




250 HORSEPOWER. 460 LB-FT TORQUE. 0 COMPETITION. 
THE 2006 GMC SAVANA, WITH AN AVAILABLE DIESEL V8 ENGINE. STANDS ALONE WITH CLASS-LEADING HORSEPOWER AND TORQUE. 

There can be only one leader. And this one's as powerful as it gets. The GMC Savana with an available DURAMAX™ 6600 diesel 
engine. With best-in-class horsepower and best-in-class torque, it overpowers everything in its way. Competition included. 
Whether in the Savana Cargo* or Cutaway, the DURAMAX diesel also delivers outstanding towing capability. GMC Savana. The 
numbers add up. And they equal number one. Visit WWW.GMC.COM or call 1-800-GMC-8782. 

http://WWW.GMC.COM




Now is the smartest time 
to buy a Z-Series mower. 
Purchase any Husqvarna commercial Zero Turn mower by 
March 31, 2006, and you can choose from two easy-on-
your-wallet payment options. Take advantage of the $500 
instant rebate or the 0% Financing for 12 months. 

As a big plus, all Husqvarna commercial Zero Turn mowers 
with our exclusive TunnelRam™ deck are backed by an 
industry-leading, 5-year limited commercial warranty. See 
your local Husqvarna retailer for details, and test drive a 
Husqvarna Z-Series mower. It's a bargain you just can't 
walkaway from. 

$500 
INSTANT 
REBATE 

On All Zero Turns 

= ® = 
ZERO 
FINANCING* 

On All Zero Turns Visit www.husqvarnadriveeasy.com 

(h) Husqvarna 
Ask about great financing options at participating 
independent Husqvarna retailers OAC. 

I P L U S I 

ZERO 
WORRY 
WARRANTY' 

'Must request otter at time of purchase. Applies to new purchases of $2500 or more made between January 1 and March 31. 2006 on a Husqvarna credit card. No finance charges will be 
assessed on the promotional purchase as long as the promo purchase amount is paid in full before 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 to credit approval by GE Money Bank 

* *5-year limited commercial warranty. See retailer for details 
© 2006 Husqvarna 

http://www.husqvarnadriveeasy.com


Perfect Petunias for Your Landscape 

Wave Lavender Spreading Petunia O 

w ~ n 

Easy Wave® Rosy Dawn 
Spreading Petunia O 

Double Wave® Blue Velvet 
Spreading Petunia O 

Wave Purple 
Spreading Petunia O 

Wave Blue Spreading 
Petunia O 

Tidal Wave® Silver Spreading Petunia O 

Tidal Wave* Hot Pink Spreading Petunia • 
& Purple Majesty Ornamental Millet« • 

' « • « I WWCTWW .-»" y> . 
Spreading Petunia • 

BallLandscape-com 
All WAVE naities ¿re registered trademarks of: and WAVE. TIDAL WAVE 
and DOUBLE WAVE: are bred by Kirin Brewing Co Ltd/ 

2005 Ball Horticultural Company Printed in USA BHC06026 

ItSE READER SERVICE # 11 

Wave , Easy Wave", Tidal Wave0" and Double Wave": 
Best-selling, best-performing Spreading Petunia series for 
fast fill-in and long-lasting color. Look to low-maintenance, 
weather-tolerant Ride The Wave" varieties when you need 
big, bold results. Find a supplier at BallLandscape.com. 



Business Smarts -
To Catch a Thief 
Follow these steps to prevent employees and 

by-passers from stealing your plant materials, 

power equipment and hand tools. 

Best of Web -
Desk Clearing Secrets 
What are the best ways to reduce paperwork 

piles and clutter? Lawn & Landscape Mes-

sage Board users share their tips for revealing 

clean desktops, eliminating paperwork-re-

lated procrastination and recapturing office 

sanity. 

Issue Focus -
TurnStyle 
Zero-turn mowers combine quality of cut 

with speed, including the ability to turn on a 

dime, boosting productivity on the job. 

Special Section - Trucks & Trailers 

Keys to the 
Work Truck 
An effective fleet of work trucks 

starts with smart purchasing decisions. 

Happy Trails 
When it comes to handling tools 

and equipment, contractors have a 

variety of options. 

media 
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Cover Story -
Resist Commodity 
Thinking 

56 
Who needs cost-conscious customers? 

Not Dukes Landscape Management. 

They woo strategic-minded clients with 

better communication and fresh ideas. 

Cover Image: Gail Mooney 
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PennMulch 
SeedjAccclcrator 

When seeding jobs fail your phone rings off 

; the hook, your customers get upset, your 

schedule falls apart and your profits 

fly out the window. With its 

patented Moisture Cell Technology" each 

i PennMulch pellet expands to four times its 

size, retaining water to speed up 

: germination. It protects your seed and only 

i PennMulch provides just the right amount 

: of starter fertilizer with one easy application, 

and without adding a single weed seed. 

I Users agree, and university research con-

P E N N M U L C H ® S E E D A C C E L E R A T O R " T O T H E R E S C U E 

i firms, PennMulch provides faster establish-

ment, more uniform fill in, and up to 36% 

i more grass than seed alone. PennMulch 

i may not get it to rain, or get your customers 

; to water, but it will reduce callbacks and 

i improve customer satisfaction! You can 

find out more about amazing PennMulch 

I by visiting our web site at 

www.LebanonTurf.com. Click on 

"Promotions" and enter coupon code 

ILLI026 to receive a complete 40-page 

; agronomy manual absolutely free! Ask for 

I PennMulch at your nearby LebanonTurf 

: dealer and make sure your seeds succeed. 

LebanonTurf 
11-800-233-0628 • www.LebanonTurf.com 

USE READER SERVICE # 12 

http://www.LebanonTurf.com
http://www.LebanonTurf.com
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Regulate Your Work 
Load with P G R s 
More lawn care operators are using plant 

growth regulators to ease labor concerns 

and combat the rising cost of discarding 

grass clippings. 

Lessons in Pricing 
When pricing irrigation installation in 

the residential market, the mantra is 

"Know your costs." 

Bold and Beautiful 
When it comes to plants, big and bold is in, 

but proper placement and design also help 

make gardens beautiful. 

Tree Care Tips -
To C u t or Not To C u t 
Last year's severe weather in many states 

resulted in serious landscape plant damage. 

Take steps to protect and repair your 

customers' trees with proper and 

well-thought-out pruning. 

Product Trends -
Generat ing Power 
Although models and features vary widely, 

choosing a generator doesn't have to be a 

confusing process. 

www.lawn an d l a n d scape.com 
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Product Spotl ight -
Edging Ahead 
Check out these tools to give lawns and 

flowerbeds a professional edge. 

Product Spotl ight -
Skeeter Solutions 
Thinking of adding mosquito control to 

your service mix? These products and 

services keep customers' properties clear 

of the summer-spoiling pests. 

LAWN & LANDSCAPE (ISSN 1046-1 SAX) is published monthly. Copyright 2006 
G.I.E. Media. Inc. 4012 Bridge Ave.. Cleveland. Ohio 44113. All rights reserved. No 
pan of this publication may be reproduced or transmitted by any means without wnttcn 
permission from the publisher. Single copy rate: $5.00. One year subscription rates. 
$30 in the United States, $35 in Canada and $98 in other foreign countries. One year 
foreign airmail rate: $218. Two year subscription rate: $42. Subscriptions and classified 
advertising should be addressed to the Cleveland office. Periodicals postage paid at 
Cleveland, Ohio, and additional mailing offices. Ride along enclosed. Postmaster send 
changes to LAWN & LANDSCAPE, 4012 Bridge Avenue. Cleveland, Oh» 44113. 
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Scott Swayze thought 
all decks clog in tall, wet grass. 

This one changed his mind. 

See more of what Scott Swayze has to say at www.mowpro.com JOHN DEERE 

http://www.mowpro.com


ons in Kricing 
ant to know the secret to pricing residential 

irrigation installation? Know your costs. In 

order to make money on jobs, you have to 

understand your costs for materials, labor, 

profit and overhead, as well as the variables 

that affect each. Many professionals agree the 

H trick to profitable pricing is to become a good 

student of your work, learning where you made money - and where you didn't - on previous jobs. 

Learn more about pricing irrigation installation in this month's "Lessons in Pricing" feature 

on page 142. Afterward, visit the Lawn & Landscape Online Message Board to share your pricing 

methods and read what other contractors are doing. 

Also, Be sure to visit Lawn & Landscape Online Feb. 20 through 26 to participate in the 

weekly Online Poll where we ask, "What percent profit do you try to achieve on residential irriga-

tion installation?" We'll share the poll results in the Lawn & Landscape 

e-Newsletter on Monday, Feb. 27. Read more about the e-Newsletter below. 

4 1 % 

b e s t of t h e w e b 

esk-
Clearing 

You're a busy professional with 
budgets to approve, landscapes to 
design, proposals to send out and 
timecards to initial - but you have 

yet to find a desk that will accommodate all 
your files and folders. The "piling system" 
may work for some people, but everyone's 
desk has a tendency to get disorganized. 

Whether you have a packrat personality, 
too little time to filing things away or just a 
natural tendency for disorganization, you'll 
benefit from this month's Best of the Web 
feature "Desk-Clearing Secrets" on page 
81. When one Lawn cr Landscape Online 
Message Board participant shared his secrets 
on "getting to the bottom of the top of his 
desk," a number of other busy business own-
ers chimed in with their ideas on reducing 
paperwork and office clutter. 

So, before you leave a coffee ring on that 
all-important proposal or misplace your 
employees' paychecks, read "Desk-Clearing 
Secrets." (If becoming more organized was 
your New Year's resolution, this is the article 
for you!) Be sure to visit the Message Board 
to participate in the topics of the day or start 
a thread of your own. See you on the Web! 

Between Feb. 13 and 19, log onto Lawn & Landscape 
Online to participate in the weekly Online Poll where 
we ask, "How often do you work with 
subcontractors?" 

special delivery 

Concrete Paver Sales Rise Dramatically it 
ers were i*> 15 j 
Mute r WasT*nd |M|mum 

Being a knowledgeable business owner means keeping up with what's going 
on in the industry at large. But even if your busy schedule keeps you from visiting Lawn & 
Landscape Online every day for the most up-to-date industry news, you can still stay in the loop 
with our weekly e-Newsletters. 

The Lawn & Landscape e-Newsletter lands in your e-mail inbox every Monday with a news 
rundown from the last week, followed by our extensive Product e-Newsletter on Thursdays 
with info on equipment to keep your business running at its peak. To sign up for the Lawn & 
Landscape e-Newsletters, e-mail lspiers@gie.net or visit www.lawnandlandscape.com today! 

mailto:lspiers@gie.net
http://www.lawnandlandscape.com


Spell doom for insects above and below ground with one application. 
The end is near for chinch bugs, sod webworms, grubs, fire ants and more than 70 
other turf-eating pests. Nothing on the market gives you better control of surface and 
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. 

Bayer Environmental Science a business group of Bayer Crop Science I 2 T W Alexander Drive, Research Triangle Park, NC 27709 I Allectus and Backed by Bayer are trademarks of Bayer 
Always read and follow label directions carefully. I ©2005 Bayer CropScience 

aUecTus 
BACKED 
by BAVER 
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Invest in Your Business 
"Unless you try to do something beyond what you have mastered, you will never grow. 

- C.Q. Lawton 

Words to live by; particularly as we embark upon a new season of 
professional lawn and landscape design, installation and maintenance 
service work for our varied customer bases - big and small. 

By now you're well into buying new products and refurbishing older equip-
ment for the new season. Your sales team is out closing new residential and 
commercial business. You're interviewing and hiring employees in all levels of 
your business. In warmer climates, you're already out servicing properties and 
creating enhancements to existing properties. 

Ultimately the mission of Lawn & Landscape is to provide our readers with 
solutions to your challenges so you can operate more efficiently and profit-
ably. We do that monthly through columns like Sales andMarketingby Marty 
Grunder, Business OperationsbyfccV Mattingly and PeopleSmartsby Larry Fish. 
We also provide our readers with monthly business management articles de-
signed to grow your businesses and increase your profitability. At the end of 
the day, that's what drives your business operations. 

People learn in different ways. And we encourage contractors to take 
advantage of the many business learning opportunities available to them. Join 
a state or national association if you don't already belong to one. Read any 
number of business books currently on the New York Times best-selling list. 
And, perhaps best of all, network with your peers. 

In addition to our monthly magazine and interactive Web site (www. 
lawnandlandscape.com), Lawn & Landscape hosts face-to-face conferences that 
are designed to bring together top-notch industry speakers and researchers on 
technical and business related topics that affect you daily in your business. 

In August, Lawn & Landscape will host a national Lawn Care Conference 
promising a beneficial educational experience dedicated solely to the topic of 
professional lawn care. 

The conference will include current trends in weed, insect and disease 
management for turf, trees and ornamentals. The event will provide attendees 
with the opportunity to discuss the business and technical challenges and needs 
facing today's lawn and landscape professional. 

Our objective for the conference is to tap into some of the leading minds in 
the lawn and landscape industry and identify the blockers they are encountering 
in establishing successful lawn care programs, and how to identify solutions 
for overcoming these challenges. 

We hope you'll put our conference on your calendar. Invest in your business. 
The conference will be reasonably priced; not designed to break the bank or 
your budget. In fact, we encourage you to bring your key team members in 
addition to yourself. 

We are in the process of fleshing out the program and finalizing the dates 
and location. Watch for more specifics on our conference in the pages of Lawn 
& Landscape and on our Web site. We'd like to hear your ideas. Send them to 
me at ccode@gie.net. Make it a great year, l l 
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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. 1 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.versa-lok.com 

Freestanding 
Walls 

Mosaic Random 
Face Patterns 

Fully Integrated 
Stairs 

Random-Pattern 
Tall Walls 

Freestanding 
Columns 

Multi-Angle 
Corners 

VERSA-LOK' 
Retaining Wall Systems 

Solid Solutions: 
©2006 Kiltie Corporation • Oakdale, MN 

http://www.versa-lok.com




ARENAM 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 - 9 3 9 7 toll free. \ 

Putting You In Control Always read and follow label directions. ARENA and the ARENA logo are trademarks of Arysta LrfeScience North America Corporation. The 
Arysta LifeScience logo is a trademark of Arysta LifeScience Corporation. ©2005 Arysta LifeScience North America Corporation. ARN-043 

Arysta LifeScience 

Harmony In Growth 

http://www.arystalifescience.us/arena
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^ ^ j j ) e a r Editor, 

^ ^ ^ I'd like to say I'd like to say thank you for the cover story in January 2006 about Landscaping Con-
cepts. I found this article most helpful in the fact that I can relate with the company. 
Landscape Concepts seems to be the typical size company where we as owners are cur-
rently at or are working to get to that million-dollar benchmark. It looks like you did 
take advice about stories on companies that are smaller than $1 million in sales in a 
survey conducted last year. My opinion was acted upon, as we are a company that did 
almost $500,000 in 2005. 

It would be great to hear more from these companies. Ideas for articles would 
include managing crews in detail, managing project profitability, hiring & firing and 
organization. I think, most importantly, that many small business owners have difficulty 
making systems and holding employees accountable for their actions and consequences. 
We as small business owners seem to fear that if we reprimand our employees they will 
quit and we will go out of business. That used to be my fear until it almost made me go 
out of business when my crews didn't turn in paperwork on time. Most employees crave 
structure so they can come in, get their work done, go home and get paid on pay day. 

Thank you for the opportunity to share my thoughts, 

Landry Roebuck 
Landry's Landscaping 
Rochester Hills & Southfield, Mich. 

MTl Pain^BIRD 
SALE 

5004 4" Pop-Up 
Complete Turf Rotor 

Top-Adjusts with 
Just A ScrewDriver 
Call NOW for FREE Sample 

~ o*»$7m 
Buy The Box 

BEST BUY 
On A 
Ui/rf Rotor 
Call Us For ALL 5004s 

Order By 1 p.m. 
SHIPS SAME DAY 

w/min. order 

800-600- T U R E , 
CALL US AND SA VE! 7:30 am - 5 pm 

e 11 e r s 

Lawn & Landscape magazine welcomes letters 
from its readers. We feel that your honest feedback 
about our publication - whether its positive or 
negative - is crucial to our future success. We take 
your comments very seriously and are always will-
ing to respond or answer any questions you might 
have. To submit a Letter to the Editor, please send 
the letter via mail to Nicole Wisniewskts attention 
at 4012 Bridge Ave., Cleveland, Ohio 44113, or 
e-mail it to her at nwisniewski@gie.net. You can 
also call her at 800/456-0707. 

DON'T! 

w w w. S PR IN K LE RS 4 LESS COM 

"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! 
Help Guarantee Your PLANTS, 

PROFITS. PROJECTS & REPUTATIONS! 
Complété Product Information & Prices 

Toll Free @ 1-800-441-3573 (or) 
Web Site @ www.bio-plex.com 

USE READER SERVICE # 16 USE READER SERVICE # 15 

mailto:nwisniewski@gie.net
http://www.bio-plex.com


'With equipment this quiet, the only people 
losing sleep at 7 a.m. are my crew." 
"In a city as environmentally conscious 
as Madison, I need the quietest, cleanest-
running equipment. For me, nothing 
compares to STIHL's full line of 4-MIX® 
engines. My clients include neighborhood 
apartments, office parks, and medical 

clinics, and they rave about how quiet 
we are. In fact, I actually started 
marketing around these environmentally-
friendly engines and my business 
increased. This equipment delivers classic 
STIHL power, too. They put out more 

horsepower than a conventional 2-stroke 
of equal size. So my crew can start 
earlier, work longer and more comfortably, 
with less downtime. You want to sleep 
better? Go with STIHL 4-MIX® engines." 
www.stihlusa.com 1 800 GO STIHL 

STIHL 

http://www.stihlusa.com
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Confidence Sells 

© There are many skills sales professionals 
need to be successful. You must be 

very organized, attentive to details, have 
passion for your work, be knowledgeable 
and listen well. But one is much more 
important than all of the others — con-
fidence. If you don't have it, you are not 
going to be a successful salesperson. 

New York Yankee Alex Rodriguez is 
one of the best hitters in baseball. The 
28-year-old third baseman earns more 
than $24 million a year to be successful 
33 percent of the time. Every third at bat 
he gets a base hit. The other 67 percent 
of the time he fails. Yet, Rodriguez is still 
considered a great ball player and gets 
paid accordingly. 

Do you think he steps to the plate 
to face an opposing pitcher and says to 
himself, "I am going to strike out!" No 
way! He says to himself, "I'm going to get 
a hit. I'm going to be successful." 

If you don't believe in yourself, who 
will? You must maintain a level of con-
fidence to walk into Mrs. Pepper's house 
and sell her that $30,000 landscape. 
You must feel, deep down inside, your 
company is the best choice for Mr. 
Nelson's office and sell him a $10,000 
maintenance contract. 

Plain and simple, prospects can tell if 
you believe in your product or service, and 
more times than not buying decisions are 
based on the salesperson's ability to clearly 
and confidently show why your firm is 
the best choice for the job. When you 
don't make a sale, more than likely you 
did not prove you were the best. 

I frequently hear landscapes com-
ment, "My market is different, nobody 
wants to pay around me, they're all looking 
for the best price." Or I hear, "I can't sell 
work for those kinds of prices, no one 
will buy it." And my personal favorite, 
"We do great work, but nobody seems to 

care." These comments make up a recipe 
for failure. 

In almost every market in the United 
States that I have studied, there are Lexus 
dealerships, jewelry stores that sell Rolex 
watches and fancy restaurants. There are 
also Wal-Marts and small, private retail-
ers doing well. If you properly position 
your company in a market, relentlessly 
communicate the value you bring to the 
table and then go and do what you said 
you would do, you will be successful. You 
must know what your company does best 
and what your clients want and need. Then 
you need to go out and deliver. Trying to 
be Wal-Mart and Nordstrom at the same 
time won't work. You must have confidence 
to go out and sell with passion. 

So how do you gain confidence? The 
same way Alex Rodriguez does. He 
practices. 

Even though he is one of the best hit-
ters in the major leagues, he practices and 
studies the game. And that's what you 
need to do, too. 

As a manager your job is to build 
confidence in your people. Be on the 
lookout for things your team has done 
well and recognize them in person, via 
writing and, best of all, in front of others. 
The simple technique can enable your 
people to thrive at your company. When 
someone feels good about the job they did 
and the role they play in the company's 
success, magical things happen. People 
take ownership of their work when they 
feel appreciated. 

Former General Electric Co. C E O Jack 
Welch said it best: "I firmly believe that my 
job is to walk around with a can of water in 
one hand and a can of fertilizer in the other 
and make things flourish." Now, I'm will-
ing to bet you're a better landscaper than 
him, so get to work building confidence in 
yourself and instilling it in others.4L 

is a speaker, consultant and author, as well as owner of Grunder 
Landscaping Co., Miamisburg, Ohio. He can be reached at 
866/478-6337 and via www.martygrunder.com. 

http://www.martygrunder.com
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"Dixon's rugged construction and reliable mowers 
mean I have more cut time and less down time. 

X 

M i l M M i 1 

Tough jobs get Done on a Dixon. 
Your real-world stories fuel our passion to produce the best performing 
commercial zero turn mowers in the market. That's why Dixon ZTR mowers 
feature top notch power plants and hydraulic drive systems, and the quality 
components that guarantee any job, big or small, can be done right and on time, 
every time. And Dixon's EnviroSysterrTdesign emphasizes operator comfort by 
providing quiet operation and a smooth ride. Choose Dixon for performance and 
value. Dixon . It's Time. 

Toll-Free:800-264-6075 www.dixon-ztr.com 

http://www.dixon-ztr.com


Make Your Plan 
Now is the time to develop a plan to 

improve your operations and get the 
year off to a positive start. Soon, you'll find 
yourself too busy to focus on a plan and 
the next thing you'll realize is another 
year has gone by and things are the same 
as last year. 

If you cant get to the next level, it is 
in part because you do not have a plan. 
This is a disciplined, creative process for 
determining how to take your organiza-
tion from where it is to where you wish it 
to be in the future. It is fundamentally a 
decision-making process and encompasses 
the entire spectrum of issues an organiza-
tion faces. Here are a few steps to create 
a plan and go through the process of 
envisioning your company's future. 

STEP I - CREATE A SURVEY. In an 
effort to make it congenial for your staff 
to participate in developing this plan, I 
suggest a survey that asks questions about 
everyone and everything. For example: 

• What improvements should be made 
to our shop operations? 

• What can the front office do to 
help you? 

• What are you really good at? 
• What can you do better? 
This allows participants to express 

ideas on how the company can improve 
operations and also outline their own 
goals. Involve the field crew leaders, 
mechanics, etc. Also, give employees the 
opportunity to anonymously review other 
individuals they work with for additional 
feedback. 

STEP 2-COMPILE SURVEY RESULTS. 
It is best to have each individual mail these 
surveys to an outsider to compile. This 
is where you need to strongly consider a 
facilitator. A planning-session facilitator 
should be someone outside the company, 
but familiar with our industry. Someone 

not emotionally invested in the business 
who can bring experience in the planning 
process, give perspective on the future and 
allow team members to work as equals. 

STEP 3 - CREATE A TEAM. T h e ideal 
size of a planning team is six to 12 indi-
viduals who represent every area of the 
company. For a small company, the team 
may involve just the owner and one or 
two managers. 

STEP 4 - SCHEDULE A MEETING. H a v e 
the group meet at an off-site location like 
a hotel or resort for the maximum of two 
days. This keeps everyone focused on the 
task at hand without the typical daily 
distractions. 

STEP 5 - REVIEW SURVEYS. Take each 
question and review the answers compiled 
by the facilitator. At this point, list your 
companys strengths, limitations, opportu-
nities and threats. This is where everyone 
can provide their input on changes. 

STEP 6 - ACTION PLAN. T h e ma jo r i t y 
of the teams time will be spent on identi-
fying each goal and developing an action 
plan. The action plan identifies the events, 
phases or accomplishments that must 
take place for the plan to be met. Keep 
in mind, someone on the team must be 
responsible for setting dates by which goals 
must be accomplished and then seeing 
them through. 

If your company is small, simplify the 
employee-survey concept by asking your 
employees their opinions, reviewing them 
and creating a plan for their suggestions 
to be implemented this year. Regardless 
of your company size, though, your plan 
will not work if you don't write it down 
and review it in it's entirety at least every 
quarter. Do this and you will be proud of 
your 2006 accomplishments.^11 

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

mailto:jkmattingly@comcast.net
http://www.mattinglyconsulting.com
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I recently visited a new client in the Mid-
Atlantic who operates a very profitable 7-

year-old full-service commercial landscape 
company employing 75 people. I had the 
opportunity to be side-by-side with the 
owner from sun up to sundown, and the 
experience was exhilarating. 

I observed the owner interacting with 
his crew supervisors at 5:30 a.m. before 
the first truck left: the premises, visited a 
number of work sites, met many of his 
vendors and was present when he wel-
comed back his crews to the yard in the 
late afternoon. It was raining by then, yet 
the employees were still engaged and seem-
ingly full of energy. There was something 
special about this owner regarding how he 
led and interacted with others that made 
me invest additional time in reflection after 
returning to my hotel room that evening. 
For a while it seemed I had more questions 
than answers. 

Why do some green industry business 
owners do a better job leading their people? 
How do they obtain more "buy-in" than 
most others on key initiatives? Who do 
these people talk to outside of work to gain 
perspective? How are they apparently able 
to consistently make all the right moves? 
Why do they not bend to temptation of 
taking the easy way out by delaying em-
ployee paychecks and vendor payments 
when business is not so great? 

For many owners, coming to grips with 
his or her own unique leadership style has 
been a positive learning experience. For 
others it has been a painful journey of 
lessons learned the hard way and paid for 
with dollars that should have been booked 
as bottom-line profits. 

The more I study successful leaders 
in our industry, the more I see there are 
certain common practices they seem to 
apply in a universal manner. Generally, 
successful leaders seem unwilling to accept 
the status quo. They are never comfortable 
sitting by and having fate determine their 

course of action. Instead, they chose to be 
pioneers and innovators. They always have 
their ears to the ground for good ideas and 
have an uncanny ability to apply the best 
ones in a successful manner. They are will-
ing to take the risk of a good idea failing. 
Why? Because that's one of the ways good 
leaders learn. 

Another common trait among leaders is 
their ability to inspire others by defining a 
clear vision of what might be. To use one 
of Stephen Covey's principles of personal 
leadership, "They begin with the end in 
mind." ^XTiat's more, they encourage oth-
ers to become a part of that vision. They 
express themselves in terms that their 
followers know and understand, and they 
do it with enthusiasm. 

There was a great book published in 
1999 titled, First, Break all the Rules. What 
the World's Greatest Managers do Differently 
authored by Buckingham and Coffman of 
the Gallup Organization. I highly recom-
mend it to business owners who are serious 
about enhancing their leadership skills 
and knowledge. The authors state leaders 
have a realistic sense of themselves. They 
realize what they envision cannot be done 
without the help of others. Therefore, they 
are also particularly good at enabling others 
to act. In short, they have the ability to 
enlist the help of all those who will make 
their vision a reality. 

The authors also suggest that great 
managers focus on each of their people's 
strengths and manage around their weak-
nesses. In other words, don't try to perfect 
each of your employees, rather, do every-
thing to help them become more of whom 
they already are. Keep in mind this does 
not mean employees cannot learn to do 
things differently. Skills and knowledge 
are fluid. Talent, however, is not. 

What does this all mean for aspiring 
green industry leaders? Don't be afraid to 
break some rules along the way and go 
with the caffeine once in a while. LL 

a r r y 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. 

mailto:larry@greensearch.com
http://www.greensearch.com
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Spreader Calibration Tips 
We all know that we should brush our 

teeth three times a day, but how 
many of us actually do? Studies show only 
one in three Americans meets this mark, 
and that doesn't including flossing. We all 
know the risk and potential pain associated 
with poor dental care, but, for some reason, 
we choose to take the chance. 

The same can actually be said of ap-
plying granular turf products. Everyone 
knows they should calibrate their spreader 
regularly (ideally before each application of 
a new product), but how many lawn care 
professionals do this? Not nearly enough, 
despite the potential downsides. 

Consider the benefits associated with 
regular and proper spreader calibration: 

• Effective product performance 
• Reduce potential for plant injury 
• Reduce callbacks/cancellations 
• Economic efficiencies 
• Enhanced company reputation 
• Good environmental stewardship 

SAY AAAHHHH. Lets take a look at how 
easily lawn care professionals can calibrate 
a granular spreader. Calibrating requires a 
measuring tape/wheel, scale, bucket, calcu-
lator and cones or marking paint. Once you 
have the tools, follow these steps. 

First, make sure the holes in the bottom 
of the spreader are completely open, set the 
spreader according to the recommended ap-
plication rate on a bag of fertilizer that you 
will use for this exercise and find a concrete 
or paved surface where you can measure 
out 1,000 square feet. You need this size 
space because most fertilizer labels make 
recommendations based on the pounds of 
fertilizer per 1,000 square feet. 

For this example, assume we are cali-
brating a spreader with an 18-24-12 fertil-
izer at 4 pounds per 1,000 square feet. 

Next, determine your effective spread 
width. This should be between 6 and 10 

feet. Assume the spread width is 7 feet for 
our example, so then you want to divide 
1,000 square feet by 7 feet, which is es-
sentially 143 feet. With a 7-foot spread 
width, walking 143 feet means we essen-
tially applied product to 1,000 square feet 
(7 x 143 = 1,001). 

Now that you have that number (143 
feet), use the measuring tape and cones/ 
marking paint to mark off that distance 
in a straight line. 

Next pour product into the bucket and 
weigh it on the scale (at least 10 pounds, 
which we will assume for this example). 
This product needs to be poured into the 
spreader hopper after being weighed. 

With your spreader ready to go, push 
it the exact length of the distance you 
marked off (143 feet in our example). Do 
not push the spreader any further. And be 
sure to walk at your normal application 
speed because that influences how much 
product gets put down. 

If our spreader is calibrated properly, we 
should have applied 4 pounds of product 
since we originally set the spreader on the 
4 pounds per 1,000 square feet setting. 
But we need to confirm what really hap-
pened, which means we need to dump 
the remaining fertilizer from the hopper 
back into the bucket and weigh it again. 
Subtract the amount in the bucket now 
from how much you began with, and that 
tells you what rate you applied at. 

Getting an actual rate that matches 
up with the spreader setting means your 
spreader is accurately calibrated and ready 
to go to work. If you have too much or 
too little product left in the hopper, then 
adjust the calibration arm accordingly and 
repeat this process. 

Spreaders do not need to be calibrated 
every hour or even every day, but they 
should be calibrated regularly because their 
performance will change over time. LL 

E • 1 b. t o o r i s 1 h a n d m i c b a e s i e v e 
are part of LESCO sTech Services Department. They can be reached at techguys@lesco.com 
or at 800/321-5325 ext. 3150 to answer technical questions. 

mailto:techguys@lesco.com
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H-2B Cap Reached, House 
Passes Unfavorable 
Immigration Bill 

In Congress's hurry to finish business before the 
holidays, the House of Representatives has passed 
a bill that many in the green industry challenge as 
being a "bad bill," for employers. Simultaneously, 

it was announced recently that the H-2B program has 
reached its visa cap for the first part of 2005. While sea-
sonal workers who were employed in the United States 
within the last three years do not count against the cap 
as a result of legislation passed in May of 2005, business 
owners hiring new workers will now have to wait until 
April to bring those new employees stateside. 

BORDER ENFORCEMENT BILL. H.R. Bill 4437, the 
"Border Protection, Antiterrorism & Illegal Immigration 
Control Act of 2005," was passed on Dec. I6,2005asan 
"enforcement-only" bill focused on U.S. border security 
and flushing out illegal immigrants from the workforce 
through requirements applied to employers. 

The Amercian Nursery & Landscape Association 
(ANLA) and other state and regional associations in 
the industry have voiced their opposition to the bill and 
encourage their members, green industry professionals 
and employers in general to do the same. 

As explained by ANLA, H.R. 4437 would require that 
all employers verify the authenticity their new workers' 
Social Security numbers and/or alien authorization docu-
ments, either by telephone or over the Internet. A pilot 
program is underway for the verification system, which 
would have employers key in workers' Social Security 
numbers and then match the number to U.S. Govern-
ment files. Failure to verify documents could yield fines 
from $5,000 to $25,000 per worker, depending on the 
size of the employer and whether the employer had 
prior violations. Moreover, after six years, employers 
would be required to verify documents for all of their 
workers who had not been previously electronically 
verified. Workers' whose documents don't match up 
would have to be terminated. 

While A N L A says it generally supports electronic 

verification, their opposition stems from the fact 
that H.R. 4437 includes no provision to replace those 
workers who would inevitably be terminated due to 
fraudulent documents. A good bill, the association 
says, needs to include guest worker immigration 
reform that would allow employers to bring in new 
workers legally. 

"The bill does nothing to address changes in im-
migration laws relative to guest worker programs, 
nor does it say anything about the 8 million illegal 
workers in the country now other than enforcing 
employer sanctions, including mandatory electronic 
verification," A N L A Executive Director Bob Dolibois 
tells Lawn & Landscape. "The demand for seasonal 
labor is so high and the fraudulent papers business 
so sophisticated that otherwise law-abiding employ-
ers end up hiring illegal workers. W e recognize that 
this problem needs to be solved because no ethical 
employer wants to be in this position. However, this 
bill puts all of the burden on employers to stop hiring 
illegal workers without an option for replacing those 
employees with legal workers." 

Dolobois acknowledges that the House passage 
of H.R. 4437 is just the first step in the bill becoming 
law. From here, the U.S. Senate must agree on its 
own version of the bill, at which point the House and 
Senate version would go into conference to develop 
a complete bill for the President to sign into law. A 
bright spot for employers is that a number of Members 
of Congress voting for the bill indicated that their 
support of a conference report was contingent upon 
the inclusion of guest worker reform. The bill passed 
239 to 182 with all but 17 republicans supporting the 
bill and all but 36 democrats opposing. 



H-2B REFORM PUSHES ON. Also on Dec. 16, the 
U.S. Citizenship & Immigration Service (USCIS) an-
nounced that the first of two H-2B caps had been 
reached for the 2006 season. As a result of beneficial 
legislation passed in May, only new H-2B workers are 
counted against the 66,000-visa cap, which was split 
into two 33,000-cap sessions for fiscal year 2006. 

USCIS has officially received enough applica-
tions to meet the first 33,000 cap, though returning 
workers - those whose visas counted against the 
cap between Oct. 1, 2002 and Sept. 30, 2005 - may 
return without counting against the cap. USCIS will 
continue to accept petitions for new workers with 
start dates on or after April 1, 2006 as long as such 
petitions are supported by valid temporary labor 
certification. 

After a few months of relief with the passage 
of May 2005's "Save Our Small & Seasonal Busi-
nesses Act," (SOS Act) grassroots organizations are 
once again encouraging employers to jump on the 
bandwagon to help develop and support more per-
manent guest worker reform. Save Small Business, 
a grassroots organization formed last year and, says 
current discussion of the bill is to develop language 

for a long-term or permanent extension of its provi-
sions, which are currently set to expire on Sept. 30, 
2006. 

"As has been clear throughout our efforts, nothing 
will happen on Capitol Hill without our hard work again 
in 2006," says Hank Lavery, of Save Small Business 
in a notice to members. "As part of the Save Small 
Business network, each of us needs to be prepared to 
do everything that we can to extend the SOS Act." 

Save Small Business officially established itself 
as a non-profit organization this year and will focus 
solely on the SOS Act and its reform. A dues structure 
outlined on its Web site will allow the organization 
to continue to successfully work with the industry 
and with Congress to bring more beneficial change 
to employers. - Lauren Spiers 

EDITOR'S N O T E : Lawn & Landscape is working to 
contact members of the industry for more information 
on the H-2B situations. If you have a story to share, 
contact Nicole Wisniewski at 800/456-0707 or via 
nwisniewski@gie.net. Visit www. lawnandlandscape, 
com for updates as they become available. 

B R E A K I N G N E W S 

Symbiot Scraps Erie Ops Center; John Allin 
Leaves the Company John Allin 

Symbiot Business Group is consolidating its Erie, 
Pa. operations group, which includes its snow 
removal business, to its Utah headquarters at 

the conclusion of the current snow season. 
The move, according to an official statement from 

the Draper, Utah-based company, allows Symbiot to 
meet spiked needs from customers, gives it greater 
cost controls and provides greater operation inte-
gration and execution, increasing its ability to meet 
customer needs. 

In related news, John Allin, the former head of 
Symbiot Business Group's snow removal operations, 
and Symbiot executives agreed to a "mutual separa-
tion" in mid-December 2005. 

Allin says his departure from the property man-
agement company was amicable. "My commitment 
to Symbiot, from a transitional standpoint, had come 
to an end," he explains. "I have no animosity towards 

Symbiot and I don't think it was a parting based on 
animosity. They have their way of doing things and 
I have my way of doing things." 

There were some conflicts following the assimila-
tion of Allin's Snow Management Group (SMG) into 
Symbiot between the business cultures of Erie and 
Salt Lake, following the November 2004 merger, Al-
lin says. "There were challenges with the distance," 
Allin says. "I wouldn't call it conflict, but there were 
definite challenges integrating the two cultures and 
you can't have two cultures in one company." 

Symbiot has offered relocation options to as 
many as six of its 25 Erie employees. The option 
to consolidate the Erie operations had been on the 
table prior to Mike Edwards being hired as Symbiot 
C E O in July, says Jared Glover, Symbiot's director of 
network development. 

continued on page 28 
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Symbiot News 

Erie wasn't the only office to consolidate, Glover 
adds. Symbiot brought its Kentucky business develop-
ment operations to Salt Lake in late 2005. 

In terms of Allin leaving the company, Glover says, 
"it was what was best for both parties," adding that he 
couldn't comment on Allin's performance but that there 
were concerns within Symbiot 
that the snow operations had 
not met revenue expecta-
tions. 

Outside of snow removal, 
Allin had no interest in Symbiot's 
broader corporate mission. "My 
interests were not in janitorial 
or pest control contracts," Allin 
says. "My interest is in the snow 
industry and it always will be." 

The 2004 merger caused quite a stir in the snow 
removal community, making Allin a pariah with a seg-
ment of the industry. Many former SMG subcontrac-
tors, unhappy with Symbiot's terms for payment of 
snow removal services still owed to them, threatened 
legal action. To Glover's knowledge, only a "handful" 
of disgruntled subcontractors threatened or pursued 
legal action. 

There were initial cash-flow problems, Glover says, 
and Symbiot still owes money to some subcontractors 
on their SMG contracts. Glover could not comment 
on the number of subcontractors or the dollar amount 
still owed, but added Symbiot hopes to clear up any 
outstanding billing matters during the first half of 2006. 

Symbiot has spent the last year creating new part-
nerships with its subcontractors and strengthening its 
business systems, Glover says. "We're on the right 
path," he says. "But 2005 has been a transition year 
and we feel we're heading in the right direction. We've 
worked on a lot of new processes to improve billing 
and paying in 2006." 
Allin, too, says much of the controversy and anger 
were perpetuated by a small minority of contractors 
in the snow and ice removal industry. 
As for Allin, on Jan. 16 he began his new job as presi-

dent of Snow Dragon, a company formed as a partnership 
between Allin and Park Ohio, a Cleveland, Ohio-based 
diversified manufacturing company, to develop and build 
snow melting units for mid-sized snow contractors. As 
president, Allin will oversee Snow Dragon's sales, mar-
keting and manufacturing operations. Allin expects Snow 
Dragon to be in full-scale production by this summer. 
- Mike Zawacki 

R e s e a r c h R e p o r t s 

NTEA Forecasts 
Truck Sales Growth, Hosts Work Truck Show 

F A R M I N G T O N H I LLS , Mich. - Leading 
U.S. economists at the recent National Truck 
Equipment Association Economic Outlook 
Conference agreed that 2006 will be a year 
of continued growth for the commercial truck 
and transportation equipment industry. 

According to Tim O'Neill, principal of 
J ^ O'Neill Strategic Economics, U.S. economic 

growth has been healthy despite rising oil 
prices, and inflation remains well contained. 
O'Neill predicted the Federal Reserve will 
continue to raise rates and that the spread 
between long-term and short-term rates will remain relatively stable. 
However, he cautioned on economic risks in the form of a U.S. trade 
imbalance, high energy costs and a collapse in house prices. 

Martin Labbe, president and C E O of Martin Labbe Associates, 
predicted sales growth for Classes I to 8 in 2006, but expressed 
concern regarding heavy-duty truck sales in 2007. Due to impending 
emissions regulations and concerns about new engine technology, 
he said there is likely to be a pre-buy situation in 2006 that may 
result in a decline in heavy-duty sales and production in 2007. 

Photo: GMC 

continued on page 3o J 



Are you 
making 
30% 
Met Profit 

You too can make 30% Met Profit! 
Unbelievable? NO, you can make 3 0 % NET PROFIT in your service based 

company. Our customers achieve this by using CLIP software's exclusive routing, 
scheduling and job costing. Only CLIP tracks every minute spent on every job. You 
only have a few minutes each hour to make profit, don't lose it. Only CLIP can give 
you a virtually paperless office with links to PDA's, real time GPS tracking and Cell 
Phone technology. BELIEVE IT, we do it everyday in our own lawn company. 

Profit, Paperless, and Automatic Billing 
Transfer invoices to QuickBooks™ if desired. 

What NET PROFIT are you making? 
Can you afford to wait? 

Call for a Free Demo. 

Do it NOW! 
Lease to own for as little as $39 per month 

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

w w w . c l i p x o m £UP 

http://www.clipxom


continued from page 28 

Continued Growth in Truck Sales 

Eli Lustgarten, senior vice president 
of Longbow Research and principal 
of ESL Consultants, forecast strong 
industry growth through 2010 but 
concurred with Labbe that 2007 may 
bring decreased heavy-duty truck 
sales. Lustgarten also noted that the 
commercial truck and transportation 
equipment industry's respite from high 
steel and other commodity prices may 
be at an end, as August steel prices 
were increased from second quarter 
levels. 

Among other topics, Lustgarten 
also discussed signs of a sustained 
recovery in the manufacturing sector. 
"In September 2004, the concern was 
whether manufacturing was finally 
beginning to recover," he said. "Today, 

the manufacturing data is consistent 
with our belief that 2004 was the first 
year of at least a three-year upturn 
for this sector, lasting through at least 
2006." 

Steve Latin-Kasper, market data 
and research director for the NTEA, 
estimated 5 to 10 percent growth in 
truck equipment sales in 2006. He 
also referenced the close cyclical 
relationship that has existed between 
the commercial truck and transporta-
tion equipment industry and interest 
rates for the last five business cycles. 
Based on this link, Latin-Kasper said 
interest rates that have been rising 
since July 2004 indicate a likely de-
crease in business truck production 
in late 2006 or 2007. 

