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Stand-on Riders -
a New Way to Mow 
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The World's Fastest Lawn Mower 
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Your next new car won't be serviced in 
Aisle 14 for a reason, the same reason a 
Dixie Chopper won't be located behind 
the light bulbs or paint supplies. 
Service doesn't come in a box. 
For a knowledgeable, experienced 
sales person, contact your independent 
Dixie Chopper dealer. 

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

www.dixiechopper.com 
For Over 25 Years Dixie Chopper has been building the most productive machines in the 
industry. Experience the difference today at your nearest Dixie Chopper dealer. 

USE READER SERVICE # 32 
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Canada 's Chang ing 
Landscape 
Think pesticide regulation can't happen to you? 

Canadian industry professionals share their stories 

and provide tips for getting ahead of the fight in 

the United States. 

Bes t of the W e b -
Ra in Delay 
When the skies darken and the clouds break 

should a landscape contractor pack it up for the 

day or resign to the fact that he's going to get a 

little wet? Lawn & Landscape Message Board users 

share their tips for how they manage grass cutting 

duties when it rains. 

C o n s t r u c t i o n Equ ipmen t 

64 In the Ma rke t for 
a M in i ? 
Optimize your investment by selecting the right 

financing option and features for your business. 

M o w e r s / P o w e r Equ ipmen t 

76 A Stand-up Favori te 
A stand-on mower combines the speed of a riding 

mower with the agility and maneuverability of 

a walk-behind and at a fraction of the cost of a 

zero-turn. 

Incorporated 
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WinningcolorS 
TURF TYPE TALL FESCUE ILEND 

You already recognize the advantages of planting a 

blend, instead of a single variety. So the only question 

is which blend do you choose? And since better 

varieties make better blends, the answer is obvious. 

Winning Colors combines four top-rated Tall 

Fescues: Rembrandt, the number one NTEP rated 

variety for the last five years in a row; Picasso with its 

fine texture and dark color; Masterpiece, known 

Winn ing Co lo r s b lends four of 

for exceptional disease resistance; and DaVinci, our 

newest variety tied for #1 in the 2004 NTEP trial. 

Together, they make Winning Colors a winning 

combination of better varieties to yield better turf. 

And for high-traffic sports applications, try Winning 

Colors Plus, our 90/10 mix of Tall Fescue blend and 

Cabernet Kentucky Bluegrass. Visit 

www.LebanonTurf.com for a free copy of our 

Agronomy Manual and Product Information Sheet. 

Click on promotions and use coupon code LL4076. 

Call your LebanonTurf distributor or 

1-800-233-0628 and find out more about Winning 

Colors, the blend that's all top-rated seeds. If only 

the rest of your job were this easy 

L e b a r t c n T u r f 
Nothing Succeeds Like Our Seeds 

1-800-233-0628 • www.LebanonTurf.com 
USE READER SERVICE # 11 
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Ce lebra te S m a r t 
I r r igat ion M o n t h 
Contractors are charged to promote efficient water-

ing practices and create awareness about the growing 

demands on water resources. 

Tr ick le-Down Ef fect 
Selling smart irrigation can create water and cost sav-

ings, prevent regulation, beautify landscapes and bolster 

a contractors bottom line. 

S m a r t I r r igat ion 
Case S tud ies 
Landscape and irrigation contractors can encourage 

their customers to adopt low- and high-tech solutions 

to combat water waste. 

G e t S m a r t H o m e o w n e r 
Handout 
Clip this page and share these money-saving, landscape 

improving water conservation tips with your customers. 

www. lawnand landscape .com ^ ¡ ¿ J i 

I m i n i i J a i a i I a a a i a a 

Lawimandscape 

D e p a r t m e n t s 

10 Editor's Focus 

12 Sales & Marketing 

14 Business Operations 

16 People Smarts 

18 From The Field 

2 0 Industry News 

33 Calendar 

34 Business Opportunities 

114 Product Profile 

115 New Products 

128 How We Do It 

130 Advertisers' Index 

P r o d u c t S p o t l i g h t s 

Conc re te Ideas 
• ^ ^ ^ ^ Check out these cutting edge innovations in 

hardscape products. 
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LONGER _ F A S T E R 
R E A C H - C Y C L E S 

Y O U DO T H E MATH. 
The new Case 400 Series Skid Steers combine strength and reliability into one fast and productive package. The 
exclusive Case Power Reach feature" makes for faster cycle times by maximizing reach at any height—so you can 
quickly and easily load farther back into trailers and to the center of high-sided trucks. Optional hydraulic self-leveling 
retains more material for even more speed on the jobsite. And with our exclusive "no tool" 10-second tilt ROPS, 
you'll shave additional minutes off daily maintenance, too. See all the other ways the 400 Series takes your business 
performance to a higher level. Visit the professional partners at your local dealer for a demo, purchase or rental options, 
and details on financing and service plans. 
* Power Reach available on 435, 445 and 465 models only. 

©2006 CNH Amenca LLC. Case is a registered trademark of CNH America LLC. All rights reserved. 

USE READER SERVICE # 12 
www.casece.com 

http://www.casece.com


S m a r t I r r i g a t i o n 
M o n t h O n l i n e 

The long-anticipated Smart Irrigation Month 
is here! As water restrictions continue to pop 
up across the country, the topic of irriga-

tion is increasingly significant. Lawn & Landscape 
addresses how irrigation is part of the solution 
as municipalities are required to conserve this 
natural resource. 

Check out our comprehensive supplement on page 85, and then go straight 
to www.lawnandlandscape.com for the up-to-the-minute irrigation news 
and notes. Our online coverage will be updated throughout the month of 
July. And don't forget to share your thoughts on our Message Board! 

t . 
o e m i n a r 

»formation 

Recent downpours in the New England states 
had Lawn & Landscape Message Board users 
asking, "To mow or not to mow?" The tradi-
tional school of thought tells contractors not 

to mow lawns in the rain, but when the weather brings 
the threat of jobs left undone, should contractors just 

Turn to page 60 to read advice Message Board users 
offer in this months Best of the Web feature, "Rain De-
lay." Some lawn a r e operators advise their colleagues to 
monitor local weather forecasts and get some jobs done 
a day ahead of time to beat the rain. Others tell their 
crews to work even after the rain starts so they don't get 
behind on their work. 

Shed light on this cloudy situation by posting your own 
thoughts on the Message Board at www.lawnandland-
scape.com/messageboard. 

• e n t r a 

A Lawn & Landscape Lawn Care seminar 

may be coming to your town soon! The 

seminars provide the latest information 

about turf and ornamental care meth-

ods, including tips on using herbicides, 

fungicides and insecticides and best 

practices for treating diseases. 

Our special Web site can answer your 

questions about the must-attend events. 

Visit www.lawncareseminars.com 

for updates and registration details. 

Don't miss out on the opportunity to 

learn from some of the top industry 

professionals. 

Have you tried the Lawn & Landscape 
digital edition yet? 
If not, this satisfied reader clues you in 
to what you're missing: ^ ^ 

Lawn & Landscapes online poll is in touch 
with the pulse of the green industry, intro-
ducing a new topic each week. When you 
log on to the Web site the week of July 10, 
answer the question, "Are you experiencing 
growth in your irrigation business?" 

