not weeks.

3. Talk to customers directly. Use accurate marketing information (extracted
from Arborwell’s Management Information System) demonstrating

that the company understands the customer’s business allowing for cross-

selling and up-selling opportunities.

The author is managing

director of Relevance
f"’LuL.ehng.
Burilngam(‘ C:Elh‘ ’
and can be reached at

m‘u({urelevdnc, e

1 40
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than communicate 1o all of them
using the same message, we tailor our
marketing to each audience.

To accomplish this, we use a
branded Internet marketing portal that
lets administrative staff, sales personnel
and Arborwell officers mail profession-
ally printed 5-by-7-inch folded cards,
addressed and stamped, to individual
customers right from our computers,
Rather than creating one picce of col-
lateral for all customers, this program
lets us customize card images and rext
based on the recipients’ or market's
needs. The objecrive is to create an
ongoing program that facilitates fast,
profcssional. one-to-one communica-
tion with customers. For example, we
would use images and rext relating to
trees and buildings to targer commer-
cial property managers, while cards
to golf course customers would have
images of course trees,

Good database marketing always
starts with good darta. For existing cus-
tomers, we extract, segment, sort and
load customer information into the

Stepd ol 6
Preview and approve your card

Thank you for choosing
Arborwsll. Your business is
oreaty apirecuied by o of s
and we ook orwd 10 serving
you I the future

v\ﬁlﬁ\d’

database. We then use the marketing
portal to create and send the personal-
1zed cards, for one or hundreds of cus-
tomers, with just a few mouse clicks.
Salespeople can immediately follow
up on sales meetings, service-recov-
ery issues or even (iank their entire
customer base for their business on a
quarterly basis. The cards cost $1.50
to $3 based on the quantity mailed.
We use the same principles when
prospecting and acquiring new cus-
tomers wi(%\ direct-mail. Customer
acquisition campaigns begin with da-
tabases of typical mailing and limited-
demographic information. However,
response rates increase dramartically
when the direct mail piece relates to
the individual. This can be achieved
through simple personalization tech-
niques, such as tying the text of a tree
replacement or plant health care offer
to a specific residential area based on
home values, income ranges or other
demographic information. This is es-
pccialﬁ important when communicat-
ing the trust and expertise Arborwell’s

Using a special Web portal
(left), Arborwell staff can
send clients customized
thank-you notes, direct-mail
cards and more. Images
like the ones above, as well
as text, can be switched
out based on the audience.
Photos: Arborwell

certified arborists bring to residential
neighborhoods and estate properties.
Overall, we have an annual bud-
get of $150,000 that we spend with
Relevance on these types of mailings
and other direct marketing approach-
es. Regardless of the cost, being able
to touch a customer with the speed
and intimacy of a card three days
after a meeting is, as the commercial
says, priceless. By utilizing intel-
ligent marketing programs to target
our existing ;mfpotemial customers
through technology, we've been able
to increase our sales while lowering
our expenses and the burden on our
administrative staff. This has truly
helped us spread our roots and grow
like trees within an urban environ-

ment. - Greg Goldman

Visit the Apri| Online Extras section for
additional photos of Arborwell's unique
markeling materials

www. ?.’iwnnndlands(ape com
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maeOnbeam

Excellent dark green color and turf quality
with good leaf spot and Fusarium resistance.
Improved resistance to powdery mildew.

F I MOO“

Very good heat tolerance with good
resistance to stripe rust and stem rust.
Seed production fields show very little
powdery mildew, which should be a
benefit to sod growers.

T N0

Kentucky Bluegrase

=
% ¥ / ‘& Lt e VS Shamrock x Midnight hybrid cross with
7 -nm- o ¢ good stem rust and stripe smut resistance.
Excellent, economical blend component.

MIDNIGHT®

KENTUCKY ﬂIIlF(RA“

New Moons RlSIng | Ecolenlowmouing ond heo

tolerance and dark green winter color.

~after Mldmghi... s

kRO gl MIDNIGHT
o T N A KENTUCKY BLUEGRASS
g e 8 7 (M Dark blue-green color with medium
. ';,i_' MR ‘; e ; leaf texture and good year-round color.
Infrodllcﬁ'lg advanced premmm ,e “ FM&P)EW
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Kentucky'blu,egmss, ,from. Turf-See tlm,. i OB Ltz

A" are* dlShnCﬂY dlﬂpj’enffdnd' q“ | Very dark green color with fine leaf texture

that has good wilt and heat tolerance with
are lmprovemelﬂ’s Gver Mldnlghf At less water. Good resistance to stripe rust

and leaf spot with improved resistance to
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"'AII Amerlcan ooun'muslc‘ > G
e legend Charlie Daniels stands .~
o *behind Gravely products )

Gravely" is proud to celebrate 90 amazing
years of all-American quality and value. Our solid
history of tough, hardworking equipment speaks

5 for itself. And what’s even better is that it's all
.. 'made right here i in the land that we love. Gravely
" has helped keep America beautiful for 90 years, and

we promise to keep you cutting for many. more.

) ;
www.gravely.com * 1-800-472-8359
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