In other news, NTEA is hold-
ing its Work Truck Show March 
I to 3 at the Georgia World 
Congress Center in Atlanta, 
Ga. At the show, more than 
40 exhibitors plan to introduce 
new products. If you have any 
questions or would like to at-
tend the event, contact Kristen 
Simpson, Simpson Communica-
tions, at 216/991-4297 or via 
simpsoncomm@aol.com. 

Established in 1964, NTEA 
is an association supporting the 
$98.3 billion commercial truck 
and transportation equipment 
industry. For more information 
about the NTEA, call 800/441 -
6832 or 248/489-7090. 

i R e s e a r c h R e p o r t s 

• 
Report Predicts More Use of Diesel 
as Oil Prices Climb 
W A S H I N G T O N , D.C. - Allen Schaeffer, executive director 
of the Diesel Technology Forum, issued a statement following 
the recent release of a new report by the Energy Information 
Administration (EIA), which indicates more high oil prices for 
U.S. energy markets and a greater than expected increase in 
U.S. diesel vehicle sales by the year 2030. 

"The Energy Information Administration's (EIA) release of its 
2006 Annual Energy Outlook indicates that U.S. consumers will 
continue to face high oil prices and more pains at the gasoline 
pump in the years ahead," Schaeffer says. 

"Nevertheless, the report also shows that as con-
sumers and business owners look for greater fuel economy in their cars 
and trucks, increased efficiency in U.S. light-duty vehicles will be built 
upon a sharp increase in the sale of diesel and hybrid vehicles." 

Schaeffer estimated that 1.3 million diesel vehicles will be purchased annu-
ally in the U.S. by the year 2025, according to the EIA report. This represents 
a 29-percent increase (290,000 more vehicles) over the agency's 2005 pre-
dictions for the same time frame. The full report is available at www.eia.doe. 
gov/oiaf/aeo/index.html. 

According to EIA, diesel offers a 20- to 40-percent greater fuel ef-
ficiency over comparable gasoline engines, which could help reduce 
dependence on foreign oil. The U.S. Department of Energy estimates 
that a 30-percent market penetration of diesel vehicles by 2020 would 
reduce U.S. net crude oil consumption by 350,000 barrels daily. 

Congress has recognized the energy-saving benefits of clean diesel during the 
summer by passing new tax incentives up to $3,400 for consumers purchasing 
advanced clean dieseis starting in 2006. EIA expects this incentive to spur the 

continued on page 32 
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INTERNATIONAL8 CF SERIES. 
HELPING SMALL BUSINESSES 
EVERYWHERE PUT DOWN ROOTS. 

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

fww.lnternationalDelivers.com 
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More Use of Diesel 

growth of diesel in America. 
A recent survey suggests that American 

drivers already are turning to diesel-powered 
vehicles. A 2005 analysis of data from R.L. Polk & 
Co. shows that annual registrations of new diesel 
passenger vehicles in the U.S. has grown from 
301,000 in 2000 to nearly 470,000 in 2004 - a 56 
percent increase. GIE Media's Snow magazine, 
a sister publication of Lawn & Landscape, has 
recently surveyed its readership on the use of 
diesel vehicles in their companies. 

According to the 
research, many snow 
contractors are con-
sidering the switch 
to diesel-powered 
vehicles to lessen the 
financial blow of fuel 
prices, which jumped 
to more than $3 per 
gallon at some points 
in 2005. In past years, 
the split between the 
use of diesel vs. gas-
powered vehicles has 
been about 65/35, in 
favor of gas. How-
ever, recent research 
shows fleet composi-

How does your company 
view the use of diesel 
as opposed to gasoline-
powered vehicles and 

equipment? 
In a poll conducted on Lawn 

& Landscape Online in April 2005, 
we asked, "How is your company 
handling rising fuel costs this year." 
At the time, zero respondents said 
they were planning on switching 
to diesel fuel instead of gasoline. 
Has that mentality changed at all 
in your company? 

Let us know your thoughts on 
the issue by visiting the Lawn & 
Landscape Online Message Board 
where you can discuss diesel vs. 
gasoline - and numerous other 
topics - with other industry profes-
sionals and share ideas on how to 
beat the continued expected rise 
in fuel costs in the coming years. 

tion is now 60-percent gas and 40-percent diesel. 
In contrast, Canadian contractors run fleets 
comprised of 75 percent diesel and 25 percent 
gas-powered vehicles, according to Snow maga-
zine research. 

Concurrent with rising sales of diesel vehicles 
has been a greater availability of diesel fuel at lo-
cal filling stations. According to a recent report 
commissioned by the Diesel Technology Forum 
and released last spring, diesel is now available at 
nearly half (42 percent) of fueling service stations 
across the country - a 12 percent increase from 
EPA estimates released in 2000. However, the 
AAA Daily Fuel Gauge report today is showing 
diesel at a national average price of $2.56 per 
gallon, compared to regular unleaded gasoline, 
with a national average price of $2.21. 

"As more consumers become aware of the 
increasing availability and energy-saving ben-
efits of these vehicles, we can expect that the 
popularity of light-duty diesels in the U.S. will 
continue to grow," Schaeffer says. Consumers 
interested in learning more about diesel cars, 
trucks and SUVs can visit the Forum's web site 
at www.dieselforum.org for a complete list of 
the light-duty diesel vehicles available in the U.S. 
and additional information on the environmental, 
economic and energy conversation benefits of 
modern clean diesel technology. 

LESCO Opens Three 
More Service Centers 
C L E V E L A N D , O H I O - In keeping with its goal to 
open 25 to 35 new locations in 2005, LESCO has added 
three more new locations to its Service Center roster. 

The four newest locations (including No. 300) are in 
West Wareham and Walpole, Mass.; Vandalia, Ohio; and 
Concord, Calif. The company's Service Centers are spread 
throughout the country in 39 states. 

This announcement comes just weeks after the open-
ing of LESCO's 300th Service Center, which is located in 
Concord, Calif., bringing the total count to 303. 

" W e appreciate the hard work of all of our sales as-
sociates in helping us achieve this milestone," notes Jeffrey 
Rutherford, LESCO's president and chief executive officer. 
"Most importantly, the traction we gained with our newer 
Service Centers demonstrates that we are using our capital 
wisely and making progress toward our goal of generating 
a return on invested capital above 10 percent." 

This year, LESCO plans to continue driving its growth 
and better serving customers by increasing the number of 
Service Centers by 10 to 15 percent annually. 

http://www.dieselforum.org


jump start 
your early season 

weed program 
Cool Power^ is a premium ester formulation 

that provides superior post-emergent control of 
hard-to-kill weeds and a wide range of other 
broadleaf weeds in cool weather conditions. 

It combines the esters of Triclopyr, MCPA and 
Dicamba to provide maximum control in the early 

spring and fall, but can also be used for spot 
treatment throughout the season. 

Cool Power^ is a broad-spectrum herbicide that 
has proven fast and effective on weeds such as: 

Visit our web site 
for more information: 
www.tuif.us.nufarm.com 

Wild Violet 
Spurge 

Wild Onion 
Oxalis 
Clover 

Dandelions 
Chickweed 

Plantains 

When weeds are less actively growing, 
such as in cooler temperatures or for winter weed 

control, get a jump start on problems with 
Cool Power Selective Herbicide. 

i \ 
Nufarm 
Turf & Specialty 

Home of Riverdale Brands 

http://www.tuif.us.nufarm.com
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Hustler Turf Equipment Back 
to Full Production After Fire M I X 

© 
HESSTON, Kan. - After a fire that affected an 
Excel Industries manufacturing facility on Dec. 
12,2005, the company announced that produc-
tion is back online. The fire caused significant 
damage to the company's power distribution 
system, but Hustler says all office power and 
services were restored within the first 36 hours 
after the fire. 

The manufacturing process took slightly 
longer to come back online, but because the 
company was planning its traditional holiday 
shutdown for late December, the result was 
only a loss of four manufacturing days, account-
ing for about 400 to 500 lawn maintenance 
machines. 

"Everyone really stepped up to the plate," 
says Facility Manager Lee Peters. "Employees, 
the city, vendors, and our contractors all went 
above and beyond the call of duty to get us back 
to work ASAP" 

Peters tells Lawn & Landscape that several 
key Excel/Hustler team members quickly identi-
fied items (beyond electricity) that would need 
to be replaced or repaired right away in order 
for production to get up to full speed. "Our staff 

was able to determine in advance some of the 
equipment and other things we would need to 
have ready to go quickly," he says. "For example, 
air compressors are essential to the work we do 
here every day and right now we were able to 
secure rental units, which we're using now, until 
we're able to have new ones installed in the facil-
ity." 

Peters expects new air compressors to be 
delivered by the middle of February, followed 
by two to three weeks to install them properly. 
Additionally, a new roof will need to be installed 
and should be delivered in four to five weeks, 
followed by another month of installation time. 

"We're looking at about four months of repair 
and recovery time, but we're very thankful to 
have our contractors, subcontractors and the 
community that were able to help us get ready 
to go in 2006," Peters says. "In order to get back 
up to speed in terms of making up our four days 
of lost production and also getting ready for the 
spring, we'll probably end up working a couple 
of Saturdays, but it's well worth it to make sure 
our customers have the products and service 
they're expecting." 

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

PGMS Launches Grounds Management 
Seminars and Site Visitation Series 

B A L T I M O R E , Md. - The Professional Grounds Management 
Society (PGMS) will launch a series of regional grounds management 
seminars and site visitation programs March 9 and 10 at Arizona State 
University (ASU) in Tempe, Ariz. 

"Thegoal isto haveattendees learn, thinkand leave with solid manage-
mentand leadership ideas they can then implementattheirownfacilities," 
says PGMS President Ellen Newell, assistant grounds manager at ASU. 

Featuring classes on customer service, motivating staff, time 
management, benchmarking and managing a diverse work force, the 
leadership seminars are designed to provide grounds managers with 
the opportunity to gain knowledge, ask questions and network with 
others about challenges and issues specific to their profession. 

Included in a PGMS seminar and site visit program, will be behind-
the-scenes tours of the grounds management programs at the host 
institute (ASU) as well as a tour to another area grounds program. 
The March program will visit the Phoenix Zoo, for instance. 

The ASU regional seminar and site visitation will be the first of 
two scheduled by PGMS in 2006. Another will be offered later this year at the University of 
Delaware. For more information, visit www.pgms.org/2006regionalseminar.htm. 

Sun Devil Stadium is just one of many 
areas where Arizona State University 
grounds managers must combat wear 
and tear on turf in the heat of the 
desert. Photo: www.asu.edu 

http://www.pgms.org/2006regionalseminar.htm
http://www.asu.edu


Any job. 
Anytime. 
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TORO Count on it. 

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

We'll come out on top every time. With the Dingo's 
ability to channel full power where it's needed, when 

it's needed, its 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. 
For more information call 1-800-DIG-TORO or visit toio.com. 
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If you feel that your pre-emergent must be applied within a tight timetable, you're not using Barricade® 
herbicide. Our unique non-staining formulation allows for earlier spring applications. And low solubility means ; 
greater length of control. There's even flexibility in formulations — liquid, wettable granular, or on fertilizer. 

Important: Always read and follow label instructions before buying or using this product. ©2005 Syngenta Syngenta Professional Products, Greensboro, NC 27419 Barricade* and the Syngenta logo are trademarks of a Syngenta Group Company J 



Let Barricade give you the flexibility you need to run your business. \\ 
For more information, call the Syngenta Customer Resource Center at B C f F F j C f f f t C * 
1 -866-SYNGENTA or visit us at www.syngentaprofessionalproducts.com. Herbicide 

http://www.syngentaprofessionalproducts.com
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B O O K R E P O R T 

Firing Up People is the 
First Step Toward Firing 
Up Your Profits > > 

Too many leaders associate "internal marketing" with such 
uninspiring tools as, say, the company mission statement 
slapped on a bulletin board in the break room, a dull company 
newsletter or maybe a holiday party that people feel obligated 
to attend. But according to Susan Drake, selling your brand 
promise to employees is an absolutely critical function. 

"Effective internal marketing is all about getting employ-
ees to love your brand so they, in turn, will convince cus-

tomers to love it," asserts Drake, co-author (along with Michelle Gulman 
and Sara Roberts) of Light Their Fire: Using Internal Marketing to Ignite 
Employee Performance and WOW Your Customers (Dearborn Trade 
Publishing, 2005, ISBN: 1-4195-0252-2, $23). "Experts estimate that 
nearly 85 percent of employees are not fully engaged and motivated. 
And when you think of lost business and the cost of training new people 
- because dissatisfied employees do tend to leave - you realize this is a 
very expensive problem to have." 

Here are a few Light Their Fire tips to boost employee motivation: 
I. Inspire employees with a good logo - You're probably used to 

thinking of your logo as a customer communication tool. But a well-de-
signed logo can and should be used to communicate messages internally 

as well. For example, "Disney uses this technique very effectively," write the 
authors. "You've no doubt seen the silhouette of Mickey Mouse's head and ears. 
It's classic Disney. At Disney World, you'll see the shape in landscaping features, 
carpet patterns, bathroom fixtures, and thousands of other places . . . what a great 
way for Disney to deliver a happy, positive image of its brand." 

2. Start branding from day one. Employees will never be more excited than 
the first day they're hired. Take advantage of their positive outlook to get them 
fired up about your vision. In other words, make your orientation be more than 
tons of forms to fill out, a talking head video of the CEO, and a stream of vari-
ous department representatives parading in and out. Make this a time to build 
employee pride in your organization. "Orientation is the time to get new hires 
on board mentally and emotionally," write the authors. "New employees want to 
believe they've joined a special place. Tell them, 'Here's the value you bring to us 
and here's the value we bring to you.' Show them how their role will further the 
company's growth and how it's a mutually advantageous relationship. Involve ex-
ecutives. When the top dogs participate, it tells new employees: You're important 
to us and we're honored you work here." 

3. Make them feel like owners - There are very simple, inexpensive ways to 
show your employees that you care and make them feel connected to the brand. 
The authors tell the story of how Seth Goldman, head of Honest Tea, uses UPC 
codes to help his employees feel a sense of ownership. The last five digits of a 
code can be chosen by the company whose product it appears on. Honest Tea 
lets people build their own birthdays or anniversaries into its UPC code so that 
product truly becomes theirs. 



ncrease productivity and keep your best operators on the job with Grasshopper mowers. 
Dur Ultimate Operator Station™ enables faster and longer mowing with less fatigue, while 
deep DuraMax™ decks provide a beautiful cut at top speeds for your high-profile accounts. 
Call 620-345-8621 or visit GRASSHOPPERMOWER.COM. 
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A L O O K I N T O T H E FUTURE 

8 0 % of S man Dusiness 
Owners Don't Plan to Retire 

W H A T A R E Y O U R R E T I R E M E N T P L A N S ? 

A r e you among the 80 percent of small business owners 
who don't plan to retire when the time comes? Let 

us know by visiting the Lawn & Landscape Online Message 
Board (www.lawnandlandscape.com/messageboard) and 
sharing your thoughts on retirement and the recent Wells 
Fargo/Gallup poll highlighting small business owners' die-
hard entrepreneurial spirit. Here are some questions to 
kick-start the conversation: 
• Do you plan to retire around age 65? Sooner? What 

does your current vision of retirement include? 
• If you intend to retire, do you have financial plans in 

place after the paychecks stop coming in? Please share 
your plans and how you put them together. 

• Do you expect someone in your family or one of your 
employees to take over the business after you retire? 
What plans do you have in place to make a smooth 
transition? 

While many green industry workers 
"retired" for the winter months, a new 
Wells Fargo/Gallup Small Business Index 
finds that eight in 10 small business 

owners don't plan on actually retiring at all come age 
65. In fact, four in 10 respondents say the only thing 
that would force them to retire is their health. 

"We started this business with our hearts and our 
minds and are extremely passionate about its success," 
says Nancy Fe Tom, owner of The Architectural Co., 
Tucson, Ariz. "It would be very difficult to just walk away 
from what we have built and 'retire' completely. I will 
always have an interest in the success of this company 
and will be committed to continuing that success for 
as long as I can." 

The Index shows that 42 percent of small business 
owners surveyed indicate they may cut back on work, 
but will never completely abandon their businesses. 
The Index also shows that almost two-thirds of small 
business owners expect their business to continue 
operating after they have retired. Only 19 percent plan 
on traditional retirement. 

Of the business owners who expect their businesses 
to carry on beyond their working years, 41 percent 
expect someone in their family to keep the business 
going. Additionally, 34 percent expect to sell their 
business to someone outside the company, and 21 
percent say they will sell it to one or more non-family 
member employees in the business. 

"Small business owners have a different definition 
of the word 'retirement,'" says Rebecca Macieira-
Kaufmann, executive vice president and small business 
segment manager for Wells Fargo. "Since many are living 
their dreams and love what they do, they do not want 
to stop working. This survey shows that more than ever 
they're dedicated to the success of their business. It's 
their passion and they want to stay engaged in their 
business as long as possible." 

The Index tracks six key measures for both current 
conditions and future expectations as reported by small 
business owners: Current financial situation, revenue, 
cash flow, capital spending, number of jobs and credit 
availability. The index has been active since the third 
quarter of 2003. 

http://www.lawnandlandscape.com/messageboard
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Workers Want Raises in 2 0 0 6 > > 
Am e r i c a n w o r k e r s , w h e n asked 

about their work-related New Year's resolu-
tions, reported getting a raise as their top job-related 
priority for 2006. In fact, workers are eight times 

more likely to desire a salary increase 
than better relationships with their 
bosses, according to a survey by 
Adecco Staffing North America. 

And, specifically, landscape con-
tractors will most likely agree with 
these survey results. According to 
Lawn & Landscape research, workers 
averaged a 1.85 percent decrease in 

wages from 2004 to 2005. 
While early indicators point out that pay increases 

may be in the cards for workers, it may not be the 
cash windfall they really want. 

"While we're seeing an up-tick in hiring, early 
salary increase predictions for 2006 are coming in at 
about the same levels as the past few years, which is 
around 2 to 4 percent, says Raymond Roe, Adecco's 
CEO. 

Respondents identified these other work-related 
New Year's resolutions in order of priority: 
• 24% - Get a raise 
• 17% - Be more productive 
• 13% - Get a new job 
• 9 % - Get promoted 
• 5 % - Get to work earlier everyday 
• 3 % - Build a better relationship with my boss 

Also, the study says women are more likely than 
men (27 percent to 20 percent) to put the raise first, 
yet men are more likely to pick productivity and 
wanting a new job as their top priority in 2006. 

T U R F F A C T S 

Green With E nvy 

As the mild winter melted the snow in 
January, Northern U.S. homeowners were 
surprised at the lush green color that was 

revealed. If your clients have been asking questions 
about why their turf is still green despite winter 
weather, industry researchers have some answers. 

Karl Danneberger, professor of turfgrass science, 
The Ohio State University, Columbus, Ohio, reported 
in a recent edition of Syngenta's TechNotes newsletter 
(read it online at www.greencastonline.com), that 2005 
temperatures remained warm well into late fall. This, 
combined with late season nitrogen fertilization helped 
the turf retain its color. "With the arrival and persistence 
of snow cover through most of December, the turf 
remained insolated from the cold and the chlorophyll 
degrading action of cold and high light intensity," he 
explains. "With snow melt and relatively warm temper-
atures after Christmas, the turf has remained green." 

University of Nebraska Extension Educa-
tor John Fech also noticed green lawns, as well 
as spotty green and brown turf. "Green color in 

turf is a visual thing - you see the crowns as well 
as the grass blades," he says. "During the first cold 
weather, the blades turn brown before the crowns. 
We are seeing some of the crown color right now." 

While Danneberger says the greener than normal 
turf should not affect its cold tolerance because the 
plant has already undergone its hardening-off process, 
there is a potential for damage on turf in this condition 
if significant traffic is involved. "On sports fields or golf 
courses, individuals may want to play soccer, football 
or golf since the turf is still green and temperatures 
are relatively warm," he says. "The problem with such 
activities is that the turf is subject to wear. Although 
the turf is still green, this does not mean it's growing. 
Thus, wear injury could occur to the turf because it 
is unable to recover via growth from the damage." 

But your clients won't have to fight the urge to 
run around on the green lawn for long. By the end of 
March, Fech says most of the lawns in the North will 
finally be completely brown just before spring when 
they will green up like normal again. - Nicole Wisniewski 
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Ever since it's introduction in 2001, 
the Hustler Super Z™ has been 
setting the standard for commer-
cial z-riders. Now, 5 years later, 
the Super Z for 2006 will send 
the competition back to the 
drawing board and contractors 
will be beating a path to their 
Hustler dealer like never 
before. 
Hurry in and be the first 
on the block with a new 
Super r XR-7.™ 

Optional 9-bushel BAC-VAC™ catcher 

Heavy-duty, remote air cleaner - standard equipment 

More engine options including liquid-cooled, EFI, and diesel 

New fuel tanks with site gauge 

Wider, angled fuel neck for easier filling ^ ^ 

Increased fuel capacity to 14.4 gallons 

New digital hour meter 

Separate choke lever with stainless steel cables for smoother operation 

Rear-discharge decks with patent-applied-for counter-rotating blade design 

Higher-torque electric clutch 

Faster reverse speed 

Improved, more reliable electrical system 

More durable wheel motors - as much as 3 times the life 

State-of-the-art powder-coat paint for the best finish in the industry 

Improved pump belt life 

Easier-to-service spindle bearings - three year warranty 

Improved design of deck-lift foot pedal for easier access to deck 

Stainless-steel throttle and choke cables for smoother operation 

Reduced grease points from 13 to 9 

New mulch-kit design (patent applied for) that is the easiest to install in the industry 

Longer-life idler springs 

Optional rear anti-scalp wheels 

Easier blade servicing 

Serviceless deck idler 

Improved bearings in deck and pump idlers 

New! Molded-rubber discharge chute - tough, yet gentle on objects 

More durable deck cover knobs 

New! XR-7™ mowing decks! - mow anywhere, everytime! -
for superior quality of cut, unmatched versatility, awesome 

distribution — all this and the option of a striping roller 

New! Optional Flex Forks™- shock-absorbing 
front caster forks (not shown) 
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Optional ROPS (not shown) 

^ Light-colored seat to keep your seat cooler 

Height-adjustable steering levers for increased comfort 

• v Optional suspension system for standard seat 

New! More comfortable, bigger grips on steering levers 

Seat pan has been raised for improved operator comfort 

SmoothTrak™ steering - the smoothest, most responsive steering on the market! 

Patented, built-in automatic park brake system 

New blade design for better cut 

"Wavy" mulching blades for improved performance 

Optional hydraulic deck lift 

54", 60", 72" and New 66" decks 

Increased leg room 

Improved caster fork - dampened to reduce wobble 

Improved caster bearings - three year warranty 

Internal gusset for incedible strength 

New! Fusion™ blades for less sharpening 

Best warranty in the industry 

Lifetime warranty on the tractor frame! 

2-year, bumper-to-bumper warranty on the entire unit 

Stronger, more durable decks with lifetime warranty on the leading edge 

Hydraulic hoses and fittings guaranteed to never leak! 

New logo to let you know Hustler is not resting on its laurels H U S I I E R 



Landscape Contractors Take 
Their Trade to N ew Heights > > 

ne of the hottest trends in urban 
design is rooftop landscaping. From 
lush, green gardens to elegantly 
appointed resident amenities, the 
efforts of resourceful planners and 
landscapers are turning ordinary 

rooftops into sanctuaries. 
Bozzuto Landscaping Co., located in Greenbelt, 

Md., has experienced a significant increase in requests 
for this style of landscaping from its clients. Branch 
Manager Chris Greene estimates that in his territory 
of the Washington, D.C. metropolitan area, more than 
half of new installations and renovations have utilized 
rooftop landscaping. 

With the appeal of urban living on the rise, people 
who have been accustomed to suburban landscapes may 
find themselves missing trees and gardens, even as they 
enjoy the convenience of city life. "Rooftop landscaping 
incorporates nature into the urban environment and 
gives it the feel of a community in the suburbs - it's 
the best of both worlds," Greene says. 

Furthermore, he continues, "This style of land-
scaping not only creates a tranquil living environment, 
it also offers a number of other benefits, including a 
reduction in air pollution." Rooftop landscaping may 
also cut energy costs by as much as 10 to 20 percent 
and prolong the life of the roof covering by shielding 
it from UV rays and temperature fluctuations. By ab-
sorbing and processing building heat as well as carbon 
dioxide emissions, rooftop landscaping helps offset the 
"urban island" effect, in which heat generated by concrete and other reflective 
urban materials can cause air temperatures to be up to 10 degrees hotter than 
in rural areas. Landscaped rooftops' vegetation also retains storm water and 
prevents polluted runoff from being channeled into lakes and other natural 
resources. 

"Environmental responsibility - recycling, reducing air pollution, making 
use of all materials and space - is becoming increasingly important," Greene 
says. "By introducing more landscaped environments in urban settings, we're 
able to provide both environmental and aesthetic benefits. The environmental 
benefits and aesthetics go hand in hand." 

The advantages of rooftop landscaping are well known in Europe, where 
10 percent of flat roofs in Germany and 12 percent in Switzerland are already 
"green." Rooftop landscapers in these countries are backed by both legislative 
mandates and financial incentives. However, as more North American landscap-
ers embrace this trend without widespread governmental support, they can 
face both logistical and financial obstacles. The support capabilities of the roof 
structure must be considered, along with the total weight of the fully-grown 
plant life, containers and moisture that will be retained. Adequate irrigation 
to prevent the flooding of interior structures is also essential. Plant materials 

An example of the "green roofs" 
becoming popular atop commercial 
buildings. Photos: Bozzuto Landscape 



must be able to thrive in shallow soil and in the 
often-harsh microclimate of exposed rooftops, 
where UV rays and wind can be unforgiving. 

Rooftop landscaping also poses some unusual 
challenges. Large trees and plants must be deliv-
ered by crane and large amounts of soil deposited 
by specialized blower trucks. Crews often work 
without the typical installation equipment found 

on other project sites. Costs can 
be steep, if not prohibitive. 

Despite such hurdles, Bozzuto 
Landscaping has provided rooftop 
gardens and courtyards for many 
projects in the Mid-Atlantic region. 
Some of their more dramatic 
projects required the use of 3,600 
yards of soil, sophisticated irriga-
tion systems, exterior lighting and 
site furnishings. The result: lush 
courtyard settings that enhance the 
recreational amenities available to 
residents. 

Bozzuto Landscaping Co. is 
currently engaged in the installation 
of a rooftop garden at Spinnaker 
Bay, a waterfront property consist-
ing of 32 luxury condominiums and 
316 apartment residences cur-
rently under construction in Balti-
more, Maryland. The centerpiece 
of the revitalized Inner Harbor 
East community, Spinnaker Bay plans to incorporate 
rooftop landscaping into its rooftop swimming pool 
area and dramatic fountain. White flowering trees, 
including magnolias and Snowdrift Crabapple, as well 
as colorful yellow perennials such as Happy Returns 
daylilies and Coreopsis Moonbeams, complement 
the rich blues, reds and purples of the harbor and 
its sunsets. Karl Forester and Fountain grasses add 

lushness and a feeling of sanctuary. 
Bozzuto Landscaping also used this technique to beautify and 

bring life to the pool, hot tub and artificial putting green located 
atop a new luxury apartment community in Arlington, Va., and 
the pool and children's play area on the roof of a new residential 
community in Bethesda, Md. The company also completed a 
richly landscaped courtyard garden on the roof of an apartment 
community in Washington, D.C. 

Greene projects that urban landscape architects and develop-
ers will continue to benefit from this lofty landscaping approach 
through an increase in container gardens as well. 

A more modest project than full-scale rooftop landscaping, 
container gardening enables older buildings or unfavorable roof 
structures to enjoy some of the benefits of a "green" roof. Greene says of urban dwellers, "Everybody 
wants a garden, something nice to look at besides brick and concrete. This is a way to do that." - Jennifer 
Reitmeyer 

The author is corporate communications coordinator, Bozzuto Landscaping, Greenbelt, Md., and can be 
reached at 301/623-3647 or jreitmeyer@bozzuto.com. 
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C A L E N D A R 

To ensure that 

your meeting 

date is published, 

send an 

announcement 

at least 12 weeks 

in advance to 

Lawn & Land-

scape Calendar. 

4012 Bridge 

Ave., Cleveland, 

OH 44113. 

FEB. 14 - 17 TPI Midwinter Conference, Savannah, Ga. Contact: Turfgrass Producers 
International, www.turfgrasssod.org, 800/405-8873 

FEB. 13 - 18 Middle Atlantic Hardscaping Trade Show 2006, Atlantic City, N.J. Contact: 
www.mahts.com 

FEB. 14 - 15 Chattanooga Association of Landscape Professionals Spring Express Short 
Course. Collegedale, Tenn. Contact: info@chattanoogalandscapers.com, 423/886-8874 

FEB. 14 - 16 Landscape Contractor's Association Winter Workshop. Ellicott City, Md. 
Contact: www.lcamddcva.org, 301-473-5678 

FEB. 15 - 16 2006 California Landscape Contractors Association Landscape Industry 
Show and Convention, Los Angeles, Calif. Contact: www.dca.org, 916/830-2780 

FEB. 15 - 17 DeckExpo 2006, Memphis, Tenn. Contact: www.deckexpo.com, 
678/344-6283 

FEB. 20 - 24 International Erosion Control Association Environmental Connection 2006, 
Long Beach, Calif. Contact: www.ieca.org, 800/455-4322 

FEB. 21 Third Sustainable Nursery Crop Production Conference, Laurel, Md. 
Contact: 30I/596-94I3 

FEB. 21 Rain Bird Regional Training Camp, Sacramento, Calif. Contact: www.rainbird. 
com/training, 800/498-1942 

FEB. 22 2006 Southern California Plant Tour Days, Del Mar, Calif. 
Contact: info@flowerandplant.org, www.planttourdays.org, 760/431-2572 

FEB. 22 - 25 Wholesale Florist & Florist Supplier Association Annual Convention & Floral 
Expo 2006, Lake Buena Vista, Fla. Contact: www.wffsa.org, 888/289-7732 

FEB. 28 - MARCH 2 Western Pennsylvania Turf Conference & Trade Show, 
Monroeville, Pa. Contact: www.paturf.org, 814/238-2402 

FEB. 28 - MARCH 3 Rain Bird Regional Training Camp, San Francisco, Calif. 
Contact: www.rainbird.com/training, 800/498-1942 

MARCH I - 3 National Truck Equipment Association Work Truck Show, Atlanta, Ga. 
Contact: www.ntea.com, 800/441 -6832 

http://www.turfgrasssod.org
http://www.mahts.com
mailto:info@chattanoogalandscapers.com
http://www.lcamddcva.org
http://www.dca.org
http://www.deckexpo.com
http://www.ieca.org
http://www.rainbird
mailto:info@flowerandplant.org
http://www.planttourdays.org
http://www.wffsa.org
http://www.paturf.org
http://www.rainbird.com/training
http://www.ntea.com


R. Lee Ermey. USMC veteran, TV show host, film star 
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T A N K 
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. 
U S E R E A D E R S E R V I C E # 28 

http://www.cubcommercial.com


eConstellation saves you money... no need to 
purchase irrigation computers, software or service plans 

eConstellation saves you time... manage your 
sites from office, home or anywhere 

eConstellation saves you water... automatically 
adjust your irrigation using local weather conditions 

eConstellation is easy to use... no complicated 
installations, programming, or upgrades 

e(0N$TELLfìTI0N 
O N L I N E M A N A G E M E N T S Y S T E M 

S I G N A T U R E C O N T R O L S Y S T E M S , I N C . 
4 Mason, Suite B, Irvine, California 92618 
Toll free: 866.4SIGNATURE 
Local: 949.580.3640 • Fax: 949.580.3645 
Web: www.signaturecontrolsystems.com 

USE READER SERVICE # 29 

MARCH 2 New Jersey Landscape Contractors Association 
29th Annual Trade Show & Conference, Secaucus, N.J. 
Contact: www.njlca.org, 201/664-6310 

MARCH 2-5 2006 Nashville Lawn & Garden Show, Nash-
ville, Tenn. Contact: www.nashvillelawnandgardenshow.com, 
615/876-7680 

MARCH 2-7 Canadian Golf Superintendents Association 
57th Annual Canadian Turfgrass Conference, Vancouver, B.C. 
Contact: http://cgsa/asicanada.net, 905/602-8873 

MARCH 3-4 Ecological Landscaping Association s Winter 
Conference & Eco-Marketplace, Marlborough, Mass. Contact: 
www.ecolandscaping.org, 508/877-7603 x3303 

MARCH 4 High Plains Landscape Workshop, Fort Col-
lins, Colo. Contact: www.fcgov.com/utilities/highplains.php, 
970/221-6877 

MARCH 6 Irrigation Association SMART Technologies for Ir-
rigation Management, Las Vegas, Nev. Contact: www.irrigation. 
org, 703/536-7080 

MARCH 6-8 Michigan Green Industry Association 19th 
Annual Trade Show & Conference, Novi, Mich. Contact: www. 
Iandsdcape.org, 248/646-4992 

MARCH 6-9 New England Regional Turfgrass Conference & 
Show, Providence, R.I. 
Contact: www.nertf.org, 401/848-0004 

MARCH 7 Nassau Suffolk Landscape Gardener's Association 
38th Annual Professional Plant, Turf & Tree Conference, Hun-
tington, N.Y. Contact: nslga2@optonline.net, 631/665-2250 

MARCH 7 Landscape Lighting 101 at Kichler World Headquar-
ters, Cleveland, Ohio. Contact: mrybus@kichler.com, www. 
kichler.com/lsa 

MARCH 7 National Arbor Day Foundation Trees, People & the 
Law Symposium, Columbia, Md. Contact: nslga2@optonline. 
net, 631/665-225 

MARCH 8 Virginia Turfgrass Council Erosion & Sediment 
Control Seminar, Fredericksburg, Va. Contact: www.thevtc.org,| 
757/464-1004 

http://www.signaturecontrolsystems.com
http://www.njlca.org
http://www.nashvillelawnandgardenshow.com
http://cgsa/asicanada.net
http://www.ecolandscaping.org
http://www.fcgov.com/utilities/highplains.php
http://www.irrigation
http://www.nertf.org
mailto:nslga2@optonline.net
mailto:mrybus@kichler.com


They say many 
hands make light work 

What they don't say is 
how much a bunch of 

hands goes for 
these days. 

S p r a y a b l e P R E E M E R G E N T B R O A D L E A F H e r b i c i d e 

Fact ¡S, 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. ^ „ . 
7 r r 7 n p J K fvn AgroSciefKVS 

Saves on Labor Costs. n A | | n B . B > * 
T'od^nark oI Dow AgroSoences LLC 

Always '©ad and follow label directions 
www dowagro com/turf 1-800-255-3726 

Gallery 
Specialty Herbicide 



operator Michae l 

Hornung grew 

tired of slapping 

mosquitoes in his 

own yard, he 

hit upon a 

unique service 

opportunity. 

Michael Hornung 
started offering mos-
quito control ser-
vices for one reason. 
"I hate mosquitoes," 
says the president of 
Valley Green Cos. 

In addition, given that the pesky bugs are 
abundant near his Sartell, Minn, location, 
offering the service made sense. 

After some lawn care custom-
ers inquired about mosquito control, 
Hornung decided to test out a couple of 
products in his back yard. It didn't take 
long before his neighbors noticed the lack 
of mosquitoes on his property. When he 

explained what he was doing, they asked 
him to treat their yards. Word of mouth 
about the service spread from there, and 
Hornung rolled out the program on a 
once-a-month basis in 2002. 

In addition to bringing in $25,000 in 
annual revenue, Hornung says the pro-
gram helps him better serve his existing 
customers. "It seems like nowadays more 
customers want a one-stop shop, and this 
is one more thing we can offer to help 
them," he says. 

He views mosquito control as a great 
way to do just that. "It's a service that 
our customers really appreciate," he says. 
"It's just another service we can provide 

Ti 
osquitoes: 

urning Pests 



LOOK AROUND, VANGUARD BIG BLOCKS" 
ARE REALLY CUTTING IT UR 

34-36 HP are projected gross HP rating for the 993cc vertical shaft engine models. 
Production engines available in July, 2006. M E R C I A L 

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

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



DuPont" Advion 
FIRE ANT BAIT 

No second 
chance 
Fire ant colonies are gone in 24 to 72 hours with DuPont" Advion 

fire ant bait. Gone, period. Only Advion^ hits them with the 

MetaActive™ compound providing the power that spreads 

to help control entire colonies. 

Learn more at proproducts.dupont.com 

or call l-888-6DuPont (1-888-638-7668). 

I 

business opportunities 

to help build that long-term relation-
ship." 

TAKING ON SKEETERS. T h e first 
step to adding the service was getting 
each of his lawn care technicians 
licensed in mosquito control. The 
licensing process involved training 
from a book, followed by an exam. 
Hornung estimates it cost $20 to $25 

was already using backpack sprayers 
for lawn care applications. To offer 
mosquito control, Hornung simply 
had to add one backpack sprayer to 
each vehicle. Doing only small-scale 
residential treatments, he didn't need 
to purchase any fogging equipment. 

The program entails diagnosing 
the problem, treating the larvae stage 
and controlling adult mosquitoes. To 

'Most people won't call until it hurts. W e don't get a lot of calls 
on mosquito control until the mosquitoes are out and customers 
are slapping them.'' - Michael Hornung 

per book and $90 for each technician 
to take the test. 

In terms of equipment, expenses 
were minimal because the company 

treat the larvae stage, Hornung uses 
mosquito dunks, which get thrown 
in stagnant water. "Its a biological 
product to take care of the mosquito 

eggs before they hatch," he explains. 
To control adult mosquitoes, 

Hornung says there are a number of 
insecticides available. He recommends 
selecting one based on the time of 
year and length of control desired. 
He also suggests alternating products 
so the mosquitoes don't build up a 
tolerance to any one product. In addi-
tion, "contractors should talk to their 

local distributor about what 
products are registered in 
their state," he says. 

The full mosquito control 
package, including lar-
vae and adult treatments, 
consists of two to four weeks 
between visits from May 
to October. The number 
of visits is really based on 
customer preference. "We 
talk to them about what 

they're trying to achieve and then 
base the spacing of each visit on that," 
Hornung says. 

He even has one customer on a 
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two-week rotation during the growing 
season. After this particular clients 
son was infected with West Nile 
Virus, he didn't want to take any 
chances with mosquitoes. "Until it af-
fects you or a loved one, every-
one's tolerance for it is different," 
Hornung says. 

Not all customers are all on 
the full program. Some will call 
in the middle of summer and 
request only two or three adult 
treatments. Still others may be 
having a party or other big event 
and want their property sprayed 
one or two times beforehand. 

But the one-time application 
is rare, Hornung says. "Once custom-
ers have had one application, and 
they see how much better it is for that 
three- to four-week period, they get 
on a program because it does make a 
big difference," he says. 

B L O O D MONEY . H o r n u n g ' s m o s -
quito control is separate from the 

company's lawn care program, mean-
ing clients don't have to be lawn care 
customers to receive the service. That 
said, the company had about 130 
customers receiving mosquito control 

then do our best to take care of our 
current customers." 

Only 13 percent of his lawn care 
customers also receive mosquito 
control, so there are definitely sales 

' Some customers expect there to be zero mosquitoes. W e 
remind customers that there are still going to be some 
mosquitoes because you can t gel rid of them all." 

- M i c h ael Hornung 

last year and 83 to 90 percent of them 
were also lawn care customers. 

That's the way Hornung prefers it, 
too. He isn't looking to add mosquito-
control-only customers. "I'd rather be 
doing a lot of things for 100 people 
than doing a few things for 700 
people," he says. "Our goal is to offer 
services that fit in our service mix and 

opportunities within his existing 
customer base. Hornung has found 
word of mouth to be the most power-
ful sales tool. Last summer, he picked 
up 23 customers within two weeks 
- most of them neighbors of current 
customers. "We don't do it for a whole 
lot of people," he says. "But word of 
mouth travels fast for us." 

No secon 
When the colony is quickly and completely controlled, customer callbacks also 

go away. Advion" powered with MetaActive™ sets new standards for fire ant control 
to help you set new standards for customer satisfaction. Advion! Unbeatable Results. 

Professional Products 

mm 
Always read and follow T h * " l i m c i e S O f S C i e t l C e 

all label directions and 
precautions for use 

DuPont" Advion1 is not 
available in all states. 

See your local DuPont representative for details and availability in your state. 
The DuPont Oval Logo, DuPont ", The miracles of science ", Advion1 and MetaActive" are 

trademarks or registered trademarks of DuPont or its affiliates. 
Copyright © 2006 E.I. du Pont de Nemours and Company. All Rights Reserved. 

ADFA002266P277BVB 
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Hornung also informs customers 
about the service by having techni-
cians leave a flier each time they visit 
a property. The black and white fliers 
mention that the service is available 
and how to get in touch with Valley 
Green. Hornung uses the fliers to 
promote different services throughout 
the season, and he staggers the mos-
quito control fliers with ones that tout 
the company's other add-on services. 
The fliers cost him about 10 to 12 
cents a piece, and Hornung says he 
orders about 2,000 to 5,000 at a time 
depending on which service the flier is 
promoting. 

But the program sells best when 
the mosquitoes are hungry and bit-
ing. About 40 customers joined the 
program last summer, Hornung says, 
adding that it's typical for most to 
sign up then. "Most people won't call 
until it hurts," Hornung says. "We 
don't get a lot of calls on mosquito 
control until the mosquitoes are out 
and customers are slapping them." 

While the service may not be 
growing at a lightning pace, Hornung 
hasn't had any cancellations since the 
first year he offered it. "Customers 
will have more or less applications, 
but the customer count and revenues 
have grown," he says, adding that he 
consistently gains about 45 to 60 new 
mosquito control customers each year. 

Hornung recommends anyone in-
terested in adding the service to men-
tion it when renewing customers from 
the previous year. "But you probably 
aren't going to get a big response until 
summer hits and you start leaving fli-
ers about mosquito control," he says. 

Before signing up customers, a 
pricing strategy needs to be in place. 
Hornung prices mosquito control by 
the square footage. He adds material 
costs and labor, and then factors in a 
15 to 20 percent net profit, which is 
similar to the profit on his lawn care 
services. But he notes that if there is 
high demand and little competition 
in an area, a provider could increase 

the markup. "You can charge more if 
you're the only game in town," he says. 

If a property has a lot of non-lawn 
areas that need to be treated, such as 
ornamental beds, bushes, ponds and 
other water areas, Hornung will add 
a charge. If mosquito control on a 
10,000-square-foot lawn is $60, but 
there is also a section of trees that 
needs treatment, he suggests adding 
another $25 to $30, depending on 
the material and time it takes to cover 
the area. To ensure a profit, Hornung 
recommends measuring the square 
footage of the non-lawn area and 
pricing it the same way as the lawn 
treatment. 