See the latest results on the spot or check 
each Monday's E-newsletter for informa-
tion on more hot topics in the industry! 

m a z I n g 
"I just want to give you a big applause for having the option of reading a digi-
tal copy of the magazine. I just finished reading the recent magazine all online 
and the way that you have it set up is amazing. I love the fact that you have 
direct links built right into the magazine, in addition to links to other pages 
to finish reading articles. For example, if you are reading an article on page 
38, and it finishes on page 60, you have a link that goes directly to page 60. 
What a brilliant idea! Not only can I read the digital copy in multiple sizes, but I can also print 
or e-mail pages. I highly recommend more people try reading the digital copy. Keep up the good work! 

Troy Tiedeman, Tiedeman Grounds Management, Clare, Mich. 
Visit www.lawnandlandscape.com and click on "Magazine" and"Digital Editions" to peruse our virtual issues. 
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Its nice to know that help is never far away. Especially when it conies to controlling 

grubs. After all, your job isn't about taking risks, it's about keeping turf essentially 

grub-free and healthy. And that's why you should stick with Merit.® Its the #1 preferred insecticide in 

the country. It controls virtually every grub species, averaging 97%*efficacy,and its the most 

proven grub control product on the market. And if that's not enough, its Backed by Bayer,™ 

which gives you the support and resources you need to get 

the job done. If you ever have questions or problems, we're here to help. 

Its Science. It's support. Its peace o f mind. 

97% \ 
efpicacY A 

100% / 

peace of mind. 

Average based on university science and field trials. 
Bayer Environmental Science, a business group of Bayer CropScience 2 T.W. Alexander Drive. Research Triangle Park. NC 27709 Merit is a registered / T \ R a v p r Fnvirnnm nf K 1 

trademark and Backed by Bayer is a trademark of Bayer AG. Always read and follow label directions carefully. © 2006 Bayer CropScience y s c i e n c e 
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Market Will Dictate Merger 

Recent news out ofWashington D.C. revealed that the Professional 
Landcare Network and the American Nursery & Landscape As-
sociation would not merge as had been anticipated by many 

throughout the landscape industry. 
Merger talks between the two national associations surfaced six months 

after the union o f the Associated Landscape Contractors o f America and 
the Professional Lawn Care Association o f America became official last 
year. 

I f an association o f design/build, maintenance, interior and lawn care 
professionals can make a difference in Washington - where pesticide, 
noise, emission and water issues are routinely deliberated - then why 
not embrace nursery, distribution and retail groups as well? 

After all, the desired goal o f becoming a national voice for the service 
segment o f the green industry would gain momentum if all facets o f 
this incredibly large yet exceptionally fragmented industry were housed 
under one establishment. 

What's good for the grower, for the landscape contractor, the main-
tenance professional, the interior specialist and the lawn care operator 
is good for the entire professional service industry. 

Legislation, health care, insurance, labor challenges, small business 
issues and understanding the ins and outs o f a profit/loss statement are 
concerns for growers and contractors alike. 

From an association vantage point providing certification, ongoing 
education and a vibrant trade show can be tricky to navigate. So why 
not eliminate a seemingly duplicative association structure and go with 
one, superior brain trust? 

Now, if we had all the answers, we'd be vying for the C E O opportunity 
at PLANET. But alas, that's not in the cards, just as my predication for 
one national umbrella organization was ahead of its time back in 1990 
when the Green Industry Expo made its debut. 

At that time, three careful years o f planning set the stage for the G I E 
show to become the one and only national conference and trade show 
for landscape professionals. This advancement became possible only 
after three associations (ALCA, PLCAA and the Professional Grounds 
Management Society) decided to set their autonomous views aside and 
craft a superior expo that replaced smaller, struggling shows. 

While the individual associations did not merge at the time, the trade 
show move was at the forefront o f preliminary beliefs that one strong 
national entity could raise the visibility and promote the strengths o f 
the landscape industry. 

We still believe a well-organized, forward thinking association can 
benefit professional service firms big and small. While the merger between 
P L A N E T and ANLA did not go through, I'm sure both organizations 
learned a lot about each others' strengths and weaknesses as well as what 
can be accomplished should they choose to follow that course sometime 
in the future. 

In the meantime, we hope that each association will work diligently 
to fortify the goals and objectives for each market segment they repre-
sent, and reaffirm their commitment to expanding their membership 
reach, l l 
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NEW HOLLAND 

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

THE 
L A N D S C A P E S 

CHOICE 

Super Boom™ Skid Steers—Super Boom™ lift linkage delivers maxi-
mum forward reach at maximum lift height. The long wheelbase and low 
center of gravity yield rock-solid stability and exceptional lift capacity. 
Seven models with operating capacities from 1,250 to 2,800 lbs. 
Compact Track Loaders—superior flotation and stability delivered by 
ground-hugging tracks with the reach and lift capacity of our patented 
Super Boom™. The compact track loader conquers challenging terrain 
with ease to keep you working at full speed. Choose 2,500 or 2,900 lb. 
operating capacity. 
Compact Excavators—zero tail swing lets you easily maneuver in tight 
spots so you can focus on the task in front. Powerful enough to handle 
large jobs with faster cycle times that increase productivity with every 
pass. Five models with operating weights from 3,240 to 10,275 lbs. 

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

USE READER SERVICE # 14 Si NEW HOLLAND 
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5 Things to Think About 

Now that were in the thick of our busy 
season, I thought sharing some words 

of wisdom might inspire you to achieve 
your best year yet. 

1. "Different isn't always better, but bet-
ter is always different." - Dale Dauten. 
Successful companies earn their success 
by distinguishing themselves in ways that 
matter. Take, for example, eBay, an Inter-
net company that emerged out of nowhere 
and, without selling a single product, 
revolutionized the marketplace. How? 
They had an original idea and executed 
it brilliantly. Or take Starbucks, which 
transformed itself from a Seattle coffee-
house into a global player by turning our 
caffeine habit into a cultural event. 

Learn from these examples. For start-
ers, keep your trucks clean, make sure your 
crews treat your customers professionally 
and deliver what you promise. 

2 . " T h e only thing more powerful than 
knowing what to do is doing it ." -Mark 
Sanborn. In his book, The Fred Factor, 
Sanborn makes a great point: "How many 
people tell you what they're going to do 
but rarely do anything?" 

Show me a company that stands out 
in the marketplace and I'll show you a 
business that gets things done. We are 
entrepreneurs because we want to run 
our own shows. But with freedom comes 
responsibility - no one else is going to 
follow up on your plans and promises. 

Ifyou find yourself always putting tasks 
off or if you feel as if you've fallen into a 
rut, you might consider hiring a profes-
sional coach. Do what you have to do. 

3 . " I t ain't bragging if you done did 
i t ! " - Dizzy Dean. This former Major 
League Baseball pitcher makes an astute 
point: "How do you expect people to 

know about your company if you don't 
tell them?" The more people you tell of 
your accomplishments, the better your 
chances become of getting more work. O f 
course, there's a fine line between bragging 
and skillful promotion. No one needs to 
know how much money you make, but 
they do want to see photos of completed 
jobs, read client testimonials and learn 
about the awards your work has earned. 
Accomplished entrepreneurs tell their suc-
cess stories in succinct, memorable ways. 

4 . "Knowledge is confidence." - Ron 
Rado. I will always remember my Uncle 
Ron's words of wisdom: "Your team and 
your clients can tell whether you know 
what you're talking about or are making 
it up as you go along." 