PESKY POINTS. With most mos-
quito control customers signing on 
in the middle of summer, scheduling 
can be problematic, says Hornung. 
It's not easy to efficiently schedule in 
late customers. "Customers who sign 
up for the program early on will get it 
done in the lawn care route," he says. 



"But we have to make special trips for 
the late sign-ups." 

If technicians will be in an area or 
on a certain property doing a lawn 
care application, Hornung can sched-
ule a mosquito control application 
into their route. But it's not always 
that simple, he says. In an effort to 
smooth the process, he assigns techni-
cians specific days of the week to do 
only mosquito control. 

Another challenge Hornung has 
faced is getting customers to under-
stand exactly what "mosquito control" 
means. "It's difficult to get customer 
expectations to meet reality," he says. 
"But it's also important to remember 
that customers don't really have expec-
tations until you help set them." 

Hornung relates the story of a 
customer who signed up for one ap-
plication and, five weeks later, called 
Hornung to complain he had mosqui-
toes. "Well, of course he did because 
it was time for another application," 
Hornung says. "But he was upset that 

the application didn't last." 
To eliminate this type of misun-

derstanding, Hornung educates cus-
tomers about what to expect from the 
program before they sign the contract. 
The key is to undersell and overde-
liver. He explains the program can 
reduce mosquito populations by 75 to 
80 percent, but he points out that 20 
to 25 percent of the population will 
remain. "Some customers expect there 
to be zero mosquitoes," he says. "We 
remind customers that there are still 
going to be some mosquitoes because 
you can't get rid of them all." 

Some customers will also ask if 
they still need to spray themselves 
once they're on the program, and 
Hornung makes it clear that they will. 
Complete elimination isn't possible, 
but the goal is to reduce the num-
ber of mosquitoes to a level where 
repellent spray is effective. "We try to 
educate them upfront ," he says. "It 
sounds like you're just making excuses 
if you try to explain afterward." 

Hornung says it's also important to 
set up guidelines on what you will and 
won't do as part of the program, such 
as when it rains and an application 
is wiped out. "It's important to read 
and follow the label directions for 
each product and relay that informa-
tion to the customer," he says, adding 
that this was something he didn't do 
very well when he first offered the 
service. Now, he is clear on the first 
meeting with customers. He explains 
how many times a technician will visit 
the property and what they should 
expect in terms of length or percent of 
control. 

Despite these challenges, Hornung 
says mosquito control is worth it. "It's 
one more thing we can offer custom-
ers to help them," he says. He advises 
anyone thinking of adding the service 
to research it thoroughly. "The best 
advice I can give is to call someone in 
your area who's doing it or possibly a 
supplier - someone who could men-
tor or train you for a fee or for free."ILL 

MEET YOUR NEW 
EMPLOYEE OF THE DECADE. 

Introducing Triton," the first and only high-capacity cutting platform that's 
designed to work all day, every day. Its components join forces to create 
an incredibly reliable system. Its sturdy construction is made to withstand 
the wear and tear that your average day can bring. Everything about Triton 
is devised to help keep you out there working. No excuses. 

• The new larger spindle size (30mm) increases bending 
strength by 40%. Sealed double-row bearings eliminate 
maintenance and stand up to powerful blade impacts. 

• The flexible discharge chute is made of durable, molded 
rubber to withstand impact and keep its shape. 

• Multi-layered steel construction for durability unmatched 
by traditional seven-gauge decks. 

wA. 

Visit tritoncuttingplatform.com or your local Exmark dealer. 
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Thinking 

W h o n e e d s c o s t - c o n s c i o u s c u s t o m e r s ? N o t D u Ice's 
L a n d s c a p e M a n a g e m e n t . T h e y woo s t r a t e g i c - m i n d e d 
c l i e n t s w i t h b e t t e r c o m m u n i c a t i o n and f r e s h ¡ d e a s . 
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In the spring of 2004, Dukes 
Landscape Management, Hackett-
stown, N.J., lost some clients dur-
ing the renewal process for what 
Director of Corporate Develop-
ment John Unorski describes as 
"reasons we could have avoided." 

"They thought things were 
getting stagnant - they didn't think we 
were giving them fresh ideas," Unorski 
explains. "We developed good long-
lasting relationships with our project 
manager clients and thought they would 
never leave us . . . but we were wrong." 

With more competition erupting in 
the marketplace everyday making it easy 
for clients to change service providers, 
Duke's Landscape fell victim to what 
Unorski calls "commodity thinking." 

Commodity buyers, company Presi-
dent Eric Cross explains, know what they 

want and typically won't pay more than 
necessary for a service. To be successful 
with these customers, companies must 
reduce costs. As a seller, there is little you 
can do to create value except make your 
service cheaper. 

But Cross didn't want to steer his 
company in this direction. He didn't 
want to be considered a mass-produced, 
unspecialized service. 

Duke's Landscape did want to retain 
and attract customers who made sound, 
strategic buying decisions. With these 
clients, Duke's could create value by 
what they personally brought to the 
relationship. "We wanted to help our 
clients find ways around the obstacles 
they encounter daily and propose new 
ways to do more with the same invest-
ment," Cross explains. "We wanted to 
bring more to our customer relationships 

z 
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CONTACT INFO 
Duke's Landscape Management 
50 Route 46 West. Hackettstown, N.J. 
PH: 908/850-6600 
FX: 908/850-5516 
Web: wvwv.dukeslm.com 
E-mail: eric@dukeslm.net 

• i jt:' -

OWNER/PRESIDENT: Eric Cross 
HEADQUARTERS Hackettstown, N.J. 
FOUNDED: Started in 1983; first full year in 
business was 1986 
EMPLOYEES: 14 year-round, 58 seasonal: 
90 percent Hispanic/H-2B workers 
SERVICE BREAKOUT: 51 percent 
maintenance/mowing, 25 percent snow and 
ice removal services, 11 percent installation 
only (no design), 6 percent chemical lawn 
care, 3 percent design/build, 2 percent tree 
and ornamental services 
CLIENT BREAKOUT: 52 percent com-
mercial (office parks, hospitals, educational 
facilities, etc.), 38 percent commercial 
residential (condominiums, apartment build-
ings, etc.), 7 percent government municipal 
and 3 percent residential 

REVENUE BREAKOUT: 
2006 Expected $4.55 million 
2005 Revenue $3.9 million 
2004 Revenue $3.5 million 
2003 Revenue $3.4 million 
2002 Revenue $2.8 million 
2001 Revenue $2.6 million 
2000 Revenue $2.4 million 

GREATEST LABOR CHALLENGE: 
Our limiting factor for additional growth is a short-
age of foreman level employees. We are always 
developing new crew leaders. Our challenge is to 
have enough people in the pipeline to account for 
attrition and new business. Also, the instability of 
the H-2B program has us worried as 50 percent of 
our workforce is here on H-2B visas. 

THE THREE CHALLENGES FACING BUSINESS TODAY: 
1. Increases in major expenses, such as insurance, fuel and 

labor, are outpacing increases in hourly or contract rates. 
2. Attracting and retaining crew members in a seasonal 

business. 
3. Keeping the "magic" going. We have long been 

considered an innovator when it comes to business 
systems and practices. Our challenge is to not allow that 
spirit to get diluted as we grow and the business climate 
changes. 

mailto:eric@dukeslm.net
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than the standard service. We wanted 
to create real value." 

The problem? "We were resting 
on our laurels," Unorski says. "We 
realized we had to focus on our cus-
tomer niche and come up with some 
fresh ideas to improve our customer 
communication and overall service 
and then promote these ideas to cur-
rent and prospective clients." 

So, Dukes Landscaping focused 
on service solutions and implemented 
them in the spring of 2005. The results 
have transformed their company. 
"There's an old adage that says, 'Value 
or beauty is in the eye of the behold-
er,'" Unorski says. "In our business, 
part of our challenge is to make sure 
property managers don't take this value 
for granted and that they see it and 

Ordering from | 
C&S Turf Care Equipment 

is as easy as 1,2,3. •. 
** 1. Go online to www.cstui eq 

2. Place your order. I 
3. Take a drink of your favorite 

understand that our company provides 
more than just a commodity service." 

STEP I - RECOGNIZE COMMOD-
ITY BUYERS. More than two years 
ago, Duke's Landscape responded to a 
potential client's bid via an online auc-
tion with five to seven other bidders. 
Companies were not recognizable by 
name - each was identified only by 
the color dot they had flashing on the 
screen. Duke's dot was blue. "Based on 
the specifications, we would typically 
bid $50,000 for the job, and my walk 
away price was $44,000," Cross says, 
explaining his mindset when he went 
into the bid. "After an hour passed, we 
were down to $29,000. Everyone was 
undercutting each other just to get the 
job. To do the work for that price and 
make money, I would have to ignore 
the specifications and cut corners. It 
was then that I realized more commer-
cial customers were starting to treat 
landscaping as a commodity - we were 
all just a different color dot. When 
bidding new work, the last thing we 
wanted to do was fax in a bid and 
have a client put our information in a 
matrix with a different logo and price 
and then compare all of the bidders as 
if they were all the same." 

Cross walked away from the job 
and has avoided online auction-type 
bidding ever since. But the experience 
stuck with him. 

For new accounts, Duke's Land-
scape Management's close rate is only 
15 percent. But those at Duke's don't 
consider this a poor number because 
they realized the potential customers 
they were seeking might not be right 
for the company in the first place. 

Therefore, the first step to battling 
commodity thinking was recognizing 
commodity buyers and the company's 
own customer niche. "When you 
try to be all things to all people, it's 
difficult," Cross explains, adding that 
sometimes the desire to win is greater 
than knowing you should say no. 
"There are jobs out there that we said 
we wouldn't bid on, but did anyway. 
That would explain our low close 
ratio on new clients." 

Like many other commercial 
maintenance service providers, includ-
ing Duke's competitors, the company 
has always tried increasing its cache 
of particularly attractive commercial 
clients, such as large office buildings, 
because they garner a lot of atten-
tion and look good on a company's 

http://www.cstui
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Sometimes customers who consider land-
scaping a commodity and can be bought 

by lowest price are unavoidable. For this reason, 
Duke's Landscape Management, Hackettstown, 
N.J., grades the bidding process to help deter-
mine if a bid is worth investing time in. 

"When we submit bid for a property, we like 
to grade the process and get a feel for the situ-
ation and whether there's a 50, 20 or 80 percent 
chance that we'll get the job," explains company 
President Eric Cross. "We look at how set their 
numbers are as far as sales goals. If it's a situa-
tion where the buyer doesn't want us to spend a 
lot of time discussing our service with them and 
just wants us to fax over a price, then we feel they 
will not change and are looking strictly at getting 
the cheapest price with little regard for quality. 
We mark that as a low chance of getting the work 
and usually don't bid on that type of project. 

"We are looking for clients who are willing to 
pay a fair amount for a great job," Cross adds. 

But this type of client isn't easy to recognize 
just by looking at the job specifications. So, 
Duke's will visit the job and inspect it, making 
sure the specifications match the job that's being 
done. "If the specifications are great but the qual-
ity their current provider is delivering is low, then 
that contractor isn't following the specifications 
and the property manager isn't holding them to 
those specifications," Cross says. "In this situa-
tion, I try to talk frankly with the potential client. I 
say, 'Obviously, you're not using these specifica-
tions - do you want us to submit a bid based on 
what's being done currently?' By doing this, the 

client knows we've inspected the property and com-
pared the work to the specifications, that we care 
about quality and that we care about what they truly 
need from a landscape contractor." 

Another reason Duke's Landscape spends time 
grading the bidding process is because there is a 
trend in the New Jersey area where the owner of a 
site is out of state and they choose an inexpensive 
vendor with little regard for quality because they 
don't see the site regularly. "They don't want to put 
a lot of time and energy into picking a company that 
they can have a long-term relationship with or alter-
ing their specifications based on what they really 
need," Cross explains. "They want to pay as little as 
possible to get the work done and not worry about it. 
We try and stay away from that type of work." 

And, despite the extra time Duke's takes to in-
spect the property and grade the bidding process, a 
few mismatched prospects sometimes slip through 
the cracks, but the company continues to try and 
learn from these instances. "Most of the bids we get 
are people we're soliciting to, whether we're sending 
them mailers, calling them on the phone or inviting 
them to our annual open house," Cross says, adding 
that this makes it easier to recognize a desirable 
customer. "When we do get a call out of the blue 
it's because it is a member of the Building Owners 
and Managers Association, which we are a member 
of, or they saw our trucks at another property in the 
area. When this happens, we just do the best we can 
to research the job and find out why it's going out 
to bid and whether or not it's a property that fits our 
niche. If it's not a good property for us, we'll politely 
decline the opportunity to bid the work." 

1 

resume of work. But there was a part 
of the commercial market that Dukes 
thrived in - one that his competi-
tors stayed away from - and that was 
condominiums and townhouses. 
"That's where we had the best reputa-
tion and that's what our company was 
built on," Unorski explains. "While 
our competitors hated the fact that 
these clients were more like residential 
clients since you had the tenants in 
addition to the project managers to 

please, we found we were the most 
efficient at these types of jobs." 

Plus, most condominium-type 
properties want their maintenance 
done late in the week, similar to 
residential clients, so they look nice 
and can enjoy them over the weekend, 
while other commercial clients, such 
as office parks, want their mainte-
nance done early in the week so they 
are presentable through the work-
days. "We avoid scheduling pitfalls 

this way," Cross says. "Also, because 
our competitors don't go after these 
clients, there isn't a lot of pressure 
from outside sources and that helps us 
solidify this business." 

STEP 2 - KNOW YOUR CUS-
TOMER. Once Duke's identified 
their niche client, the next step was 
building better relationships with 
them to bring additional work from 
them as well as referrals. "Our biggest 
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realization was that instead of always 
dreaming of the next big client, we 
had to take better care of the clients 
we have today." 

To comprehend their clients' 
mindsets, Duke's decided to nar-
row down what was important to 
them. And for property managers on 
condominiums and townhouses, this 
meant being another set of eyes on 
their sites for them, Unorski says. "We 
needed to be their friend and let them 
know about things that are going on 
around their properties," he explains. 
"Say someone is illegally dumping 
behind their unit and we notice this, 
that is something we need to tell them 
or they might never know otherwise. 
This way we can become an ally to 
them. In a business relationship, those 
who become friends are much less 
likely to cancel the relationship than 
those who do not." 

Also, Unorski says while brain-
storming he realized many times they 
are on their clients' 16- to 400-acre 

q u i c k h i r i n g t i p 

Finding someone to fill an open position can be easy, but 
finding the right person is more difficult. "Hiring the right 

person the first time makes such a big difference," shares 
Duke's Landscape Management President Eric Cross. To 
find employees with the right attitude, Cross always asks one 
question during interviews: "Tell me about your high school 
experience." 

The reason? "I find that people who liked high school and 
took part in extracurricular activities and sports are good 
team players," Cross says. "But if they hated high school, got 
out early and were loners, I find that they may be able to do 
the job but tend to be very difficult to work with. The skills for 
the job are easy to train, but a bad attitude is really hard to 
get rid of." 

Recruiting employees with the right attitude is part of 
an analogy that Cross likes to remind himself of regularly: 
"The team with the best people who are able to execute the 
company's plan is the team that will win." 
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Auto., AC, Cruise, Pwr. Windows & Doors 
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2006 ISUZU CREW CAB DIESEL 
Auto., AC, Cruise, Pwr. Windows & Doors 

CD Player, 18' Landscape Body 
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WHAT ARE YOU 
PUTTING DOWN FOR 

LAST TUESDAY? 

HOW MUCH DO YOU 
WANT TO MAKE? 

Leave nothing to chance-
You're in control of your manpower 
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Employee Signaler 

wmr t a r 
THE OLD S Y S T E M 

Workers control payroll 
Illegible handwritten 
timecards 
Cannot verify locations or 

>urs 
Accuracy based on workers' 
memories 
Impossible to verify overtime 

THE J O B C L O C K S Y S T E M 

• Developed by contractors 
for contractors 

• Durable, portable, on the 
job 24/7 

• Zero addition errors 
• Allows easy job-costing 
• Makes every job more 

profitable 

David Burns 
Employee Report 

Date Range 2/13/2006 through 2/17/2006 

Day Start End Activity 
Mon 2/13 7 08 AM 12:05 PM Irrigation 4:57 hours 

12:41 PM 322 PM Irrigation 2:41 hours 7:38 hours 
Toe 2/14 7:12 AM 1207PM Irrigation 4:55 hours 

12:43 PM 3 23 PM Irrigation 2:40 hours 7:35 hours 
Wed 2/15 7:12 AM 1202PM Irrigation 4:50 hours 

12:46 PM 3:49 PM Irrigation 303 hours 7:53 hours 
Thu 2/16 7:17 AM 12:19 PM Planting 502 hours 

12:50 PM 3 46 PM Planting 2:56 hours 7:58 hours 
Fri 2/17 7:13 AM 1207PM Planting 4:54 hours 

J/2.44 PM 3 39 PM Planting 2:55 hours 7:49 hours 

Employee total 38:53 hours 

Find out why more than 190f000 
workers clocked in today with 
The Jobclock System! 

THE JOBCLOCK® THE LANDSCAPER'S TIMECLOCK: 
E x a k t i m e 

Call today: (888) 788-8463 www.jobclock.com 
USE READER SERVICE # 36 

http://www.jobclock.com


G ) 
cover story 

properties more often than their cus-
tomers are. "So if we make it a practice 
to observe not only their landscape but 
to watch out for other potential prob-
lems, such as falling gutters, shingles in 
disrepair, etc., they will appreciate the 
head's up, which of course adds value 
to their service," he says. 

At the same time, Dukes recog-
nized they needed to be more visible 
to their clients. "If the only pieces of 
paper our customers see from us are 
responses to inquiries and renewal 
forms, then we are asking to be re-
placed," Unorski points out. 

To alleviate both of these issues, 
Dukes implemented a site status 
report in late 2004. The idea for the 
form came after a condominium proj-
ect the company had for 12 years de-
cided to go out to bid to seek another 
provider. "We were on the site a lot 
and realized that the miscommunica-
tion with this client might mean that 
they don't know we are there as often 
as we are," Cross says. 

The point of the site status report, 
which is sent to clients via fax every 
time a manager visits the site — usually 
three to four times a month or more 
during the busy season, is to let the cli-
ent know someone was there and also 
to point out landscape concerns, items 
that need attention, issues that need 
urgent action, as well as recommend 
an action plan. "There is nothing 
more frustrating than for someone to 
point out a problem without providing 
a solution," Unorski says, explaining 
why the form includes both. 

"On the form we'll explain that we 
looked around, the site looks good, but 
there was a broken irrigation head by 
unit 314 so we repaired it or that it's 
raining and we can't mow until next 
week," Cross shares. "Sometimes just 
knowing why something isn't getting 
done per the normal schedule makes it 
easier for clients to understand." 

STEP 3 - TH INK PRO ACTIVELY. 
The site status report is one of a group 

of ideas Duke's Landscape Manage-
ment uses to better client relation-
ships and, most importantly, "think 
proactively," Cross explains. 

To gauge how Duke's Landscape 
crews are doing in the client's eyes and 
get improvement ideas for the future, 
the company conducts a customer 
survey once a year in mid-July. 

Cross conducts the surveys himself 
in person or over the phone to Duke's 
49 clients. The two-page question-
naire asks clients to read statements 
and choose whether they strongly 
agree, agree, are neutral, disagree or 
strongly disagree with them. The 
statements go over information, such 
as if the crews and branch managers 
are helpful, positive and professional, 
whether the company is proactive in 
solving the client's problems and if the 
customer is happy with the service. If 
a customer strongly disagrees, Cross 
will ask them what the company can 
do to get a better score and is working 

continued on page 64, sidebar on page 65 
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You Can See 
the Difference 

We're seeking experienced lawn care 
professionals to provide quality 
service in our NY, NJ, CT, MA, PA and 
VA locations. SavaLawn offers an 
excellent benefits package including 
a career advancement program and 
tuition reimbursement. Our team is 
visibly growing better every day. 

If professional growth is important 
to you, come and see the 
difference at SavaLawn! 

You can also fax or email your resume to 
914-242-3934 / careers@savatree.com 

www.savatree.com 
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If it's Not a 
CDS-John Blue 
Spray Pump... 
It's Just a Pump! 

CDS-John Blue Company is the only company 
to offer a complete line of polypropylene pumps. 
Our patented Poly Millennium Series pumps will handle acid and other highly 
corrosive products. The patented thick poly walls will also withstand abrasive 
products, which causes pump failure in other product lines. 
Plus we have a complete line of diaphragm and piston spray pumps to fit your every turf, 
lawn and landscape need. With pressures available up to 725 psi and flow rates from 
4.3 to 67 gpm, these are some of the most versatile spray pumps on the market today. 
When the time comes for you to buy a spray pump - Buy More Than Just a Pump. 
Take a closer look at the CDS-John Blue Diaphragm Spray Pumps. 

CDS-John Blue Company 
Division of Adv anced Systems Technology 

800-253-2583 • 256-721-9090 • Fax: 256-721-9091, 
www.cds-johnblue.com 
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Similar to a homeowner, a resident living 
in a condominium or townhouse is picky 

about his or her outdoor space - no matter how 
small it is or how much of it truly is their space to 
complain about. And when this tenant grumbles, 
the first person to hear it is the property manager, 
who immediately becomes frustrated with the 
landscape contractor for causing this headache. 

For Duke's Landscape Management, Hack-
ettstown, N.J., the main complaints from these 
residents relate to little reminders they regularly 
warn property managers about. But with so many 
tenants on one property, crews have a hard time 
remembering which one wanted their azaleas 
fertilized and which one preferred none. 

To avoid these types of complaints, Duke's 

Landscape decided to use colored flags on these 
sites to warn crews of specific "No Work" zones. For 
example, blue flags say, "No Bed Care," while red 
flags read, "No Pruning." The flags cost approxi-
mately $70 for 1,000, according to company Presi-
dent Eric Cross, and are displayed in specific areas 
where tenants have these common requests. 

"The flags were an idea we came up with as a 
visual reminder to our crews and as a means to 
avoid miscommunication," Cross explains. "It's also 
a part of our new strategy, which is thinking proac-
tively. Because of this small extra effort, the tenant 
doesn't get irate and the property manager doesn't 
have to call us and complain. It saves everyone the 
trouble and keeps us in the property manager's 
good graces." 

< 

Have you tried 

Our Formula 
For Preemergent Success? 

Now That's A Change For TheBetter. 
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on a way to make sure Dukes acts on 
these requests. 

One of the systems in place to 
help make this happen is provid-
ing each employee in a management 
position with a yearly calendar and 
driving them to update it during regu-
lar meetings or more often. Typically, 
each branch has seven crews of three 
to four people each and a foreman, 
and schedules are made one month 
in advance. "We do this so managers 
don't fall victim to just putting out 
the fires of today and only focusing 
on this week or month, but also next 
month and the month after that as 
well," Cross says. "We want to always 
be doing a better job instead of doing 
things last minute." 

Another way the company thinks 
proactively is to conduct annual for-
mal walk-throughs with clients, as well 
as preparing five-year plans for them. 

"At least once and possibly twice 
a year, we schedule a formal walk-
through with customers," Unorski 

says. "We have found that the key is 
to invite as many people as reasonable, 
i.e. condominium board members and 
other office people, in addition to the 
property manager. This gives the larger 
audience an opportunity to buy into 
any suggestions we might have about 
upgrades and other improvements. In 
addition, a formal walk-through gives 
us an opportunity to demonstrate our 
horticultural knowledge and expertise 
in person. Customers, hopefully, walk 
away understanding that part of what 
they are paying for is our knowledge 
and training." 

Also, before, or sometimes after, 
a customer signs a contract, a Duke's 
branch manager will sit down with 
that client and put together a five-year 
maintenance plan. "We walk the site, 
talk about things we both see and 
look at the property in its entirety," 
Cross says, adding that they plan 
for possible irrigation repairs and 
other maintenance issues that may be 
needed over this length of time. 

"This way, instead of going to 
the client with repeated estimates for 
mums in the fall or snow plowing in 
the winter, we discuss the entire year, 
as well as the next four years, at once 
and what each item costs," Cross 
explains. "Then, clients pick and 
choose what they want or don't want. 
The beauty of it is that they have the 
pricing up front and can plan their 
budgets ahead of time." 

The five-year plan will include 
maintenance and small installation or 
design/build projects that need to be 
completed. But, more importantly, 
the plan will highlight ways Duke's 
can improve that client's property 
each year. "The idea is we want the 
property to look better each year than 
the year before," Cross says. "So, land-
scape items that are prematurely aging 
the property like overgrown mature 
trees, large junipers that have been 
sheared into a ball and evergreens that 
are tall, spindly and have lost their 
natural shape are addressed here. We 

BetterSolutions. BetterResults. BetterSolutions. BetterResults. 
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2 North Carolina State University. 2003 Evaluated 145 days after first application in March Partial Data Shown. 



remove the overgrown shrubs and 
install roses and perennials. Mature 
trees that were ignored for many years 
are now maintained. Old broken con-
crete walks are replaced with pavers. 
Maybe they need a new privacy hedge 
or a patio near the cafeteria. It's sort 
of like an extreme makeover for large 
properties, and we help them plan 
and budget for the rejuvenation." 

Implementing this look-ahead was 
an idea that came out of a brainstorm-
ing meeting. "We just thought, 'What 
would we do if we were them?'" Cross 
explains. "If I wasn't offered a five-year 
plan so I could allocate the money for 
capital expenses properly each year, 
I'd be upset. If I was the client and 
my landscaper came to me in Sep-
tember, pushing me quickly to sign a 
contract and spend money on mums, 
I'd be frustrated. The five-year plan is 
a win-win for everybody. There is no 
pressure or pricing surprises and the 
client is truly thinking about what 
they want to do to better the site over 

the next five years vs. whether we're 
just trying to get more money from 
them throughout the year." 

By implementing these strategic 
solutions, Duke's Landscape Manage-
ment is enhancing its current client 
relationships. "We want to continue 
to plan ahead," Cross says. "It just 
makes sense - if we're not right in 
front of them when they go to bid, 
we still might lose the opportunity, 
despite all of these efforts. We have 
a call list of all of our clients contact 
information that we review monthly. 
If we notice that a client is going to 
bid next November, we'll make sure 
to call them in October to touch base. 
But in addition to that, we have to 
communicate with them regularly 
throughout the contract or our last 
minute correspondence could be too 
late. It's the only way we can ensure 
regular communication and hope-
fully exceed our clients' expectations 
so they don't think about accepting 
another service provider's low bid." 

And as more commercial land-
scape maintenance companies crop up 
in the New Jersey area, Duke's trusts 
that this proactive thinking will keep 
them from ever losing clients again for 
reasons they could have evaded. "The 
commercial maintenance market is 
becoming increasingly competitive 
and cost-conscious, and loyalty is 
becoming a thing of the past," Un-
orski says. "We don't want customers 
to take us for granted and we don't 
want to become routine. Giving our 
customers an extra pair of eyes, letting 
them know that we pay regular visits 
to their properties (as well as provide 
solutions to potential problems), and 
demonstrating our knowledge during 
a walk-through all helps separate our 
company from the competition." u 
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C h e c k our February Online Extras section 
to view Duke s Landscape Management s 
customer survey and site status report. 

A C h a n g e F o r T h e l - r a i ^ n 

The active ingredient has been a trusted tool in 

lawncare for years, but now we 've made Pendulum« 

AquaCap™ herbic ide easier than ever to handle, 

mix and clean up — delivering superior control with 
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Industry Service and Market Leadership 

Lawn & Landscape Online 
Everything You Need to Grow Your Business 

News. Product Information. Industry resources. 
Find it all on Lawn & Landscape Online, the industry's 

most visited website. 
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N o w h e r e else will you find more resources for your business. 
Thousands of landscape professionals are visiting the 
www.lawnandlandscape.com every day - and sharing their 
success stories on our Message Boards. 

S v a c E R S EARLY ORDIR Procrea™ 

Message Board 
The Lawn & Landscape Message Board 
is FREE and offers you a place to interact 
and get answers to your questions. 

Product Directory 
Your business relies on equipment, software and 
services to run. A host of new products can be 
found online, complete with pictures, product 
features and manufacturer contact information. 

Product Promotion 
Take advantage of product specials 
and promotions from the leading 
suppliers in the industry. 

Marketplace 
Learn about industry suppliers, complete with product 
images and information, articles, videos and more. 
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Who's telling your story? 

Your work results in more available oxygen and fewer allergens, noise reduction and 
lower cooling bills, thicker turf that filters pollutants and landscapes that increase 
property values. There are endless environmental, economic and lifestyle benefits that 
green spaces provide—yet consumers don't know about them. They don't understand 
the true value of your products and services. 
Join us in telling the whole story of what you do. Project EverGreen is an organization 
dedicated to educating the public about the value of green spaces and encouraging 
responsible practices. 

To make a contr ibut ion or f ind out more, call 877-758-4835 or visit www.pro jectevergreen.com. V J 
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Discover a higher ^ ^ ^ ^ ^ 
standard of water gardening. ^ ^ ^ ^ 

Our experts work closely with real-world 
contractors to create complete water gardening 
solutions—from falls and Koi care to water features 
and product training. Each component has been tested and 
competitively priced to deliver the results you and your clients 
desire. Increase customer satisfaction and profitability, or add 
tranquility to your own backyard—ask about WaterMark™ today. 

Call: 888-271-1368 Go to: www.watermarksolutions.ws 
USE READER SERVICE #41 
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lions of dollars every year. To 
prevent employee theft before it 
starts, carefully hire and screen 
prospective employees. Estab-
lish and enforce clear company 
policies on employee theft. Post 
the policy in the work area to 
discourage theft. Limit access to 
keys, computerized records and 
alarm codes. 

Communication with lo-
cal law enforcement is key in 
protecting your business from 
after-hours theft. Talking to 
local crime prevention officers 
and making them aware of your 
operating hours can be help-
ful because police can patrol 
nurseries and garden centers on 
a periodic basis. Inform police 
that anyone seen on the property 
during non-operating hours can 
be viewed with suspicion. If a 
theft does occur, be aware that 
thieves quickly sell or dispose of 
stolen goods. Speed in reporting 

these matters to authorities is essential. 

ELIMINATING OPPORTUNITY. 
Its impossible to prevent every theft, 
but if you make it difficult for them 
to succeed, thieves may go elsewhere. 
The opportunist thief does not want 
to take longer than two or three 
minutes to commit a crime. The fol-
lowing steps can make access to your 
merchandise more difficult and reduce 
the likelihood of your landscape yard 
or office being targeted by thieves: 
• Store all materials and equipment 
in highly visible, well lighted loca-
tions. 
• Install security systems, such as 
outside security lights with motion 
detector sensors, alarms, magnetic tags 
or video surveillance cameras. 
• Arrange displays so that missing 
items are obvious. Place small items in 
neat rows or patterns so that missing 
items could be easily noticed. 
• If you have storage sheds on the 
property, make sure the sheds have 
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Modular Spraying Systems 
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• 3-Way Ball Valves Allow For Easy Tank Selection and Transfer 
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A Superior 3/4" Rotor 
Comes with a Price... 

List Price $13 5 0 

Rain Bird 5004 Rotor 

..a Lower One 
($169 less per case than Hunter PGP *) 

List Price $15 9 0 

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. 

R a i n ^ B I R D 
* Case price based on Hunter PGP 4" rotor list price of $21.95 per rotor as of October 1, 2005. 

http://www.rainbird.com/5000


business smarts ^ 

adequate security and that door and 
window frames cannot be forced in. 
• Prune trees, hedges and shrubs 
near greenhouses, sheds or other stor-
age facilities and entrances to prevent 
thieves working undetected. 
• Consider keeping thief deterrent 
shrubs such as those with prickly 
leaves and thorns close to vulner-

able entry points. Plants with thorns 
include Berberis, Pyracantha, Yucca, 
Gooseberry and Worcesterberry. 
• Spread gravel on paths so that 
intruders can be easily heard when 
walking on them. 
• Bricks can be added to pots of 
shrubs, trees and flowers to make it 
difficult to carry them away. 

nm professional 
W A I OUTDOOR 

R//|\Y LIGHTING 
1625 Su/Yiyor Ave. • Simi Valley, CA 93063 

www.Yistapro.com 

We pack a lot more into 
everything we deliver. 

Exclusive 24-hour turnaround\ including most custom orders. 
• 

Forward thinking lighting solutions. 
• 

Customer service that's second to none. 

Outstanding national factory sales support 
and step-by-step training. 

Reliable, durable products 
made in the U.S.A. 

VISTA 
PROFESSIONAL 
OUTDOOR 

7/|\\ LIGHTING 
Call 800-766-VISTA for a FREE product guide, 

then visit www.vistapro.com. 

W I V E BEIN I N j r t f c ^ P O T L l d k T FOR OVER 
T W É N T f r Y ^ A R S 

USE READER SERVICE # 44 

• Lock away expensive merchandise 
when possible. If these items cannot 
be locked away, tie them down or 
chain them with anchoring devices. 
Anchoring devices can be used to 
secure garden furniture, lawn orna-
ments and valuable trees and shrubs. 
Avoid storing expensive items in 
poly-covered greenhouses as thieves 
have been known to cut through the 
poly-cover and steal cash registers and 
other expensive equipment. 
• A fence around the area contain-
ing outdoor merchandise can aid in 
theft prevention. Putting a trellis with 
a prickly rose bush growing along the 
top of the fence can also be a deter-
rent. 

In addition to plant material, 
thieves are be particularly interested in 
large equipment and hand tools. 

People who buy stolen goods usu-
ally don't want equipment that is eas-

Its impossible to 
prevent every theft, 
but if you make it 
difficult for them to 
succeed, thieves may 
go elsewhere. The 
opportunist thief does 
not want to take longer 
than two to three 
minutes to commit 
a crime. 
- Andrew Mauschbaug 

ily identifiable. One of the first things 
they do is rip off the data plate with 
the serial number on it. That's why 
it's so important to engrave the serial 
number on each piece of equipment. 
One serial number location should 
be visible, and the other well-hidden 
in case thieves grind off the visible 
number. In addition: 
• Keep a written record of each ve-
hicle serial number with color photos 
of the vehicle viewed from four differ-

http://www.Yistapro.com
http://www.vistapro.com
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over a quar te r of a century, the Walker M o w e r has been 

an American original design; developed and manufac tu red by 
the hands of skilled craf tsmen w h o have specialized in one 
product line. The Walker Mower is not an "overnight project-
or a copy of another mower—the original design chal lenge was 
to make a machine to do a job. Today, thousands of landscape 
professionals have found the Walker Original fits their j ob and 
has helped build their business. If productivity and high quality 
mowing are needs in your business, see what the Walker 
Mower can do for you. 

• I I H C 
• = « m i h = s e 

Accepted in the United States and 28 nations around the 
world as a leader in Commercial, Zero-Turn Mowing 

5925 E. HARMONY ROAD • FORT COLLINS, CO 80528 • (970) 221-5614 
www.walkerntowers.com • Request a Free Demonstration Today 

INDEPENDENT 
NNOVATORS 

http://www.walkerntowers.com


ent angles. 
• Paint the equipment in company 
colors including the company logo. 
• Install anti-theft devices such as 
fuel cut-offs, track locks or alarms, 
hydraulic arm locks or hydraulic 
bypasses. 
• Restrict the number of keys, keep 
a key inventory, and assign them on 

an as-needed basis. 
• Contact equipment dealers for 
specific anti-theft devices developed 
for their products. 
• Display notices stating that equip-
ment is security marked. 

PREVENTING THEFTS OF SMALL 
TOOLS. Employees are more likely to 

and Growth 
Cut callbacks and plant loss 
Improve plant survival and health 
Five products to meet your specific needs: 
dryROOTS®, M-ROOTS®, TRANSPLANT 1-STEP®, 
ROOTS® concentrate and ROOTS® Plant Food 

m* 
If 
1 « 

I M H 

Ask about Roots products, 
today. 

roots . Our Name Says It All 

www.novozymes.com/roots 

nnvn7vmp<; ® ® Read and t°"ow a" label d'rect'Ons Dry-Roots, M-Roots and 
I I U V U Z . y 1 1 I C O Transplant 1-Step are trademarks of Novozymes Biologicals, 

Inc. The Novozymes logo and Roots are registered trademarks 
of Novozymes A/S. ©2006 Novozymes Biologicals, Inc. 

USE READER SERVICE # 46 

steal small items such as hand tools. 
Tools can be protected after hours by 
securing them in locked trailers or 
tool chests. To prevent pilferage dur-
ing the day, make sure all equipment 
is marked. Inventory all tools periodi-
cally and consider use of a sign-out 
sheet for tools. 

In some cases it may be difficult to 
identify which tools are the employers 
and which belong to the employee. 
One way to deal with this problem 
is to mark all company tools with an 

H T 

Inform police that 
anyone seen on the prop-
erty during non-operat-
ing hours can be viewed 
with suspicion. If a theft 
does occur, be aware 
that theives quickly sell or 
dispose of stolen goods. 
Speed in reporting these 
matters to authorities is 
essential/' 
- Andrew Mauschbaug 

etching tool. Employees should be en-
couraged to mark any personal tools 
with their names. 

The costs incurred as a result of af-
ter-hours theft can be damaging. Tak-
ing the steps outlined above can help 
protect your business - and your bot-
tom line. By developing a company 
policy, hiring and training competent 
employees, communicating with local 
law enforcement and preparing your 
landscape and equipment yard and/or 
garden center and office effectively, 
you can improve security and reduce 
opportunities for thieves to strike. LL 

The author is assistant vice president 
of loss control, Hortica Insurance, 
Edwardsville, III. He can be reached at 
800/851-7740 or via www.hortica-in-
surance.com. 

http://www.novozymes.com/roots


PRO Landscape Software 
Cutting Edge Technology 

Focused Solely on Landscape Design 

Y O U R S U C C E S S O U R G O A L 

Peter H. Lord 
President, Drafix Software 

P 

You have a vision for your customer's landscape, but the client can't seem 
to keep up with all the design elements you've described in your proposal. 
If you had a snapshot of the design that's in your mind, you're sure you 
could close the sale. 

Enter, PRO Landscape software - the premiere landscape design soft-
ware helping you sell better, plan better and bid better. Through the use of photo-realistic 
imaging, as well as night and holiday lighting features, PRO Landscape makes selling jobs 
easier by letting your clients envision just how beautiful their landscapes can be with your 
designs. Our computer-aided design (CAD) tools allow you to quickly create accurate plans 
and the estimating module lets you generate not just an accurate bid, but a professional look-
ing customer presentation, with just a few clicks. All of this is available in one, easy-to-use 
software package. 

Since the early 1990s, PRO Landscape software has had a hand in the success of thou-
sands of landscape contractors, designers and landscape architects across the country and 
around the world, helping them save time and be more profitable. 

This year, we're proud to release our 12th version of PRO Landscape software, with 
a number of new features and functions including more than a thousand new images, the 
ability to create complete customer proposals in seconds, and many other features to make 
designing faster and more realistic. In addition, PRO Landscape is the first design software 
to provide plant names in Spanish. These new features are the result of our dedication to 
continually bringing more innovations and valuable tools to our existing customer base and to 
future customers like you. 

Our mission continues to be providing you with the best landscape design package pos-
sible, helping you to save time, make more money and help you gain more satisfied custom-
ers. We will continue to provide you and all our customers with the landscape design tools 
you need to take your businesses to the next level. Your success is our top priority! 

Sincerely, 

B r 
V 

Nj/ 



Believe Y o u r 
The phrase "sight un-

seen" makes most con-
sumers nervous. Would 
you buy a house without 
taking a walk-though? A 

new mower without a ride and drive? 
Not likely. So think about how 
many of your design/build ^ ^ ^ 
clients would be interested 
in touring their finished land-
scapes before you install 
them. PRO Landscape Soft- I 
ware's newest version make 
this wish a reality more than 
ever before. 

"We used to hand-draw 
designs with circles repre-
senting different plants," says 
Chris Walter, owner, Comput-
erized Landscape Design, 
Kansas City, Mo. "If I told the 
customer, These circles rep-
resent burning bushes,' I'd still have to 
show them a horticulture book or visit 
a nursery to show them exactly what 
a burning bush is. Even then, the cus-
tomer might not have a solid concept of 
how their landscape would look. PRO 
Landscape software takes away all of 
that guesswork." 

Walter has been using PRO Land-
scape from Drafix Software since it de-
buted in 1992 and, compared to other 
design software he's used, says PRO 
Landscape sent his business through 
the roof. "That year, I doubled my 

sales," he says. "We added $100,000 
worth of business in one year and it's 
all in the pictures - people love to see 
what they're buying." 

Drafix Software President Pete Lord 
agrees. "There is an old cliché that a 
picture is worth a thousand words," he 
says. "When you can show someone 

N e w F e a t u r e s 
Version 12 of PRO Landscape software offers more than two dozen 
new features to make your work easier and even more impressive. 
Here are a few exciting additions to the program: 
GENERAL 
• Instant Customer Proposals: 
Generate a proposal with one 
mouse click 
• Bilingual Plant Materials: Plant 
names in English and Spanish 
IMAGE EDITOR 
• Over 1,000 new images 
• Quick Draw Tool: Draw mul-
tiple objects quickly and easily 
• Randomize Command: Make 
a large planting of a single 
plant type look more realistic 

• Rendering tool: Give designs 
the look of charcoal, watercol-
ors, an impressionist painting or 
many other new options 
• Snow Effect: Add falling snow 
to highlight a holiday decor de-
sign or winter scene 
PLANNER 
• Symbol Editor: Easily create 
and modify symbols 
• Clustering Tool: Turn overlap-
ping plantings into a single sym-
bol to highlight the group. 

what their landscape design will look li 
the new cliché is, 'A picture is worth a th< 
sand dollars,' - at least!" 

Mike McQuay, landscape manager 
Stark Brothers Nursery & Orchards, Lou 
ana, Mo., says his company used to clo 

50 percent of its jobs befc 
using PRO Landscape. "Or 
we learned about this softwe 
started using it our business r 
implemented our own photo; 
addition to what Drafix alree 
offers, we started making mc 
sales," he says, crediting PF 
Landscape with the compan 
98-percent close rate on desk 
build jobs in recent years -
because customers could vi; 
alize their projects. 

With tools refined over t 
last 11 editions, PRO Lar 

scape's 12th and newest versi 
is easier to use than ever before. Of t 
more than two dozen new features offeree 
Version 12, Walter says one of the aspe 
he takes the most advantage of is the ima 
library that now boasts more than 5,000 i 
ages since Version 12 contains 1,000 n 
images. Simply upload a digital image o 
client's house or building and use the fi 
customizable image libraries to place re 
istic images of trees, shrubs, annuals a 
perennials in the virtual landscape. Desk 
ers can incorporate everything from grour 
covers to hardscaping to night and holic 
lighting - another tool that's been updatec 
Version 12. In a fraction of the time it tal 
to hand-draw a design, PRO Landscape i 
ers can create and sell landscapes bef< 
clients' very eyes. 