Make a promise to read a book, attend 
a seminar or meet with a mentor in the 
next month. Many contractors will readily 
invest in trucks and equipment, but few see 
the advantage in investing in themselves. 
You are always your best investment. No 
tool can replace the potential you possess 
in your mind and in your outlook. 

5. "The problem with American business 
is not a lack o f ideas but a lack o f follow-
through." -Mary Kay Ash. Ash, founder 
of Mary Kay Cosmetics, made a fortune by 
following through with her ideas. She got 
things done. Those times when we haven't 
succeeded in my own company is when we 
failed to follow-through - we didn't call a 
client back, we didn't replace a dead plant 
or we didn't have a good year because we 
didn't sell what we probably could have 
sold had we followed through. 

You don't need an MBA from Harvard 
to make it in our industry, but what you 
do need is a positive attitude, a great work 
ethic and a commitment to be the best you 
can be. LL 

is a speaker, consultant and author, as well as owner of Grunder 
Landscaping Co., Miamisburg, Ohio. He can be reached at 
8 6 6 / 4 7 8 - 6 3 3 7 and via www.martygrunder.com. 
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•̂ p The Woodchuck Stumpgrinder is a 
NEW, easy-to-use machine that you flnl 
can use to add services and/or add P«. 
to the bottomline 

> 

Clear Brush 
Grind Stumps Away 
Cut Down Small Trees 

m w m 

j . Specifications: 
Weight: 160lbs 

N Size: 35"L x 24"W x 19"H* (handle folded) 
Engine: 6.5hp GX Honda w/ "Wet Clutch" 
Blade: 5 point Carbide-tipped blade 

E-Z)Trench>Mfg eztrench.com 
USE READER SERVICE # 15 
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Secrets to Success 
As I end my column and begin to slow 

down my career in the landscape 
industry by traveling more, playing 
more golf and increasing my fly fishing 
expeditions, I would like to reiterate a few 
thoughts that, hopefully, will assist you in 
the success of your landscape business: 

• Quality builds a business. Be the best 
and monitor quality frequently. 

• People are your biggest assets. Treat 
your people with respect and cull the 
non-performers from your workforce. 

• Man-hours make you money. Never 
delegate a job to someone without giving 
them the budgeted man-hours. 

• Provide score cards. Inform all employ-
ees of the budgeted and actual man-hours, 
per crew per job and per week. Post this 
on a wall for all to see. 

• Hold everyone accountable. Be sure 
they understand their expected job perfor-
mance, preferably in writing and mentor 
them when they get off track. 

• Create a financial budget. Budget all 
expenses by month and compare. Share 
as much of the budget results with others 
as you feel comfortable. 

• Chart accounts. Items should reflect 
our landscape industry functions. Educate 
your accountant as to our business. 

• Accounts receivable is critical. Moni-
tor and hold someone accountable for the 
collections. Be firm with your clients and 
accept no excuses. Act quickly. 

• Ask clients for referrals. It is an easy 
way to grow your business. Consider a 
reward if the referral is successful. 

• Monitor sales activity. Set goals for 
number of proposals submitted per month 
and then track those closely. Number of 
proposals is more important than sales 
dollars. Zero proposals equals zero sales. 

• Grow or die. Always seek new clients. 
Life is too short to be small. 

• Overtime is a killer. Monitor this closely 
per employee, per week. Yes, we do have 
overtime, but it must be managements 
decision - not the hourly employee's. 

• Strategic planning is good business. 
Develop a plan with your key employees 
annually. Set goals, assign responsibilities 
and hold each other accountable. 

• Never decide to buy something while 
listening to a salesman. Rent your equip-
ment first until it gets to be a hassle. Then 
determine if it is going to be sitting in your 
yard the majority of the time. Be careful. 
What you don't owe won't hurt you. 

• Everyone needs a raise. But only when 
performance is acceptable and only per the 
company's policy. Establish and distribute 
the policy for all to understand. Set hourly 
pay scale ranges for each position and share 
them with all employees. 

• Preventive equipment maintenance is 
essential. Establish and keep schedules. 

• Have a party. Monthly or quarterly 
cookouts, etc. are great for morale. 

It has been my pleasure sharing my 
thoughts with you these last few years 
and hopefully I was able to guide you to 
further success. 

My best to all of you and please stay in 
touch via e-mail. May you always be happy, 
healthy and wealthy. Take care. LL 

is a retiring green industry consultant with Mattingly Consult-
ing (www.mattinglyconsulting.com). He can be reached via 
e-mail at jkmattingly@comcast.net. 
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Meet the perfect partner for your business - the InternationalR 4100. With a spacious and comfortable 
cab and a tight turning radius for outstanding maneuverability, it's the reliable truck you can count on. 
To find out how, see your International dealer. 

www.lnternationalDelivers.com A N A V I S T A R C O M P A N Y 
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My Hero, The Entrepreneur 

There's something about the period 

between Independence Day and La-
bor Day that always causes me to reflect 
on the things for which we should all be 
thankful. My thoughts were crystallized 
this year by comments a green industry 
business associate of mine made recently. 
We were talking about small businesses in 
particular. In the course of the discussion, 
she said, "You know, the real heroes in this 
country are small business owners." The 
more I thought about that comment, the 
more I agreed. 

People become business owners for a 
variety of reasons and circumstances. Some 
inherit the family business while others 
take a great idea and make it happen. These 
days many victims of corporate cutbacks 
are finding alternative careers starting and 
managing their own businesses, many of 
which are landscape-related. Regardless, 
nothing prepares you for the reality of 
owning, managing and growing your own 
business. 

There's a romantic notion about own-
ing your own business. Words and phrases 
like "independence," "doing things my 
way" and "being my own boss" all come to 
mind when we identify reasons why busi-
ness ownership appears so desirable. But 
these romantic notions quickly disappear 
and reality takes charge once the loan is 
approved, the equipment is purchased and 
you must generate sales and pay bills. 

Remember how you felt the first morn-
ing you woke up fully in charge of your 
destiny? If for some reason you decided 
not to go to work that morning, nothing 
would have happened. It was then that 
the magnitude of your decision really hit 
home - it was all up to you now. 

Remember how hard it was to generate 
enough business so that after the bills were 
paid there was a little left over for you? 
Remember how you felt when you were 

finally able to write a paycheck to yourself? 
It wasn't much, but it was all yours and 
you had earned it. 

People who own businesses are a 
special breed. Words like "confidence," 
"ambition," "willingness to take risks" and 
"driven" all define these folks. But they are 
not the sole determinants ofwhether or not 
their companies will survive. Long-term 
survivability depends on how well owners 
handle success and plan for succession. 

Handling success is like bench pressing 
weights. Everyone has a limit and sooner or 
later needs help. Handling success means 
you now have an expanding base of both 
customers and employees who depend 
upon you. Seat-of-your-pants manage-
ment is not going to cut it any more. 

For many small business owners, suc-
cess is measured in small improvements. It's 
that piece of equipment you could finally 
afford to buy. It's your name stenciled on 
a vehicle. It's having letterhead stationary 
with your logo on it. Its being able to 
hire one more person to help you out. It's 
getting that first referral from a satisfied 
customer. 

But there's a downside, too. It's about 
cash flow worries, competition and 
whether you will ever be able to find and 
keep people who care as much about 
your business as you do. It's coming to 
grips with your own shortcomings as a 
businessperson. It's the fear of failure. 