"Typically, it would take me twice 
long to hand-draw a CAD design if I were 
using PRO Landscape," says Brett Se 
Enterprise Construction. By not having 
erase and re-draw when changes need 
be made, Seltz says he has more time 
create more designs. "I love the flexibility 
program offers," he adds. 



t a p - n a t c h 

T e c h S u p p o r t 

Computers...they're only hu-
man. Or, at least they're sub-
ject to human error. Whether 

an operator clicks too fast and makes 
the wrong selection or has trouble 
importing an image, the tech support 
team at Kansas City, Mo.-based Dra-
fix Software has answers for all of its 
PRO Landscape customers' technical 
questions. 

"Just like any soft-
ware, it takes some time 
to learn how the bells and 
whistles of PRO Land-
scape's design imaging 
and computer-aided de-
sign (CAD) tools work 
and how you can get the 
most out of them," says 
Brett Seltz of Enterprise 
Construction. "I've been 
using the software for 
more than 10 years and 
I'm very comfortable with 
it now, but there are still 
times when I have ques-
tions. One of the things 
Drafix has going for it is 
that the company has un-
believable technical support." 

Drafix President Pete Lord notes 
that PRO Landscape includes video 
tutorials and a comprehensive user 
manual to help customers learn the 
software. "If for some reason those 
tools don't get them where they need 
to be, we offer free lifetime technical 
support," he adds. "That's rare since 
many software companies have gone 

to charging $25 to $100 just to talk to a 
real person." 

Seltz says he's given the Drafix 
tech support team a call when working 
on collaborative projects with builders 
and architects. "I'll sometimes work 
with building contractors who are re-
quired to submit a full set of plans for 
a proposed property to a neighbor-

Using PRO Landscape, a designer can spend just one hour on a typical 
job site and end up with a signed contract, while the traditional approach 
might require multiple meetings and several hours at the drawing table. 

hood architectural review committee," 
Seltz explains. "There have been in-
stances where I've been asked to have 
landscape designs for these projects 
turned around in one day. If I get to a 
sticking point, I can e-mail the plan I'm 
working on to the tech support team at 
Drafix and they'll either physically call 
me on the phone and walk me through 
the mistake I'm making or they'll instant 

message me and we'll clear it up over 
the Internet." 

Even with a tight timeframe, Seltz 
says the Drafix tech support team has 
never let him down. "I've never had an 
experience where they weren't able 
to get back to me on time or were un-
able to fix the problem," he says. "It's 
really unbelievable." 

Mike McQuay agrees. 
"The Drafix staff has bent 
over backwards to make 
sure we're happy and make 
things easy," says the land-
scape manager for Stark 
Brothers Nursery & Or-
chards, Louisiana, Mo. "They 
have a great deal of product 
knowledge and make ev-
ery effort to help us get to 
know our software better. 
Plus, they use customers' 
problems and suggestions 
to incorporate updates and 
better tools in new editions 
of the software." 

Lord says many PRO 
Landscape features, such 
as seasonal changes and 

shadows on CAD symbols, have 
come from user suggestions. "We 
pride ourselves on having innovative 
features in every new version of PRO 
Landscape," he says. "The majority of 
those new ideas come directly from 
our customers or the questions they 
ask that spawn an idea of how we 
can make the software even more 
useful." 

T r y I t T o d a y ! 
Drafix Software is happy to provide new customers with a free demo CD of 
PRO Landscape software. Visit www.lawnandlandscape.com/prolandscape 
or call 800/231-8574 today for a demo CD and remember that Drafix offers a 
60-day money back guarantee for risk-free purchasing! 

http://www.lawnandlandscape.com/prolandscape


On Movi 
Landscape designers who have 

invested in PRO Landscape 

regularly share stories about their in-

creased productivity and impressive 

number of closed sales as a result of 

using the versatile software. But imag-

ine the success a company could have 

by combining PRO Landscape's ease 

of use and seeing-is-believing charac-

teristics. Landscape Designer Chris 

Walter has done just that. 

DESIGN ON-THE-FLY. "The design 
imaging, the computer-aided design 
feature, the landscape lighting - all 
of the PRO Landscape features help 
me close deals and design more land-
scapes," says Walter, owner of Com-
puterized Landscape Design, Kansas 
City, Mo. "But I've taken that one step 
further." Walter explains that before 
PRO Landscape, his sales process in-
cluded several steps: 
1. Take a call from a potential client 
and set up a time to meet. 
2. Visit the property. 
3. Go back to the office and hand draw 
a design - a multiple-hour process. 
4. Set up another appointment to dis-
cuss the design. 
5. Meet with the client again to -
hopefully - sell the design. 

Needless to say, it's a lengthy pro-
cess. And, Walter adds that many of 
his Midwestern clients don't install their 
landscapes all at once, which calls for 
him to go through those steps again 
and again for multi-phase projects. 

Now, Walter says he's eliminated 
many of the scheduling hassles and 
the time-consuming design process 
simply by loading his PRO Landscape 
software onto a laptop computer. "In 
the preliminary phone call, I let the 

client know that I want them to be 
truly involved in the design process 
and I find out where the they want to 
put their main emphasis for the proj-
ect - probably the front of house with 
some trees, shrubs and annuals or pe-
rennials," he explains. "I set up an ap-
pointment to meet with the client and I 
make sure to arrive a little early. Then 
I just snap two or three digital pictures 
of the front of the house and load them 
onto my laptop. When the appointment 
time rolls around, the clients and I sit 
on their front porch and design their 
landscape together right on the spot." 

With the software's features, Wal-
ter says he can easily work with the 
client to change the types of plants 
used in the design, their placement, 
etc. When clients see their landscapes 
- and their ideas - come to life right on 
the screen, "I don't even have to sell 
the job," Walter says. "They sell it to 
themselves." 

EASY ACCESS. So, by designing 
landscapes with clients on the spot, 
Walter has taking his productivity and 

percent of closed sales to even higher 
levels, noting that he doubled his sales 
the year he began using PRO Land-
scape software. He credits this suc-
cess partly to the seeing-is-believing 
aspect, but also notes the impression 
of professionalism this process pro-
vides. "When someone's going to in-
vest thousands of dollars in anything, 
they're going to do a little research," 
he explains. "If I'm one of three con-
tractors a customer calls and the other 
two say, 'We'll be out in a week to see 
your property,'That could be fine - until 
I show up within a few days and de-
sign their landscape on the spot. Who 
would you go with?" 

But Walter's success with mobile 
design doesn't end there. He notes that 
if a client is late for a design appoint-
ment, he can use that time to develop 
preliminary designs or work on other 
design projects without ever having to 
be at his desk or a drafting table. And 
his ability to multitask on the road goes 
even further. "I've had instances where 
a client has called my cell phone while 
I was driving down the road and said, 



e 
'You did some landscaping for me last 
spring and I have a question,' or 'I'd like 
you to create a design for another part of 
my property,'" he says. "A designer who 
did a hand drawing would have to go all 
the way back to the office, look up the 
design and delay getting back to the cli-
ent, whereas I can pull over to the side of 
the road for a minute, bring up their file 
on my laptop and answer their questions 
as soon as they call." 

When landscape clients know that 
their designers and crew are easily ac-
cessible, Walter says their level of cus-
tomer satisfaction rises. 

HIT THE GROUND RUNNING. Com-
pared to the number of landscape de-
signs Walter says he used to be able to 
hand draw over the course of a year, he 
now completes hundreds annually using 
the PRO Landscape software. And some 
of his designs aren't even requested. 

"In late fall or early spring when busi-
ness is usually slower, I use the PRO 
Landscape software on my laptop to 
generate new business," Walter says. 
"For instance, I'll go to a new subdivi-
sion and shoot some digital pictures of 
different houses on the block. I keep a 
printer in my van, so I'll create a quick 
landscape design for these houses, print 
them out and leave the design and our 
company's contact information on their 
doors." 

Using this technique, Walter says he 
usually gets three or four calls for new 
work, which helps him get a head start 
for the season. "Not only has the PRO 
Landscape software helped me build my 
business by becoming more productive, 
but it's a great tool to get your foot in the 
door," he says. "I'm an excitable guy and 
if I can use my skills and these tools to 
get my potential clients, it's great - peo-
ple just love to see what they're buying." 

Light up 
Your Sales 

Your customers are excited to 
use their new landscape as an 
outdoor living space and with 

PRO Landscape, you can make sure 
they know that this won't be a daylight-
only investment. For contractors using 
PRO Landscape, brightening up a 
sale is as easy as turning off the lights. 
With tools that allow designers to add 
night and holiday lighting, many users 
report earning thousands of dollars 
more on individual landscape design 
sales with the addition of a landscape 
lighting package. 

"A lot of lighting sales have histori-
cally been made with generators and 
test lights at night after a full day in the 
field," says Pete Lord, president, Drafix 
Software, Kansas City, Mo. "The PRO 
Landscape software lets you create 
the lighting design simultaneously as 
you prepare the landscape design." 

Brett Seltz, Enterprise Construc-
tion, says he creates night lighting 
packages for the majority of land-
scapes he designs with the software. 
"Lighting is something a blueprint 
can't portray, so that part of the pro-
gram is unsurpassable when it comes 
to showing the customer the possibili-
ties," he says. 

Though Seltz focuses on PRO 
Landscape's CAD features, for 

each design he'll also use the imag-
ing tools to create a realistic render-
ing of the client's future landscaping 
by incorporating a digital image of the 
client's house and importing images of 
the plants and trees the crews will be 
installing. When all that's done, Seltz 
says he adds the lighting fixtures and 
then turns out the lights. 

"We add the lamps and light fix-
tures in last and then essentially turn 
the lights out on the PRO Landscape 
program itself," he says. "You can por-
tray night in the program, which illumi-
nates the lighting features so the client 
can see exactly what their property will 
look like when it's all lit up." Designers 
can manipulate the angle and flood of 
each lamp in the image, as well as the 
level of darkness - evening lighting or 
dark night - to make sure the effect is 
just right. 

Additionally, Version 12 of the PRO 
Landscape Software has added a 
number of new holiday lighting objects 
including light displays and Linkables 
from Brite Ideas Decorating. 

So, whether you're looking for 
an easy upsell with traditional night 
lighting or a great way to boost sales 
in your holiday decor division, PRO 
Landscape has the tools you can use 
all year round. 

• I:« 
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NEW P R O LANDSCAPE™ 
VERSION 1 2 PREDICTS THE 

FUTURE WITH 1 0 0 % 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. 

Easy-to-Use 
CAD 

Realistic Photo Imaging 

Professional 
Proposals 

Night & Holiday 
Lighting 

drafix software inc. 

PRO Landscape 
The Standard in Design Software for Landscape Professionals! M 

www.lawnandlandscape.com/prolandscape 
800-231-8574 or prolandscape@drafix.com 
USE READER SERVICE # 47 y 
Mention this ad and Receive $100 off your Purchase 

"I've lost track of how many times PRO Landscape has paid for itself." 
Brett Seltz, Enterprise Construction, Inc. 

"When customers see how the finished plan looks, after we've tended 
to every aspect they care to, it is so convincing that something on the 
order of 98% ask us to implement the plan." 

Mike McQuay, Stark Bro's Nursery 

60 Day Money-Back Guarantee 

Sell Better • Plan Better • Bid Bette 

http://www.lawnandlandscape.com/prolandscape
mailto:prolandscape@drafix.com
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f i a t a r e t h e 

A rather unpleasant, yet unavoid-
able, disorder is happening to 
an increasing amount of busi-
ness owners each year - every 

spare horizontal surface quickly becomes 
covered in piles of invoices, statements, 
papers, brochures, proposals, letters, junk 
mail, phone message slips, etc. until there 
is no more room to stack another sheet 
without one or more piles tumbling over. 

In fact, Lawn & Landscape Message 
Board User Steve Cissel found himself 
sorting through paper piles one recent 
Saturday morning, asking himself, "Why? 
Am I the only one who files almost every-
thing in piles on the left and right sides 
of my desk? Is my desk a sign of getting 
things done or a sign of an organizational 
deficiency?" 

Todd Patton feels the same. "Its amaz-
ing how fast the paperwork stacks up," 
says the president of Haymarket, Va.-
based Patton Property Maintenance. "And 
if I procrastinate just a couple of days, 
it takes even longer to clear the way for 
what I really need to get done." 

Message Board users were inspired to 

share their desk-clearing secrets after Cis-
sel, founder and chief executive officer of 
the online green industry directory 
GIYP.com, asked, "So, what do your 
desks look like?" 

SIMPLE SOLUTIONS. My desk always 
has those piles on either sides as well 
- even after I clean it off there is always 
one on the left hand corner," shares Todd 
McCabe, president of the McCabe Land-
scape Group, Wrightsville Beach, N.C. 

"Right now, my desk is slightly clut-
tered but my desk is not that big to begin 
with," adds Chad Stern, owner, Mowing 
& More, Chevy Chase, Md. 

To keep his desk clean, McCabe uses 
stackable plastic trays that come in sets 
of five for about $7 and relies on a hutch 
to help him organize paperwork. "I use 
those for sorting mail and accounts pay-
able," he says. "For stuff that is not quite 
yet ready to go in the filing cabinet, I put 
in file folders but keep them in the hutch 
on my desk so they are readily available 
- this helps with the little piles some. 
For out-going mail, I have a basket on 
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YOU 
SAW 
MY 

TRUCK 
PARKED 
WHERE? 

As a fleet owner or manager, 
you already know that 
unauthorized use of company 
vehicles, combined with 
inefficient routing and driving 
practices, are major business 
leadaches. 
Our GPS-based, web-enabled 
vehicle tracking solutions are 
currently making thousands 
of businesses healthier and 
more productive. We'll show 
you exactly where your 
aain is --and how to fix it. 
Permanently. So why suffer 
when you don't have to? 
Get to more jobs-faster. 
Reduce overtime costs. 

Protect your assets. 

dtiavtrak 
Driving Business Productivity 

www.navtrak.net 
866.590.9903 

SPECIAL OFFER 
for Lawn & Landscape subscribers! 

Our special, limited-
time 0% financing offer 
now makes GPS-based 
fleet management 
more affordable than 
ever! Call us now at _ _ 
866.590.9903, or find M W \ ) / 
out more online at: / { j 

www.navtrak.net/landscaping 
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s u r p r i s i n g s t a t i s t i c s 

Take a look at these surprising statistics from the Na-
tional Association of Professional Organizers and bring 

some in-your-face reality to the clutter you think you have 
figured out. 
• 48 percent of American executives admit to having 
a messy desk but claim to know where everything is. In 
contrast, 12 percent say that although their desk appears 
organized, they have no idea where to find anything. 
• Executives waste six weeks per year searching for lost 
documents. 
• More than one out of four Americans remarked that they 
would like to be better organized. 
• Of the total eight hours wasted per week in paper docu-
ment management, we spend one hour finding documents, 
one hour with difficulty in sharing documents, one hour in 
distribution/storage and 30 minutes in arching and retrieval. 

another desk in the office. This way it 
is sure to actually get sent out. I think 
having a hutch is the key to helping 
keep my desk organized." 

For Will Sharp, president, Lawn 
Dawg Services, Matthews, N.C., the 
key to cleanliness came with hiring an 
office manager. "I am two years into 
having an office manager and a blue 
sticky note pad," he explains. "I write 
on the sticky and stick it on the pa-
pers, give them to my office manager 
and she knows what it is and when I 
need it back. She even fills in most of 
the paperwork and all I have to do is 
sign my name. This is a big help and 
is really not that much money. The 
result is smaller piles on my desk. I 
still have 12 piles, but they are not 
very tall." 

FILING - SOLUTION OR PAPER 
TRAP? Once Stern starts to feel dis-
organized and unproductive, he takes 
action. Currently, he's reading the 
book, Getting Things Done by David 
Allen. And "in an effort to bring more 
organization to my life, I purchased a 
large four-drawer, 25-inch deep filing 
cabinet," he adds. "I have plenty of 
room left to file stuff. Though the 
one thing I like about having all of 
my stuff in computer programs is that 

there is not paper to sit on my desk 
and make me feel like I am not on top 
of things." 

James Binns proudly describes 
his filing system, which has kept his 
paperwork in order. "I have a drawer 
for personal and household stuff and 
three for business," says the president 
of Fayetteville, Ark.-based Earthworks 
Landscape Gardening. "Of the three, 
one is for the financial part of busi-
ness (insurance, a red folder for bills, 
spraying license, etc.), and another is 
a client drawer - I have copies of each 
contract, written instructions from 
clients, soil test results, etc." 

Filing keeps everything in neat, 
tidy rows and under bold headings, 
but can one file too many things away, 
thus creating only a temporary solu-
tion to the problem? Patton thinks 
so. "I file everything away but then 
how many files can you have?" he 
asks. "Eventually you start making up 
categories and forget what you named 
them and what's in there. Then there's 
another project - going through the 
files and figuring out if there's any-
thing important you may need again." 

According to the Small Business 
Support Network, more than 90 per-
cent of paper saved is never looked at 
after three months. And the National 
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Association of Professional Organizers 
says that 80 percent of the papers that 
are filed are never referenced again. 
So, what's the problem? Business own-
ers hold on to too much paperwork 
thinking they will need it later when, 
in reality, they don't. 

First, let's address piles. The Small 
Business Support Network's Stephen 
Spry says, "Many people scan their 
mail for 'important stuff' and then set 
the stack aside. Later, they review the 
stack again and again - continually 
handling the same pieces of paper." 

"This pile of clutter," Spry contin-
ues, "also reduces your concentration. 
Because your eyes are attracted to it, 
you'll find yourself constantly sifting 
through the stack looking for more 
pleasant (and low priority) tasks to do 
instead of the important ones." 

Having an organizational system is 
the key. Spry recommends developing 
an information retrieval system rather 
than a filing system. 

Then, "once you decide on a 
system, stick to it," Spry encourages. 
"The problem with any system is that 
it requires conscious, sustained effort 
to implement. Because it challenges 
ingrained habits you must make that 
effort. If you have an organizing sys-
tem, then when you handle a piece of 
paper, you actually do something with 
it, instead of letting it pile up which 
will make you feel like you're drown-
ing in paperwork." 

SETTING YOUR SYSTEM. Accord-
ing to Spry, the secret to any system is 
deciding what to do with the paper-
work the first time you touch it - ei-
ther reply to it, file it or throw it away. 
"The golden rule of efficient business 
is to handle each piece of paper once 
- or, at the most, twice," he says. 

First, set aside time each day for 
going through mail and "don't even 
touch the pile until then," Spry says. 
"When you're ready to take action, do 
something with each item and get rid 
of it." 

A good system to use when look-
ing at each piece of paper is one Spry 
calls the "ARTS" system: 

A - Action 
R - Reconsider 
T - Throw Out 
S - Store 
"If it doesn't need immediate 

action, put it into a folder that you'll 
handle 'Later this week,'" Spry says. 
"Then set aside a block of time later 
that week to get to that folder and 

I HOOK-ALL: HOOKUFTS 
Increase Your Truck Utilization by Using One Truck for Multiple Purposes. 
Units available for single axle, tandem axle and triaxle trucks. 

Lift, Load, 
Leave or 
Dump! 

800-851-8938 rfS^ 
fflMF VISIT IIS AT WWW AMFRICANROII OFF COM ^ S ^ • ! 

MANUFACTURED EXCLUSIVELY BY 

COME VISIT US AT WWW AMERICANROLLOFF.COM 
AUTOMATED WASTE EQUIPMENT 
PO »OK 5757,3 Tonnit Court. Trenton. MJ 09535 
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Lawn Care ¿Landscaping^ 
Scheduling Estimating 

# Routing 

Contracts 

Invoicing 

Income Reports 

2-way Radio Remo 
Features: 

• Secure 2-way wireless communication 
• Features full in-field accessibility to all controller data using the Remote Control Handset 
• Can be used with most brand name valves using our special valve adaptors 
• No weak link; any disruption in one controller site will not effect the others 
• The LEIT XRC controller can operate with or without the radio link. 

DIG Corporation 1210 Activity Dr., Vista, Ca 92081-8510 
760-727-0914 • 800-322-9146 • 760-727-0282 • DIGcorp.com 
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fa^ Bayer Environmental Science 

3 months 

Customer hires you to apply 
year-long; fire ant protection. 

The Life Cycle of 
a Happy TopChoice* 

Customer. 

9 months 

k 

6 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 
professional application. TopChoice can be applied any time of the year and will steadily 
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 
marketing tools. To learn more, call 1-800-331-2867 or visit BayerProCentral.com. 

® tOPchoice 
Fire ant control. 

BACKED 
by BAVER 

Bayer Environmental Science, a business group of Bayer CropScience I 2 T.W. Alexander Drive, Research Triangle Park, NC 27709 I Backed by Bayer and TopChoice are trademarks of Bayer 
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s h r e d i t ! 

In a separate Message Board conversation, many landscape 
contractors discussed the advantage of having a shredder 

in the office to help them get rid of needless paperwork. 
Terry Duran, owner, Preferred Property Maintenance, 

Fremont, Calif., has a shredder under his desk and uses it on 
mistake invoices, credit card receipts, correspondence and 
general mail. 

Chad Stern adds envelopes that customers use to submit 
payments to this list but questions Duran's shredding of 
customer receipts, something the owner of Chevy Chase, Md.-
based Mowing & More prefers to file away for later reference. 

Junk mail gets minced at the SCLM Co. Landscape 
Contractor's Laverne, Calif.-based office, according to Daniel 
Hanson. "I don't let anything with an address or other infor-
mation go into the trash," he explains. 

Kenny Pikulski of K&S Landscape, Plymouth, Mass, even 
recycles his shredder shavings by using them to ship items. 

And Melissa Brodsky, owner of Honeybee Landscaping 
in Grafton, W.Va., finds it helpful to feed papers diagonally 
through her shredder so there aren't straight shreds with full 
names or addresses available to dumpster divers. Then she 
sends paper waste to the local recycle center. 

then get rid of it." 
Before getting to this stage though, 

Spry says a helpful way for business 
owners to limit the paperwork they 
review daily is to sort through it as it 
comes in and put it in one of three 
categories - A: Must be done this 
week, B: Has a deadline soon, C: 
Would be nice to do if I have time but 
not essential. Then, the A items are 
the ones you go through during the 
designated time daily and apply the 
ARTS system to. A simpler alternative 
to the ARTS system is: 

D - Ditch it (Throw it away) 
E - Eyes, i.e. display or circulate 

relevant information 
F - File it 
Landscape Contractor Brian 

Klimek says he gets paperwork done 
by narrowing it down to just two 
categories. "I make two piles - one is 
the waste basket' and other is 'file it 
away now,'" he shares. 

The reason Spry recommends the 

additional A,B,C step before actually 
handling each piece of paper is be-
cause of the natural human tendency 
to work on things that are nice and/or 
easy, which is why important tasks 
get delayed. "Whatever goes in the 
A bundle simply must be done — it 
is deemed to be most important and 
it forces you to act. It will get done. 
You'll do it once and get rid of it. 

"As far as B is concerned," Spry 
continues, "you must stay aware of 
when things must be moved into A. 
Set aside time when things must be 
moved into A and leave enough time 
prior to the deadline to do it." 

The most interesting aspect of 
categorizing your work into A, B and 
C priorities is watching what happens 
to C items. "After a couple of months, 
you move them to D, E or F with the 
realization that they aren't essential, 
and they'll be overshadowed by newer, 
more important A and B tasks," Spry 
says. "Eventually, you throw them 

/ 
Seeing 

o Fire Ants 
Is Believing. % 

J im Duffy operates Lawn 
Doctor of Fort Myers, Florida. 
Though he's been in business 
only 18 months, he already has 
a solid customer base with a 
strong retention rate. Jim loves 
using TopChoice® to solve fire 
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, 
J im uses a TopChoice 
postcard or an insert with 
his invoices. He says many 
customers are initially 
skeptical. Their experience 
tells them that fire ants usually 
come back, no matter what. 

"But once I tell them it's 
guaranteed, safe and 

effective, they decide to 
sign up for a treatment." 

As J im 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. 

D tOPchoice 
Fire ant control. 
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away without letting them waste your time." 
Another good idea Spry suggests is to make 

the C file in a special drawer with no back to it. 
"Put a rubbish bin at the back of the drawer," he 
says. "Put the new C items in the front. As more 
C things are added, the older ones automatically 
end up in the rubbish. You'll find that if you ever 
really need anything out of the C file, it'll be in 
the front 3 inches of it." 

Other tips Spry suggests for handling pa-
perwork in files include: "Take a few minutes 
each day to file recent information to the front, 
using staples instead of paper clips (since they 
don't come undone) and write a use-by date on 
each file. If material is borrowed, replace it with 
a borrower's card so you know where it went. 
Avoid large miscellaneous files and cramming 
things into drawers or piling things on top of 
one another." 

The trick with any of these systems is to 
"make sure you do not fall into the trap of creat-
ing a bundle of stuff to file/display because you'll 
find yourself sifting through that bundle again 
and again looking for something since you didn't 
act in the first place. Delegate the filing job to 
someone e l se . " LL 

k 1 

1 t i d i n e s s t i p s 
• 

The National Association of Professional Organizers 
recommends the following tips for keeping your 

office tidy: 
• Break large projects down into small, sequential 
steps. Schedule these steps into your day with your 
planner. 
• Keep only supplies you need on a daily basis on your 
desktop. 
• Be clear about the response you need when sending 
a message to a colleague. They can then provide a full 
response, even if they don't reach you directly. 
• Keep a file index (a master list of file names). Check 
the index before creating a new file so you avoid making 
duplicates. Also use it when deciding where to file a 
piece of paper. 

Trco 
W Heavy-duty Attachments 

^ for Commercial Mowers 

www.jrcomc. com 

Heavy-duty Attachments for 
Spring Clean-up & 

Spring Green-up! 
Tine Rake Dethatcher 

• Combs up matted turfgrass 
• Leaves a "Hand Raked" Look 
• Flexible tines -turn without lifting 
• Available in 36, 46 and 

60 inch widths 

Electric Broadcast Spreader 
• Accurate, adjustable spread pattern 
• made with all corrosion resistant 

materials 
• 2.2 cu. ft. /120 lb. capacity 
• Cable or foot-operated gate 
• Utility Vehicle mount available _ _ 
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Call 614/888-1663 Today for your 
Soil Testing & Marketing Information 

CLC LABS 
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614 888-1663 
FAX 614 888-1330 
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In!H© 
No more mixing. No more spraying. No 

more call-backs! Simply spread right from 

the bag - whether conditions are windy or 

calm, wet or dry - to kill a wide variety of 

weeds. Get the same reliable ProScape 

Confront you have always used. Or for 

residential turf, try of our new Confront 3 
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formulation. Want to save even more 

Try P r o S c a p e Team C o n f r o n t , a t ank mix in a bag! 

time? Use our Confront Team combina-

tion to control broadleaf weeds and 

prevent crabgrass with a single 

application. Visit your LebanonTurf Dealer, 

or call 1-800-233-0628 to find out more. 

For a FREE copy of our weed ID 

booklet visit www.LebanonTurf.com/pro-

motions and enter coupon code LL3026. 

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

Confront is a registered trademark of Dow AgroSciences LLC 
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I he premise is simple. But 
the product? Increas-
ingly sophisticated. For 
landscape contractors, ef-
ficiently beautifying and 
maintaining the great 
outdoors means a choice 
of zero options - zero-

turn options, to be precise. 
In an industry that exists "to make 

tall grass short" - this according to Ferris 
Product Specialist Roy Dust - landscape 
contractors are opting for progressive 
zero-turn technology to get the job done 
faster without sacrificing quality. 

THEN VS. NOW. Dust, a 21-year veteran 
of Ferris Industries, Munnsville, N.Y., 
says older zero-turn machines bear little 
resemblance to those of today. "The 

first zero-turn mowers were chain-drive 
mowers," he explains. "Although they 
were functional, the maintenance cost 
was high, they didn't wear well and they 
weren't reliable. But the improvements 
have been tremendous." 

Though the 1960s is the decade 
claiming the first zero-turn technology, 
the past few years have seen double-digit 
growth for numerous manufacturers due 
to a focus on new innovations. One ex-
ample is independent suspension, which 
Dust says "can protect the machine from 
abuse and increase operator comfort, 
which can be helpful on large job sites." 

Additionally, designs incorporating 
a low center of gravity and even weight 
distribution prove to be key advance-
ments for ease of use. According to 
Randy Harris, senior marketing manager 
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Jow, Wright's Stander RH™ and Sentar* mowers feature rapid deck height adjustment, 
itrolled by a single lever. Combined with the speed and agility lawn maintenance professionals 
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for landscape contractor equipment, 
Toro, Bloomington, Minn., those two 
concepts have dramatically improved 
hillside stability in zero-turn riders. 
"This has broadened their utilization 

using diesel engines and alternative 
fuels. 

Of diesel engines, Harris says, 
"they can deliver greater fuel efficiency 
and substantially greater torque, 

"Because the adage 'Time is money' rings true, 
mower manufacturers insist quality is of the utmost importance 
in reducing machine downtime - especially when many landscape 
contractors have a limited number of zero-turn mowers 
in their equipment fleets." 

because, early on, they had a reputa-
tion of being more of a 'flatlander' 
machine." 

However, most manufacturers 
primarily agreed that recent years have 
juxtaposed true "innovation" with 
"improvements," such as the onset of 

which translates into more power 
for mowing, mulching or bagging 
in demanding conditions. In addi-
tion, diesel engines have a longer life, 
lasting roughly three times as long as 
gasoline engines." 

"Alternative fuels are becoming 

very important," Dust agrees. More 
than diesel alone, he says propane 
is more accepted today due to its 
production of lesser emissions. "We 
see Ozone Days in some parts of the 

country, and that's only 
going to continue." 

Tim Cromley, 
Walker Manufacturing, 
cites the late 1980s move 
to an enclosed final drive 
as a distinct advancement. 
The marketing man-
ager of the Fort Collins, 
Colo, company says that 
landscape contractors 
need not worry about 
chain adjustment with an 
enclosed final drive, as a 

connection exists from the drive to 
the transmission. "The machines don't 
have the potential for wear. They're 
cleaner running, working parts don't 
need to be lubricated, and they have a 
more durable platform." 

In terms of the weight of recent 

INSECTICIDES • FUNGICIDES • HERBICIDES 
SAFETY EQUIPMENT • SPRAY RIGS AND ACCESSORIES 
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PO BOX 18358 
3701 NEW GETWELL ROAD 

MEMPHIS, TN 38118 

I O L D H A M 
f CHEMICALS COMPANY, INC. 

OVER 40 YEARS OF RELIABILITY 
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• 200 GALLON OLDHAM TANK WITH BAFFLE. 
• HYPRO D30 TWIN DIAPHRAGM PUMP. 
• 5.5 HP HONDA ENGINE. 
• HANNAY ELECTRIC REEL WITH 300 1/2' HOSE. 

200 GALLON LAWN RIG 



THOUSANDS OF SATISFIED 
C USTOME RS# C USTOME RS. 

When landscape professionals asked us to build a dedicated bagger that could meet the expectations of their 
most demanding customers, we rolled up our sleeves and got to work. We developed a mowing system that 
employs the industry's best design engineering and newest technology to exceed expectations. That machine 
is the innovative new Exmark* Navigator." 

For the dealer nearest you, call or visit 
1-888-EXMARK1 • EXMARK.COM 

Best-Selling Brand of Mowing Equipment lor the Landscape Professional 
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Earthscapes includes: 
1) Photo imaging software 
2) Estimation software 
3) Site plan design software 
4) Plant care libraries 

G P S Designer: 
• Marks your position wherever 

you go on a property 
• Automatically calculates 

measurements 
• Downloads to Earthscapes and 

instantly draws your site plan 

For more information call 1-330-665-9080 
or visit www.visualimpactimaging.com 
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Today, an increasing amount of landscape contractors across the 
country are opting for zero-turn technology when purchasing riding 
mowers. Photo: The Toro Co. 

zero-turn mower advancements, Cromley considers the ad-
vent of the liquid-cooled electronic fuel injection (EFI) to be 
of an innovative caliber. "Liquid-cooled EFI is basically the 
same engine that's in your car. The result has been longer-
lasting engines paired with considerable fuel efficiency." 

"Your engine is running at a good temperature," Crom-
ley says, "which solves the long-term issue of operating with 
a reliable engine, as well as the immediate issue of benefit-
ting from fuel savings." 

Because the adage "Time is money" rings true, manufac-
turers insist quality is of the utmost importance in reducing 
machine downtime - especially when many landscape con-
tractors have a limited number of zero-turn mowers in their 
fleets. Some manufacturers are pairing sturdiness and cus-
tomization with a use of 7-gauge high-strength steel in deck 
construction, which provides an adjustable discharge baffle. 
Essentially, this allows the zero-turn operator to fine-tune 
the cutting and discharge performance of the deck upon 
encountering challenging and changing turf conditions. The 
decks can then potentially be "dialed in" to provide the most 
appropriate cut. 

K N O W YOUR NEEDS. As is the case in any competi t ive 
industry, dealers of zero-turns may tend toward informing 
clients of their needs, encouraging models that may not be 
the most appropriate for a contractor's operations. Beware 
of the nuances and features that may not provide practical 
solutions, manufacturers warn, reporting the following to be 
mainstays in considering which model to purchase. 

"A lot of contractors are being told by dealers what 

http://www.visualimpactimaging.com


It s time to put the power of Snapper Pro to work for you. Only Snapper Pro has the right products for any size business, with a 
complete line of premium commercial walk-behinds, trim mowers and the fastest growing line of mid-mount zero-turn mowers in 
the industry. With mowers as easy to afford as they are to use, Snapper Pro is an easy choice. So visit your Snapper Pro dealer for 
the top performance and bottom line you need to make your business super. To find your nearest dealer, visit www.snapperpro.com. 

http://www.snapperpro.com


their needs are," explains Cromley. 
"Contractors have to define what their 
needs are; they're the ones spending 
the money, so they need to avoid 
being convinced by price or by a 
salesperson who is misinformed on 
the scope of their operation. I'm a 

to think differently than when they're 
standing in the cereal aisle. If you 
don't go into a dealership knowing 
what your needs are, the dealership 
will be happy to determine your scope 
for you." 

Cromley suggests a demonstration 

"Contractors should evaluate trailers based on the upper limits 
of weight and cargo volume they will want to accommodate. This 
will determine everything from the axle capacity to the strength 
of the frame needed to the length and width of the trailer neces-
sary." - Brad Alden 

consumer too, and I'm as guilty as the 
next guy. Take cereal, for instance. I'll 
buy the brand that's 50 cents off or 
buy one, get one free. But this is pre-
mium equipment, so contractors have 

on one of the contractor's properties 
to answer questions. Some upfront 
questions for contractors to think 
about: What conditions are you mow-
ing? Are you mowing a lot of hills? 

Do you catch grass? If so, do you need 
an integrated grass handling or leaf-
cleanup system? What quality of cut 
do you want? Do you want a bigger 
zero-turn for larger fields? Or will you 
be maneuvering around gates and 
trees, necessitating a smaller deck? 

Contractors agree 
that durability is among 
their top needs, regard-
less - or perhaps due to 
- their job-site condi-
tions. Parts availability 
and servicing are of equal 
weight, they say. 

For example, Ron 
Knesal, area manager/op-
erations manager, Pacific 
Landscape Management, 
Hillsboro, Ore., says they 
have only five zero-turn 

mowers. When one is in the mechan-
ic's bay, they resort to back-up equip-
ment, which makes the operation less 
efficient. "So far it's been easy to get 
parts, which is critical. We have an ad-

Buy the mule and cut your mulching labor in at least half and double your p 

SEE US AT THE SHOW: 
New England Grows 

Boston, MA Jan. 31-Feb.2 Booth 0666 
Winter Green Expo 

Cleveland, OH Feb. 15-16 Booth 0507 
Michigan Green Industry Assoc. (MGI A) 

Detroit, Ml Mar. 7-8 Booth 0 To be Announced 

mulch, m u 
Find Out How...330-875-0769 

The Mulch Mule is the best 
tool for mulching but 

did you know... 
The Mulch Mule is a 

powerful leaf removal 
system that's always 

ready to go. 

You will increase your 
bottom line, reduce labor, 
improve employee morale 

and get more 
work done for less. 

[The Machine for All Seasons 
is: www.mulchmule.com 

l abor Saving Mulching System • Leaf Vac/Trailer • Walking Floor Cargo Trailer 
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Your GrandMds 
will thank you! 
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UKAil. u i i i / i i fcii. 
The World's Fastest Lawn Mower 

ßn 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. 

http://www.dixiechopper.com


issue focus - mowers 

vantage because we perform our own 
maintenance, but we cant be waiting 
on components to be shipped to us. 
The availability of parts is crucial." 

"Durability is the price of admis-
sion in this business," Harris con-
tinues, adding that most contractors 
keep this attribute top of mind when 
making a purchase. He explains that 
machines have to stand up to hours of 

being trailered around town, jumping 
curbs on jobs, absorbing impact from 
close trimming and mowing acres of 
turf each day. 

Additionally, mowing decks must 
cut well, so as to prevent the need for 
double or triple cutting. The quality 
of cut is crucial when time savings 
is an issue, regardless of whether or 
not the machine is side-discharging, 

The Model 720A...The Best PVBfor 
Residential and Commercial Installations 

The Model 720A is a professional quality Pressure Vacuum 
Breaker that's perfect for residential or commercial applications. 

It's the industries best valve at providing economical 
performance and reliability. 

• All bronze body and bonnet 
• ASSE, IAPMO, CSA and USC approved 

• Available in stock for immediate shipment in sizes 1/2" - 2" 

Visit www.zurn.com to find a Manufacturers Representative near 
you or call Wilkins Customer Service at 877-222-5356 

WILKINS 
1747 Commerce Way, Paso Robles, CA. 93446 • Phone: 805 238 7100 Fax 805 238 5766 
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mulching or bagging, as well. 
Noting that contractors should 

look for a dealer who puts them at the 
front of the line when they need parts 
and service, Harris suggests purchasers 
ask, "Are service parts readily avail-
able from the manufacturer? Does the 
dealer have a healthy supply of parts 
in stock? Ask about warranty cover-
age - some brands are more lenient 
than others. Talk with your dealer's 
mechanic, and ask which manufactur-
ers provide the best parts support, and 
who will work with them if they have 
a warranty issue." Harris explains that 
a typical commercial warranty consists 
of two years on the engine, pump 
and motor, spindles, deck and frame, 
which are the components that are 

"As is tne case in any 
competitive industry, 
dealers of zero-turns may 
tend toward informing 
clients of their needs, 
encouraging models that 
may not be the most 
appropriate for a contrac-
tor s operations. Beware 
of the nuances and fea-
tures that don t provide 
practical solutions." 

expensive to replace. 
"If you're spending $10,000 to 

$12,000, you don't want to be buying 
a machine from 2,000 miles away," 
Cromley shares. "You need readily 
available parts and well-trained tech-
nicians who keep up to date on the 
current production of your mower. It 
answers the question as to why dealer-
ships fail - when they think it's just 
about selling trimmer oil." 

"I would buy a poorer product 
from a better-servicing dealer, than 
the other way around," Dust adds. 

As a former landscape contractor 

http://www.zurn.com
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When seeking out a 
mower, contractors 
should buy from 
dealers who have 
readily available parts 
and well-trained 
technicians, 
according to mower 
manufacturers. 
Photo: The Toro Co. 
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himself, Dust deems quality perfor-
mance a necessity. Contractors are 
finding a niche with cut quality, com-
bined with overall productivity - not 
just speed, he explains. For a grow-
ing number of contractors, he says, 
"striping" is the buzzword. "When 
landscapers are trying to differentiate 
themselves from their competition, 
its what their job site looks like after 
they're gone. Whether it's commercial 
or residential, neighbors 
or neighboring busi-
nesses are saying, 4My 
lawn doesn't look that 
good,' and they change 
contractors." Of the pat-
terned cuts, he says, "It's 
not that hard to accom-
plish the look, so better 
landscape companies 
are using it to separate 
themselves. In industry 

conversations, striping is something 
that gets mentioned everyday. Two 
years ago no one talked about it, so 
it's definitely become a trend in terms 
of what contractors want." 

Indeed, Knesal likens striping 
to an effective calling card. "We've 
recently put striping kits on our 
mowers," he says. "It's appealing, and 
it shows people there's quality in our 
work, thereby aiding in referral busi-

ness. And we don't do any advertising 
besides the work we do." 

Certainly not a category to be 
overlooked is safety. The acronym 
of choice is "ROPS" or a Roll Over 
Protection System. Though not uni-
versally standard, the roll-bar system 
protects the operator and the mower 
in case of an accidental turnover. Cer-
tified to OSHA standards, ROPS have 
proven successful in preventing injury 

"Cont rac to rs have to define what their needs are; they're the ones 

spending the money, so they need to avoid being convinced by price 

or by a salesperson who is misinformed on the scope of their opera-

tion. If you don't go into a dealership knowing what your needs are, 

the dealership will determine them for you.' ' - T im C romley / 

www.lawnandlanciscape.com february 2QQ6 lawn & landscape 9 7 

http://www.lawnandlanciscape.com
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Billing 
Made Easy 
GRA$$ 

A service that automates 
your Lawn Maintenance billing 

with a handheld terminal. 

Get Paid Faster 

Save Time & Effort 

Bills Go Out On Time 

Look More Professional! 

Request a free sample bill and brochure by calling 

800-464-6239 
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and death in small agricultural trac-
tors. Zero-turn mower manufacturers 
expect the system will be standard in 
the near future. 

To purchasers, Harris suggests 
not only buying a machine equipped 
with ROPS, but also one that is 
ANSIB71.4 compliant. "This is a 
voluntary standard for commercial 
mowers that was enacted for safety," 
he says. "It means the machine 
conforms to standards like maximum 
blade-tip speed, maximum blade-
stopping time, thrown-objects limits, 
minimum stability on hillsides ... it 
protects the operators who are racing 
the clock everyday, and it protects the 
business." 

As an alternative to buying a new 
zero-turn in light of safety concerns, 
many mower manufacturers will 
retrofit older models of zero-turn 
mowers with ROPS. 

To a lesser degree, ergonomic 
additions to zero-turns are a trend; 
however, its not necessarily viewed as 

Mower manufacturers 
suggest contractors 
purchase a zero-turn 
mower that is equipped 
with a Roll Over Protec-
tion System, or ROPS, 
particularly K they mow 
on steep slopes and 
hillsides. Photo: John 
Deere 

Reliability, 
Productivity, 
PMOFITH 

Fast & Easy Operation 
Minimal Turf Disturbance 

Install Irrigation or 
Create Landscape Beds 

Our Name Says It All 
For Your Nearest Dealer 

(843) 756 6444 
www.eztrench .com JNDSAW By E-Z'-Trend 

http://www.eztrench
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Whether your goal is to reduce labor costs, increase services or reduce 
on-the-job liability, Gordon's plant growth regulation products provide 
a profit making strategy you'll want to incorporate into your turf and 
ornamental management programs. 