The ownership of a small business has 
taken its toll on many the entrepreneur 
who has tried it. On the other hand, every 
large company in existence at one time was 
a small business. For many businesses, the 
difference between success and failure is 
a combination of timing, money, market 
conditions, planning, ability and luck. 

But the most important and often 
overlooked is heart. And heart is what 
makes heroes. (LL 

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

reached at 8 8 8 / 3 7 5 - 7 7 8 7 , larry@greensearch.com, or via www.greensearch.com. 
PeopleSmarts® is a registered trademark of GreenSearch. 
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Noticeably beautiful lawns 

That's what people want from their lawn care provider. With 
products like Headway™ in your arsenal, you can give them what 
they want. Headway fungicide combines the power of two 
outstanding active ingredients pioneered by 
Syngenta (azoxystrobin and propiconazole). ~ C * \ 
This new formulation affordably controls all 
major turf diseases including brown patch and 
dollar spot with a dual mode of systemic action. 

Creating a beautiful lawn goes beyond weed 
and insect control. Products like Headway allow 
you to provide an ever-increasing level of service. 

Headway 

Important: Always read and follow label instructions before buying or using this product. 
© 2006 Syngenta. Syngenta Professional Products. Greensboro, NC 27419. 

Headway" and the Syngenta logo are trademarks of a Syngenta Group Company 
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Summer Time = Grub Time 
With the heat and intensity o f sum-

mer stress, the last thing your 
customers' lawns want to deal with is 
an insect infestation. But this is exactly 
the time for Midwest and Northeast 
lawn care companies to be concerned. 

I f you can survive the initial diagnosis 
and resolve the problem successfully, then 
the good news is you have a tremendous 
opportunity to sell a preventive grub ap-
plication for the following year. 

Ultimately, as with any turf pest, the 
key to success and customer satisfaction 
is understanding the pest you're battling 
and how to best control it. 

B E E T L E M A N I A . C irubs are infant beetles. 
More technically speaking, grubs are beetle 
larvae, most commonly Japanese beetle 
larvae. I f left unchecked, these small, 
white, turf-chewing insects will grow into 
different types o f beetles. 

Most importantly, their feeding habits 
make them the most destructive pest o f 
cool-season and transition turf. Grub-
infested lawns show patches o f wilted, 
dead or dying turf during spring and fall 
as the grubs feed on the turf roots. But 
the telltale sign o f a grub population is 
often the presence o f various birds and 
mammals feeding on these pests below 
the soil's surface. 

Grubs are best controlled preventively 
since a curative plan often includes turf 
replacement or renovation work as well. 

There are a few preventive grub control 
products on the market. Be sure to under-
stand the product you choose to use. Some 
insecticides require a little extra time to get 
°et up in the soil, while others come with 
certain irrigation recommendations. 

Regardless o f the product, preventive 
applications should be made anywhere 
from late May or early June through early 
July. Many lawn companies target July 4 

« 

as their deadline for having all preventive 
grub control products applied. 

Grubs that have overwintered from 
the previous year are generally too large 
to control in the early spring, so they will 
pupate into beetles in June. The females 
will then lay their eggs back in the soil in 
early to mid-July. Those beetles are not your 
control target - the first instar (smallest) 
grubs that hatch from the eggs and soon 
begin feeding on turf roots are your focus. 
Control becomes more challenging as the 
grubs feed and grow, hence the importance 
o f a well-timed preventive application. 

PROBLEMS PERSIST? If you make a 
preventive application and still experience 
grub problems, the problem most likely 
comes from the following: 
• The application was made too early or 
too late. Apply too early and risk break-
down before the first instar grubs begin 
feeding. Apply too late, and the grubs 
have grown too large to control with the 
preventive products. 
• Lack of irrigation. Again, grubs feed just 
below the surface, so any product applied 
for preventive control must be watered into 
the soil to ensure the grubs contact it. 
• Excessive thatch levels. Even with suf-
ficient irrigation, too much thatch will 
tie up the insecticide, keeping it from the 
soil. I f you uncover this problem when a 
breakthrough occurs, look at aeration as 
another upsell opportunity. 

Again, finding grubs on a customer's 
property isn't cause for gloom and doom. 
I f a preventive application was not made, 
then obviously successful curative control 
is the key to protect the turf from damage. 
And while grubs used to be such hard-to-
control pests, this is no longer the case. 
T h e preventive products on the market 
today will get the job done. 

t o o r i s h a n d b r i a n k e 
are part of LESCO's Tech Serv ices Department. They can be reached at techguys@lesco.com 
or at 8 0 0 / 3 2 1 - 5 3 2 5 ext. 3150 to answer technical questions. 

lawn & landscape july 2 Q 0 6 www.lawnandlandscape.com USE READER SERVICE # 18 

mailto:techguys@lesco.com
http://www.lawnandlandscape.com


j — | 

mkBB&x. 

• 

Call A Lawn & Landscape Event Representat ive A t 
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Cont rac tors W e i g h In O n Fuel Costs 

Gasoline 

REGULAR 
UNLEADED 

In 2005, retail gasoline prices in the United States 
fluctuated radically, with the average price of 
regular gasoline rising from $1.78 per gallon on 
Jan. 3 to as high as $3.07 per gallon on Sept. 5 

in the wake of Hurricane Katrina, according to the 
Energy Information Administration (EIA). 

Those unpredictable prices left landscape con-
tractors with headaches, lower profit margins and a 
tough decision: 
absorb costs or 
pass them along 
to customers? 

If one good 
thing came from 
last year's er-
ratic fuel prices, 
it's the fact that 
landscape con-
tractors weren't 
blindsided by sky-
rocketing prices 
coming into 
the 2006 busy 
season. In fact, 
contractors sur-
veyed for Lawn 
& Landscape's 
2005 State of the 
Industry Report 
said their No. I 
expected success-limiting factor for 2006 was the 
rising price of fuel. Contractors ranked it an 8.2 (up 
from 7.7 the previous year) on a scale of one to 10 
with 10 being the greatest point of concern. 

At press time, the average price for regular gaso-
line is $2.91 per gallon - up nearly 80 cents from a 
year ago, according to the EIA. Diesel fuel checks in 
at $2.92 per gallon, up almost 64 cents from this time 
last year. 

To combat costs this year, contractors are scruti-
nizing business processes and consumption levels, and 
they're implementing various methods for passing the 
costs along to their customers, like increasing prices 
overall or tacking on fuel surcharges. 

NOT COMING DOWN. Daniel Hanson of SCLM Co. 
in La Verne, Calif., shares the sentiments of many con-

PLUS 

Self Serve 

305 i 
10 

tractors - and U.S. citizens in general-when he implies 
that what goes up does not always come down. 

"I feel that fuel will not be going down any time 
soon, if ever," he says. "One of the things that a lot of 
contractors, especially landscape, are going to have to 
face is that sooner or later they are going to have to 
raise their rates by a few percentage points to account 
for the increased fuel costs." 

That's exactly 
what B. Rushing 
Lawn and Land-
scaping, Alexan-
dria, Va., did. For 
the first time in I I 
years, the com-
pany instituted an 
across-the-board 
surcharge that's 
5 percent of the 
total job cost, says 
President Brandon 
Rushing. 
Although Rush-

ing calls his com-
pany's increase a 
surcharge, he notes 
that it's not only re-
lated to the price at 
the pump. "To me it 

was more of a cost of 
doing business increase," he says. "Fuel is a big part of 
it, but with every supplier and every product we use 
prices have gone up because of fuel. It's a trickle-down 
effect on all levels." 