Properly timed applications of these products can: 

E m b a r k 1 P G R B e n e f i t s : 

e r Reduce trimming and pruning 
operations by 50% or more 

Keep ornamentals neat and trim 

e r Stretch your mowing schedule 

Hold edges along walks and 
driveways 

A t r i m m e c ® P G R B e n e f i t s : 

Reduce trimming and pruning 
operations by 50% or more 

Keep ornamentals neat and trim 

0 Promote fill-in of damaged 
woody ornamentals 

0 
Give shrubs a neat, compact 
appearance 

And both products reduce the potential for worker injury during 
trimming and paining 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! 

p b i J / ' E t J F i d & n 

corporation 
An Employee-Owned Company 

1 - 8 0 0 - 8 2 1 - 7 9 2 5 

CALL TODAY 
for a 

FREE 
PRODUCT COMPARISON 

RATE CHART 

www.pbigordon.com 
Embark and Atrimmec are registered trademarks 

ALWAYS READ AND FOLLOW LABEL DIRECTIONS 
USE READER SERVICE # 67 

Your guide to understanding 
which products to use for 

your needs. 

of PBI/Gordon Corporation. 

©2006 PBI/Gordon Corporation 

http://www.pbigordon.com
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practical to contractors. Dust explains, 
"Yes, ergonomic features are impor-
tant but, honestly, they are nice for 
first impressions," he says. "If you're 
looking at buying a new car, and you 
can't find the gear shift, and the seat 
is uncomfortable, you're less likely to 
buy that car. If you're the owner and 
operator, you'll consider that. But to 
be honest, especially when you're deal-

ing with large landscape maintenance 
operations, the purchaser isn't the one 
sitting on the machine. They don't 
care. They should, but they don't. 
Most of the time when I'm talking 
ergonomics, the purchaser is saying, 
'Tell me something I want to know.'" 

Dust says that ergonomic designs 
actually address safety concerns, so it 
should be considered in a purchase. 

CARS#R 
The Trusted Valve Box 

for 37 years. 
Since 1968, CARSON has been the quality 

leader for Valve Boxes, and today produces 
more than any other supplier in the world with 

millions installed around the globe. 
Our newest Innovations include: 
• HosEnclose Hose Storage System 

• Capture-Flow Stormwater Products 
Quality Drainage and Fittings Products 

• ' V — a r 7 

—Specified and Preferred Worldwide 

^ ^ I 
3. A 

Made in the 
U.S.A 

1160 Nicole Court • Glendora, CA 91740 USA • Toll-Free: 1-800-735-5566 
Phone: 909-592-6272 • Fax: 909-592-7971 • WWW.CarSOnind.COm 
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For instance, an operator needs to be 
able to quickly control blade engage-
ments. If it's in a hard-to-reach place, 
and the operator needs to act quickly, 
the choice to ignore ergonomics may 
prove a dangerous one. According to 
Dust, if the purchaser is also the per-
son responsible for writing compensa-
tion checks, opting for ergonomics 
suddenly has more influence. 

In general, Harris agrees. "I can't 
necessarily say contractors want more 
economically friendly machines. 
They want improved comfort and 
simplified controls. They want to 
know where everything is." For that 
reason, some manufacturers have 
clustered their levers - choke, throttle, 
ignition, PTO - in one area. 

41 cant necessarily say 
contractors want more 
ergonomically friendly 
machines. They want 
improved comfort and 
simplified controls. They 
want to know where 
everything is. For that 
reason, some manufac-
turers have clustered 
their levers in one area. 

- Randy Harris 

But for day-to-day practical use, 
Dust says, contractors should stick to 
the basics. "Contractors need to look 
for quality and durability," he points 
out. "They should look for a lack of 
gimmicks, because gimmicks normal-
ly complicate a piece of equipment. 
Do you need a fancy instrument to 
tell you when to change the oil? If 
you don't have a good maintenance 
program, the little electronic gimmick 
won't help. More people are talking 
about laser guidance and futuristic 
gadgets - I just think it's way too 
much. Sometimes the KISS or 'Keep 
It Simple, Stupid' principle works best 
for our industry." LL 

http://WWW.CarSOnind.COm


ZD Pro Series 
The ZD zero-turn mowers feature 
fuel-efficient 21, 25 or 28 HP diesel 
engines, a durable shaft drive PTO, 
and a heavy 7-gauge steel fabricated 
mower deck complete with hydraulic 
lift and tilt deck for easy maintenance. 
No wonder so many turf pros are 
turning to Kubota. 

iSk l i i i a i i i i i 

Kubota. 
EVERYTHING YOU VALUE 

Financing available through Kubota Credit Corporation. 
For product and dealer information, call 1 -888-4-KUBOTA, ext. 404 

or click on www.kubotaZ38.com 

©Kubota Tractor Corporation, 2006 SAFETY 

New F Series 
The all new F Series front-mount 
mowers offer power, traction and 
versatility - with high-performance 
28 or 36 HP diesel engines, 
Auto-Assist 4-WD that works in 
forward and reverse, and many 
implement options for year-round 
use. Anything less just wouldn't 
cut it. 

This turf crew never takes time off. 

http://www.kubotaZ38.com
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f l e e t of work 

t r u c k s s t a r t s 

w i t h smar t 

p u r c h a s i n g 

d e c i s i o n s . 

based Cenova. 

urability. Functional-
ity. Versatility. 

This is landscape 
contractor Ken 
Pagurek's mantra 
when he considers a 
new work truck for his 
fleet at Philadelphia-

"It's got to stand up to the jobs we 
need done, it needs to perform those jobs 
consistently and it needs to be able to 
perform other duties — like snow removal 
in the winter," says Pagurek, Cenovas 
president. "All those things need to be 
considered so you don't get burned on a 
truck that, after a year or so, can't go the 
distance. Then all you can think about is 
getting rid of this headache - quickly." 

The work-truck market can be a 

minefield for landscape contractors to 
maneuver through successfully. Under 
constant pressure to control costs but 
boost productivity and efficiency, land-
scape contractors ideally hope to select a 
vehicle that, in the long run, can handle 
the aggressive requirements of their 
landscape duties. 

One danger is to under equip a work 
truck, a cost saving approach that leaves a 
landscape contractor with a vehicle insuf-
ficient to handle the long-term rigors of 
landscape chores. 

On the flip side, some contractors 
over purchase by adding excessive heavy-
duty upgrades and flashy additions but 
are left with vehicles that are costly to 
operate, maintain and repair. 

A solid work truck fleet starts with 
smart, informed purchasing decisions. 



YOU KNOW 
LANDSCAPING. 

KODIAK 
How much truck do you need? Your Chevy dealer will spec your Kodiak accordingly. 
Whether it's residential or commercial landscaping, you can choose from a wide 
range of GVWRs.* Vortec™ gas engine and Allison® vocational transmission are 
standard. Crew cab models, 4x4, Duramax™ diesel engine and snowplow-prep are 
available. 800-T0-CHEVY or chevy.com/mediumduty. 
•When properly equipped, includes «eight oI vehicle, passengers, cargo and equipment 
Vehicle shown with equipment from an independent supplier. See the owners manual for information on alter^ions and warranties 
©2005 GM Corp. 
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Why are we in this line of work? 

I spent years looking over my fathers shoulder, trying to 

learn how to run this business. Now, he occasionally looks 

over mine to make sure I'm getting it right. 

The other day, we started talking about what its like to be 

in a line of work that depends on other people's misfortune 

- or the threat of it at least. 

I told him that at one point it made me uncomfortable at 

times, being in a profession many look at as a necessary 

evil. He said we're in the business of making promises for 

the future - and keeping them when it counts. 

I worried that people can't always see clearly what they're 

getting for their premium dollar. He said that, when di-

saster strikes, we help keep families and businesses intact... 

and peoples dreams alive. 

I wondered if we shouldn't be doing more for our 

clients in the way of service. He said to me with a smile: 

"Good, keep thinking that way." 

ftp 

E g | W E I S B U R G E R I N S U R A N C E B R O K E R A G E 
"—•'A Division of Program Brokerage Corporation 

5 Waller Avenue • White Plains, NY 10601 
Phone: 800-431-2794 • Fax: 914-428-0943 
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special section: trucks & trailers 

These increase a contractor's odds of obtaining the caliber 
of work truck, whether it's a one-ton dump or a light-duty 
vehicle, that meets his operation's immediate and near-fu-
ture landscaping needs, increases productivity and goes the 
distance with dependable and reliable service for many miles 
and years. 

THE ESSENTIALS. Landscape contractors begin to give 
serious consideration to truck purchases around the first of 
the year. Typically, the decision to purchase or lease a new 
vehicle (see Buy vs. Lease on page 112] comes from either the 
need to replace a failing vehicle or to boost the fleet in order 
to accommodate business growth. 

With a March start date for the new landscape season, 
most commercial truck dealers say it s important for a land-
scape contractor to get the purchase finalized by at least mid 
February because it may take six to eight weeks for the truck 
chassis to be equipped to the landscape contractors specifi-
cations, says Wes Grizzel, sales associate at Kelley Commer-
cial Truck Center in Atlanta. 

The classic landscape truck is made up of a cab, chassis 
and a basic flat-bed style trailer, which may range in length 
from 10 to 18 feet, depending on the amount of equipment 
and materials a contractor intends to haul from job site to 
job site. If affordable, contractors suggest opting for the 
crew cab (up to seven workers) over the standard cab (three 
workers comfortably) due to the overall convenience it af-
fords in transporting an entire work crew in a single vehicle. 
Workers also appreciate an air conditioned work cab during 
the dog days of summer. 

However, in lieu of the flat-bed trailer, the industry is 
seeing more landscape contractors outfit work truck chassises 
with a 14-foot box trailer and a 4-foot dovetail, Grizzel says. 

"The ability to cover and protect your equipment is 
what's attracting contractors to the box trailers," Grizzel 
says. 

Pagurek recently purchased three box trailer trucks. He 
plans to use them to transport plants and trees to avoid the 
windburn issues common with an open-air trailer. 

Making the best and smartest work truck purchase isn't 
as simple as rushing out to the local dealer and picking a ve-
hicle off the showroom floor. Commercial truck dealers and 
landscape contractors agree, truck-buying contractors often 
don't have a clear idea of their needs and how they plan to 
maximize the new vehicle in their operations. 

Prior to making any purchases, landscape contractors 
should first write down the specific components essential 
to their company's work trucks. Putting these requirements 
on paper alleviates the temptation to add costly, unessential 
extras during the purchasing process, says Robert Johnson, 
fleet management liaison for the National Truck Equipment 
Association headquartered in Farmington Hills, Mich. 

"One of the most common mistakes a landscape contrac-
tor can make when it comes to new vehicle purchases is they 
buy what they've always bought," Johnson says. "The vehicle 
they've always bought may not have been the right decision 
when they made their previous purchase five years ago, and 
it certainly doesn't hold up as the right decision when they're 
making a purchase today." 

Likewise, landscape contractors should avoid making 
emotional decisions, such as brand allegiance or maintain-
ing traditional purchasing tends, Johnson says. Instead, 
contractors should determine exactly what they need in 
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Isuzu trucks have ^ ^ ' And for 2006, our 
been Americas N-Series LCF diesel 
# 1 selling low cab trucks offer even more 
forward truck for 19 straight productivity enhancing fea-
years for a lot of reasons. tures and a premium 3-year/ 
With their panoramic visibil- unlimited warranty. Visit us at 
ity and incredible handling, www.isuzucv.com/ll or call 
they easily get you around the 800-785-5445 ext. 2379 for 
tightest traffic. full details. 

Air Filter 
Indicator 

Tilt/Telescoping 
Steering wheel 

Tachometer Standard Power Door Power Windows Washer Fluid 
for Diesel Engines Locks Standard Standard Refill in Dash 
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"You may find 
yourself stepping up 
or stepping down in 
terms of accessories 
and extras depending 
on the functions you 
expect you'll need in the 
future," Morton says. 
"Look past the next 
few weeks and months 
and into the long term. 
How will you be able to 
maximize the functions 
of this new truck in the 
future?" 

truck equipment 
specifications, including 
frame size, suspension, 
engines, transmis-
sions, brakes and other 
specialty, aftermarket 
additions such as trailers 
and tool racks. 

"Contractors should 
be asking themselves 
three things," Johnson 
says. 

"What exactly will 
they be using their 
trucks for, what size is 
both appropriate and 
affordable and what 
aftermarket accessories 
will be needed? 

"If you can honestly answer those 
three questions then you may be able 
to eliminate some of the features that 
you really only use one to two times 
throughout the year," Johnson says. 

When making a work truck 
purchasing decision, Barry Morton 

Sr., owner of Mortons Landscape 
Development in Columbia Station, 
Ohio, says a solid rule of thumb is to 
use your company's business plan as 
a rough guide for how the new truck 
and its accessories will coincide with 
projected growth in your landscape 
operations. 

SIZE IS EVERYTHING. 
A common mispercep-

tion is the bigger and more bodacious 
the truck the better for the landscape 
contractor. The truth is, an overweight 
work truck will demand a high amount 
of maintenance and can be unsafe, if 
not illegal, to operate on the road. 

Size and weight are often taken for 
granted. What contractor wouldn't 

Efficiency / Reliability 
Mixing & Dispensing Systems Large or Small 

If you aren't offering concrete landscape 
curbing to your customers, then you are 

missing out on a huge profit center! 

Lifetime 
Guarantee 
Available! 

Many Forms Included 

Generate 
Huge Profits 
in this booming 
new business 

Edgemaster 
comes in 

Honda Gas 
or Electric 

Models 

This is Your Money Machine! 
Edgemaster is a light, portable, self-propelled, easily 
operated machine designed for laying permanent 
continuous concrete landscape borders, edges, etc. 
with unlimited creative style. ^ NQW fa ^ / 

www.edgemaster.net • 877-595-5372 
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Fill trucks faster 

Uniform fertilizer 
& chemical mixes 

Save on the 
chemical usage 

Sotera Systems 

Pump & Meter Kits 
For mini bulk 
tanks & drums 

# MS460 

a 

#MS 39 1 Gallon 
# MS 35 1 quart 

CHEMICAL P O Box 1307 
C O N T A I N E R S , INC. Lake Wales, Florida 33859 

1 - 8 0 0 - 3 4 6 - 7 8 6 7 
Specialists in Liquid Handling Products & Equipment 
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ECHO manufactures tough tools for 
professionals and discerning homeowners. 
To find a dealer near you call 800.432.ECHO 
or visit www.echo-usa.com/tough. 

% i ltlECHO 
Outdoor Power Equipment 

TV •1 

http://www.echo-usa.com/tough
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want a monster truck for their land-
scape operations to impress clients 
and he the envy of the competition? 
However, this focus can overshadow 
issues relating to weight, strength, 
productivity and even profit. 

"Over the last 10 years, vehicle 
chassis have gained a lot of weight 
from the addition of items such as 

heavy-duty frames and engines," 
Johnson says. "But in many cases, 
the heavy-duty vehicles weight and 
payload ratings haven't increased to 
compensate for that extra weight." 

Super-sizing a truck purchase 
- including excessive heavy-duty 
component upgrades - will not only 
cost landscape contractors more at 

FAMILY O W N E D AND O P E R A T E D S INCE 1933 

HHannay 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 
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Download or call for your FREE catalogs 
http://go.hannay.com/H23 877-GO-REELS 
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the time of purchase, but will require 
costly routine maintenance and repair 
bills. Likewise, the added weight of 
heavy-duty features may actually limit 
the trucks towing or carrying capac-
ity, leaving a contractor to risk over-
burdening the vehicle's components 
or forcing a vital piece of equipment 
onto an additional vehicle. 

Again, landscape contractors 
should determine what and how 
much they'll be hauling, pulling or 
pushing with the work truck and cor-
respond that to the vehicle's payload 
rating, Johnson says. 

"Will you be carrying materials 
with a significant amount of density?" 
Johnson says. "A load of grass clip-
pings won't tax the vehicle the same 
way as similar-sized load of pea gravel. 
Contractors really need to do their 
homework and do the math when it 
comes to payload ratings." 

"You may find yourself 
stepping up or step-
ping down in terms of 
accessories and extras 
depending on the func-
tions you expect you II 
need in the future. Look 
past the next few weeks 
and months and into the 
long term. 

- Barry Morton 

While it's important not to over 
specialize a vehicle, it's equally impor-
tant not to under specialize it, too. Sav-
ing dollars now by cutting back to the 
truck's bare essentials and not thinking 
about possible future job requirements 
may cost a landscape contractor more 
money in repair and vehicle upgrades 
down the road, Johnson says. 

Contractors who fall into the 

http://go.hannay.com/H23
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"cheap" trap, says Johnson, end up 
with vehicles that begin to perform 
poorly and have more incidents of 
down time and higher maintenance 
costs. 

"The fact is, an over-specialized 
and an under-specialized vehicle 
are going to be expensive for the 
landscape contractor," says Johnson. 
"It's the point most contractors miss 
when they're making their purchas-
ing decisions." 

Johnson suggests "The One 
Step Rule," which advises never to 
upgrade a component, such as an axel, 
suspension or engine, or downgrade 
a component by more than one step. 
The rule provides a contractor with 
a vehicle that can perform the jobs at 
hand while not overdoing it from a 
cost standpoint when predicting the 
requirements of future, more aggres-
sive job applications. 

Finally, Morton warns not to be 
swayed by what the competition 
has on the streets. This is especially 
important for start-up and small-sized 
landscape outfits, whose financial 
resources may not match the size of 
their professional egos. 

"The most import thing is to buy 
the right piece of equipment for the 
job you're going to do," Morton says. 
"I believe it's better to over equip the 
vehicle in terms of a heavier-duty 
suspension and drivetrain then to 
under buy in those areas. It may seem 
expensive at the time of purchase, 
but if you under buy because you feel 
you can't afford it, the reality is it will 
most likely cost you a lot of money 
and hard ache in the long run." 

GAS VS. DIESEL. The debate be-
tween whether a work truck should 
be powered by diesel or gasoline 
ultimately comes down to how the 
vehicle will be used. If the landscape 
contractor expects to do a lot of heavy 
towing, or plans to put an excessive 
amount of miles on the truck, a diesel 
engine is the smart route to go. 

And when asked, most landscape 
contractors say diesel-engine vehicles 
make up a large percentage of the 
truck fleet because of their proven 
ability to carry heavy loads and to 
remain reliable at a high mileage rate. 

"I prefer diesel vehicles for 
their pulling power and longevity," 
Pagurek says. 

However, a diesel-engine vehicle 
may not always be the smart buy. Die-

sel-engine trucks are a certain status 
symbol for ego-conscious landscape 
contractors, and they may not be the 
smart choice when purchasing a light-
duty truck, Johnson says. 

"Don't buy a diesel-engine truck 
as a feel-good item," Johnson says. "It 
boils down to whether or not the ap-
plication of the vehicle coincides with 

the advantages that a diesel engine 
provides you. If they don't, then you're 
basically throwing your money away." 

AFTERMARKET UPGRADE. Land-
scape contractors should be leery of 
ready-made work trucks available at a 
commercial truck dealership. It may 
look like the perfect truck, but, in 

BoxerEquipment.com 
A COMPACT POWER COMPANY 
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www.lawnandlands february 2 0 0 6 lawn & landscape 

(800) 476-9673 
BOXER'S name is quickly 

becoming world renowned, 
throughout 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. 

http://www.lawnandlands


most cases, it is not. 
To this point, landscape 

contractors have purchased an 
incomplete vehicle. Every truck 
cab and chassis has the poten-
tial to be a great work truck for 
a landscape contractor. How-
ever, that greatness comes from 
how its outfitted for landscape 
duty. 

While the number of after-
market upgrades may seem lim-
itless, are they necessary for the 
average landscape contractor? 

For example, should the 
chassis be equipped with a 
dump body or trailer body? 
Again, it depends on the 
extent of how the truck will be 
used in a contractors land-
scape operations. 

There are customized add-
ons essential to all landscape 
contractors. 

continued on page 114, sidebar on page 112 

Before choosing a new vehicle, landscape contractors need a solid 
understanding of the job parameters the vehicle will be expected to 

perform. The Nation Truck Equipment Association in Farmington Hills, 
Mich, suggests landscape contractors closely review the following require-
ments prior to any new truck purchases. 
• Operating conditions - Exactly what will the truck be used for? Will it 
be expected to push snow? 
• Operating cycle - How long do you expect the truck to last? How 
many miles/operating hours do you expect to receive before major re-
pairs are required? 
• Loading cycle - Will the work truck be hauling a static load or will it 
be loaded and unloaded every morning and evening? 
• Towing requirements - Will a trailer be hitched? 
• Maintenance environment - Are you vigilant with routine and preven-
tive maintenance? Is it performed in-house? 
• Operator proficiency - Do your workers attend driver safety training? 
Are they held accountable for damage and/or accidents? 
• Regulator and contractual requirements - Does your state or local 
government dictate specific safety lighting on your trucks? Are there 
environmental considerations? 
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TURBO TURF 
HYDRO SEEDING SYSTEMS 

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

Call us for a FREE video A info pack! 

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

800-822-3437 www. Turbo Turf, com 
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AS SMART AS THEY LOOK. 
THE GMC S I E R R A LINEUP. S O P H I S T I C A T E D . K N O W L E D G E A B L E . A D V A N C E D . 

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

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

T Exclusive to GM* Based on 2005 GM Large Pickup segmentation. . j m 

* Call 1-888-4-ONSTAR (1-888-466-7827) or visit onstar.com for system limitations and details. I n S I l \ / l 
OnStar is a registered trademark of OnStar Corp. w • " 
Vehicles shown with equipment from an independent supplier. See the owner's manual for 
information on alterations and warranties W E A R E P R O F E S S I O N A L G R A D E . 

http://WWW.GMC.COM


A true team player. 

In one efficient pass, the 
RotaDairon* Soil Renovator" 
accomplishes what other 
machines only claim to do: 
save you time and money. 
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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 must-have for turf 
maintenance. 

m g e - d a i r o n . c o 

For more information, 
call 800.554.4863, 
fax 570.602.3053 

or email rotadaironemrex@aol.com. 
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s. l e a s e o p t i o n s 

Landscapers have a few clear options on how to pay for their 
commercial trucks. If their business is flush with cash, they can 

put the money down at the time of purchase. However, this financial 
capital isn't always available. Therefore, a contractor can either take 
out a loan to finance the truck purchase or lease the vehicle, which 
is similar to renting. 

While most landscapers suggests contractors consult with their 
accountants to better understand the financial particulars between 
buying and leasing a work truck, there are benefits to both options. 

BUYING 
Taxes - Landscapers who purchase their trucks can write off the 
value of the vehicle on their federal taxes, while leases can only write 
off the monthly payments. An accountant can guide you through 
this process. 
Resale - Diesel-engine vehicles have the best resale, depreciating 
only about 15 percent to 20 percent in value after three years, while 
a gas truck loses about 50 percent of its value. 
Payments - Monthly payments are actually applied to the final 
purchase of the truck. 
Insurance - In some cases, insurance premiums may be lower 
when the truck is purchases versus when it's leased. 
Modifications - Purchasing the vehicle grants the owner the free-
dom to adapt the truck with any addition or customizations. 

LEASING 
Payments - Monthly payments are generally lower when leasing a 
vehicle because the contractor is paying off the vehicle's deprecia-
tion and not its overall value. 
Appeal - Some landscape contractors like the fact that they'll have 
brand new trucks every three to five years. Driving and being seen 
in a clean, shiny vehicle is an important branding tool for some 
landscape contractors. 
Warranty - Many manufacturers offer extended mileage leases on 
commercial trucks. Likewise, the warranties typically cover major 
malfunctions throughout the life of the lease. 
Debt - In some instances, contractors prefer to lease in order to 
avoid the truck's debt on their balance sheets. Consult an accoun-
tant for further information on the impact to the bottom line. 
Flexibility - Because a lease's monthly payment may be less than 
those of a purchase/loan, a landscape contractor can choose a big-
ger, more expensive, heavy-duty or more customized vehicle. 
Purchase - At the lease's conclusion, the contractor has the option 
of purchasing the truck for its residual value. 
Penalities - Unlike car leases, many work truck leases, especially 
those for commercial vehicles, have few wear-and-tear penalties. 

mailto:rotadaironemrex@aol.com
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Test drive 
an EverRide" mower, 

and you'll be entered 

t o ' W i l l o n e o f m a n y 
powerful prizes*. 100 individuals will 

score STIHL power tools 
A n d one lucky winner will drive off with the 

grand p r i z e - a 2006 HUMMER H3. 
Log onto EverRide.com or call 1 - 8 8 8 - 5 2 5 - 5 4 7 4 to 

locate the dealer nearest you. A n d schedule a test drive 

on your o w n turf. 

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

( • NO PURCHASE NECESSARY You may enter by hand-printing your name, complete address, daytime phone number and email address on the pre-addressed official entry form Entries must be postmarked 
by 05/01/06 and received by 05/08/06. Two ways to obtain official entry form: 1) Test drive an EverRide mower by 04/30/06 on your own turf. Upon completion of the test drive, the dealer will provide you 

with a pre-addressed entry form for you to complete, postmark and mail in. 2) If you want to enter without taking a test drive, you may obtain an entry form at any participating EverRide dealer. To locate your 
nearest EverRide dealer, go to www EverRide.com or call 1-888-525-5474 Limit one entry per person via either method of entry Winners will be selected in a random drawing from all methods of entry on or around 

05/31/06. This promotion is open to legal residents of the United States and D C. (void in AK. AZ. CA. HI, ID. MT. NV. OR and WA). 18 years of age or older who are a licensed drivers, except employees of Sponsor, its 
affiliates, subsidiaries, distributors, sales representatives, retailers, advertising, sales promotion and judging agencies and members of the immediate families (parent, child, sibling and spouse of each) or households of any of the 

above PRIZES: One (1) Grand Prize: a 2006 Hummer H3 automobile Approximate retail value ("ARV"): $30,000 00 Fifty (50) First Prizes: a Stihl Blower. ARV: $200 00. each. Prize will be awarded as a free product coupon redeemable at 
participating retailers. Fifty (50) Second Prizes: a Stihl Trimmer ARV: $200.00. each. Prize will be awarded as a free product coupon redeemable at participating retailers. Total ARV $50,000.00. Odds of winning depend on the total number 

of eligible entries received Void in AK. AZ. CA. HI, ID, MT. NV. OR and WA, outside the United States and D C. and where prohibited. Subject to Official Rules, available by sending a self-addressed, stamped envelope to: EverRide Power Drive 
Rules. PO Box 8419, Dept. EV. Prospect Heights. IL 60070. Sponsor EverRide. 2100 J Street. Auburn, NE 68305; Administrator: Promotion Activators. 1851 Elmdale, Glenview, IL 60026. 

!005 General Motors Corporation Used with permission of HUMMER and General Motors 



Contractors should add on 
customized heavy-duty ramps to 
handle the wear and tear of load 
and off-loading mowers and other 
vehicles, such as skid steers and 
loaders. Likewise, fold-down sides 
are a practical option if contractors 
plan to load pallets of fertilizer or 
other materials onto the bed with a 
forklift. 

Many commercial truck deal-
ers offer menu-style add-ons for 
landscape trucks, Grizzel says. 
The additions, done typically by 
an outside party, include every-
thing from extended tool boxes, 
shelving, fuel tanks, tool racks, 
trimmer racks and even backpack 
blower racks. 

"I try to outfit the truck for the 
crew who will be using it," Pagurek 
says of choosing accessories. "Will 
it need additional saddle boxes for 
tool? Will this crew require spray 
tanks for watering and pesticide 
applications? Should a tow hitch 

a d - V A N - t a 

Commercial trucks are an essential part of any landscape 
contractor's fleet. However, many may overlook the benefits a 

van can bring to their operations. 
Ken Pagurek, president of Philadelphia-based Cenova, says a van 

has recently become a key component to his landscape operations. 
Cenova's van holds upwards to 11 workers, easily outperforming the 
carrying capacity of a work truck's seven-person crew cab. 

"Our foreman comes through with the van in the morning and 
picks up our Hispanic workers and brings them to the truck yard," 
Pagurek says. "It's a great way of getting everyone to work together 
and at the same time. Also, if a particular job site is not too far away, 
the workers can be taken directly there, too." 

Vans, new or previously owned, in landscape operations provide 
other benefits outside of serving as crew carriers. In lieu of tying 
up a work truck, a van and its carrying capacity is a cost-effective 
solution to handle go-for and deliver duties throughout the course of 
the business day. Likewise, vans are ideal for bringing in hand-held 
equipment to commercial dealers for maintenance and service, as 
well as rushing replacement or forgotten equipment to job sites. 

C&S TURF CARE EQUIPMENT, INC. 

THE TURF TRACKER Stealth® 
$9,995°° 
Cargo Rack 

2001b carrying capacity (4 extra bags) 

Spray up to 140,000 sq. ft per tank 

Economically designed 
adjustable seat with arm rests 

4 mph treating speed 
10 mph transport speed 

12'break-away 
booms with 
7 different 
spray patterns 

Wider tires and 
lower center of gravity 
for treating tough terrain 

2001b Capacity 
hopper 

3-speed impeller 
spreads from 4ft wide 
up to 24 ft wide 

Spot spray gun 
with 25ft coil hose 

Stainless steel 
border deflector 

King of the Hill! 
1-800-872-7050 • www.csturfequip.com • fax 330-966-0956 
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300HP Duramax Diesel Allison Automatic 
Transmission AC AM/FM Cassette 
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Lpft Sides w/Barn Doors, Tow Pkg, Tarp SystemJ 
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Automatic AC AM/FM CD 

19 Ft. Landscape Body 

"ImGMC IV-3500 DIESEL 
Automatic AC AM/FM CD 

Enclosed 18 Ft Landscaper Body 
In Stock Ready to Go 
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Call U s First For All Y o u r S p r a y i n g E q u i p m e n t & Parts N e e d s ! 

Largest North 
American 

Distributor 
of Many 

Nationally 
Recognized 

Name Brands. 

Westheffer Co., Inc. 
8 0 0 - 3 6 2 - 3 1 1 0 

www.westheffer.com 

When you need 
hose, reels, guns, 

fittings, tanks, 
pumps, or repair 

kits, look no 
farther than 
Westheffer. 

100,150,200, or 300 Gallon Tanks 185 Gallon & 90 Gallon Tanks 

Custom Built Sprayers to Fit Your Needs. 

300 Gallon "Low Profile" Tank MANY MODELS IN STOCK! 

GREEN GARDE TUFLEX 
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SEEDA-VATOR® 

WtmBMmBMBBMI 
THE SEEDA-VATOR USES PATENTED VIBRATING SOLID TINES TO EXTENSIVELY 
FRACTURE THE SOIL, RESULTING IN AN IDEAL SEEDBED. THE SEEDA-VATOR 

ALSO HAS A PATENTED SWIVEL HITCH THAT ALLOWS THE OPERATOR TO TURN 
AROUND OBJECTS WITHOUT TEARING THE ESTABLISHED TURF. WHICH IS 

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

fiiW^ CALL FOR A FREE VIDEO TODAY 
l i f t s 800 -363 -8780 

WWW.lSTPRODUCTS.COM • SALES@1STPR0DUCTS.C0M 
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or hook be added? In the end, it all 
depends on what I expect I'll be using 
this truck for." 

If an accessory or upgrade fails 
to provide an everyday function or 
extend a vehicles versatility, than it 
is probably a drain on a contractors 
financial resources, Morton says. For 
example, a work truck with a crew 
cab won't need carpeting, however its 
axels and springs should receive an 
upgrade, Morton says. 

r 
" O n e of the most 

common mistakes a 

landscape contractor 

can make when it comes 

to new vehicle purchases 

is to buy what they 

always bought. 

- Rober t J ohnson 

Grizzel advises contractors that 
items and accessories - such as ad-
ditional hand-held tool racks - can 
always be added to the truck and 
trailer at a later date. 

"It's a mistake contractors make 
thinking they need to outfit the 
vehicle with everything upfront and 
at one time," Grizzel says. "As long as 
the truck has a big enough trailer, you 
can pretty much add any type of cus-
tomized add-on. After the essentials, 
nearly everything can be built on after 
the fact to accommodate new needs." 

R E A D Y T O ROLL. A cor rec t ly 
purchased work truck, optimized for 
specific job requirements, will provide 
a landscape contractor not only with 
reliable performance, but also with 
low cost requirements throughout its 
life cycle, l l 

www.lawnandlandscape.ci) 

Visit the February Online Extras section to 
discover how to optimize the maintenance 
program for your fleet vehicles. 

http://www.westheffer.com
http://WWW.lSTPRODUCTS.COM
mailto:SALES@1STPR0DUCTS.C0M
http://www.lawnandlandscape.ci


OUR COMPLEMENTS TO THE LANDSCAPER 

[K]Ditch Witch 
GROUNDBREAKING 

Able to drive over 70 attachments, Ditch Witch" compact utility machines can 
take on virtually any landscaping project. Plus, our single- and tandem-axle 
trailers are specially designed to transport the unit and a wide range of 
attachments, so you can do more jobs at the site without making multiple trips. 
For a dealer near you, log on to ditchwitch.com or call 1-800-654-6481. 

GROUNDBREAKING™ EQUIPMENT FROM THE COMPANY THAT LAUNCHED THE INDUSTRY: COMPACT UTILITY | TRENCHERS | HDD | ELECTRONICS 
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No matter what the size of 
their company, contractors 
need some type of vehicle 
to transport their equip-
ment. But all the trailer 
choices - open, closed or 

none at all - can leave buyers wondering 
what's right for them. 

Kevin Richardson, sales manager, 
Wells Cargo, Elkhart, Ind., says contrac-
tors need to ask themselves these ques-
tions when shopping for trailers: 
• How am I going to use the trailer? 
• Am I going to use it every day? 
• What size do I need? 
• How much weight am I going to put 
on the trailer? 

"The size and weight will determine 
the type of trailer axle capacity and what 
direction I guide them," Richardson says, 

adding that the most popular sizes for 
closed trailers are 7-by-16 feet or 8-by-20 
feet. 

When contractors are looking for a 
trailer, they should discuss all of their 
needs in detail with the trailer dealer, says 
Brad Alden, territory manager, Feather-
lite Trailers, Cresco, Iowa. "Contractors 
should evaluate trailers based on the 
upper limits of weight and cargo volume 
they will want to accommodate," he says. 
"This will determine everything from the 
axle capacity to the strength of the frame 
needed to the length and width of the 
trailer necessary." 

Alden says most contractors want a 
weight capacity between 3,000 and 3,000 
pounds, including the weight of the 
trailer. But he advises contractors check 
first with their truck manufacturer for the 

W h e n it c o m e s 

to h a n d l i n g 

t o o l s a n d 

e q u i p m e n t , 

c o n t r a c t o r s 

have a v a r i e t y 

of o p t i o n s . 
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• Featuring over 250 booths of 
products and services geared 
specifically towards your 
Hardscaping™ needs. 

• Learn new tips, techniques, 
ideas and innovations from 
recognized industry speakers 
and leaders. 

•Network with industry 
colleagues before and after 
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information: 
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optimum weight loads their 
vehicle can safely haul. 

Richardson agrees the 
first step for contractors is 
to size the trailer to their 
truck. A three-quarter ton 
pickup is going to be able 
to pull a 7,700-pound 
gross vehicle weight rat-
ing (GVWR) adequately. 
But if a contractor has a 
lightweight pickup truck, it 
might only be able to pull 
3,000 pounds. "Having 
a 10,000 pound trailer 
behind you will burn up 
the truck's engine because it 
doesn't have enough power 
to pull that trailer," Rich-
ardson says. "The first thing 
a contractor should do is 
find out the tow capacity of 
his vehicle. That allows him 
to figure out how big of a 
trailer he can get." 
continued on page 122, sidebar on page 121 

In an enclosed trailer or truck and trailer combination, a contractor should organize his tools and equipment. 
Organization is crucial because it can help crewmembers find tools more quickly, making them more produc-
tive. Keeping a tool in its place and away from constant abuse can also extend its life. Photo: Super Lawn Trucks 
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DETACHABLE TRUCK BODY SYSTEM 

888-311 -0867 www.bucksfab.com 
USE READER SERVICE # 88 
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It 's a common story among contractors: A driver 
makes a quick turn, sending equipment smashing 

into each other or off of the trailer completely. 
Contractors can reduce accidents like these by 

training crews on trailer safety, including how to prop-
erly secure loads. Before crews at Suburban Landscape 
Management, Wichita, Kan., can head out in the morn-
ing, every vehicle undergoes a safety inspection. The 
crew leader checks everything first, says John Biehler, 
president. Then, before the crews leave the yard, the 
company's safety team does another inspection. 

The safety inspectors check seat belts, tires, turn 
signals, brake lights, trailer connection and equipment 
locks. The information is recorded on a spreadsheet with 
any comments, and "after all of the crews have left for 
the day, the safety team leader e-mails the spreadsheet 

to managers in the entire company," Biehler says. 
If something is wrong, the crews move out of line 

and aren't al lowed to leave the yard. Depending on 
the c i rcumstances, "they may be wri t ten up for it wi th 
a note in their permanent employment file or we may 
just have them fix it before they leave," Biehler says. 

The inspection not only includes safety features 
but cleanliness as well. "Each crew has a specif ic day 
to wash their t ruck and trailer," Biehler says. "If it 's not 
clean that day, the safety inspectors make note of it." 

In addit ion to t raining new drivers on how to 
operate trailers, Dennis' Seven Dees Landscaping, 
Portland, Ore., instructs crews on securing loads, 
including proper weight distr ibut ion (60 percent of the 
weight in the front and 40 percent in the rear) so driv-
ing is easier. 

Irrigation and Landscape Design Software 
for All Green Industry Professionals 

_J > • A - U 

Visit us online today for details! 

www.raincad.com 

RainCAD 
S O F T W A R E R E P U B L I C . L L P . 

Phone: (281)463-8804 * Fax:(281)463-1404 • Email: 8ates@raincad.com • Web Site: www.ralncad.com 
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Nail It Down With 
tfftlENT NO. D378.857 

After every paver is perfectly placed, depend on EdgePro 
Paver Restraint for the finishing touch. EdgePro is heavier 
and more durable, yet is flexible and easy to use. Our 
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continued from page 120 

O P E N TRAILERS. Contractors new 
to the business often select open 
trailers because of their low cost. "You 
can get an open trailer, depending on 
the size, from about $700 to $2,000," 
Richardson says. 

But some seasoned contractors like 
open trailers, as well. Suburban Land-
scape Management, Wichita, Kan., 
uses mostly open trailers. President 
John Biehler likes the open trailers 
because of the better visibility they of-
fer when driving. "It s difficult enough 
to pull a big trailer around in tight 
residential areas," he says, adding that 
open trailer also keep visibility lines 
clear. In addition, open trailers make 
accessing equipment and tools easier. 
"Crew members can access them from 
every side," he says. 

Even though open trailers offer 
contractors easier access to equip-
ment, they are also more susceptible 
to theft. Potential thieves can steal 
lighter equipment more easily when 
contractors aren't watching or when 

Closed trailers can keep equipment safe and clean, as well as protect it from theft. A bonus is that 
the trailer can also act as an advertising billboard for the company using it. Photo: Wells Cargo 

they are working in the backyard 
while the trailer is in the front. 
Biehler noticed one other problem 
with flat bed open trailers. When 
towing them, the riding mowers 
would often bump into and damage 

the smaller equipment. To prevent 
this, the company designed its own 
open trailer that has separate compart-
ments for each type of mower, as well 
as separate gates to ease accessibility. 
The design also includes fuel tanks for 
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refueling. Biehler estimates they have 
25 to 30 flat bed open trailers and 20 
of the custom designs. 

Biehler points out that a good, 
heavy-duty open trailer might cost 
around $2,500 to $3,000, whereas a 
lighter, double-axle trailer might cost 
between $900 and $1,000. But with 
a $5,000 to $6,000 price tag, his cus-

tom design costs more. But its worth 
it to have it exactly the way he wants. 
For contractors looking to simply 
haul equipment from job to job, open 
trailers are a good choice. "Open 
trailers are primarily for contractors 
who simply want to haul equipment 
from one site to another," says Alden. 
"Enclosed trailers are more versatile. 

- a j 
800-458-2226 
w w w . r e a d i n g b o d y . c o m 
Celebrating our 50th anniversary in 2005 

Landscape Sides 
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Contractors prefer them to haul and 
store equipment, as well as tools, in a 
secure, weatherproof environment." 

CLOSED TRAILERS. Like many con-
tractors, Steve Anderson, president, 
Anderson Property Management, 
Leesburg, Ind., didn't have the money 
for a closed trailer when he started in 
the business. "But we soon realized 
that enclosed trailers were a great 
advertising billboard," he says, adding 
that the trailers also keep his equip-
ment safe, clean and organized. 

Because they are enclosed, the 
trailers protect tools and equipment 
from theft and outside elements. In 
addition, closed trailers also serve as 
a "portable garage," Richardson says, 
which helps contractors save valuable 
space at the shop. "With enclosed 
trailers, when a contractor gets back 

Many first-time 
landscapers start out 
using open trailers 
because they're less 
expensive. Then they 
upgrade to an enclosed 
trailer when their 
business is established 
and they have a 
little more money 
to spend." 

- Kevin Richardson 

to his shop, he can just unhook it and 
lock up his trailer," Richardson says. 
"If he has an open trailer, he has to 
unload all of his equipment to take it 
indoors to make it safe." 

Another benefit, which Ander-
son realized, was that the sides of 
closed trailers can be lettered with the 
company's name, logo and contact 
information, in effect serving as a 
moving billboard, Richardson says. 
"It's great advertising for them," he 
points out. 

http://www.readingbody.com
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But these advan-
tages do come with a 
higher price tag. Many 
first-time landscapers 
start out using open 
trailers because they're 
less expensive, Richard-
son says. "Then they 
upgrade to an enclosed 
trailer when their busi-
ness is established and 
they have a little more 
money to spend," he 
says, adding that an 8-
by-20-feet closed trailer 
costs about $7,500. "It's 
more expensive, but 
in the long haul, the 
enclosed trailer is going 
to outperform the open 
trailer in durability and 
life expectancy." 

Richardson also points out the 
importance of buying some type of 
tie-down system when purchasing 
a closed trailer. "Contractors need 

•f _ A 
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Suburban Landscape Management vehicles undergo safety inspections each morning before leaving the yard. To 
reduce accidents, crews are regularly trained on trailer safety and how to properly secure loads. 

to look at the available methods for 
securing their load," he says. "Too 
many landscape contractors buy a 
trailer with no type of load security so 

it's just shifting inside the trailer." 
Other popular options on closed 

trailers include flasher lights for use 
when the trailers are pulled off to the 
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side of the road. "They're 
a safety feature," Rich-
ardson says, adding the 
price for that option is 
$200 to $400. 

C U S T O M T R U C K S . For 
landscape contractors 
who are fed up with try-
ing to maneuver trailers 
around tight city streets, 
truck and trailer combi-
nations customized spe-
cifically for the landscape 
industry are an alterna-
tive way to transport 
tools and equipment. 

The trucks can be 
easier to drive than tow-
ing a trailer, says Tony 
Bass, president, Super Lawn Trucks, 
Bonaire, Ga. Because of the length 
of a truck and trailer combined, Bass 
says drivers tend to catch curbs more 
often. "They cut the radius too short 
because they're used to driving short 

When purchasing trailers, contractors should consider these questions: 'What size do 
I need?' and 'How much weight am I going to put on it?' Photo: Wells Cargo 

personal vehicles, and truck and 
trailer combinations are long," Bass 
says, adding that the trucks are often 
25 to 30 percent shorter than a typical 
truck and trailer combination. 

Mark Borst, president, Borst 
Landscape and Design, Allendale, 

N.J., is one contrac-
tor who likes the easier 
driving. With trailers, his 
crews would hit curbs and 
blow out wheels, as well 
as have trouble backing 
up. "We don't have any of 
those issues now," he says. 
"Box trucks are simpler. 
They're like driving a car." 

The shorter length also 
leaves more space in facili-
ties and yards. When he 
first opened his business, 
Borst used open trailers. 
He quickly moved into 
closed trailers because he 
didn't have a lot of storage 
space, and closed trailers 
safely stored his equip-

ment overnight. 
But Borst realized he still needed 

more space, which is why he likes the 
custom trucks. Not only do they offer 
storage like closed trailers, but they 
take up less of his valuable real estate 

LandscapePlans 
Your staff just grew exponentially... ' (-OiTl 

and ft didn't cost you a cent! 
Developing landscape plans just 
became a whole lot easier 
• T a k e a d v a n t a g e o f o u r t e a m ' s s p e c i a l i z e d sk i l l s 

i n d r a f t i n g , a r t i s t r y a n d d e s i g n 

• I m p r o v e e f f i c i e n c y 

• O u t s o u r c i n g e n a b l e s y o u t o f o c u s o n o t h e r 
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as well. "A truck and trailer takes 
up two parking spots, and we don't 
have a large facility," Borst says. "Box 
trucks take up less room in our park-
ing lot." 

The trucks also help contrac-
tor organize their tools and other 
equipment, Bass says. "Organizing 
helps crews find tools faster, so they 

get more work done," he says. "Even 
more importantly, when tools are 
stored properly, they last longer." 

Borst likes the fact that the trucks 
eliminate the need to load and unload 
his equipment each night. While that 
might not sound like a big deal, he 
says it can add up to significant labor 
savings over time. "It takes about 10 
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PERFORMANCE DRIVEN TRAILERS 
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"Never Look Back" Warranty 

Call toll-free (800) 348-7553 or visit us on the web at www.wel lscargo.com 
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minutes in the morning and 10 min-
utes at night to load and unload open 
trailers," he says. "When you have 
three guys, that's an hour a day. Say 
we work 200 days, that's 200 hours. 
The labor costs add up." 

Obviously, a truck costs more than 
a trailer. Cost depends on the options, 
but Bass says customized trucks can 
start at around $43,000. 

Most contractors also opt for a 

Contractors should 
evaluate trailers based 
on the upper limits of 
weight and cargo 
volume they will want to 
accommodate. This will 
determine everything 
from the axle capacity to 
the strength of the frame 
and length and width of 
the trailer necessary. 

- Brad Alden 

hand and power tool storage option, 
most of which are under $2,000, 
Bass says. Another popular option are 
built-in fuel tanks mounted on the 
outside of the trucks. "Fuel transport 
tanks are specially designed to give a 
landscape maintenance crew enough 
fuel to last all week long," Bass says, 
adding that the tanks typically save 
about $2,500 per years in labor costs 
if the contractor is running a three-
man crew and going to a fuel station 
three times per week. The option 
costs about $2,600 Bass says. 

The trucks cost more than 
enclosed trailers, but Borst says it's 
worth it. "We figure the box truck is 
equal in value to buying a new truck 
and trailer," he says. 

The only other potential drawback 
is versatility. "We use ours strictly for 
lawn maintenance," Borst points out. 
"Someone using it for multiple ap-
plications may not find it as versatile. u 

GREEN INDUSTRY 
WORKHORSE 
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sk any lawn care operator (LCO) to rate his top five business 

challenges and inevitably each list will include labor costs and 

the increasing expense of clippings disposal. In an effort to 

manage these issues, more LCOs are looking to plant growth 

regulators (PGRs) for relief. 

Plant growth regulators are used by LCOs as a tool to 

reduce their workload. These products are usually applied to 

diminish the growth cycle of turf and ornamentals resulting in less frequent mowing 
and pruning requirements and a reduced amount of yard waste. The market for these 
products has been on the rise for the past decade and continues to grow. 

"The lawn care business has an excellent opportunity for a couple of reasons," 
explains Buddy Reid, specialty division manger, Helena Chemical Co., Cuthbert, Ga. 
"No. 1, the biggest cost for a lawn care operator is labor. PGRs will reduce the number 
of times you will mow a property in a year. The second thing is clippings and what to 
do with them. If you have fewer clippings that means you have less to dispose of." 

PGRs can be used as a chemical edger around trees and sidewalks reducing the 
need for mowing. When applied to ornamentals, the need for pruning is reduced. 



One application combats both 
grassy and broadleaf weeds. 
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They can also help lessen the amount 
of messy and hazardous fruit dropped 
from trees. "The savings in labor costs 
appears to be pretty significant in cli-
mates where you have to prune three 
times a year," points out Bill Culpep-
per, president, SePRO Corporation, 
Carmel, Ind. "The products can 
also be used for groundcovers and, 
in some cases, on flower plantings, 
growth habits can be controlled." 

Understanding what PGRs do and 
using proper application techniques 
can help LCOs alleviate their labor-
and efficiency-related concerns. 

WHAT PGRs DO. Although PGRs 
have been commonly used by golf 
course superintendents for many 
years, LCOs are realizing the benefits 
of these products in their efforts 
to lower labor costs. According to 
Steve Stansell, lawn market manager 
for Syngenta Professional Products, 
Greensboro, N.C., those LCOs using 
regulators on estate-type lawns are 

A PGR-treated shrub stands neat compared to an untreated one that requires pruning more 
regularly. Photo: PBI Gordon 

r 

• 
Tree Tech• 

From Tree Tech3 Microinjection Systems comes a full line of nationally labeled 
insecticides, fungicides, bactericides and fertilizers in leakproof microinjection units. 

Insecticides - Acephate, Vivid®!!, and MetaSystox®R 
Fungicides - Bayleton , Aliette® and Alamo® 

Fertilizers - Our proprietary Nutrijecf formulations 
Bactericides • Oxytetracydine antibiotic 

Herbicide - Dicamba 
Deflowering Agent- Snipper® 

Tree Tech* 
microinjection systems 

\ 

950 SE 215th Ave. 
Morriston, FL 32668 

1.800-622-2831 
e-mail: info@treetech.net 

Trie M f fnnronmentolly Sound Tret HeoMi tore 1er the 21st retilety mi beyond. 

Labels, MSDS Sheets and Other information Available at www.treetech.net 
USE READER SERVICE # 101 

mailto:info@treetech.net
http://www.treetech.net


& 
providing their customers with beauti-
ful, lush turf. "These contractors are 
using plant growth regulators to really 
strengthen up the grass, to give it a 
nice compact look, and to give it a 
stronger root system which manages 
stress better." 

"Some of the 
growth regulators can 
help from a monetary 
standpoint with the 
lawn care companies," 
says Ben Cicora, 
business manger for 
herbicides and plant 
growth regulators, 
Bayer Environmental 
Science, Research 
Triangle Park, N.C. 
"If a contractor can 
bid out a job, and they 
may not have to mow every week, it 
increases their bottom line. Ulti-
mately, anytime you look at the labor 
situation, regulators will always play 
into account with LCOs." 

According to Doug Obermann, 
turf and ornamental products man-
ager, PBI Gordon, Kansas City, Mo., 
use of these products requires less 
labor, which frees the contractor to 
devote time to other areas. "The labor 

that piece of time. They can use it 
somewhere else." 

Studies have shown that although 
regulators will not necessarily save 
a contractor on the cost of product, 
they will affect the amount of labor 

Most companies see a drastic change in the amount of yard waste 

generated after P G R s are used. "We've seen 6 0 to 7 0 percent 

reduction in green waste/' says Barry Troutman. "In Florida, we 

can't put any green waste in a landfill. It has to go to a separate site 

where it is recycled, and we pay a hefty fee to have that done.'' 

savings is one thing. They do save a 
lot of time on mowing and pruning; 
however, the benefit is that the LCO 
now has time to allocate to another 
project. They don't have to manage 

utilized on large accounts. "If you 
compare the dollar value of the prod-
uct to the dollar value of the labor you 
save, you break even," remarked Barry 
Troutman, vice president, technical 
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services for ValleyCrest Cos., Sanford, 
Fla. "In the analysis we've done, we're 
within $5 to $ 10 out of a $ 1,000 
of breaking even so we're not saving 
money using the product, but what 
we are doing is reallocating labor," 
Troutman explains. As with most 
companies, ValleyCrest utilizes this 
extra labor to fill gaps that exist as a 
result of fewer available employees. 

Use patterns can be based on 
several factors including: 
• Length of the growing season 
• Product label instructions 
• Availability of trained applicators 
According to the U.S. Department 
of Labor, 4.0 million occupational 
injuries occurred in the private sector 
during 2004. Of these, 68 percent or 
2.7 million occurred in service indus-
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tries. Use of PGRs enables contrac-
tors to lessen the on-the-job injuries 
sustained by their employees. 

"They've done reviews with crews, 
and minor injuries from trimming 
and pruning have lessened," Ober-
mann reports. "With fewer injuries, 
LCOs have less paperwork to com-
plete and, in the end, more time to 
devote to the business." 

"The gas hedge shearer is probably 
the most dangerous piece of equip-
ment we use," Troutman states. "The 
injuries often aren't severe, but there 
are more injuries on that piece of 
equipment than any other we use. If 
somebody even nicks his finger, you're 
going to spend up to $1,000 by the 
time you get him drug tested and as 
a result of the management time that 
goes into that so the liability reduc-
tion is almost as significant as the 
labor reduction." On that same note, 

"The savings in labor 
costs appears to be 
pretty significant in 
climates where you 
have to prune three 
times a year. P G R s 
can also be used for 
groundcovers and, in 
some cases, on flower 
plantings, growth habits 
can be controlled. 

- Bill Cu l pepper 

Stansell recommends that regulators 
be utilized in hard-to-mow areas that 
can present a danger to LCOs. 

The disposal of clippings contin-
ues to be a challenge for operators. "In 
many parts of the country, it is not 
just the time savings, it is the disposal 
into the waste centers," Obermann 
continues. "There's cost involved in 
disposal." 

In some states, such as Florida 
and Missouri, the disposal of grass 
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From out of nowhere comes a compact track loader that won't settle 
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uptime, and low daily operating costs, see your John Deere dealer. Or call 1-800-503-3373. 

www.JohnDeere.com/6350 

http://www.JohnDeere.com/6350


clippings in landfills has been banned. 
Colorado State University Coop-
erative Extension reports that 1,000 
square feet of grass can generate ap-
proximately 200 pounds of clippings 
annually, and up to 20 percent of 
trash sent to landfills each year is yard 
waste. 

Most companies see a drastic 
change in the amount of yard waste 
generated after PGRs are used. "We've 
seen 60 to 70 percent reduction in 
green waste," Troutman says. "In 
Florida, we can't put any green waste 
or yard waste in a landfill. It has to go 
to a separate site where it is recycled, 
and we pay a hefty fee to have that 
done." 

These products, through the 
suppression of cell growth, alter the 
development rates of turfgrass and or-
namentals by as much as 50 percent. 
"The product prevents cell elonga-
tion," Culpepper explains. "When 
you're looking at plants typically 
hedges or shrubs, you are not limiting 

Pruning shrubs can be labor intensive. Many lawn care operators are using plant growth regulators 
to help control shrub growth and eliminate this excess work. Photo: PBI Gordon 
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the leaves; you are getting a darker, 
greener color. You get the aesthetic 
benefits, flowering is enhanced and 
flowers appear to be more numerous 
on the plants." 

This adjustment for ornamentals 
can produce radical results without 
damaging the plant. In fact, PGRs can 
actually benefit a plant by redirecting 

growth from the top to the roots. "Us-
ing PGRs requires less pruning and it 
fills in holes very well," reports Keith 
Reid, president of Bioscapes Integrat-
ed of Virginia Beach, Va. "It produces 
a lot of lateral branching and plants 
will be denser and thicker as a result 
of the spraying." 

"We've tried it at a couple of 

easier40 run ŷr 
layyn.& landscape 

business. ServiceCEO -the leading 
business management software solution 

for lawn care and landscape professionals 
jjpt's affordable and easy to use. 

increase revenue 
lower costs 
boost efficiencies 
enhance productivity 

ease customer retention 
•Km more about the 

bad ServiceCEO is 
having on other 

lawn and landscape 
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for a free demo today. 

| m s i s h t Jinn 
»erviceCEO 

Visit NAAAwJnsighra 
for a special offer to Lawn & Landscape Magazine 

readers, or call 8 0 0 M 7 1 

"ServiceCEO has done wonders for our company. Not only has it helped us to 
increase revenue, but it has produced tremendous results for our 
operational efficiencies." 

"We were looking for a program to aid in dispatching our service technicians and 
ended up with the ability to do things we had only dreamed of but never thought 
possible without hiring new staff. And with ServiceCEO, unlike other companies, you 
don't spend a fortune to get the latest improvements." 

"We searched long and hard for the right software and nothing compared to 
ServiceCEO. With the rising cost of fuel, the mapping feature alone has more than 
paid for the cost of the software." 
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malls, and it has done miracles," 
praises Mark Morawa, superintendent 
with The Brickman Group, West 
Palm Beach, Fla. "I am using a plant 
growth regulator on every one of my 
accounts. We include it as part of the 
contract to maintain the areas. Down 
here in Florida, the plants grow so 
rapidly that we don't have to touch 
the property again for two to three 
months. We are saving on the bottom 
line. We save on labor so we're able to 
focus on other things, such as provid-
ing better detail of the property than 
we were able to do before." 

Keith Reid, who has been using 
regulators for more than 15 years, 
reported that one-third of his business 
involves spraying PGRs. 

" P G R s are most 
beneficial when 
applied during the 
growth season, 
typically April through 
June. Generally, 
P G R s should not 
be applied during 
a stress period 
involving heat, 
drought, diseases 
and insects. 

APPL ICATION EDUCATION. Ac-
cording to Culpepper, application of 
regulators is fairly simple. "You just 
sprinkle granulars around the drip 
line of the plants on the soil and the 
root will absorb it. It is best to make 
applications before or immediately 
following a pruning. You should see 
results in six to eight weeks depending 
on the species and location." 

PGRs are most beneficial when 
applied during the growth season, 
typically April through June. Gener-
ally PGRs should not be applied 
during a stress period involving heat, 



"Low odor is important, but 
Triplet Low Odor herbicide has been 
an even better investment than that" 

- Michael Kravitsky, Vice President of Grasshopper Lawns, Inc. 

Grasshopper Lawns, Inc. has been a family-owned business for more 
than 40 years and has built a reputation as a caring company who 
takes pride in their service and does not cut comers when it comes 
to either their customers or their employees. 

When brothers Michael and Shawn Kravitsky 
introduced Triplet Low Odor into their weed 
control program this past year, they had 
hoped this new, high quality herbicide would live up to its promise 
of better performance and increased applicator and customer 
satisfaction. Still, they were not prepared for the positive feedback 
and financial benefits they eventually realized. 

The low odor feature was what initially intrigued them and they were 
not disappointed. "Our crews first commented on the clearer color of 
the herbicide, but then we started to notice that there were far fewer 
complaints from applicators - their clothes didn't smell after using 
Triplet Low Odor and the mixing/storage area didn't have that usual 
lingering chemical odor," says Shawn. "While we did not feel it was 
entirely necessary to promote the low odor benefit to customers, the 
internal benefit to us was huge." 

Michael adds, "What's even better is that we found that the first two 
rounds of applications took care of most weed problems and we had 
significantly fewer weed calls - in fact, an average of 75 to 80% less 
complaints than the previous few years. The only thing different in 
our program has been the addition of Triplet Low Odor. The reduced 
callbacks actually save us quite a bit of money in the long run." 

sTRI PLETloiv 0 ÏÏ 
"...we had significantly fewer 

weed calls - in fact, an average 
of 75% to 80% less complaints 

than the previous few years. 

The only thing different in 
our program has been the 

addition of Triplet Low Odor." 

Michael and Shawn Kravitsky, Grasshopper Lawns, Inc., 
confer with Mark Phipps, Nufarm Turf& Specialty 

Regional Sales Manager, about the benefits 
of using Triplet Low Odor herbicide 

Please read and follow all label directions. 
Contact a Nufarm representative or your 
local distributor for more information: 

800 345-3330 N u f a r m 
www.turf.us.nufarm.com Turf & Specialty 
© Triplet is a registered trademark of Nufarm Americas Inc. Home Of Riverdale Brands 

While they both agree that they would continue to use Triplet Low 
Odor strictly on the merits of its low odor qualities, they are even 
more sold on it now that they understand the financial benefits of 
reduced complaints from slow or incomplete weed control. 

Find out what the Kravitskys already know, Triplet Low Odor is a 
smart investment in your business and weed control program. 

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


drought, diseases and insects. 
According to Obermann, 
"some climates may use these 
products twice a year. They 
can be used in one applica-
tion or at multiple times for 
ornamentals and generally 
one time for turf." 

The products come in 
both liquid and granular 
form. Typically a liquid PGR 
is the ideal for turf. Granulars 
work best on shrubs and trees. 

"The most important factor when 
applying is coverage," Obermann 
notes. "You have to make sure 
you have even distribution." 

"Obviously equipment that 
gives you precision application, 
such as a spray boom with a 
marker so you know where you 
have already sprayed and don't 
overlap, is ideal," Buddy Reid 
recommends. 

The coastal regions of the 
United States include the biggest 
users of plant growth regulators 
due to the warmer climate. Contrac-
tors in states such as Georgia, Florida, 
Texas and California rely heavily on 
regulators. Arizona and Nevada utilize 
these products due to irrigation con-
cerns. 

Awareness of these products is 
growing. The Los Angeles Unified 
School District has a plant growth 
regulator on the list of approved 
pesticide products for use around 
schools. The Portland, Ore. airport 
also utilizes these products. 

"The ornamental market is grow-

ing like crazy," Obermann notes. "La-
bor is key for the lawn care operators. 
Companies don't have the bodies. 
When we ask them what they want, 
they say 'I want to do more with 
less.'" 

"For the commercial lawn care 
company, it makes sense to use the 
products; however, the homeowner 
is being billed by the week so the 
maintenance contractor may want 
to mow as much as possible," Cicora 
explains. "Ultimately the decision 
to use regulators has to do with a 

Disposal of yard waste can cost time and moiv 
ey (above). Florida Lawn Care Operator Keith 
Reid compares a PGR-treated holly bush on hi 
left to an untreated holly bush on his right six 
to eight weeks after treatment (center). Beta 
Reid maintains one of the many holly bushes o 
his clients' properties. Photos: PBI Gordon 

company's growth strategy. If spray-
ing costs more than mowing, it prob-
ably doesn't make sense. You have 
to find out what works best for the 
operator." 

Landscape operators face daily 
challenges to the success of their busi-
ness. Labor is at the forefront of every 
manager's mind. Finding solutions 
that offer a more efficient business 
model is essential. Plant growth regu-
lators can be that tool. Troutman says 
it best, "A PGR never gets sick and it 
always shows up for w o r k . "ILL 



ProScape fertilizers and fertilizer combi-

nation products aren't for everyone 

Fortunately some of your competition still 

lasn't figured it out. They think low cost is the 

)ath to high profits, that value is the same as 

ow price. That's why you're out closing a 

referral while they're across town scrambling to 

deal with a customer complaint! ProScape's 

innovative nutrient sources like MESA give 

/ou more green, faster, and longer than the 

competition, with less surge growth. You can 
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ixtended-release MESA greens faster and lasts longer than SCU. 

reduce nitrogen rates lowering spring disease 

)ressure, 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 visit our web site 

wwv.LebanonTurf.com. Click on Promotions 

and enter coupon code LL2026. We'll send 

you a FREE 40 page Agronomy Manual just for 

taking a look! 
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Lessons 
Photos: Hunter Industries (pages 142, 146, 150); Rain Bird (page 144) 

icing 
W h e n pricing 

irrigation installation 

in the residential 

market, the mantra is 

know your costs. 

Want to know the key 
to pricing residential 
irrigation installa-
tion? Repeat this: 
"I must know my 
costs. 1 must know 

my costs." It may sound simple, but that 
one sentence is the foundation to effective 
pricing. 

To ensure a profit at the end of the 
day, contractors must know the cost of 
materials, labor, profit, overhead and the 
variables that affect each. The best way 
to gain that knowledge is to learn from 
previous jobs. 

"If I had one tip, I would say become 
a really good student of the jobs you've 
already done," says Scott Fay, president, 
Treasure Coast Irrigation, Hobe Sound, 
Fla. "Know where you made money and 

b y k a t h l e e n ( r a n z i n g e r 

where you didn't because the better you 
are at job costing, the better you'll be at 
estimating." 

P R I C I N G M E T H O D S . In a system o f 
checks and balances similar to the U.S. 
Government's three branches of power, 
Fay prices jobs three ways. First, he esti-
mates a square footage price based on the 
size of the lot. While he doesn't bid jobs 
based on square footage alone, it serves 
as a point of reference and gives him a 
rough idea of the price. 

After the design is laid out and he 
knows the material specifications, Fay 
uses a unit pricing method. "As we watch 
our job costing, we know in general what 
we should be at for every spray head," he 
says. This gives him a quick estimate, but 
it doesn't take into account site condi-

WmwMi ;.. • • • Ww&jtà 
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tions, travel time and other variables, 
Fay says, which is why contractors 
shouldn't price on unit alone. 

Finally, Fay fine-tunes the price by 
adding labor and materials, factoring 
in overhead, and then adding a per-
centage for profit. This last method 
is the best one, he says, but he still 
combines all three on every job as a 
way to check his price. 

Most of the time, contractors un-
derstand material and labor costs. The 
tricky part can be adding in profit and 
overhead. For residential irrigation 
installation work, industry consultant 
Jim Huston recommends contrac-
tors strive for a minimum net profit 
margin of 20 percent and gross profit 
margin of 35 to 40 percent. 

Hydro-Tech Irrigation Co., 
Chantilly, Va., adds a profit based on 
a net profit they're trying to achieve. 
Vice President Steve Battiston says the 
number fluctuates based on certain 
variables, such as what is going on in 
the market, the workload at the time 

and where the job is located. 
Three different pieces factor into 

Grapids Irrigation's pricing: materials, 
labor and subcontractors. There is a 
markup on each component, and then 

a total markup on top of that, says the 
Grand Rapids, Mich.-based company 
Owner Aaron Katerberg. "It's usually 
5 to 20 percent gross depending on 
which category it's for," he explains. 

. c u t t G r s c h o i c G . c o m 

EUlinB Your premier wholesale distributor 
stocking all major manufacturers ' 
irrigation and landscape equipment. 

Irrigation > Golf * Industrial were committed to providing the 
best customer service in the industry. 
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Better Wiper Seal. 
Better Nozzles. 
Better Body Cap. 
Better Switch Now. 
Why are professionals making the switch to Pro-Spray® in record 

numbers? Because Pro-Spray has been designed to be better than 

the leading brand in all aspects. The wiper seal is 

grit-resistant (which helps put a stop to stick-ups) and 

prevents flow-by leakage (which allows the 

^Hfi Lm t o u s e c ' u n der lower pressure). 

The body cap is built strong to resist 

stress cracking in high pressures and extreme 

temperatures. And, the superior engineering of 

Pro-Spray fixed-pattern nozzles features precise 

edges, optimum droplet size, and the industry's 

easiest, as well as most aesthetically pleasing, 

color-coding I.D. system. Visit your Hunter 

distributor to make a change to Pro-Spray 

and make a change for the better. 

Extra strong 
body cap won't 
leak or crack 

Convenient 
pull-ring flush cap 

Hunter 
The Irrigation Innovators 
www.HunterIndustries.com 

Co-molded 
wiper seal 
eliminates leaks 
and "flow-by " 

http://www.HunterIndustries.com


Software for 
Landscape 
Professionals 

800.475.0311 
i n c l u d e . c o m 

Close More Sales 

Increase Production 

WÊÊÊÊÊÊÊÊÊÊÊÊÊÊÊÊÊÊÊÊ 

Lead The Competition 

Serve Clients Better 

s 

tion 

i 

hi 
Û 
3 u 

"Material would be on the higher end 
for us, and subcontractors would be 
on the lower end." 

Katerberg also points out that the 
profit will vary depending on how 
much work they have. "There are 
times when we re looking for work, 
and we'll adjust the markup down," 
he says. "When we're busy, we'll 
increase the markup." 

Katerberg says they like to be able 
to schedule installation jobs three to 
four weeks out. Anything less than 
that is viewed as a slow time, and they 
would be looking for work. Anything 
more is considered a busy period. 

Overhead is another critical 
component of pricing. "The biggest 
thing is understanding what your 
overhead is and making sure you put 
profit on your overhead, as well as 
your labor and materials," Battiston 
says. His estimating spreadsheet has 
overhead built into the manhour cost. 
Every winter, his company figures 

out a budget that determines what the 
overhead per manhour is, which then 
gets plugged into the spreadsheet. 

When all the costs are calculated, 
Battiston says the average price he sees 
is $600 to $650 per zone. "I know 
after we run everything and put in the 
profit we want to see, it runs about 
that," he says, adding that the zone 
price is based on the average home 
having 15 gpm available. 

FACTOR IN VARIABLES. N o matter 
how well contractors know their ma-
terial and labor costs, it's important to 
realize that every job is different. Site 
conditions, travel time and customers 
themselves differ from job to job, and 
they can quickly add on labor costs. 

"The biggest variable is labor," 
Katerberg says. "If I had to enforce 
one thing, it's to know your labor 
costs. If you don't and you're not good 
at incorporating these variables, you're 
never going to be able to run a busi-

' K n o w w h e r e y o u m a d e m o n e y a n d w h e r e y o u d idn ' t 

- t h e b e t t e r y o u a r e a t j o b cost ing, t h e b e t t e r y o u I I b e 
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ness that can keep going." 
Typically, Battiston estimates one 

man per zone per 10-hour day. "If its 
a six-zone job, then we would send six 
guys and they would work 7 a.m. to 
5 p.m.," he says, adding that the aver-
age residential installation job is six to 
eight zones. But not all jobs fit nicely 
into the equation. 

That's why all the variables need to 
be considered in order to bid properly. 
One of the biggest variables that could 
affect labor time is the soil type. Kat-
erberg says soil conditions can vary, 
even within a service area. "Within 10 
miles, you can have very soft, nice soil 
to rock hard soil," he says. 

For Katherine Gavzy, design/build 
division manager, Del Conte's Land-
scaping, Fremont, Calif., her part of 
the country tends to have clay soil. 
"So trenching time is doubled from 

The biggest thing 
is understanding 
what your overhead 
is and making sure 
you put profit on 
your overhead, as 
well as your labor 
and materials. 

- Steve Battiston 

your usual standard benchmarking 
production rates," she says. 

But there are also certain sections 
of their service area where the soil is 
different. "Some residential areas are 
built on landfills, so they have mainly 
sand, which we can cut through eas-
ily," Gavzy says. 

Katerberg warns that contractors 
who don't know how the plumbing 
will come off a building can also incur 
costs. "If you don't notice the water 
pressure is too low, you could incur 
the cost of having an electrician and a 
booster pump," he says. 

Another aspect to site conditions 
is the type of trees on the property, 
which Katerberg says is often over-

The PR5500 offers exceptional outlet pressure 
control to provide consistent performance 
from 1/3 to 12 gallons per minute. 
• 10,15, 20, 25, 30, 35 PSI preset pressures 
• High-strength ABS construction 
• Thread options available for all installations 
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for more innovative flow control, pressure regulation, and micro-irrigation products. 

PR5500 
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p r i c e s a c r o s s t h e n a t i o n 

Equipment 
Location 
Southeast Midwest East West 

Electronic Controllers 
6-zone 
12-zone 
24-zone 

$200 
$450 
$650 

$325 
$504 
$850 

$300 
$500 
$800 

$400 
$700 
$1,000 

Electric Valves 
1-inch 
2-inch 
3-inch 

$50/valve 
$120/valve 
$200/valve 

$72/valve 
$165/valve 
$225/valve 

$100/valve 
$200/valve 
$300/valve 

$130 
$450 
$730 

Heads 
4-inch spray heads 
6-inch spray heads 
Rotors 

$30/head 
$35/head 
$50/piece 

$60/head 
$75/head 
$110/piece 

$70/head 
$70/head 
$100/piece 

$30/head 
$40/head 
$75/piece 

Mainline 
11/2-inch 
2-inch 
3-inch 
4-inch 

$2/foot 
$3.50/foot 
$4.50/foot 
$6/foot 

$2.50/foot 
$3/foot 
$4.25/foot 
$6.25/foot 

$3/foot 
$5/foot 
$7/foot 
$10/foot 

$6/foot 
$6.10/foot 
$7/foot 
$8/foot 

Rain Sensor (required in some areas) 
$125 $175 $175 $200 

Example Total 
A job with 26 rotors, 13 spray heads, one 6-zone controller, 5 1-inch electric valves 
and 100 feet of 11/2 inch mainline would cost: 

$2,340 $5,250 $4,000 to $3,125 
$4,500 

Lawn & Landscape interviewed contractors from East to West to find out how irrigation prices differ. All prices quoted are for new con-
struction only and include labor and installation costs. These are not service or maintenance prices. Because variable installation specifica-
tions and component selection can cause significant swings in price (i.e. depth of piping, backfill requirements, type of valve/sprinkler/timer/ 
sensor, valve manifold configurations, etc.), these prices are based on the most typical specifications encountered in each area. 

looked. For example, if he sees a 
locust trees on a site, he knows labor 
costs will be high because of the intri-
cate and troublesome root systems. 

Knowing the customer also plays 
into pricing, says Fay. Ideally, his crew 
would finish a job within a day. But 
with some general contractors, his 

crews have to leave and come back a 
few times and no change orders are 
allowed. In those cases, Fay has to 
charge more money to cover the costs 
of the extra time involved. O n the 
other hand, when general contractors 
understand the value of scheduling, 
Fay knows he can afford to give them 

a better price because they manage 
their jobs well. 

MISTAKES TO AVOID. Despite 
the best advice, mistakes in pricing 
are almost guaranteed. "We've made 
mistakes," Katerberg says. "Everybody 
makes mistakes on bidding. But you 
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irrigation products, we believe it is our 
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that use water efficiently. Over the 
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and automatic shut-off devices to 
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and low volume drip irrigation, Rain 

Bird designs products that use water 
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beyond products to education, 

training and services for our industry 
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The need to conserve water has 
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more information about 

The Intelligent Use of Water." 
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have to learn from those." 
One mistake Katerberg has seen 

contractors make is charging a flat 
fee for installation jobs. For instance, 
contractors new to the business and 
looking for work may offer to do ev-
ery house in a development for a flat 
$2,000 rate, he says. But that pricing 
doesn't take into consideration all the 
variables of a job, and contractors can 
end up losing money. 

Other times, contractors will 
make the mistake of saying they'll 
beat any price by 10 percent. The 
problem with this is that contractor's 
are relying on other people's bidding 
process, which may not be reliable or 
may be purposely low for competi-
tive reasons. "A lot of contractors just 
starting out are so desperate for work, 
they work themselves right out of the 
business," Katerberg says. 

Fay points out how valuable it is 
to have a comprehensive proposal 
- one that includes verbiage on what 
the job entails and what happens if 
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Eight straight months of hand-weeding 
around the clock can take its toll on 

L the average worker 
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It won't do your bottom line any good, either. Research shows that hand-weeding can knock your profits for a loop in no time. Maybe that's why 

so many nursery operators and landscapers are choosing the superior control of Snapshot* specialty herbicide. Snapshot can be used over-the-top of more 

than 413 field-grown and 235 container-grown ornamentals, for control of 111 broadleaf weeds and annual grasses - for up to eight months. That's more 

than any other preemergence product on the market. Plus, it's gentle on ornamentals. This year, knock out weeds and grasses - instead of your workers -

with the proven performance of Snapshot. ^ / ^ s t k a o n 
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always has been, and always will be, 
low-ball competitors. But contrac-
tors who worry about them or try to 
match them, will end up only hurting 
themselves. "Its my strong belief that 
we re our own worst competition," 
Fay says. "I don't waste my time wor-
rying about those other guys." 

Contractors should also avoid low-
ering their prices to satisfy hard-to-

TAKE THE MONEY & RUN . . . 
WITH A TOUGH, DURABLE MACHINE 

Choose between a $500 instant rebate OR No Interest until 
September '06 / No Payments until October '06 with the 
purchase of any Mega-Max, Max2 or Mid-Max zero turn.* 
Value doesn't have to be expensive. Yazoo/Kees proves that. 

8 7 7 - 3 6 8 - T U R F w w w . y a z o o k e e s . c o m 

*See participating retailer for details. Offer expires 3/31/06. Subject to credit approval. 
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there are any changes to the design. 
Oftentimes, in an effort to provide 
good customer service, contractors 
can rush through the proposal process 
to get working on the job. "But if 
we're not careful, we actually create 
more problems," Fay says. 

One of the biggest mistakes to 
avoid is getting involved in a bidding 
war with low-ball competitors. There 

please customers. Battiston explains 
to customers that his company's 
price comes with expertise and high 
quality. Given that 95 percent of the 
company's work comes from referrals, 
it seems to be a good sales tool. 

But if customers are shopping 
solely on price, Battiston doesn't lower 
his prices to make the sale. "We're 
definitely not the cheapest guy on 
the block, nor do we want to be," 
Battiston says. "If you're looking for 
the lowest priced guy on the block 
then I'm not your guy, and that's OK. 
There is plenty of market for that, but 
it's not what we're looking for." 

To help customers, Battiston will 

H i 

"Ou r biggest mistakes 
have come from being 
sloppy on the estimating 
side. If there is ever a 
time to be slow and de-
liberate, it s when you're 
pricing." 

- Scott Fay 

sometimes offer off-season discounts. 
"We give 7 to 10 percent off of the 
contract if a customer is willing to 
wait until January or February for us 
to install the system," he says. 

In the end, closing a sale and offer-
ing deals goes back to knowing your 
costs. "The No. 1 thing is to know 
your costs because then you know 
what you can give up if you have to," 
Gavzy says. 

And remember: Once an agree-
ment with a customer is made, the 
contract is put away. "The customer 
doesn't want to, and should never, 
hear that we made a mistake and need 
to charge them more money," Fay 
says. "We don't do that. It's our job to 
get it right the first time." 

This makes pricing all the more 
critical. "Our biggest mistakes have 
come from being sloppy on the esti-
mating side," Fay says. "If there is ever 
a time to be slow and deliberate, it's 
when you're pricing." ll 
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A garden, especially a front entry bed, is not a place to be shy. Forget soft pastels 
and boring foliage, and think bold colors and big plants. A punch of color and 
a splash of texture can brighten any bed and helps create a warm, welcoming 
space. 

But being bold doesn't mean throwing all design principles to the wayside. 
The right blend of colors, texture and year-round appeal can create a living 
work of art. Even though today's gardens shun wallflower status, it's still neces-

sary to follow basic design principles to create a unified space. 
EYE-CATCHING COLOR. It's hard to ignore a garden overflowing with vibrant color. And 
with shades of reds, pinks and purples gaining popularity, it seems more customers want their 
gardens to scream, "Look at me!" 

Jessica Atchison, industry communications manager, Ball Horticultural Co., West Chicago, 
111., sees rich, bold colors, such as burgundy, purple and black becoming more popular, along 
with warm tones like yellow, orange and fuchsia. "We're moving away from pastels and toward 
deeper or more vibrant colors that provide a sense of fun or luxury," she says. 

Although client preferences will differ from job to job, it's hard to argue the prevalence of 
red, pink and purple hues. For example, Nicholas Staddon, director of new plant introductions, 
Monrovia Growers, Azusa, Calif., notes the continued popularity of weigelas, especially a new 



variety that offers burgundy leaves. 
"It used to be they only had green 
leaves," he says. "But now you have a 
rich coppery tone that offsets the pink 
or red flowers." 

Roses are a perennial favorite 
among clients, and an increased use 
of Knock Out Shrub Roses also sug-
gests a trend toward pinks and reds. 
But its not just the color that makes 
the plant popular. William Healy, a 
landscape designer who works with 
Morton's Landscape Development 
Co., Columbia Station, Ohio, started 
using the Rosa variety of the plant 
about six years ago, and it quickly 
became one of his favorites because of 
how much it flowers and how tolerant 

it is to disease. Healy is also a big fan 
of the Blushing variety, which comes 
in a lighter pink color. 

Purple is also a big hit in gardens, 
thanks in part to Geranium Rozanne, 
a new variety of hardy geranium. 
Kevin O'Brien, landscape designer, 
Lifestyle Landscaping, Grafton, Ohio, 
likes to use the flower, especially when 
planted in mass. "It virtually flowers 
all summer," O'Brien says. "It gets 
about 1 foot tall, but has a strong 
horizontal habit to it." 

But of all the colors, Staddon 
believes one in particular is gaining 
the most favor. "If you look at trends 
in interior design and fashion, there 
is a quiet trend toward pinks and 

greens," he says. "Pink is becoming an 
enormously popular color again." 

It's often difficult for the gardening 
industry to keep up with other design 
trends because of How long it takes to 
bring a plant to the market. But Stad-
don predicts the timing is perfect for 
a new dwarf pink echinacea due out 
next year called Pixie Meadowbrite. 
The plant grows 18 to 20 inches high 
and wide. "At last, we have a plant 
that ties into fashion and interior 
design," he says. 

A T O U C H OF T E X T U R E . The 
bold look doesn't just apply to color, 
but size and shape as well. Plants with 
large flowers and foliage can add vi-



lesign /build 

© now t r o d i ne 
Vaughn's Lillie Oakleaf Hydrangea 

• Offers large, full heads of white flowers 
• Emerges a soft, lime green color, matures to 

pearly white and ages to pink blush 
• Emerald green foliage turns burgundy in 

the fall 
• Maintains seasonal interest with peeling 

reddish-brown bark 
• Matures to 4 feet high and 5 feet wide 
• USDA Cold Zones 5 to 9; AHS Heat Zones 

1 to 9 
- Monrovia Growers 

Mystic Spires B lue Sa lv ia 
• Naturally compact habit with a mature height 

of 12 to 14 inches 
• Suitable for landscapes, containers and 

combination plantings 
• First-year flowering, so it can be used as an 

annual in colder climates 
• True blue flowers cover the plant all 

season long 
• Hardy to UDSA Zone 7 

- Ball Horticultural Co. 

sual interest to any garden. The trend 
toward "monster plants," as Atchison 
calls them, looks like its here to stay. 
"In annuals, the most attention-get-
ting plants of the 
past year have been 
giants in some way," 
she says, pointing 
out the Kong coleus, 
Magilla perilla and 
Wave petunias. 
"The Kong coleus 
has enormous leaves 
with flashy color pat-
terns. The Magilla 
perilla is an annual 
foliage plant that 
grows up to 3 feet 
tall, and Wave petunias spread up to 
4 feet." 

Staddon notes the popularity of 
oakleaf hydrangeas which, instead of a 
regular green leaf, have a large oakleaf 
that can grow 8 to 9 inches across. 

In addition, the leaves turn vibrant 
shades of crimson and burgundy in 
the fall, providing year-round interest. 
Next year, Staddon says to watch for a 

ger-is-better trend is the increased 
use of tropical plants in recent years. 
"Designers are using tropical plants in 
beds to add bold texture and color," 
Healy says. "Cannas, which can grow 
up to 6 feet tall and have huge leaves 
and wild-colored flowers, are a popu-
lar choice." 

In addition to large plants, cus-
tomers are drawn to soft plants. "I 
think people like textures they can 
actually touch," Staddon says, such as 
ferns and ornamental grasses. 

Atchison notes the increase of 
what she refers to as "touchy-feely" 
plants - the kind that make you 
want to reach out and touch them. 
"Examples would be Silver Shield 
plectranthus, a variety with thick, 
fuzzy silver leaves or Purple Majesty 
ornamental millet, which has fluffy 
seed heads," she says. 

Atchison also sees a trend of 
combining lots of different textures. 
"Plants with big, fuzzy leaves or small, 
succulent foliage can harmonize per-
fectly with large-flowered annuals in 
combination plantings," she explains. 

Bob Thomas, landscape designer, 
Moon Landscaping, Yardley, Pa., says 
his clients, who live in homes worth 
around $1 million, prefer a more 
evergreen look to their front gardens. 
They like the formal look it offers, 
as well as the year-round interest it 
provides. "P.J.M. Rhododendron, 
for example, has a green leaf in the 
main growing season, but the leaves 
turn a little mahogany in the fall and 
winter," he says. 

To create textural differences, 
Thomas will place a broadleaf ever-

"If you look at trends in interior design and fashion, there is a 

quiet trend toward pinks and greens. Pink is becoming an 

enormously popular color again.' ' - Nichol as Staddon 

\ 
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new breed called Vaughns Lillie. "The 
plant is 4 to 3 feet tall and 4 to 5 feet 
wide," he says. "The flower is the size 
of a small child's head. It's a gorgeous 
plant with year-round interest." 

Another indicator of the big-

green next to a finer leaf evergreen. 
Next to that, he'll plant a juniper 
variety, which offers more of a needle 
evergreen. In addition to differing 
texture, all these plants have various 
shades of green. He says he tries to 
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Sometimes design 
rules were made to 
be broken. Here, 
larger plants with 
see-through ability are 
placed in front, rather 
than in the back of a 
bed. Photo: Morton's 
Landscape Develop-
ment Co. 

stick with 12 to 15 varieties for an 
entire front-yard planting. Occasion-
ally, he'll also incorporate ornamental 
grasses such as Adagio for texture and 
color variation. 

In addition, Thomas' customers 
live in an area where deer often eat 
plants in the landscape. When design-
ing beds, he needs to select plants 
that are tolerant to deer, which can be 
challenging. "Deer are an all-season 
long problem, and their appetites 
change weekly," he says. 

A popular plant, both for its 
appearance and its deer-tolerance, 
are boxwoods. In addition to being 

draws the eye. Close by, I would have 
a plant to soften it, such as moving 
grasses." 

E V E R Y T H I N G IN ITS PLACE . 
Once plants have been selected for 
a bed, the next step is figuring out 
where they should go. The goal of 
entry bed plants is to create a welcom-
ing space and call attention to the 
entrance. 