Hanson's firm takes a hard look at target profit 
margins for each maintenance account. "Clients with 
contracts that are or were under our target profit margin 
by even a few percentage points immediately receive 
letters requesting a price increase citing rising fuel costs 
as one of the main reasons," Hanson explains, adding 
SCLM makes up for losses elsewhere. "We are able 
to absorb some of the fuel cost increases through our 
construction division and irrigation repair crews. Since 
we bid construction jobs on a continual basis, and since 
irrigation repair is time and material plus overhead, 
we can always include the increase in overhead quite 
easily." 

Q 1 K I 
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For Blade Runners, Fairfax, Va., 
fuel has traditionally been 2.5 percent 
of gross costs, says President Eric 
Storck. Now, with gas prices hov-
ering around $3 in the Washington, 
D.C., area, fuel eats up 4.5 percent 
of the company's costs. "We would 
love to recover all of that," Storck 
says, explaining that Blade Runners 
doesn't add a blanket surcharge onto 
all accounts. "We measure how many 
hours the equipment runs on the site, 
and adjust the fuel cost 
accordingly," he says. 

During the month of 
April, fueling one truck 
(gas for the vehicle plus 
mowers and equipment) 
cost Atlanta-based Tohill 
Landscape Management 
$850, says owner Kelly 
Tohill. He recalls it cost 
about the same during an 
average month in 2005. 

Thankfully, before the 
2005 season of fluctuating 
fuel costs, Tohill knew he 
needed to make some 
changes. "Lastyear I pretty 
much upped people by $5 
a visit and then I did it again 
this year." 

C U S T O M E R S ' CON-
CERNS. Tohill explains 
that potentially upsetting customers 
must take a backseat to profitability. 
Prior to 2005 he had never increased 
prices - that's going back to 2000 
when a gallon of gas in Atlanta was 
clocking in at 99 cents to $1.05. An 
increase was inevitable for Tohill, 
who says he needs to make $30 per 
man per hour. 

In addition to notifying custom-
ers with a simple note explaining the 
increase, Tohill adjusted some routes 
and dropped customers that live on 
the other side of Atlanta. 

"This year I've got it right," he 
says. "I know I've covered my gas 
prices and I'm making money." 

So far no customers have com-
plained. "Like I say, I hadn't raised 
prices in over four years," Tohill says. 
"So I guess everybody thought that 
was fair." 

Fairway Landscape, which ser-
vices Long Island (Nassau County), 
N.Y., wasn't as fortunate passing an 
increase through, says CEO Greg 

Bashaw. After a slew of complaints 
that followed a $2 per month fuel 
surcharge last summer, the company 
opted to raise prices for 2006. 

"We lost some customers, 37 
percent to be exact, as they just 
couldn't understand that fuel prices 
have raised dump charges, insurance 
costs and wages for that matter, and 
not just gasoline prices," Bashaw says. 
"I know that some of the turnover 
was only price driven, because none 

of those people have had a problem 
with service in the past." 

Some of Rushing's business also 
has been a casualty of increasing 
prices. "We lost a handful of cus-
tomers, but I'm not worried about 
it because I had never increased my 
prices across the board like this," he 
says. 

Storck says that fuel surcharges 
and price increases often incite the 
bidding process - driving some cus-
tomers to national landscape firms 
that he calls "price oriented." How-
ever, he says that customers usually 
understand increases related to fuel. 
"I've found that fuel prices are some-
thing that's tangible to your clients," 
Storck says. "They're spending more 
on fuel, so they understand increases 
with fuel." 

FOCUS ON EFFICIENCY. Instead 
of panicking, Rushing, like other 
contractors, is reviewing internal 
policies that can create more fuel 

efficiencies. 
"We've definitely looked harder 

at routing equipment and the way 
we provide our services, not affect-
ing quality, but we have to be more 
innovative on how we deliver our ser-
vices, like bundling - when we make 
one stop we do multiple things." 

As another cost controlling mea-
sure, Hanson's company is taking 
the fuel purchasing process to the 
next level. SCLM canceled its com-

mercial accounts with 
major fuel vendors and 
started an account 
with Wright Express, 
a service that allows 
companies to closely 
track vehicle fuel and 
service expenses. 

"One of the first 
th i ngs that we became 
aware of after we 
made the switch was 
that we had a couple of 
employees who were 
basically stealing fuel," 
Hanson says, explain-
ing that the Wright 
Express system as-
signs a card to every 
truck and a personal 
identification number 
to every driver. When 
the driver fuels up, he 

must enter his PIN and the vehicle's 
odometer reading. At the end of the 
month, management receives a series 
of reports, including a summary that 
outlines fuel purchase details (date, 
time, location, etc.) for every driver, 
as well as a summary of gas mileage 
and fuel consumed by the entire 
fleet. 

"The best report that we get is 
a listing of which stations we have 
purchased at, listed by cost per gal-
lon," Hanson says. "We can look at 
that report and see which station is 
consistently lower than the others 
and direct our drivers to those sta-
tions." - Marisa Palmieri 

Visit the Lawn & Landscape W e b site to find 
more information on this and other industry 
topics. W h i l e you re there, log on and share your 
experiences, views and opinions on dealing with 
skyrocketing fuel prices with other contractors 
on the online message board. 
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Scott S w a y z e thought 

all decks clog in tall, w e t grass. 

This one changed his mind. 

The New John Deere 7-lron II™ Deck. "Here in Washington, w e have to cut in wet conditions 
all the t ime" says Scott. " So w e can't afford to clog. 
And with the new 7-lron II deck, w e didn't have to slow 
down, not even once." With a higher blade tip speed, the 
7-lron II makes short work of even the tallest grasses. 

Scott Swayze, Blue Sky Landscape Services, Inc., Puyallup, Washington 

See more of what Scott Swayze has to say at www.mowpro.com 
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DuPont Advion 
FIRE ANT BAIT 

No second 
chance 
Fire ant colonies are gone in 24 to 72 hours with DuPonf 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 cal l l - 8 8 8 - 6 D u P o n t (1 -888 -638 -7668) . 

I r r iga t ion: A 10-Year O u t l o o k 

For landscape contractors looking to offer irrigation services or expand their 
existing irrigation businesses, Jeff Carowitz says they should set their sights 

on growth. 
Carowitz, senior consultant with Strategic Force Marketing, San Marcos, 

Calif., outlined his "Strategic Overview of the Irrigation Industry" April 24-26 
at the Hunter Irrigation Industry Forum in San Marcos, Calif. He talked about 
what fueled irrigation service growth the past 10 years and offered an outlook 
for the next decade. 

Over the past 10 years, the irrigation industry has grown on average at twice 
the rate of the annual GDP at 6 to 7 percent a year (the GDP has only grown 
2 to 3 percent a year), Carowitz says. "The number of contractors offering ir-
rigation services has outpaced industry growth," he adds. "And the installed base 
of irrigation systems on residential and commercial properties has dramatically 
increased during the past decade." 

The factors that affect irrigation industry growth, including new construc-
tion, home improvement, demographic and geographic changes, and hobby 
and leisure pursuits, have remained strong, Carowitz shares, adding that these 
factors also show long-term growth potential. 