A plant with an interesting texture 
or a splash of color can highlight the 
entry. "There may be a specimen 
plant material such as a Japanese 
white pine to show this is an area of 

'Designers are using tropical plants in beds to add bold texture 

and color. Cannas, which can grow up to 6 feet tall and have 

huge leaves and wild-colored flowers, are a popular choice/' 

- William Healy 

used as hedges, they can also be used 
to frame the sides of an entrance or 
as a single specimen in a container. 
"I would plant a triangle of three 
of these in a garden," says Staddon. 
"It gives it a mathematical look that 

interest," O'Brien says. 
O'Brien also uses the area around 

the front door and porch to do a more 
detailed planting. "At that point, peo-
ple have slowed down enough to take 
everything in," he says, adding that as 

he moves farther from the door, he'll 
start massing plant material. 

With the right placement, plants 
can also disguise parts of the house, 
such as an electric meter or a down-
spout, and accentuate other parts, 
such as a unique architectural feature. 

It's also important to remember 
that gardens should be appealing 
from the inside, as well as the outside. 
That's why Thomas always asks to go 
inside the home when he visits a site. 
"We can determine what views we 
may want to screen or disguise," he 
says. "Many of the homes we work on 
have a lot of windows, so we want to 

design the garden for inside, 
as well as outside viewing." 

Massing plants together 
delivers the best color show, 
and it also helps allevi-
ate maintenance because 
the plants crowd out weed 
competition. "If you group 
things together, the texture 
becomes one," O'Brien says. 
"It has more impact visually 
than a bunch of individual j 
elements." 

But be sure to consider 
how the garden will look 

from up close as well as far away. A 
block of dark-leaved plants works in 
dappled shade areas and may look 
good up close, but when from a 
distance, they can look like a black 
hole. "To liven up the space, use them 
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in conjunction with blues, golds or 
bright greens," Staddon suggests. 

Even though a plant may offer 
the right color and texture, it doesn't 
mean it's the right plant for the space. 
Staddon says the greatest tip ever 
passed on to him was to be aware of 
how big a plant will get. "A plant may 

be beautiful and the color just right, 
but if it's too big or too small for the 
spot, the design won't work," he says. 

For example, says O'Brien, it's not 
a good idea to cram a Viburnum one 
foot from a pathway. "It will ultimate-
ly grow into the pathway and create a 
maintenance issue." 

'The ch oices in plants can be completely overwhelming. 

You can get help from the Internet, catalogs and your wholesale 

grower to make sure you're making the right decision. A little 

research up front means better results later on." 

- Jessica Atchison 

When placing annuals, Atchison 
recommends placing plants close 
enough to fill in quickly. "It takes 
more plants, but it also makes a much 
bigger impact and results in a happier 
client," she says. "Nobody likes to see 
bare spots." 

Understanding the plants and 
knowing their growth 
habits can ease selection 
and eliminate potential 
headaches. "The choices 
in plants can be com-
pletely overwhelming," 
Atchison says. "You 
can get help from the 
Internet, catalogs and 
your wholesale grower to 
make sure you're making 
the right decision. A little 
research up front means 
better results later on." 

BALANCING ACT The shift 
may be toward bold color, but 
in order to remain beautiful, 
designers need to follow basic 
design principles. This doesn't 
mean gardens have to be stale 
or staid. Designs should be 
creative and dynamic, but the 
goal is to provide balance. 

Bold textures are great, but 
the bold stands out because 
finer textured plants are nearby 
for them to play off. Balance 
is what gives gardens more 
appeal. "Garden beds need 
to have some type of unity," 
Healy says. "If they don't, it's 
chaos." 

Unity can be easily estab-
lished through repetition, such 
as using a group of oakleaf hy-
drangea on both sides of a gar-
den. Or, if there is a triangular 
planting on one side of the 
garden, use the same triangular 
planting somewhere else in the 
garden. "This creates balance 
and natural flow of the eye," 
Staddon says. 

To bring unity to his de-
signs, Healy likes to place one 
plant, say a red peony, at the 
end of a driveway, and then 
repeat that plant by the front 
door. "Design-wise, it takes 
the eye and philosophically, it 
brings the person to the door," 
he says. "It's easy to do, but it 
creates repetition and unity." 

While basic principles are 

Designers don't have 
to contain their cre-
ativity to plant beds. 
Planters are a great 
way to complement 
a landscape bed 
or spruce up an 
entryway. Photo: 
Monrovia Growers 
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Bold plants can add 
visual interest to any 
garden. Designers note 
a definite trend toward 
large, attention-getting 
plants like this Kong 
coleus. Photo: Ball 
Horticultural Co. 

the key to an effective design, that 
doesn't mean creativity has to be 
stifled. In fact, Atchison sees more 
designers following the idea that 
anything goes. "You can interplant 
petunias among junipers, for example, 
or try breaking up long beds with ex-
otic-looking tropical plants," she says. 

Healy also likes to go against the 

says that rule doesn't always have to be 
followed. 

He suggests placing larger plants 
with see-through ability, such as a me-
dium-sized perennial like Persicaria, 
in the front of a bed. "If it's a grassy 
plant or the flowers are up higher on 
stems, you can see through the flowers 
to the plants in the back of the bed," 

4 You can accentuate and soften an entranceway with contain-

ers of flowers, perennials or columnar plants. Sometimes people 

have to wait in entranceways, so you should give them something 

to look at while they do. ' - Nicholas Staddon 

flow when possible to add some kick 
to his designs. For instance, standard 
design principles say large plants 
should be placed in the back of a bed, 
and small plants in front. But Healy 

he explains. 
But to get really creative, some-

times it's necessary to think outside 
the bed. "Landscape beds are im-
portant, but little spots of color in 

containers can really help tie the 
landscape beds in with surrounding 
structures," Atchison says. 

Staddon agrees that containers are 
a great way to spruce up a landscape 
bed or entryway. "You can accentu-
ate and soften an entranceway with 
containers of flowers, perennials or 
columnar plants," he says. "Some-

times people have to wait in 
entranceways, so you should 
give them something to 
look at while they do." 

Containers can hold an as-
sortment of ornamental plant 
materials, a small tree, or even 
grasses and bamboo. Other 
popular container plants are 

/

Endless Summer hydrangea 
and columnar plants, such as 
boxwood. 

But in the end, the most 
important thing to remember 

is that a garden is not the place for a 
designer to be shy. 

"Don't be afraid to be dramatic," 
says Staddon. "A garden is a place to 
unleash your creativity.' LL 



L a s t y e a r s s e v e r e 
w e a t h e r in many 
s t a t e s r e s u l t e d in 
s e r i o u s l a n d s c a p e 
p l an t d a m a g e . 
Take s t e p s to 
p r o t e c t and r e p a i r 
your c u s t o m e r s 
t r e e s w i t h p r o p e r 
and w e l l-thought-
out p run ing . 

e w i n g 

rotect the investment that is your property. The landscap-
ing and trees is your yard make up a significant portion of 
your property value. It is the first thing people see, and when 
you try to sell your home with less-than-stellar landscaping, 
the curb appeal is gone," states Fran Lambert, co-owner of 
Mariposa Tree Service, based in Rancho Santa Fe, Calif. Fam-

ily owned and operated for almost thirty years, Mariposa Tree Service is a 
trusted partner of Miramar Wholesale Nurseries (MWN) and is a member 
of the Professional Tree Care Association of San Diego. 

With hurricanes ravaging many Southern U.S. states in 2005 and even 
torrential storms throughout Southern California created deadly mudslides 
and floods, both MWN and Mariposa Tree Service helped clean up dam-
age, such as knocked over trees. 

While there have been numerous accidents and damage, clean-up crews, 
landscapes and nurseries will be busier than ever in 2006, getting these 
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Very good heat tolerance with good 
resistance to stripe rust and stem rust. 
Seed production fields show very little 
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Kentucky Bluegrass 
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good stem rust and stripe smut resistance. 
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Dark blue-green color with medium 
leaf texture and good year-round color. 
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powdery mildew. 
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areas prepared for a serene spring. 
And preparation also includes taking a 
number of preventive steps to prepare 
trees for any future storms. 

RESILIENT TREES. If you take a 
quick drive around your neighbor-
hood, you are bound to see one, 
if not more, trees cracked in half 
- resulting in damaged trees and 
road hazards. Trees are resilient by 
nature, and if damage occurs dur-
ing a harsh winter, it is likely that a 
natural pruning process will be taken 
care of by Mother Nature. Wood 
debris are beneficial to the survival 
of the tree as it provides essential 
nutrients to be recycled for continued 
growth. A tree's fate is determined 
by the amount of damage sustained. 
If it has lost less than 25 percent of 
the canopy, it will probably recover. 
However, many times new growth 
occurring after tree damage can result 
in weakened limb growth, uneven 
re-growth or unbalanced limb weight 

that will, once again, have 
the potential for break-
age. Left untouched, many 
tree wounds can also invite 
bacterial or fungus damage 
later on. But if the main 
portion of the trunk has 
snapped in half, it will most 
likely need to be removed at 
a later date. 

Pruning is considered a 
science, since it often re-
quires special equipment and 
can be dangerous - both to 
the landscape contractor and 
the tree's health. Encourage 
your clients to hire a profes-
sional certified in your state, 
since they will have the prop-
er equipment and liability 
insurance to cover injuries 
suffered while repairing trees 
on your property. 

MAINTAIN ORDER. 
Contractors should first tend 

L a r g e , E a s y t o R e a d , s i g n s c a n g e n e r a t e 
N E W C u s t o m e r s . W e c a n p r i n t y o u r s i g n in a n y 

i, S h a p e , or C o l o r . 
M e n t i o n T h i s A d A n d 

S A V E $ 2 5 . 0 0 o n Y o u r O r d e r * 
•Orders must be placed before February 28, 2006 

New Orders Only 
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p r a Estimates 

XZS888-2-B-GREEN 

CAUTION! 
PESTICIDE arpucTvo' KEEP 

p e s t c o l 
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K a tree has lost less than 25 percent of its canopy in a storm, it has a good 
chance of recovering. Photos: Corona Clipper (left - page 164); Fiskars (above 
and page 166) 

to trees close to structures, and work their way out. Unless 
trees pose a hazard to roads or power lines, they can probably 
be left alone. As a general rule, no branch should be pruned 
without a reason. The recent storms creates the temptation 
to over prune, the objective of pruning should be limited to 
the removal of what is hazardous and structurally weak; the 
natural form of the tree should be maintained as much as 
possible. 

Removal of a tree may be a consideration when the fol-
lowing occurs: the entire top is broken off or when one of the 
arms of a Y junction on the trunk has started to split. How 
a tree is pruned will greatly affect the growth form, vigor 
and stability of the tree. Two common types of pruning are 
thinning out and 
topping. 

Thinning out 
is also known as 
selective cutting or 
drop-crotching. It 
involves complete 
removal of a branch 
back to the main 
stem, or to another 
lateral branch, or to 
the point of origin. 
With thinning out, 
the overall general 
shape of the tree 
is kept. Pruning 
wounds are closer 
to the stem and heal 
more rapidly. In 
addition, stimula-
tion of new growth 
is distributed over 
many growing 
points. 

Topping is a 
more severe type 
of pruning and 

Most landscapers are 
in clean-up mode rather 
than prevention mode. 
By evaluating the 
planting climate, soil 
compatibility and tree 
species structure, 
your plant materials 
will be better apt 
to weather storms. 

- Tom Ewing 

frwkVfax 
Remote Control 
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Best Friend. 

Goes where you go! 

Works where you work! 

A palm full of irrigation 
control features right 

at your fingertips 
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consists of cutting the top of a tree in 
a "flat-top" or "snowball-cone" shape. 
With topping, effects will be far more 
negative. Numerous new shoots will 
develop rapidly, producing many fast-
growing, succulent sprouts. The tree 
will appear bushy, and the new shoots 
will generally form more structurally 
weak junctures with the main branch 

of the limb. Branches will tend to 
angle up very closely to the tree 
trunk, producing weak crotches. 

"If you cut down the foliage 
too much, the tree will use all of its 
energy reserves to regenerate the foli-
age," Lambert explains. "This leaves 
little energy left to resist disease, 
and may also result in limbs that are 
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weakly attached." 
Topping also reduces the num-

ber of leaves a tree has, limiting the 
trees' ability to produce food energy 
through photosynthesis, which can 
result in the plant's early death. 

Because of the weather, most land-
scapes are in clean-up mode rather 
than prevention mode. By evaluating 
the planting climate, soil compat-
ibility and tree species structure, your 
plant materials will be better apt to 
weather storms. Trees less than 30 
feet often do well in high-traffic areas. 
Even if you choose the perfect plant 
for the perfect place, regular care and 
maintenance is important. 

While the job of cleaning up after 
a storm is an enormous one, it is not 
necessary to do everything for your 
clients at once, even though they 
may demand it. By slowing down 
your clean-up activities and thinking 
before acting, you may actually save 
yourself and your clients a lot of hard 
work. When in doubt as to what is 
best for your customers' trees, read up 
on pruning or consult a professional. 
With careful pruning and patience, 
you may discover just how resilient 
trees really are. I LL 

The author is a California Certified 
Nurseryman with more than 25 years of 
horticultural experience and managerial 
expertise. Miramar Wholesale Nurseries 
has facilities in San Diego, Irvine/Lake 
Forest and San Juan Capistrano, Calif. 
If you wish to subcontract tree services to 
a certified arborist, contact the Ameri-
can Society of Consulting Arborists at 
www.asca-consultants.org. 

http://www.asca-consultants.org
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A l t h o u g h mode l s and f e a t u r e s va ry w ide l y , choos ing a g e n e r a t o r 

doesn ' t have to be a con fus ing p roces s . 

by l< a t h I e e n f r a n z i n g e r 

Generators supply power on job sites where electricity is needed, but 
not readily available. But a generator is a piece of equipment many 
contractors may not know much about. Adding to the confusion is the 
multitude of choices available. Generators come in a range of wattages. 
Some are noisier than others. Some are more portable, and some are 
more durable. With all the variations, contractors can be left wonder-

ing how to select the right one for their needs. 

THE RIGHT CHOICE. The first question a contractor should ask is obvious enough: 
What is the generators primary purpose? Contractors must first figure out what type of 
equipment and, if applicable, how many pieces of equipment will be running off of the 
generator at one time. 

The next step is to find out how much power the equipment needs to run. For 
example, if a contractor is going to run three pieces of equipment, he has to know how 
much power each piece requires, says Dale Gabrielse, training manager, Robin Subaru, 



Wood Dale, 111. "And if he wants to 
run all three at the same time, he has 
to add that up and choose a generator 
big enough to handle that," he says. 

But how do you figure out how 
much power the equipment needs 
to run? Most equipment will have a 
data tag or plate with a rating on it 
that tells how many amps the 
electric motor draws and 
how many volts it runs on, 
says Rick Kier, president of 
Syracuse, N.Y.-based Pro 
Scapes. Multiplying the 
amperage by the voltage will 
give the wattage, he says. 
"For example, a circular 
saw drawing 10 amps on 
120 volts would need 1,200 
watts to run," Kier says. 

Its also critical to keep 
start-up amperage in mind. 
"When you're running 
power tools off of a gen-
erator, start-up amperage is 
important because electric 
motors always take more to 
get started," Kier says. 

If the generator a 
contractor is using is too 
small, it won't have enough 
wattage to start the equip-
ment. But fortunately, most 
equipment is rated on its 
start-up amperage, so the 
data tag information already 
takes that into account. 

In addition, many generator 
manufacturers can provide average 
wattage requirements for various 
pieces of equipment, with some even 
offering charts online. But remember 

rather than smaller, than their needs. 
"You add up everything you want 
to run," Gabrielse says. "Then you 
add on another 300 to 400 watts as a 
cushion." 

Kier agrees it's important to leave 
some wiggle room when it comes to 
wattage. "You have to think about 

Photo: Robin America 

what equipment you want to run 
and what its draw is and give yourself 
room in case you want to run 
two of that equipment off it in the 
future," he says. "You don't want to 
buy the bare minimum." 

The hardest thing on generators is that people don't use them. 

If they1 re not being run regularly, generators need to be exer-

cised every so often to burn off any moisture. They are electrical 

pieces of equipment." - Dale Gabrielse 

these are averages, so it's important 
to use them only as a guideline, says 
Gabrielse. 

Once the necessary wattage has 
been calculated, contractors should 
then select a generator that is larger, 

C O S T C A L C U L A T I O N S . Con-
tractors also need to consider how 
much they want to pay for a genera-
tor. Gabrielse notes the wide range of 
prices and types of generators avail-
able. "You can go to Home Depot or 

Lowe's and you can buy a 6,000-watt 
generator for $500 to $600," he says. 
"But higher quality generators cost 
double, sometimes 2.5 times, that 
price. A high-end 6,000-watt genera-
tor may be $1,300 instead of $500 
to $600. But you're buying a better 
quality generator." 

Kier also agrees 
that the cost of gen-
erators varies greatly. 
"Depending on the 
bells and whistles you 
get, generators can 
cost $200 to $4,000 
- sometimes even 
more," he says. 

But with a higher 
price tag comes better 
quality, says Gabrielse. 
Better quality means 
quieter, more durable, 
lighter weight and 
longer life equip-
ment, he says. If these 
factors are important 
to the contractor, the 
generator is worth the 
money. If the genera- j 
tor will be used on a 
regular basis or in areas 
where quiet operation 
is a necessity, a higher 
quality generator is the 
best option, he says. 

Kier puts his two 
portable generators to work mainly 
when planting flowers on large com-
mercial sites, such as shopping centers. 
"We plant 30,000 annuals in the 
spring and we set it up like a mass 
production line," he explains, adding 

that one crewmem- ] 
ber has the potted 
plant while another 
uses an auger to dig 
the hole, and another 
crewmember follows 
behind to do the 
actual planting. "The 
generator is mounted 
on flower carts 
and we move them 
around the site." 

One way to try out 
a generator without 
a large investment is 

by renting one. Kier owned a 4,000-
watt generator for 15 years. "It came 
with a motor home we bought to use 
as a job site office," he says. 

At first, Kier would use that gen-
erator and then rent another one dur-
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Generators can be a 
big help to contractors, 
supplying power on job 
sites where electricity is 
needed. Photo: Honda 
Power Equipment 

ing planting season. "But we would 
incur extra costs when we rented the 
second one," he says, so about a year 
ago he purchased another 2,500-watt 
generator. Kier estimates that he runs 
his portable generators around 100 
hours a year. 

When it comes to generators, Kier 
also stresses the importance of ground 
fault interrupters or GFIs. "Genera-
tors need a GFI because without one, 
you can be electrocuted," he says. "In 
my opinion, every generator being 
used in professional business should 
have a GFI." 

Fortunately, most generators today 
have the GFI built right in. Older 
ones, Kier says even as recently as 8 to 
10 years ago, don't usually have one. 
"You can buy one for around $50 and 
attach it to your generator," he says. 
"We require our employees to use a 
GFI on our older generator." 

M A I N T E N A N C E T IPS . Once 
the selection has been made and 

the perfect generator purchased, it's 
important for contractors to keep 
the generators running as long as 
possible. The maintenance is fairly 
easy, requiring the oil and air filter be 
changed regularly. "The hardest thing 
on generators is that people don't use 
them," Gabrielse says, adding that 
moisture builds up when generators 
aren't used. "If they're not being run 

regularly, generators need to be exer-
cised every so often to burn off any 
moisture. They are electrical pieces of 
equipment." 

Gabrielse recommends contrac-
tors run portable generators once 
every six months for at least an hour. 
"Ideally, it would be nice to run it 20 
to 30 minutes on a quarterly basis," 
he says, LL 
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Landscape A t t a c h m e n t s 

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 
your John Deere tractor. 

So, whether you're grading a driveway, seeding the 
grounds, mowing grass or tilling the beds, Frontier helps 
you get the job done quickly and easily. YouTl 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. 
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Edging Ahead 
Check out these tools to give lawns and flowerbeds a professional edge. 

compiled by kathleen franzinger 

Shindaiwa LE261 Lawn Edger 

• Powered by a 24.1-cc, 1.3-hp engine 
• Operators can trim along sidewalks and 

straighten edges around flowerbeds 
• Features a heavy-duty gear case with helical 

gears 
• Includes an easy-to-adjust guidewheel and 

fully adjustable front handle 
• Equipped with a low-emission catalytic muffler 
• Shindaiwa - 800/521-7733, 

www.shindaiwa.com 
Circle 200 on reader service card 

Maruyama ED2620 Edger 

• Equipped with a 25.4-cc commercial engine 
• Weighs 15.8 pounds 
• CARB-compliant machine is portable and 

maneuverable 
• An open-shield offers greater visibility 

and an oversized guidewheel helps 
with control 

• Comes with a two-year commercial warranty 
• Maruyama - 253/735-7368, 

www.maruyama-us.com 
Circle 201 on reader service card 
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Tanaka TPE-250PF Portable Stick Edger 

• Powered by a 24-cc, 1.3-hp PureFire two-stroke engine 
• Features a heavy-duty, eight-layer cable 
• 3-inch cutting depth 
• Comes with a one-year commercial warranty 
• Weighs 14 pounds 
• Tanaka - 888/482-6252, www.tanaka-usa.com 
Circle 202 on reader service card 

Stihl FC 100 Curved-Shaft Edger 

• Equipped with a 31.4-cc engine 
• Uses 4-Mix lubrication technology that requires a 50:1 

fuel mix ratio, so there is no separate oil supply to 
maintain 

• Features adjustable depth control to handle a range of 
applications 

• Heavy-duty skid plate protects the gearbox from wear 
• Weighs 13.7 pounds 
• Stihl - 800/467-8445, www.stihlusa.com 
Circle 203 on reader service card 

http://www.shindaiwa.com
http://www.maruyama-us.com
http://www.tanaka-usa.com
http://www.stihlusa.com


LawnôfLandscape 
Irrigation Workbook 

5 BOOK SPECIAL 
This workbook offers a comprehensive look at 
irrigation design, installation, maintenance and 
water management including practical hands-on 
techniques. Each chapter contains questions 
and answers which can be used to test your own 
knowledge or as in-house training tool for new 
and seasoned employees. Appendix includes 
detailed drawings of irrigation installations and 
tables and conversion data. 

O r d e r 5 I r r i g a t i o n W o r k b o o k s 
f o r $ 1 2 . 0 0 e a c h . S a v i n g s o f $ 1 4 . 7 5 

$50.°o 
(plus shipping) ' 

To Order Your Copy of the Lawn & Landscape 
Irrigation Workbook: 
1. Visit www.lawnandlandscape.com/store. 
2. Call a Lawn & Landscape Store Representative 

at 800-456-0707. 
3. Mail this form to Lawn & Landscape Media Group, 

Attn: Lawn & Landscape Store 
4012 Bridge Avenue, Cleveland, OH 44113. 

4. Fax this form to a Lawn & Landscape Store 
Representative at 216-961 -0364. 

Name 
Title 
Company 
Address _ 
City 
Phone 
Fax 
Email 

State .Zip. 

I'd like to order set (s) of Lawn & Landscape Irrigation Workbooks 
@ $50.00 per 5 book special - OR - one Irrigation Workbook for $14.95 each. 

MERCHANDISE TOTAL $ 

Ohio residents add 8% sales tax $ 

SHIPPING & HANDLING 
Inside the United States - first set $10.00; additional sets $2.00 each - OR 
$6.00 per book if ordering one book - International - first set $11.00; 
additional sets $4.00 each 

$ 

TOTAL AMOUNT DUE $ 

Check enclosed (Make payable to: Lawn & Landscape Media Group) 

Charge my American Express Visa Mastercard Discover/Novus 

Card Number Exp. Date / _ 

ALL0206 

http://www.lawnandlandscape.com/store
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John Deere XT140SSELE 
Stick Edger ^ 

• Powered by a 25.6-cc, low-emission 
M-Series engine 

• Features a large guidewheel, straight 59-inch 
shaft and an 8-inch blade 

• Adjustable depth control lets operators cut as 
deep as 2.25 inches 

• Low-tone muffler with glass-wool lining 
reduces noise 

• Includes a cast-aluminum edger blade housing 
and cushioned loop handle 

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

Circle 204 on reader service card ^ ^ 

BlueBird Landscape Edger and 
CableLayer 

• Edger creates landscape beds; CableLayer 
lays pet fence or landscape lighting from 
2 to 4 inches deep 

• A common platform and interchangeable blades 
and shields (available in optional kits) let users 
switch between each unit in seconds 

• Removable shield eases access for 
maintenance and cleaning 

• Powered by a 5.5-hp Honda GX engine with a centrifugal clutch 
• Rear wheels lock to create straight bed edges or 

operate in full steering mode to create curved shapes 
• BlueBird - 800/808-2473, 

www.bluebirdintl.com 
Circle 205 on reader service card 

E-Z Trench Bedscaper 
BE310-A Trencher 

• 6.5-hp Honda GX engine features a centrifugal clutch in oil 
• Features handle-mounted controls for the throttle 
• Offers adjustable cutting depth and handle height 
• Helps easily create landscape beds or redefine them 
• E-Z Trench Mfg. - 843/756-6444, 4 

www.eztrench.com 
Circle 206 on reader service card 
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http://www.johndeere.com
http://www.bluebirdintl.com
http://www.eztrench.com


Echo Edger Shield 

• Back portion of shield is cut-away so edger 
won't bog down in tough grasses 

• Available on the company's PE-230/231, 
PE-260/261 and PE-311 edgers 

• Also available on the edger attachment for 
the Pro Attachment Series 

• Echo - 800/432-3246, www.echo-usa.com 
Circle 207 on reader service card 

Little Wonder Pro Edger 

• Edges at speeds up to 90 feet per minute ^ 
• Features fingertip controls and full axles 

on front and back 
• Includes nonslip drive belts, solid-steel 

drive shafts and a 3-quart gas tank 
• Little Wonder - 877/596-6337, 

www.littlewonder.com 
Circle 208 on reader service card 

RedMax HEZ2500S 
Straight-Shaft Edger 

• Economically designed for taller operators 
• Solid shaft offers durability and good throttle 

response < 
• Powered by a 25.4-cc Strato-

Charged pure two-cycle engine 
• Features an aluminum die-cast 

shield with an anti-clog system, extra-
large steel protector for the shield 
and gearbox and synchronized 
flap to keep the wheel ideally 
positioned 

• Nylon throttle is soft and flexible 
to prevent breakage 

• RedMax - 800/291-8251, www.redmax.com 
Circle 209 on reader service card 
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Vermeer. 

TURNING THE LANDSCAPE AND IRRIGATION INDUSTRY UPSIDE DOWN 

H M P 
We hold reliability to 
a high standard. Yours. 
We know you demand reliability on the job site, and 

that's why many contractors choose Vermeerv 

equipment. Vermeer understands your business and 

has developed pioneering products that help 

customers succeed and are backed by a dependable 

dealer network to support you on the job site with 

Call 1 -888-VERMEER or visit Vermeer.com 

personal attention. Trust a leader in land care — 

Vermeer 
VERMEER « a trademark of Vermeer Manufacturing Company in the U.S. and/or other countries 
O 2006 Vermeer Manutactunng Company, AM Rights Reserved 
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Skeeter Solutions 
Thinking of adding mosquito control to your service mix? These products and services keep customers' properties clear 

of the summer-spoiling pests. 

compiled by kathleen franzinger 

Bayer Suspend SC Insecticide SlISpencT SC 
with DeltaGard ^ with Del taGard 

El 
BËÏ53 

* 
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• Features low-dose rates and broad spectrum 
control 

• Suitable for providing mosquito control around 
residential and commercial structures 

• Offers the benefits of deltamethrin, a single 
pure isomer that provides quick knockdown 
and good residual 

• Can be applied in a residual barrier treatmei 
targeting resting areas and other dense, 
cool and damp areas 

• Leaves no visible residue, has virtually no 
odor and won't clog spray equipment 

• Bayer Environmental Science -
800/524-1662, www.bayerprocentral.com 

Circle 210 on reader service card 

FMC TalstarOne Insecticide 

• Provides long-lasting control of mosquitoes, as well as 75 other pests 
• Kills mosquitoes on contact, unlike other products that act only as 

repellents 
• Labeled for use around perimeters and ornamentals, as well for 

residential, commercial and recreational uses 
• Offers a long half-life in sunlight and no visible residue, odor or phyto 

toxic effects 
• Use as integrated mosquito management to reduce the population for 

the entire season; barrier treatments for larger outdoor spaces; and 
opportunity treatments for a limited time period 

• FMC Corp. - 800/321-1362, www.talstar-one.com 
Circle 211 on reader service card 

Syngenta Demand CS Insecticide 

• Controls more than 20 insect pests, 
including mosquitoes 

• Delivers quick knockdown and long residual 
• Low, flexible use rates minimize exposure 
• Little to no odor 
• Combines an advanced generation 

pyrethroid with a unique, 
encapsulated water-based formulation of the 
active ingredient lambdacyhalothrin 

• Syngenta - 866/796-4368, 
www.syngentaprofessionalproducts.com 

Circle 212 on reader service card 

Mosquito Squad 
Franchises 

• Mosquito Squad sells and installs 
automatic misting systems that kill 
mosquitoes and other insects 

• Outdoor areas are fogged with pyrethrum, 
an EPA-approved, natural insecticide, two 
to four times each day 

• Startup costs average from $65,000 to 
$95,000 and cover minimal equipment 
needs, a vehicle and initial capital 

• Franchisees receive classroom and field 
training at corporate headquarters, as well 
as post-training support 

• Mosquito Squad - 704/752-3693, 
www.mosquitosquad.com 

Circle 213 on reader service card 

http://www.bayerprocentral.com
http://www.talstar-one.com
http://www.syngentaprofessionalproducts.com
http://www.mosquitosquad.com
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Dimex EdgePro Ultra Landscape 
Border System 

• Durable PVC form won't rust, crack, rot 
or deteriorate from weather exposure 

• Easily curves to outline traditional and 
raised planting beds, concrete patios and 
walkways and planting beds around trees 

• Connectors click into an integrated track 
system to lock together sections without 
overlapping or nesting edging pieces 

• Spike anchoring adapters also use the 
track system to hold 3/8-inch-diameter 
steel landscape spikes of any length 

• Available in black, 8-foot-long sections 
• 4-inch-high, vertically symmetrical profile 

lets pieces be used in either direction 
• Dimex - 800/334-3776, 

www.edgepro.com 
Circle 214 on reader service card 

Focus Industries Landscape 
Lighting Catalog ^ 

• 149-page, four-color catalog highlights a variety 
of products 

• Provides a comprehensive and effective means 
of selecting landscape lighting and 
enhancements 

• Features area, directional, path and 
specialty lights 

• Custom products available for difficult projects 
• Includes information on fixture and finish options 

as well as lighting techniques 
• Focus Industries - 888/882-1350, 

www.focusindustries.com 
Circle 215 on reader service card 

Kubota ZD-Pro Zero-Turn Mowers 

• Line has been expanded to include ^ 
three models with 21, 25 and 28 hp 

• Powered by a quiet, three-cylinder, 
liquid-cooled diesel engine 

• Integral type twin hydrostatic transmission is 
hermetically sealed 

• Feature a hydraulic, multi-disc wet PTO clutch, 
pivoting front axle and a hydraulic deck lift as 
standard 

• Seven-gauge, steel-fabricated deck is available 
in a 60- or 72-inch cutting width for ZD-Pro 21 
and 28 hp; the ZD-Pro 25 comes with a 60-inch 
mower deck 

• Cutting height can be adjusted from 1 to 5 inches 
in half-inch increments 

• Kubota Tractor Corp. - 888/458-2682, 
www.kubota.com 

Circle 216 on reader service card 

UC 
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Fisher Engineering Pro-Caster Hopper Spreaders 

• Suitable for ice control on driveways, roads and parking lots 
• Available in 7, 8, 9 and 10-foot body lengths 
• Bodies are powder-coated steel or stainless steel 
• Conveyor is 16-inch-wide pintle chain 
• All models offer a choice of 1-hp l/C Tecumseh or 11-hp l/C Honda engine 
• Fisher Engineering - 207/701-4200, www.fisherplows.com 
Circle 217 on reader service card 

http://www.edgepro.com
http://www.focusindustries.com
http://www.kubota.com
http://www.fisherplows.com


Nufarm Americas Menace Insecticide 

• Uses bifenthrin technology to control a variety of 
insect pests, such as chinch bugs, sod 
webworms, mole crickets, ants (including fire 
ants), billbugs and mites 

• Synthetic pyrethroid has low to no odor and 
provides quick knockdown of insects 

• Can be used as a perimeter treatment 
• Suitable for commercial and residential turf 

settings 
• Menace PL Granular offers easy application 

and penetration into turf and mulch 
• Menace 7.9 Percent Flowable can be used 

indoors and outdoors 
• Nufarm Americas - 708/754-3330, 

www.us.nufarm.com 
Circle 218 on reader service card 

York Model YB32 
Hitch-Mounted Broom 

MS^epi 
GRANULAR1 

• Mounts to standard Category I or II three-point 
hitch tractors and requires a PTO running at 
540 rpm 

• Equipped with a gearbox that allows brush 
rotation to be reversed so operators can sweep 
in either travel direction 

• Broom can be angled 30 degrees to the left 
or right 

• Features single-point raise/lower storage stands 
on each side of the unit 

• Horizontal and vertical dirt deflectors are 
optional 

• Available in 6-, 7- and 8-foot widths 
• York Rakes - 800/643-9675, 

www.yorkmodern .com 
Circle 219 on reader service card 

Hannay GH1100 Portable Hose Reel 

4 • Features a steel handlebar, a 
one-piece foot and heavy-duty 
rubber-tired wheels 

• Handlebar is detachable for 
easy transportation and storage 

• A camlock brake device is used 
to brake the reel 

• Lifetime bearings and an 
adjustable tension 
control are said to ease 
payout and rewind 

• Hannay Reels -
877/467-3357, 
www.hannay.com 

C i r c l e 220 on reader 
service card 

http://www.us.nufarm.com
http://www.yorkmodern
http://www.hannay.com


P R O D U C T INFORMATION 
CHECK OFF 

visit us at the reader service numbers that you're interested in. 
It's fast and convenient or mail in this card. 

l a w n a n d l a n d s c a p e . c o m 1 2 3 4 S 6 1 8 9 10 11 12 13 14 15 16 17 18 19 20 
21 22 23 24 25 26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 
41 42 43 44 45 46 47 48 49 50 51 52 53 54 55 56 57 58 59 60 

Name 61 62 63 64 65 66 67 68 69 70 71 72 73 74 75 76 77 78 79 80 

Title 
81 82 83 84 85 86 87 88 89 90 91 92 93 94 95 96 97 98 99 100 

Title 101 102 103 104 105 106 107 108 109 110 111 112 113 114 115 116 117 118 119 120 
121 122 123 124 125 126 127 128 129 130 131 132 133 134 135 136 137 138 139 140 

Company 141 142 143 144 145 146 147 148 149 150 151 152 153 154 155 156 157 158 159 160 
161 162 163 164 165 166 167 168 169 170 171 172 173 174 175 176 177 178 179 180 

Address 181 182 183 184 185 186 187 188 189 190 191 192 193 194 195 196 197 198 199 200 
201 202 203 204 205 206 207 208 209 210 211 212 213 214 215 216 217 218 219 220 

City State Zip 221 222 223 224 225 226 227 228 229 230 231 232 233 234 235 236 237 238 239 240 City State Zip 
241 242 243 244 245 246 247 248 249 250 251 252 253 254 255 256 257 258 259 260 

Phone 261 262 263 264 265 266 267 268 269 270 271 272 273 274 275 276 277 278 279 280 Phone 
281 282 283 284 285 286 287 288 289 290 291 292 293 294 295 296 297 298 299 300 

Fax E-mail Address » 1 302 303 304 305 306 307 306 309 310 311 312 313 314 315 316 317 318 319 320 
321 322 323 324 325 326 327 328 329 3 » 331 332 333 334 335 336 337 338 339 340 
341 342 343 344 345 346 347 348 349 350 361 362 363 354 355 356 357 358 359 360 

F E B R U A R Y 2 0 0 6 

»Mqie 
^ YES, I would like to receive/continue to receive ¿own & Landscape free of charge. 

J No, I would not like to renew. 

DW do you want to receive your subscription? 

Digital and Print 2. Print Only 

Digital Only (No print copy received) 

•gnature 

'He 

me Date 

.C i t y . 

- Z i p . 

F a x 

Media will only use your e-mail address to contact you with relevent industry 
subscription information. 

you do not want to receive e-mail from trusted 3rd parties, please check here. Q 
t is the best way to contact you for future renewals? 

_Email Fax Telephone 

1. What is your primary business 
at Ibis location? (choose only one) 

I. CONTRACTOR cx SERVICES 
• 1 Lornhcape Contractor 
• 2. Chemical lawn Core Company 

(excluding mowing maintenance Mrvics) 
Q 3. Lown Maintenance Contractor 
• 4 Ornamental Shrub & Tree Service 
Q 5. Irrigation Contractor 
• 6 Landscape Architect 
• 7. Other Contract Services (pleate describe) 

II. IN-HOUSE LAWN/CARE 
MAINTENANCE 

Q 8 In-House Maintenance including: 
Educational Facilities. Health Care 
Facilities, Government Grounds, Parks & 
Military Installations, Cocxiominium 
Complexes, Housing Developments, 
Private Estates, Commercial & Industrial Porks 

III. DISTRIBUTOR/MANUFACTURER 
• 9 Dealer 
• 10. Distributor 
• 11 Formulator 
Q 12. Manufacturer 

IV. OTHERS ALLIED TO THE FIELD: 
Q 13. Extension Agent (Federal, Slate, 

County, City, Regulatory Agency) 
• 14. School, College, University 
• 15. Trode Association, Ubrory 
Q Others (please describe) 

2. What services does you business offer? 
Q 1. Landscape Design LandKape Installation 

2. Seeding or Sodding 
3. Turf & Ornamental Installation 
4 Bedding Plants & Color Installation 
5. Irrigation Installation 
6. LandKape Lighting 
7. HordKope Installation 
8. Water Features 

Pesticide Application 
• 16 Turf Disease Control 
• 17 Turf Insect Control 
• 18. Turf Weed Control 
• 19 Tree & Ornamental Pesticide Application 
Other 
• 20 Mowing 
• 21 Hydroseeding 
• 22 Snow Removal 
• 23 Interior LandKape Services 
• 24 Structural Pest Control 
• 25 Holiday Lighting 
• 26 Other 

3. What is th« service mix %? 
Mowing/Moint Design/Build 
Chemical Application 

4. How mony full-time (year-round) 
employees do you employee? 

5. Is Chemical Application work 
1. Outsourced 2 . Done by own employees 

6. What are your company's 
approximate annual gross revenues? 

1 Less than $50,000 
2 $50,000 to $99,999 
3 $100,000 to $199,999 
4 $200,000 to $299,999 
5 $300,000 to $499,999 
6 $500,000 to $699,999 
7 $700,000 to $999,999 
8 $1,000,000 to $1,999,999 
9 $2,000,000 to $3,999.999 

10.$4,000,000 to $6,999,999 
11. $7,000,000 or more 

7. What percentage of growth do you 
anticipate? 

8. What year was your business 

9 LandKape Renovation 
Q 10. Turf Fertilization 
• 11. Turf Aeration 
a 1 2 . Tree & Ornomenlol Care 
• 13. Tree & Stump Removal 
Q 14. Irrigation Maintenance 
a 15. Erosion Control 

9. What is your business mix? (%) 
.Other 

10. Is this a Headquarters or 
Branch location? 

1 Heodquarlers 2. Branch 3. Single Office 

X 
CO 
O 
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Dakota Redesigned 2006 Turf 
^ Tender Line 

• Has fewer parts and said to be easier to 
use, adjust and maintain 

• Operators have more material-handling 
control from the seat 

• 410, 412 and 414 models feature an 
electric control box with digital readouts 
that give operators precise control over 
spreader settings 

• 440 and 420 models have an electrically 
operated chute for more control over 
material placement and easier material 
handling 

• All models are designed to handle wet or 
dry materials 

• Equipped with a chemical-resistant 
PVC belt 

• Dakota Peat & Equipment -
800/424-3443, www.dakotapeat.com 

Circle 221 on reader service card 

Wright Midmount Zero-Turning Radius Mower 

• Engine is mounted nearly 3 inches lower than most midmount mowers 
• Hydro drive pulley is mounted on the bottom of the engine drive shaft 
• Rear wheel motors move forward and backward through three different settings to keep 

proper weight balance with collection systems 
• Powered by a 21-, 23- or 25-hp engine 
• Choice of 48-, 52- or 61-inch deck width 
• Wright Mfg. - 301/360-9810, www.wrightmfg.com 
Circle 222 on reader service card 

http://www.dakotapeat.com
http://www.wrightmfg.com


Star Hill Jawz Grabbing Attachment ^ 

• Hydraulic grabbing tool made of T-1 steel 
• Enables light construction vehicles (less than 100 hp) to lift 

rocks, uproot trees and fence posts, move bulky objects 
and place them with precision 

• Opens and closes in a common horizontal plane 
• Features a quick-release hydraulic attachment system 
• Measures 16 inches high, 34 inches long and 30 

inches wide 
• Star Hill Solutions - 415/285-2707, www.starhilljawz.com 
Circle 223 on reader service card 

C&S Turf Tracker Stealth 

• Capable of covering up to 240,000 square feet of liquid 
application and carrying up to 400 pounds of 
granular product 

• Equipped with a zero-turn twin hydrostatic drive 
• Offers 4-mph treating speed or 10-mph transport speed 
• Includes a 200-pound-capacity, rear-mounted carry rack 
• Features rear-mounted, 12-foot breakaway booms with 

seven pattern spray selections 
• C&S Turf Care Equipment -

800/872-7050, 
www.csturfequip.com 

Circle 224 on reader service card 

Toro DDC-WP Irrigation Controller 

• Battery-powered, waterproof digital dial controller 
• Designed to operate one to eight valves in areas where hardwired 

connections are impractical or during manual system upgrades 
• Digital interface provides ease of dial-based programming, while reducing 

the chance of mechanical failure 
• Comes with three independent programs with three start times per program 
• Can be programmed based on a seven-day week, in 14-day intervals or on odd/even days 
• Equipped with a self-diagnosing circuit breaker that protects the controller by identifying 

and reacting to irrigation faults 
• Toro Irrigation - 800/664-4740, 

www.toro.com 
Circle 225 on reader service card 

http://www.starhilljawz.com
http://www.csturfequip.com
http://www.toro.com


This month y win qCLIP from CLIP Software 

?B ¡S 

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 easily integrates with QuickBooks1 M 

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 I M and you would like to automate some of its operations, 
qCLIP 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. 

CLIP is a proud Intuit Developer Network Member. 

QuickBooks and the "Designed for QuickBooks" Logo are trademarks and/or registered trademarks of Intuit Inc., 
displayed with permission. The use by Sensible Software, Inc. of the Logo does not signify certification or endorsement 
of Sensible Software, Inc.̂ s software by Intuit, and Sensible Software, Inc. is solely responsible for its software and 
the support and maintenance of the software. www.clip.com 

Questions? Chances to Win New Products 
Daily News 
Archived Magazine Articles Call 800/456-0707 
Message Boards 
Sign Up for Your Personalized My Lawn&Landscape Account 

http://www.clip.com


I
F y j a d u c t s 

Ditch Witch Single- and Tandem-Axle Trailers 

• T7B (tandem-axle) and S6B (single-axle) trailers are built with 
structural steel frames and torsion axles 

• Standard features include steel-mesh, skid-resistant ramps; 
steel skid-resistant bar grating decks; tie-down points; and 
complete lighting, including shock-mounted clearance lights for 
highway driving 

• Built with a no-tilt feature 
• Offer sturdy storage space in front for easy transport of 

attachments such as buckets, pallet forks, trenchers and 
augers 

• Ditch Witch - 800/654-6481, 
www. d itch witch. com 

Circle 226 on reader service card 

Morbark Predator Shredder with Optional Loader 

• Slow-speed, high-torque, primary waste reduction shredder 
offers the convenience of a self-contained loader 

• Unit can produce up to 30 tons per hour, depending on the material 
• Loading with a grapple offers a better operator view of material, 

easing detection of contamination while processing 
• Loader hydraulics are powered with an auxiliary motor 
• Built standard on a fifth wheel frame with a tri-axle design 
• Equipped with the Iqan System which automatically adjusts speeds 

pressures and rotor direction 
• Morbark - 800/233-6065, ^ 

www.morbark.com 
Circle 227 on reader service card 

• 
Encore Prowler Mower with 
Articulating Deck 

• Available in front- and mid-cut models 
• Front-cut model comes in 52, 61 and 

72-inch deck sizes 
• Features out-front reach and visibility, side-

to-side articulating floating deck, PTO 
driveshaft blade system and flip-up deck 

• Includes four engine options 
• Mid-cut model offered in 61- and 72-inch 

decks and features a true floating deck on a 
mid-mount rider 

• Encore - 800/267-4255, 
www.seriousred.com 

Circle 228 on reader service card 

http://www.morbark.com
http://www.seriousred.com


Solo Backpack Sprayer Model 473P 

• Features a high-density polyethylene tank and 
ultraviolet inhibitors 

• Powered by a piston pump with Viton 
seals providing up to 90 psi 

• Three-gallon sprayer is suitable for 
larger applications 

• Includes a 28-inch wand equipped 
with commercial shutoff valve, 
three-position latch and 48-inch hose 

• Four nozzles available, including flatfan, hollow cone, jet stream 
and adjustable patterns 

• Pump handle can be switched for left- or right-hand operation 
• Comes with adjustable padded shoulder straps for optimum 

operator comfort 
• Solo-516/781-0180, 

www.solousa.com 
Circle 229 on reader service card 

General Equipment 240 Hole Digger 

• Powered by a 1.6-hp, four-stroke gasoline 
engine 

• Four-stroke engine offers fuel efficiency and 
eliminates the need for premixed fuel and oil 
solutions 

• Twist grip throttle controls the engine speed 
• Produces a maximum drilling torque of 

55 foot-pounds 
• All-metal centrifugal clutch slips upon 

overload or when the auger makes direct 
contact with an obstruction 

• Special handle design minimizes the effects 
of kickback and fatigue 

• General Equipment - 800/533-0524, 
www.generalequip.com 

Circle 230 on reader service card 

MANUFACTURER 
OF PROFESSIONAL 
GROUNDS 
MAINTENANCE 
EQUIPMENT 

BUILDING BLOCKS OF SUCCESS 

KNOWN FOR A FULL LINE OF 
DEBRIS HANDLING EQUIPMENT 

MüJütemaif 
® 

111 South Rohlwing Rd. 
Addison, IL 60101 USA 
Phone: 630.627.6900 

www. parkersweeper. com 

USE READER SERVICE # 132 

http://www.solousa.com
http://www.generalequip.com


Spraying Systems Turbo TwinJet Spray Tip 

• T J J spray tip is designed for applications where good 
leaf coverage and canopy penetration are required 

• Ideal for fungicides, insecticides and pre- or 
post-emergence contact herbicides 

• Features a dual outlet orifice design 
• Identical front and back flat spray patterns are produced 

with a 60-degree included spray angle between them to 
optimize coverage 

• Available in a wide range of capacities and features 
large, round free passages to reduce clogging 

• Made of a durable polymer for corrosion and wear 
resistance 

• Spraying Systems - 630/665-5201, 
www.teejet.com 

Circle 232 on reader service card 

Grassroots Technology Power Scrub Brush 
4 

• Uses include scrubbing brick and stone patios, 
cleaning decks and sweeping stones, rocks and gravel 
from hard surfaces or turf 

• Available as a complete unit or as an attachment 
• Comes with a rubber splash guard and hardware 
• Polypropylene brush offers 14 inches of scrubbing width 
• Fits all MulchPro and MulchFluffer models 
• Grassroots Technology - 262/242-1944, 

www.grassrootstechnology.com 
Circle 231 on reader service card 

^ Premier Auger T150 and T250 Planetary-Driven 
Trencher Attachments 

• Offer a wide range of speed and torque combinations 
• Features a heavy-duty planetary drive system 
• 3- to 4-foot digging depths and 6- to 12-inch widths 

available 
• Replaceable spoil auger mounds most soil to one side of trench 
• Built-in skid shoe provides proper auger depth control 
• Includes manual side shift for trenching closer to structures 
• Premier Auger - 866/458-0008, 

www.premierauger.com 
Circle 233 on reader service card 

http://www.teejet.com
http://www.grassrootstechnology.com
http://www.premierauger.com


Monrovia Pixie Meadowbrite Coneflower 

• True dwarf echinacea reaches 18 to 20 inches tall and 
20 inches wide 

• Yields pink blooms with a yellow-brown center; as many 
as 15 buds and blooms on a one- to two-year-old plant 

• Petals are horizontal and blooms site atop a 
pencil-thick stalk 

• Foliage is denser than most echinaceas and has a 
blue tint 

• Suitable for perennial borders, rock gardens and containers 
• Performs well in full sun or dappled shade 
• USDA Cold Zones 4 to 9; AHS Heat Zones 1 to 9 
• Monrovia - 888/752-6848, 

www.monrovia.com 
Circle 234 on reader service card 

JP Carlton Wood Chippers ^ 

• 6-inch (Model 1260), 9-inch (Model 1790), 
12-inch (Model 2012) and 18-inch (Model 2018) 
wood chippers available 

• Includes a form-welded frame, Torflex axle strength and 
construction-grade tires standard 

• Features high-speed, dynamically balanced disk rounds 
• Includes a specially designed hydraulic system with a single 

integrated manifold for optimum control and convenience 
• Hand crank swivel discharge lets users easily adjust chip flow 

positioning 
• J P Carlton - 800/243-9335, 

www.stumpcutters.com 
Circle 235 on reader service card 

Little Giant WaterMark Skimmers ^ 

• Said to provide an efficient and effective method of 
maintaining water gardens 

• Feature an easy flow-through design 
• Simple installation 
• Minimal maintenance 
• Suitable for existing or new water gardens or koi ponds 
• Little Giant - 888/956-0000, www.watermarksolutions.ws 
Circle 236 on reader service card 

http://www.monrovia.com
http://www.stumpcutters.com
http://www.watermarksolutions.ws


Multi-Media Classified Marketing! B u s i n e s s O p p o r t u n i t i e s 

M a x i m i z e y o u r a d v e r t i s i n g d o l l a r s b y r e a c h i n g : 
• The Industry's Largest Print Audience. 
• The Industry's Largest Media Web Audience. 
• The Industry's Largest Classified Section. 

We offer the industry's lowest costs to be seen in both 
Lawn & Landscape Magazine and 

lawnandlandscape.com 
for one low cost. 

All classified ads must be received seven weeks before the date of publication. 
We accept Visa, Mastercard, American Express and Discover. Payment must be 
received by the Classified closing date. 

Please call 800/456-0707 

SELLING YOUR BUSINESS! 

FREE 
APPRAISAL 

NO BROKER 
FEES 

Professional Business Consultants 
vfciisi ness 

A , , 

P i 
Merger & Acquisition Specialists 

Professional Business Consultants can obtain purchase 
offers from qualified buyers without disclosing their 

identities. Consultants fees are paid by the buyer. 
C A L L : 

708/744-6715 
FAX: 508/252-4447 

B u s i n e s s O p p o r t u n i t i e s 

L A W N P R O F E S S I O N A L S -- TAKE NOTICE --
Are you interested in MAKING MORE MONEY & HAVING MORE 
FREE TIME? The information contained in our manuals and the templates 
on our CDs are being used every day in our lawn service and by hundreds of 
your peers throughout the United States & Canada. We don't just talk the 
talk, we WALK THE WALK! Our lawn service was rated 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 
Policy & Procedures and more. LET US HELP YOU EARN WHAT YOU DESERVE! 

PROFITS UNLIMITED Since 1979 29 
Call 800-845-0499 • www.profitsareus.com M ~ I is) 

Synthetic Back-Yard Putting Greens 
" Synthetic greens are one of the fastest * Huge Profits - Up to 65% 

growing segments of the $50 Billion a * Tear Round Installations 
year golf industry." * C a r r y N 0 Inventory 

* Utilize Existing Equipment 
* Buy Manufacturer Direct 

te*~;:</- Ki !»• * Online Certification 
—ill iiiiiiiiiiiiiiiii ' Training Now Available 

t - l . 

A t • ? 

I •i-: uV-

U.S. LAWNS 
NO ONE KNOWS THE 

LANDSCAPE MAINTENANCE 
INDUSTRY LIKE WE DO. 

Planning to start a landscape maintenance 
company9 Already in the landscape 
maintenance industry? Then let U.S. Lawns 
show you how to start or convert your business 
and grow with the leader in the commercial 
landscape maintenance industry. 

Our four ideals . Trust. Qual i ty. Serv ice and Value, 
a long with a "No Job is Too Big or Too Small" 
philosophy, make U. S. Lawns a "cut above" the rest. 

• Superior Financial • Ongoing Support 
Management • Corporate 

• Low Capital Investment Purchasing Power 
• Financial Assistance • Sales & Marketing 
• Protected Territories Guidance 

To find out more about 
us and the opportunity 
U.S. Lawns can offer, call 
1-800-USLAWNS or visit 
us at www.uslawns.com US. LAWNS 

F i n a n c i n g 
L E T G O V E R N M E N T G R A N T S / L O A N S finance 

your business, to $2 ,200 ,000 .00 . Over 3 0 0 sources. 

(www.usgovernmentinformation.com). Free informa-

tion: 7 0 7 / 4 4 8 - 0 2 7 0 . ( N K 8 ) 

http://www.profitsareus.com
http://www.uslawns.com
http://www.usgovernmentinformation.com


Business Opportuni t ies 

> > > 

ARE THE ROOTS OF 
YOUR BUSINESS DYING? 
Revive them with the #1 Natural 

Organic-Based Lawn Care 
Opportunity! 

• P r o v e n Market ing Acce le ra tes G r o w t h 
• Dif ferent iate Yourself Us ing Proprietary, 

O r g a n i c - B a s e d Fert i l izers 
• Successful Training Tools a n d P r o g r a m s 
• O v e r 18 Years of S u c c e s s 

W e c a n m a k e it e a s y for you to join the 
L e a d e r in O r g a n i c - B a s e d L a w n C a r e . 

Cal l M a r c u s Peters at: 
800-989-5444 

THE LEADER IN ORGANIC-BASED LAWN CARE1" 

Business for Sale 
NORTH-EASTERN GOLD COAST 

OPPORTUNITY 
Lawn Doctor franchises, in Fairfield & New Haven 
Counties in Connecticut, Turn key operation, gross 

margin 30% plus. All inclusive $550,000, equip-
ment, trucks, accounts and more. Principals Only, No 
Brokers. Serious buyers only. 203-650-2988 or email 

lawndoc@optonline.net 

LANDSCAPE 
CONSTRUCTION COMPANY 

Well Established 20-year Landscape Company Boston, 
Massachusetts Area. 
Annual volume 53.5 - $4.0 MILLION 
Company breakdown: 

• 75% Construction 
•10% Maintenance 
• 15% Snow Operations 

Highly recognized, well-managed and organized opera-
tion with a meticulous fleet of over 50 pieces of equip-
ment. Will sell with or without the real estate, which has 
all the necessary provisions for repairs and parking. 

Nash & Company 
Contact Mr. Kurt Lawson 508/428-1201 

Fax: 508/428-9586 

TURN-KEY OPERATION! 
Well established, 18 year lawn maintenance company 
in Southeast, KS. Very loyal contracted customer base 
with great potential for expansion. Will sell with or 
without equipment. Real estate is also available. Call 
for details 620/249-5700. 

Business for Sale 
Florida Commercial 
Lawn Maintenance 
Companies For Sale 

N. Central Florida Gross: $ 1.2 Million 
Miami Area (Lawn Spray) Gross: $200,000 
E Florida (Lawn Spray) Gross: $1.7 Million SOLD 
E Florida (Lawn Spray) Gross: $375,000 SOLD 
Florida West Coast Gross: $750,000 
E Florida (Lawn Spray) Gross: $175,000 
Pasco County Florida. Gross: $300,000 
Central Florida. Gross: $500,00 

For more information on the above companies, other 
data, or companies that are not listed, call our office. At 
your request, we will send a complete list of companies 
for sale in other states. 
For your convenience, see our web site. 

www.preferredbusinessbrokers.com 
All Conversations Are Confidential 

Preferred Business Brokers 
j a y Hollon, C P Rand Hollon, C P O 

Licensed Broker Licensed Agent 

863/858-4185 • 800/633-5153 

Fax: 352/629-2359 

TURN-KEY OPERATION 
Landscaping, Residential and Commercial, 

Maintenance, and Retail Garden Center for sale. 
60 years in business, with established maintenance 

contracts and customer base. 
4 acres on state route in the city of Oberlin, Ohio. 

Retail Store, Green House, and Pole Barns. 
Equipment is meticulously maintained and includes 
Skid Steer Loader and Ford F 250 Plow Truck with 

Dump, Lawn Mowers, Trailer, Edger, Tiller, 
Blowers, Edge Trimmers, etc. 

Land, Buildings, and Equipment, $750,000. 
Owner willing to help finance. 

Owner retiring and is willing to help 
train new owner. 

Serious only need respond by e-mail: 
blocke@oberlin.net. 

Business for Sale. Great opportunity to relocate in 
beautiful northern California. Well established 36 years. 
Specializing in Landscape Design/Build, Maintenance 
and Spraying. Residential and Commercial. Excellent 
Growth Opportunity. Business includes employees, 
equipment, advertising, etc. Turn key. 50% construc-
tion, 40% maintenance, 10% spraying. $200,000. 
Serious only need respond, fax 707/268-3839. 

Business for Sale 
APPLICATING/LAWN MAINTENANCE 

COMPANY 
L o c a t e d in the B e a u t i f u l Rocky M o u n t a i n s ! 
Owners retiring after 15 years in business. Well, 
established company in a booming & fast growing 
market. Good quality equipment-Excellent Reputa-
tion-many multi 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) 

Growing lawn maintenance/irrigation company in 
Mid- Michigan area. Commercial/residential mix with 
unlimited expansion opportunities. $200,000 in sales. 
Asking $ 150,000. Will sell part of company separately, 
if desired. Call 231-796-4271 

Landscape Maintenance Company has residential, small 
to midsize commercial accounts grossing $225,000+, 
2 trailers w/mowers; truck negotiable. Opportunity 
to enter Tampa marketplace or expand market share. 
Serious inquiries. 813-920-0193 

SMALL ESTABLISHED LANDSCAPE COMPANY, 
IN T H E N O R T H E R N VIRGINIA AREA IS SELL-
ING BUSINESS, A C C O U N T S A N D E Q U I P M E N T . 
FOR Y O U R C O N S I D E R A T I O N PLEASE, C O N -
TACT: MR. C O O P E R AT 571-283-2268. 

Well established for 18 years specializing in design/build 
and maintenance in Columbus, O H . Very well known, 
well managed and highly organized operation. Annual 
sales in 2005 over $800,000. Excellent growth in a 
growing community. Business includes: employees, 
equipment, advertising, etc. Turn key. Possible financ-
ing available. Owner will assist with training. Call 
614-848-6500. 

For Sale 

Stop guessing square footage! Measure area quickly and 
accurately. Just wheel the DG-1 around any perimeter 
and instantly know the area inside. $399 + $7 ship. 
CA add tax. www.measurearea.com "760/743-2006. 

Tree Moving Equipment: Red Boss tree spades, 
Tree Boss, Tree Tie, Tree Planters. 

Call Tree Equipment Design at 877/383-8383. 
info@treeequip.com. www.treeequip.com. 

Made in USA. 

Get Mow Parts For Less" 
www.landscaperssource.com 
Save on average 50% off retail 

No Shipping Charges 
6-Pack of blades from $6.49 ea. 

615/584-1851 

Call At 800/456-0707 To Advertise Today! 

mailto:lawndoc@optonline.net
http://www.preferredbusinessbrokers.com
mailto:blocke@oberlin.net
http://www.measurearea.com
mailto:info@treeequip.com
http://www.treeequip.com
http://www.landscaperssource.com
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For Sale I r > > F 

Beautiful home on 2 useable acres located in 

Montgomery County, M D . Beautiful inside and out, 

4 bed, 3 bath, level lot, 2 driveways, pool, gazebo, 

playground, end o f street, backs to park. Currently 

used for lawn & landscape business, no H O A . A 

great place to live and work! $ 7 9 9 , 9 0 0 . 0 0 Email 

thelawnwizard@comcast.net for pics or details. 

EngineerSupply 
Measuring wheels, surveying equipment , blue print 

storage. Shop Onl ine for your A E C Off ice Equip-

ment, Large Document Storage Solutions, Specialty 

Calculators, Surveying Equipment and more, 

www. Engi neerSupply. c o m . 

866-290-7295 
Factory Direct 

Quick 36 
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 

lifting 

800-762-8267 
SVE Sales, Ine www.trakmats.com 
Char lot te , NC 2 8 2 1 6 email: sa les@trakmats .com 

F O R M S . Order online and save. Invoice, proposal, 
work order and more. Fast service. 2 5 0 min imum. 
1 0 0 % satisfaction guarantee. 4WorkOrders .com. 
Shorty's Place in Cyberspace. 8 0 0 / 7 4 6 - 7 8 9 7 . 

EngineerSupply 
Measuring wheels, surveying equipment , blue print 

storage. Shop Onl ine for your A E C Off ice Equip-

ment, Large Document Storage Solutions, Specialty 

Calculators, Surveying Equipment and more, 

www.EngineerSupply.com 

For Sale 

L A N D S C A P E 
D E S I G N S T A M P S 

I Rubber stamp symbols of trees, shrubs, 
plants, rocks, pavers, ponds, and more. 

JEasy to use. C H E C K O U R W E B S I T E 
www.americanstampco.com 

A M E R I C A N STAMP CO. 
' T O L L F R E E 877-687-7102 Local 916-687-7102 

Call Tue, Wed or Thur 8-4 30 PM Pacific Time for Info 

Help Wanted 

KEY EMPLOYEE SEARCHES 
^ Florapersonnel , Inc. in our third decade o f performing 

confidential key employee searches for the landscape 

industry and allied trades worldwide. Retained basis 

only. Candidate contact welcome, confidential and 

always free. F lorapersonnel Inc., 1740 Lake Markham 

Road, Sanford, Fla. 3 2 7 7 1 . Phone 4 0 7 / 3 2 0 - 8 1 7 7 , Fax 

4 0 7 / 3 2 0 - 8 0 8 3 . E-mail : Hortsearch@aol .com 

Website: http//www.fforapersonnel.com 

GroundMaslers, Ine 
Exciting Career Opportunities in 

Landscape Management 

GroundMasters, Inc. is currently 
seeking qualified green industry 
professionals to join our team! 
Our staff is among the best in 
the industry, our equipment 
is state-of-the art, and we are 
a drug-free workplace. If you 

would like to work in a friendly, 
challenging, and diverse envi-

ronment, apply today! Spanish 
skills a plus! 

Fax resumes Attn: Human 
Resources Manager at (513) 

774-7459 or email to 
resume@groundmasters.com 

It Pays To Advertise 
Call 800/456-0707 

Help Wanted 

BRICKMAN 
Enhancing the American Ixtndacupe Since 19.19 

Brickman is looking for leaders 
who are interested in growing their 
c a r e e r s with a growing company. 

Nationwide career and internship 
opportuni t ies avai lable in: 

• L a n d s c a p e Management 
• L a n d s c a p e Construct ion 
• Irr igat ion 
• Accounting 
• Bus ines s Administrat ion 

Start growing your career at: 
brickmangroup.com 

GOTHIC LANDSCAPE, INC./GOTHIC 
GROUNDS MANAGEMENT 

Sincc 1984, we have been creating long-term relation-

ships with clients through outstanding personalized 

service and problem solving. We are one of the largest 

landscape contractors in the southwestern U S operating 

in the greater Los Angeles, San Diego, Phoenix and Las 

Vegas markets. T h e C o m p a n y 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 o f our fast growing branches for: 

• Account Managers 

• C A D Designers 

• Estimators 

• Irrigation Technicians 

• Project Managers 

• Sales Personnel 

• Foreman 

• Spray Technicians ( Q A C , Q A L ) 

• Superintendents 

• Supervisors 

For more information, visit: www.gothiclandscape. 

com or Email: hr@gothiclandscape.com or 

contact Elisabeth Stimson, H R Director at: 

Ph: 6 6 1 / 2 5 7 - 1 2 6 6 x 2 0 4 

Fax: 6 6 1 / 2 5 7 - 7 7 4 9 

GREENSEARCH 
GreenSearch is recognized as the premier provider j 

o f p r o f e s s i o n a l execut ive search, h u m a n resource 

c o n s u l t i n g a n d spec ia l ized e m p l o y m e n t solutions . 

exclusively for interior and exterior landscape com- ' 

pan ie s a n d al l ied hor t i cu l tura l t rades throughout | 

N o r t h A m e r i c a . C o m p a n i e s a n d c a r e e r - m i n d e d ! 

candidates are invited to check us out on the Web at 
h t t p : / / w w w . g r e e n s e a r c h . c o m or call toll free at 
8 8 8 / 3 7 5 - 7 7 8 7 or via e-mail info@greensearch.com. 

mailto:thelawnwizard@comcast.net
http://www.quick36.com
http://www.trakmats.com
mailto:sales@trakmats.com
http://www.EngineerSupply.com
http://www.americanstampco.com
mailto:Hortsearch@aol.com
http://www.fforapersonnel.com
mailto:resume@groundmasters.com
http://www.gothiclandscape
mailto:hr@gothiclandscape.com
http://www.greensearch.com
mailto:info@greensearch.com
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THE HIGHRIDGE CORPORATION, A TOP 
SEATTLE AREA FIRM, OFFERS REWARDING 

OPPORTUNITIES IN THE FOLLOWING AREAS: 

Landscape Construction • Hardscapc Construction 

Irrigation Installation & Servite • landscape Design 

Landscape Maintenance • Water Feature Installation & Service 

Please apply online @ www.highridge.com 
Or mail / fax resumes to: 

The Highridgc Corporation 

P.O. Box 260 • Usaquah. WA 98027 

Fax: 425.391.3654 

s ^ Benchmark 
Landscape Compan ies 

We are a Commercial Installation & Maintenance contrac-
tor located in San Diego, California. We are now hiring the 
following positions: 
• Account Managers 
• Project Managers 
• Field Supervisors 
• Field Foremen 
• Sales/Estimating 
• Quality Control/Training 

Contact: 858/513-7191 (fax) 
careers@benchmarklandscape.com (e-mail) 

www.benchmarklandscape.com (web) 

L a w n C a r e M a n a g e r : Great career 

opportunity to launch and manage a professional 

lawn care service in the western Chicago market. 

Industry experienced, quality driven, and customer 

focused individual will launch the operation into a 

successful existing organization. Sales and application 

will be required during initial growth. Compensation package 

indudes salary, incentives, and benefits. Please send resume to: 

Community Lawn Care, a division of Elburn Cooperative, 

P.O. Box 9 Maple Park, IL 60151 

attn: John Husk, General Manager. 

Help Wanted 

Established, growing irrigation company in Lake 

County looking to fill the following positions: 

r Irrigation Salesman 

V Irrigation Foreman 

> Irrigation Service Technicians 

> Installation crew members 

Benefits include Hospitalization, Dental, 

and Retirement Plan 

L a s k o & O h i o Lawn Irr igat ion 

6 2 1 5 Heisley Road 

Mentor, O H 4 4 0 6 0 

4 4 0 / 6 3 9 - 1 7 0 0 — fkx 4 4 0 / 6 3 9 - 9 3 0 0 

www.WaterYourGrass.com 

Consultants 
Know Us .. . Know Success 

Your recruiting firm for the Landscape Industry 

A R E Y O U A H I G H L Y Q U A L I F I E D E X E C U T I V E 

O R P R O F E S S I O N A L W H O IS R E A D Y T O C O N -

F I D E N T I A L L Y T A K E Y O U R C A R E E R T O T H E 

N E X T L E V E L ? 

J Cal l J K C o n s u l t a n t s - your recrui t ing f irm for 

the L a n d s c a p e Industry. 

S We are currently doing business with several top 

national L a n d s c a p e firms who have m a i n t e n a n c e 

a n d cons t ruc t ion o p p o r t u n i t i e s - excellent 

c o m p e n s a t i o n and excellent locat ions . 

S Take your career to the next level with 

J K C o n s u l t a n t s . K n o w us . . . K n o w success . 

S Put our statement to the proof and call us right 

now to conf ident ia l ly discuss your career. 

S D o 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 o f our clients. 

You never know where professional 

friendships may lead. 

Call us right now to find out conf ident ia l ly how 

we can take your career to the next level. 

E-mai l : c o n t a c t @ J K S u c c e s s . c o m 

Phone : 2 0 9 - 5 3 2 - 7 7 7 2 

Visit o u r websi te at w w w . J K S u c c e s s . c o m 

Mgiitsirf 
L A N f i l C A F f IRRIGATION, INC. 

Landscape Architect/ 
Landscape Designer/Salesperson 

C o m e Excel with our team! Excellent 

opportunity for the right candidates 

to join one o f N e w Jerseys largest and 

"Award Winning" Design /Build firms. 

Experience a plus. Excellent salary, 

commiss ions & benefits. 

Send Resume to attn: 

Pete Haran V P fax 8 5 6 - 5 5 2 - 4 1 2 1 or 

email inquiries to: pharan@lipinskiland.com 

G P S Vehic le T r a c k i n g 
N o monthly fees 

Call 8 0 0 / 7 7 9 - 1 9 0 5 

www.mobiletimeclock.com 

Help Wanted 
Are you looking for a job or Looking for 

qualified employees to: 

• C l i m b it 

• Design it 

• Plant it 

• Grow it 

• Landscape it 

• Sell it? 

J O B S In Horitculture, Inc. 

Employment Advertising 

In Print and Onl ine 

8 0 0 / 4 2 8 - 2 4 7 4 

www.hortjobs.com 

Nursery Manager Position 
Be art Road Nursery 

Montgomery County, PA 

Focus on native plants 

Five acre nursery supports contracting services 

Contact : K im David 6 1 0 - 5 8 4 - 1 5 5 0 

Exciting Career Opportunities For 
Service Industry Managers 

C o m e join one o f the largest Vegetation 

Management Companie s in the United States 

DeAngelo Brothers, Inc., is experiencing tremendous 

growth throughout the C o u n t y creating the 

following openings: 

Division Managers 

Branch Managers 

We have immediate openings in: 

VA, New England, FL, M O , T X , C O , LA, IL 

Respons ib le for m a n a g i n g day to day opera t ions , 

including the supervision o f field personnel. Business/ 

Horticultural degree desired with a min imum of 2 years 

experience working in the green industry. Qual i f ied 

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 o p p o r t u n i t y and conf ident ia l cons id-

erat ion , send or fax resume, i n c l u d i n g g e o g r a p h i c 

preferences a n d wil l ingness to relocate to: 

D e A n g e l o Brothers , Inc. , 

Attent ion: Car l Faust , 

100 Nor th C o n a h a n Drive , Haz le ton , PA 1 8 2 0 1 . 

Phone : 1 - 8 0 0 - 3 6 0 - 9 3 3 3 . Fax: 5 7 0 - 4 5 9 - 5 3 6 3 or 

ema i l - c f aus t@dbi se rv ice s . com 

E O E / A A P M - F 

visit us at vvvvw.lawnandlandscape.com 

http://www.highridge.com
mailto:careers@benchmarklandscape.com
http://www.benchmarklandscape.com
http://www.WaterYourGrass.com
mailto:contact@JKSuccess.com
http://www.JKSuccess.com
mailto:pharan@lipinskiland.com
http://www.mobiletimeclock.com
http://www.hortjobs.com
mailto:email-cfaust@dbiservices.com
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He lp Wanted S o f t w a r e 

DAVEY 
Commercial Grounds Management 

Rewarding career opportunities 
are available with our growing 
commercial division. 

If you are a proven manager 
with a passion for landscape 
management, come join the 
2,600 employee-owners of Davey. 

Visit www.davey.com 
E-mail: george.gaumer@davey.com 
Fax: 330-673-0702 

C o n s u l t i n g 

Imagine...Profits are great, and you 
k n o w why. Your plan is working. 

Imagine...You're enjoying the process o f 
improving your company's performance. At the 

same time employee loyalty and enthusiasm 
have never been better. 

Imagine...You're more involved than ever and 
still have more time for other things. 

We provide assistance to accomplish the 
improvements that are needed today to insure 

your success tomorrow. 

Imagine... 

Morland 
Landscape 

Resource 

Short term 
assistance for 
long term 
success 

Tracy Morland 
P.O. Box 352 New Glarus, WI 53574 

(608) 527-5411 
morland@direway.com 

Landscape Accessor ies 
Mesh Debris Bags • Leg & Arm Chapps 

Equipment Covers • Sun Neck Protection 
W.E.Z-Top An*/UHch./HHck/tU+€! 

MADE IN THE U . S . A . j F R E E CATALOG???) 

WAflBT 
O « » 0 - « l ( i - 2 4 2 7 O 

WWW.WECI1APPS.COM 

The all-in-one software 
for lawn care and 

landscaping contractors 

Check out the software 
that is revolutionizing the 

green industry! 

www.wintac.net 
or call: 

1-800-724-7899 

Unlimited Customers & Properties 

• Automatic Scheduling, Routing 

• Automatic Invoicing, Job Costing 

• Service History & Profit Tracking 

» Labor and Productivity Tracking 

• Material & Chemicals Tracking 

• Automated Marketing Manager: 
Send Sales and Service Notices 

Dropoi 
Orders, Statements, Purchase 
Orders, Reports, Labels. Even 
design your own forms in Word 

> Full Accounting G/L, A/P, AJP. 
Payroll, Checking, Inventory. 
Financial Reports and Graphs 

> Built-in links to QuickBooks ® 
Peach tree \ MapPoint' Street 
Mapping, Emailing, and more! 

M O W E R M E T E R 
W P ^ Equipment 

J ß P ^ Tracking Software 
Designedfor the 

Green Industry 
• Scheduling 
• Tracking 
• Costing 
• Parts Inventory 
Free Demo 800-635-8485 
W W W . M O W E R M E T E R . C O M 

L a n d s c a p e E q u i p m e n t 
TREE STAKES 

Doweled Lodgepole Pine 
C C A Pressure Treated 

2" Diameter, Various Lengths 
Economical, Strong and Attractive 

Phone: 800/238-6540 
Fax: 509/238-4695 

JASPER ENTERPRISES, INC. 
We ship nationwide. 

Web site: www.jasper-inc.com 

Market ing S e r v i c e s 
Stop Wast ing $ $ O n Ineffective 

M a r k e t i n g Methods ! 
Powerful proven marketing systems created specifi-
cally for LCO's that grow your business 100-500% 

fast. Results Guaranteed! FREE report. Call toll-free, 
24 hrs a day for automated message. 877/454-0125. 

G o Paperless! Tur fGold Software 
Manages phone messages, appointments, proposals, 
scheduling and invoicing. 100% Synchronizable i 
database works with both Tablets and Pocket PCs. ' 
Compatible with MapPoint and QuickBooks. Free 
demo presentation at www.TurfGold.com, or call 
Tree Management Systems, Inc. at 800/933-1955. I 

Earthscapes exterior/interior landscape software, j 

hyperpen, estimator, lighting, etc. Never used. Cost I 
52100, sell for $830.00 Paul @ 985/345-9520. 

Insurance 

COMMERCIAL INSURANCE 
FOR THE GREEN INDUSTRY 

Competitive rates, comprehensive coverage 
and payment plans designed for your 

specific business needs. 

If you provide any of the following services we can I 
design a program for your company: 
• Installation 
• Snow Removal 
• Renovation 
• Fertilization 
• Herb./Pest. App. 

» Right of Way 
• Holiday Lighting 
• Irrig. Install./Serv. 
• Mowing & Maint. 
• Tree & Shrub Serv. 

• Spill Clean Up 

Contact one of our Green Industry 
Specialists for a quote at 

1-800-886-2398 or by fax at 
1-614-221-2203 

M.F.P. Insurance Agency, Inc. 
rick@mfpinsure.com 

It Pays To Advertise Call 800/456-0707 

http://www.davey.com
mailto:george.gaumer@davey.com
mailto:morland@direway.com
http://WWW.WECI1APPS.COM
http://www.wintac.net
http://WWW.MOWERMETER.COM
http://www.jasper-inc.com
http://www.TurfGold.com
mailto:rick@mfpinsure.com
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L i g h t i n g S p r a y N o z z l e s 

Largesl & faslesl Growing 
Pioneer in ¡he Indus fry 

A 

mi 
Holiday Lighting 

Keep Employees Year Roun 
ff TV ITI \ 

m n I" 

Landscape Lighfing 
Offer High-Margin Services 

Jraining Markeiing 
Supplies Supporl 

Over 400 Local ions in 47 Slafes & Canada 

NITETIME 
T X 

www.lhedecorgroup.com 

1-800-687-9551 

N E W C H E M T I P ™ 
Two Piece Showerhead 

316 Stainless Steel nozzle 

1 • Is lightweight 
I • Precisely machined 
1 • Knurled on the outside to prevent heads 
1 from slipping while cleaning/changing 

screens or tightening 
• Virtually maintenance free 
• Will not corrode, crack, split or 

break under normal use 
• Prevents off-target mishaps 
• Will last many years s ; 1 
• Comes with 2 chemical resistant 

O rings & 1 screen, specify GPM H 
• Reduces inventory costs M 
• Limited lifetime warranty 

Turn your J D - 9 Tree & Shrub or C h e m L a w n Spray 

G u n into a lawn spray gun with this new product 

Roger's 
SPRAY & T R E E S E R V I C E 

2 0 6 - 2 4 4 - 1 7 1 7 

E d u c a t i o n a l T r a i n i n g 

Do They Have The 
Right Answers? 

Provide knowledge to your 
customer service and salespeople 

• To save unhappy customers 
• Attract new customers 

One customer save pays for 1 years use 

Arrange FREE online demo 
of Lawnlore Interactive Training 

800-328-4009 

Industry Web S i t e s eb Site Design Services 

BUSINESS RESOURCES 
LawnSite.com - Where Business Owners Meet 
PlowSite.com - For Snow & Ice Professionals 
LawnCareSuccess.com - Books, Templates, 
Tutorials, Proposals, Contracts , Flyers, Door 
Hangers, Letters, 
How To Estimate Properly, Advertising, & More. 

4 1 2 / 4 1 5 - 1 4 7 0 

Automated, Profit-Pulling Sales Force That 
Works 2 4 / 7 and Never Takes a Day Off! 

Today's consumer is going online to find their service providers. 
If you're not there, you're missing out on 100,000+ searches 

every month. Get your automated sales force today! 
Results Guaranteed. FREE report. 
www.lawncarewebdesignmagic.com 

ftww.lawnandlandscape.com 
\ 

AH subscribers to Lawn & Landscape 
magazine have exclusive access to our 
industry-leading Web site. However some of our 
subscribers have indicated that our login procedures 
were too complicated, so we have changed them to 
suit your needs. Please follow the instructions below 
to access the Web site: 

1. Visit the Lawn & Landscape login set up at 
www.lawnandlandscape.com/rsdefault.asp. 

2. Enter your name ID X X X X X (located above 
your name on the mailing label) and 5 digit zip 
code X X X X X (as it appears on the mailing label). 

3. Click on "CONFIRM SUBSCRIPTION." 

4 . The system will ask you to confirm your information. 
At this point you may enter an e-mail address but an 
e-mail address is NOT required. Click "CONTINUE" 
and you will receive your unique user name and 
password. 

Lawn&Landscape 
www.lawnandlandscape.com 

http://www.lhedecorgroup.com
http://www.lawncarewebdesignmagic.com
http://www.lawnandlandscape.com/rsdefault.asp
http://www.lawnandlandscape.com


The author is owner of 

Weed Man. Raleigh. N.C.. 

and can he reached at 

919/781-5365 

C l e a n l i n e s s is N e x t t o 
P r o f i t a b i l i t y a t W e e d M a n 

© I was taught the value of keeping 
things neat from a young age. My 
dad, for instance, always let my 

siblings and I borrow his tools as long 
as they were the right tools for the job 
and we put them back where we found 
them. Everything had a place. At age 15 
I got a job as a dishwasher and had to 
rearrange the dish room so the flow of 
dishes ran from dirty to clean. By the 
end of my first night at work I received 
a 10-cent-per-hour raise. From then on, 
I realized that organization didn't just 
make sense - it made money. 

Since entering the lawn care industry 
in 1987 I've applied the same mentality 
to the crews and companies I've man-
aged. Shop operations, paperwork, com-
pany trucks, etc., are all organized to the 
finest detail to run at peak efficiency. At 
our Raleigh, N.C. Weed Man, we pride 
ourselves on organization and have often 
been recognized for the cleanliness of 
our operation - especially, our vehicles. 
Here's how we do it: 

First, before our trucks are "road 
worthy," they're outfitted with every-
thing our technicians need to do their 
jobs correctly and cleanly, including: 

Mat for the back cargo area 
Broom/dust pan 
Floor mats for cab 
Safety spill kit 
Tool box 
First Aid kit 
Seat organizer 
Hand cleaner, towels 
GPS 
Each truck is outfitted exactly the 

same way, with "a place for everything 
and everything in its place." Inside the 
truck, we have two store-bought orga-
nizers, including a box for MSDS sheets, 
product labels, extra lawn analysis sheets 
and leave-behind literature. Additionally, 
each vehicle has an organizer that we 
fabricate ourselves to hold a pen, calcula-
tor, map book and small miscellaneous 
personal items. In the truck bed, all tools 
have specific homes as well, including a 

3. Get technicians in the habit of putting tools, paperwork and materials back 
where they belong at the end of each job, each day. Check vehicles at the end of 
the day to ensure technicians are following the new program. 

4. Establish incentives to maintain the new organizational behavior. Hold employ-
ees accountable for equipment loss or damage as a result of not using the system. 

5. Track the time and money saved by your organizational system and continually 
refine it. Once established, include the cleanliness of your vehicles and accuracy 
of your technicians as part of your sales strategy. 



Keeping truck cabs 
organized at Weed 
Man in Raleigh, N.C., 
are seat organiz-
ers holding a map, 
pens, calculator, etc. 
It then flips open 
for easy access to 
hanging files, service 
literature and leave-
behinds (bottom 
inset). In the truck 
bed, simple clips and 
hooks hold every-
thing from gloves to 
box cutters, leaving 
plenty of room for 
application equip-
ment and ensuring 
that all tools are 
always within easy 
reach. Photos: 
Weed Man 

box cutter, scraper, brush, soil probe, 
gloves, a towel, a plug to cycle prod-
ucts and a remote choke. 

Organizing our trucks and getting 
them sparkling clean inside and out 
cost $300 to $300 per vehicle. This 
may sound like a lot, but well cared 
for vehicles have lasted us 12 years 
or more, which really boils down to 
pennies a day for a highly professional 
looking vehicle. It also saves time and 
money on cleaning and maintenance 
later. For instance, at the end of the 
day, it takes only 20 minutes to put 
our trucks away, as compared to ve-
hicles where the technicians may have 
spilled materials in the truck beds, 
tossed paperwork around the cab, 
etc. To get a vehicle like that in good 
shape for the next day, the technician 
would have to jack up the truck, clean 
out the bed, pressure wash and dry it, 
and then put away everything that's 
been strewn around the cab. 

Instead, our technicians are 
meticulous about the cleanliness of 

their trucks throughout the day. At 
our Weed Man operation, this level of 
cleanliness isn't something we do - it's 
what we are. Generally, putting things 
back where they belong is a process 
anyone can be taught, but if we find 
that one of our technicians can't em-
brace organization for themselves, this 
isn't the company for them. 

To incentivize vehicle cleanliness 
and organization, we put $20 a week 
in an escrow account for each techni-
cian. If a tool is broken or goes miss-
ing, or if some part of a vehicle is dam-
aged, the cost of the repair or replace-
ment comes out of the technician's 
account. Upon returning to work after 
the winter holidays, technicians receive 
any money remaining in their ac-
counts at the end of the previous year 
($1,040 annually) as a bonus. 

Some technicians have had to pay 
out hundreds of dollars from their 
accounts to replace tools or repair 
vehicles, but more often than not our 
technicians look forward to a nice bo-

nus at the beginning of the year, just 
by staying vigilant about the cleanli-
ness of their vehicles. This creates 
accountability for each technician and 
we also find our employees policing 
each other to make sure all of our 
vehicles are in the best shape. 

Since we've had these organiza-
tional processes in place from the 
beginning, it's difficult to quantify 
exactly how much time and money 
we've saved over the years. We know 
we save time daily by not having to 
clean trucks from top to bottom for 
the next day, and our technicians are 
highly efficient because all of their 
tools, paperwork and materials are at 
their fingertips. More importantly, 
we know that technicians who are 
diligent about cleaning their vehicles 
also are applying the same level of 
precision on our clients' lawns. As 
such, our Weed Man operation is 
noticed both for the professional look 
of our vehicles and the professional 
nature of our staff. - Ken Heltemes LL 
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All-American country music 
legend Charlie Daniels stands 
behind Gravely products. 

, Gravely is proud to ce lebrate 90 amaz ing 
years of a i l -Amer ican qual i ty and value. Our sol id 
history of tough, hardwork ing equ ipment speaks 

for itself. And what 's even better is that it's all 
m a d e right here in the land that w e love. Gravely 

has helped keep Amer ica beautiful for 90 years, and 
w e promise to keep y o u cutt ing for many more. 
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