P h o t o : H u n t e r I n d u s t r i e s 
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First, Carowitz points out hous-
ing statistics - a market that moves 
in cycles based on job growth, inter-
est rates and consumer confidence. 
According to Carowitz's research 
from Economy.com, 1.8 million new 
jobs on average will be added over 
the next 10 years. He also outlined 
Harvard University's Joint Center for 
Housing Studies' September 2005 
Report, noting that income growth and 
unemployment rate declines can more 
than offset the rising interest rates the 
industry is currently experiencing. 

"The bottom line on housing is 
that the long-term trend is positive 
and housing is moving ahead of the 
rate of the general economy despite 
short-term ups and downs," Carowitz 
says, adding that according to The 
Brookings Institution, in 2030 about 
half of the buildings in which Americans 
live, work and shop will have been 
built after the year 2000 - most of the 
space being residential - showing the 

continued increase in home building. 
"When housing construction is strong, 
the demand for irrigation services 
increases." 

Carowitz continued to cite The 
Brookings Institution, pointing out 
that states with the largest projected 
number of housing units will include 
California, Florida and Texas. In Ari-
zona and Nevada, more units will be 
built in the next 30 years than existed 
in 2000. According to Carowitz, the 
study says that "the volume of devel-
opment to be seen during the next 
generation will be nothing short of 
staggering." 

In some instances, housing cus-
tomer changes are fueling this growth. 
For instance, Carowitz says that, 
according to the Intergenerational 
Wealth Transfer, more parents are 
providing the down payment to per-
mit their children to buy new homes 
earlier in their lives. Additionally, U.S. 
immigrants are becoming increasingly 

important to the housing industry. In 
fact, second generation immigrants in 
the zero to 20 age group will become 
the prime home buyers and builders of 
the next decade, according to the Joint 
Center for Housing Studies Report. 

To obtain these homes with larger 
properties as a bonus, more home 
buyers also are commuting further 
for greener spaces. The Harvard 
Study mentions that in 1970 only 16 
metropolitan areas had at least one 
to five households living more than 
20 miles from the central business 
district. In 2000, that number jumped 
to 45 metropolitan areas. 

In addition to home building and 
buying, remodeling is also a factor that 
will continue to fuel irrigation industry 
growth, says Carowitz, citing that ac-
cording to a 1995 American Housing 
Survey, nearly half the homes in the 
United States are more than 35 years 
old. In 2006, Barron's predicts a 5 to 

continued on page 28 

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 The miracles of science' 

all label directions and 
precautions for use 

DuPont" Advion' is not 
available in all states. 

See your local DuPont representative for details and availability in your state 
The DuPont Oval Logo, DuPont", The miracles of science", Advion* 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. 
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SIERRA. 

360 HORSEPOWER. 650 LB-FT TORQUE. 0 COMPETITION. 
G M C S I E R R A ® 3 5 0 0 . W I T H C L A S S - L E A D I N G H O R S E P O W E R A N D T O R Q U E F O R D I E S E L E N G I N E S . 

There can only be one leader. And this one's as powerful as it gets. The GMC Sierra 3500 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. Along with a new, 
improved 6-speed Allison® transmission/ the DURAMAX diesel also delivers outstanding towing capability. GMC Sierra 3500. Meets your 
highest standards. Has yet to meet its match. Visit WWW.GMC.COM or call 1-800-GMC-8782. 

http://WWW.GMC.COM




Multiple attachments 
Available 

• 20 gal. spray system 
• Dethatch Rake 
• 120 lbs hopper 

• 36"/46" tine heads 

L . T S R I f ^ H P R O D U C T S , I N C . 

www.z-spray.com • 877-482-2040 
sales@z-spray.com 

[AERATION HAS NEVER 
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7 percent increase in the growth of remodeling. "There is a 
cocooning trend that is driving consumers to spend more time 
and money on the home," he explains. "This is driving home 
entertainment, home shopping and home remodeling." 

The baby boomer generation moving into retirement should 
also boost landscape and irrigation sales into the future, Carowitz 
says. This is mainly because their No. I request for an active adult 
community amenity is full maintenance and lawn care (80 percent 
reporting), followed by walking areas (79 percent), according to 
the Harris Interactive 2005 "Baby Boomers Housing Study." 

The study also reported that more than 50 percent of 
respondents under age 60 said they will buy a new home for 
retirement, and roughly 45 percent said they would move out 
of state for retirement. "When asked what state they would 
move to for retirement, the baby boomers listed their top six as 
Florida, Arizona, North Carolina, California, Texas and Nevada," 
Carowitz says. 

On the commercial side of the industry, Carowitz says cor-
porate balance sheets are strong and that is allowing businesses 
to construct new plants and office spaces. "The national office 
vacancy rate is now below 5 percent, so there is a rebound 
ahead," he explains. 

Finally, because gardening continues to lead the list of American 
hobbies, the irrigation industry will benefit, Carowitz remarks. He 
points to a Harris Interactive 2004 National Gardening Survey, 
that reports three out of four (82 million households) Americans 
currently participate in gardening activities, and that gardening 
is considered the most popular outdoor activity/hobby above 
amateur sports. "The relatively low cost of a home irrigation 
system - $3,000 for a system on a $350,000 home," Carowitz 
adds, "will also drive this growth." 

In addition to his 10-year outlook, Carowitz suggests 2006 
could be a robust growth year for irrigation professionals. 

Initially, continued strong demand from new construction and 
remodeling will fuel growth, he says. And irrigation manufacturers 
are reporting that their early shipment indicators of irrigation 
products are strong in all sectors of the landscape market. 

Also, this winter contributed to a longer and stronger year 
for irrigation contractors. The National Climatic Data Center 
has called the 2005/2006 winter the "fifth warmest winter on 
record," which has added two to three additional months to 
the construction season in many parts of the United States. As 
a result, national heating use was down I I percent, Carowitz 
says. "This is a dramatic increase in work days for contractors," 
he points out. - Nicole Wisniewski 

<0 
JULY-

SMART 
IRRIGATION 
MONTH 

July is Smart Irrigation Month. For an in-depth look at 
the industry's water management advancements, see the 
Special Section on Smart Irrigation starting on page 85. 
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Grand L30 Compact Tractor 
Get power and versatility in one 
compact tractor. Featuring high-
performance Kubota 30 to 50 HP 
diesel engines, Intellipanel™ and 
a variety of performance-matched 
implements. 

RTV900 Turf Utility 
With a 21.6 HP Kubota diesel engine, 
4-WD, power steering, 3-range 
variable hydrostatic transmission 
(VHT) and turf tires, this utility vehicle 
can run all day and never get tired. 

Kubota 
E V E R Y T H I N G Y O U V A L U E 

Financing available to qualified customers through Kubota Credit Corporation, U.S.A. 
For product and dealer information, call 1-888-4-KUB0TA, ext. 404 

or go to www.kubotaCT38.com 
©Kubota Tractor Corporation, 2 0 0 6 
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Sure they cut, dig, load and haul. 
They'll also trim your budget. 

ZD Pro Series 
Run circles around everything else 
with fuel-efficient Kubota 21, 25 
or 28 HP diesel engines, a durable 
7-gauge fabricated mower deck with 
hydraulic lift and tilt service feature, 
hydrostatic transmission and 
all-shaft drive PTO. 

http://www.kubotaCT38.com


industry news 

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

S p e n d a F e w D a y s on t h e H i l l 

Once every year, PLANET and AN LA members converge 
on Capitol Hill to connect directly with members of the 

U.S. House and Senate. This year, held in association with the 
Tree Care Industry of America, Legislative Day on the Hill (July 
23-25) is an opportunity to bring attention to issues that impact 
the industry, such as H-2B and pesticide regulation. 

Also, the event offers attendees a chance to reaffirm 
their sense of patriotism and pride during the Renewal and 
Remembrance at Arlington National Cemetery and Historic 
Congressional Cemetery, where from 7 a.m. to I p.m. on July 
24 industry volunteers will dedicate manpower and equipment 
to enhance the beauty and environment of the grounds at 
Arlington National Cemetery. This gift is valued at more than 
$250,000 in services and work. 

Both cemeteries have notable histories. More than 300,000 
people are buried at Arlington National Cemetery, including 
veterans from all of the nation's wars, from the American 
Revolution through the Iraq and Afghanistan wars. Historic 
Congressional Cemetery is a private cemetery founded in 1807. 
Owned by Christ Church, it is managed by the Association 

for the Preservation of Historic Congressional Cem-
etery. The grounds occupy 32.5 acres in southeast 
Washington, D.C., overlooking the Anacostia River. 
An estimated 60,000 interments have occurred there. 
Among the graves are privates and generals of the 
Revolutionary War, the War of 1812, the Mexican 
War, Union and Confederate soldiers, craftsmen 
and architects of the Capitol, Indian chiefs, foreign 
diplomats, victims of tragedies and crime, prominent 
businessmen and ordinary citizens. 

The day will begin at Arlington with a ceremony 
featuring a joint color guard and speaker presenta-
tions to dedicate the day of work to those who gave 
the ultimate sacrifice. "The natural beauty and quiet 
grace of Arlington National Cemetery will make it 
a place that we feel compelled to protect and take 
care of," says PLANET member Phil Fogarty, who 
has helped to organize the event. To register for the 
event, call PLANET at 800/395-2522 or visit www. 
landcarenetwork.org. 
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EPA UPDATE 

Green I n d u s t r y L o o k i n g for A n s w e r s 
A b o u t C a t a l y t i c C o n v e r t e r Repor t 

The EPA told attendees at a recent public meeting in Ann Ar-
bor, Mich, that the agency, based on snowmobile, automo-

bile and motor scooter technology testing, has concluded that 
catalyticconverterswouldbesafeonoutdoorpowerequipment. 

One of the purposes of the May 15 Ann Arbor meet-
ing was to explain how the agency concluded its March 16 
report that catalytic converters would not cause serious 
burns to equipment users or spark dangerous ground fires. 

The agency reviewed technical data and reviewed the 
test procedures and equipment used in the lab and field 
work. The safety argument has garnered recognition in the 
green industry because of knowledge about automobiles. 
Drivers have long been warned against parking automobiles 
on or near tall weeds and grass, especially in the hot summer 
months when the dry plant matter could ignite like kindling. 
Catalytic converters generate a lot of heat because of the 
chemical process that makes engines pollute less. 

"We have many questions," says Bill Harley, president 

for Virginia-based Outdoor Power Equipment Institute, 
the green industry trade group. "There is a lot of data that 
requires explanation." 

The EPAstates engines under 50 horsepower will account 
for 18 percent of smog-making emissions by 2020. Proposed 
rules in California that would further tighten emissions would 
likely lead to the use of catalytic converters on outdoor 
power equipment, much like those already installed on cars 
and trucks. This proposed legislation would include handheld 
equipment and mowers. 

Industry leaders say their concern is about safety. 
"You've got grass and debris swirling and circulating over 

vegetation," Harley says. "Obviously, with lawn and garden 
equipment, it's made to be used atop vegetation. With a 
catalytic converter, the potential for heat rising raises a lot 
of concerns." 

To mitigate safety concerns, it will take some time to 
re-design the equipment, Harley says. - Mark Phillips 
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RA/N^B/RD SALE 
MODULAR Install Confidence: 

ESP CONTROLLER Install Rain Bird. 
EXTRASIMPLEPROGRAMMING 

Custom Default Program Water Budget (0-200%) 
Up To 13 Stations 3 Programs - Longer RunTimes 
HotSwap Modules Programmable Station Delay 

rESP4MI (Indoor) 4-sta $ 66^ 
Try One - Get a FREE Module 

The ESP 
Standard 

Ask About 
Quantity 
Pricing 

ESP4M (Outdoor) 4-sta. ...$ 78-
VESPSM3 (3-sta.Module) ...$ 19: 

We Stock The WHOLE Turf Line l » l „ I J YOUR BEST SOURCE 

For Ra/n^B/pd 
ALL The Rotors & SprayHeads 
ALL The Valves & Controllers B U B 

800-600-TURE MS 
Order By 1 p.m. 

SHIPS SAME DAY 
M - F 7:30-5 SAT 8 - 1 PDT 
Se Habla Espahol 

(8873) 

Call Now & Save 

WWW.SPRINKLERS4 L E S S COM 
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S P A N I S H L E S S O N S 

Considering that more and 
more landscape contractors 

are employing Hispanic or H-2B 
workers, improving communica-
tion is becoming more crucial to 
ensure quality work done right the 
first time. 

In an effort to aid landscape pro-
fessionals in their communication 
efforts, Lawn & Landscape will be 
running a few phrases each month 
in English and Spanish, including a 
pronunciation guide, courtesy of the 
book Spanish Phrases for Landscape 
Professionals by Jason Holben and 
Dominic Arbini. To inquire about 
ordering the book, which costs 
$24, visit www.lawnandlandscape. 
com/store or contact the Lawn & 
Landscape Book Department at 
800/456-0707. 

1. ENGLISH: Start with the trees. 
SPANISH: Comienza con los arboles. (Co-me-n-sah cone lohs ahr-bow-lehs.) 

2. ENGLISH: Shrubs are planted second. 
SPANISH: Los arbustos de segundo. (Lohs ahr-boo-stohs day she-goon-doh.) 

3. ENGLISH: Dig that hole a little deeper. 
SPANISH: Escava ese hoyo mas profundo. 
(S-cah-bah s-a oy-yo mahs pro-food-d-doh.) 

4. ENGLISH: That hole is too deep. 
SPANISH: Ese hoyo es muy profundo. (S-a oy-yo s moo-e pro-foon-d-doh.) 

5. ENGLISH: Backfill with soil and fertilizer. 
SPANISH: Rellenalo con tierra y fertilizante. 
(Ray-ehn-ah loh cone t-air-ah E fehr-til-ih-sahn-tay.) 

6. ENGLISH: Beware of utility lines. Beware of sprinkler lines. 
SPANISH: Cuidada con las lineas de electricidad. Cuidado con las lineas 
de riego. (Kwee-dahd-oh cone las lihn-e-ahs day eh-lekt-riss-e-dahd. 
Kwee-dahd-oh cone las lihn-e-ahs day ree-eh-hoe.) 

p i o n e e r c o v e r a l l . c o m 

...with tarping systems by 

V pioneer cover-all 
1-800-237-0225 

OLDHAM 
CHEMICALS COMPANY, INC. 

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

INSECTICIDES • FUNGICIDES • HERBICIDES 
SAFETY EQUIPMENT • SPRAY RIGS AND ACCESSORIES 

I 1-800 888-5502 r 
PO BOX 18358 

3701 NEW GETWELL ROAD 
J MEMPHIS, TN 38118 

USE READER SERVICE # 27 

lawn & landscape july 2 0 Q 6 www.lawnandlandscape.com 

http://www.lawnandlandscape


C A L E N D A R 

To ensure that your 

JULY 12 - 16 American Nursery & Landscape Association Legislative Conference & Annual j 
Meeting, Vail, Colo. Contact: www.anla.org, 202/789-2900 

meeting date is published, JULY 16 - 22 Association of Professional Landscape Designers Annual Conference, 

send an announcement at Ph i lade lPhia ' PA ' C o n t a c t : www.apld.org, 717/238-9780 

least 12 weeks in advance 

to Lawn & Landscape 

Calendar. 4012 Bridge 

Ave., Cleveland, OH 

44113. 

JULY 16 - 22 Perennial Plant Symposium & Trade Show, Montreal, Quebec. 
Contact: www.perennialplant.org, 416/231 -2495 

JULY 17 - 20 Turfgrass Producers International 2006 Summer Convention & Field Days, 
Memphis, Tenn. Contact: www.turfgrasssod.org, 800/405-8873 

JULY 18 - 20 Pennsylvania Green Expo, Harrisburg, Pa. 
Contact: sales@pagreenexpo.com, www.pagreenexpo.com, 800-789-5068 

Job Description 

t £ L 

W o r k 2 4 hours a d a y in winter 
despite sleet, snow, sun and rain. 

Our holiday lighting products do what postal workers are supposed to 
do - deliver the goods in spite of rain, snow, sleet and gloom of night. 

We deal only in commercial-grade holiday lighting and decorations that 
are built to withstand the rigors of winter, year after year after year. 

Take our new Pro-Grade™ LED lights for example. They produce no heat. 
They're virtually unbreakable, waterproof and rated at 100,000 hours. 

Our Weather-X™ green and white cord spools are true commercial-grade spools 
with a UV inhibitor to slow the aging process and stay pliable for years. 

Our Ultra Minibrites™ are crushproof, waterproof and rated at 25,000 hours. 

Sure, you can buy the flimsy stuff. 
But you'll end up buying the flimsy stuff again next year. 

For your free, full-color catalog or for more information: 
Visit our new website: www.creativedisplays.com 

E-mail: paul@creativedisplays.com 
Toll-free: 800-733-9617 • Local: 913-402-9617 

CREJZ PLATS 
Better products at better prices." 

©2006 Creative Displays, Inc. 
Weather-X, Pro-Grade, Ultra Minibrites and the slogan "Better products at better prices" are trademarks owned by Creative Displays, Inc. 
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h a v e t o r e s t r a i n t h e i r c r e a t i v i t y . 

Retaining walls serve a necessary function. They hold back soil for something as simple as 
a landscape bed to something as substantial as a home. But just because retaining walls 
are utilitarian doesn't mean they have to look that way. Along with providing structural 
integrity, retaining walls can serve as an attractive design element in any landscape. 

Thanks to a wide range o f materials and a little creativity, contractors can design 
unique retaining walls that look as good as they perform. "From a design standpoint, 

contractors are taking that extra step," says Nancy Johnson, landscape product manager, Anchor Wall 
Systems, Minnetonka, Minn. "They're making retaining walls not just functional, but beautiful." 
N E W F A C E S . As much as customers want a retaining wall that works properly, they also want it to 
enhance the appearance o f their properties. For many clients, this means retaining walls that look as 
natural as possible - a look usually achieved by building with stones. But manufacturers o f concrete 
segmental retaining walls are meeting this growing demand by offering products that look less manu-
factured and more like natural stone. 

The blocks feature a tumbled, also called antique or weathered, appearance, created by round-
ing the edges and blending multiple colors. "A few years ago, segmental retaining wall products were 
available only in gray and tan," Nancy Johnson says. "Now we can offer at least three different blends, 
sometimes more than that, to meet local demand." 
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In addition, the blocks come in 
multiple shapes and sizes that can 
interlock to provide a more random, 
and hence more natural-looking, pat-
tern. "Rather than working with one 
product that is the same size, contrac-
tors can incorporate anywhere from 
three to six different sized blocks," says 
Blaine French, sales manager, Min-
neapolis-based Keystone Retaining 
Wall Systems. "The tumbled look in 
segmental retaining walls is the closest 
thing you can get to natural stone, but 
it gives contractors all the advantages 
of segmental wall technology." 

Because of these products, Robb 
Lied, president of Lied's Nursery Co., 
Sussex, Wis., installs more segmen-

tal retaining walls than in the past. 
"They used to look really cold when 
they were the typical concrete block 
color," he says. "Now you can mix 
the shapes, sizes and colors for a more 
aesthetically pleasing look." 

The tumbled blocks are especially 
popular in the residential market, 
says Chad Johnson, national sales 
representative, Versa-Lok Retaining 
Wall Systems, Oakdale, Minn. "You 
see it more in the residential market 
because those clients are willing to 
pay more," he says. "With retail stores 
wanting 50,000 square feet of wall, 
they don't want to add a few more 
dollars per block. But homeowners 
may have a 2,000-square-feet wall, so 

a few more dollars per block isn't as 
significant." 

The natural appearance and easy 
interlocking installation of these 
segmental wall products has ushered 
in another trend of building freestand-
ing walls for aesthetic purposes. "The 
tumbled products offer a lot of design 
flexibility," says French. "They can be 
used not only as retaining walls, but to 
create an aesthetic look with columns 
and seat walls." 

Freestanding sitting walls are a 
growing trend, especially with resi-
dential clients. The walls can be used 
as a border around a patio, as well as 
function as additional seating. "Sitting 
walls made from the prefabricated 



concrete are very popular right now," 
says Chris Thompson, vice presi-
dent of landscape design at Eastside 
Nursery, Groveport, Ohio. "People 
like that extra patio space. Instead of 
increasing the size of the patio to cre-
ate more seating, you can build a wall 
to divide the patio and lawn areas, 
which also gives people a place to sit." 

Nancy Johnson credits the popu-
larity of the front yard courtyard as 
another reason for the increase in 
freestanding walls. These courtyards 
serve as homeowners' "windows to the 
world" and are often designed using 
freestanding walls that incorporate 
columns and steps. 

Columns are a great way to make 
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freestanding walls even more attrac-
tive. Thompson ties columns into 
sitting walls for a more formal design. 
"The columns aren't functional, but 
they add character to the patio," 
he says. "Depending on the design, 
sometimes when the wall stops it can 
look unfinished. The column gives it a 
nice ending." 

Columns, or pillars, can also add 
a decorative element to other areas 
of the landscape, such as the end of a 
driveway - a request Leid often hears 
from customers. "In the past, those 
would have to be footed and done in 
masonry, which made them extremely 
expensive," he says. "With some of 
the segmental units, you can build a 
freestanding pillar like that for a frac-
tion of the cost." 

And when trying to achieve a 
natural look in a wall, forget about 
straight lines and angles. "Curves are 
a big design trend," Nancy Johnson 
says, adding contractors include 
curves on two-thirds or more of their 
projects, especially when it comes to 
freestanding walls. 

"More formal designs use angles 
and straight lines, but customers 
like curves because they give a more 
natural look," Thompson says. "In my 
opinion, it also makes the wall a little 
more inviting." 

O T H E R B U I L D I N G B L O C K S . When 
it comes to construction materi-
als, contractors have several options 
beyond concrete segmental retaining 
walls. When selecting materials, con-
tractors should stick to what they're 
comfortable with, and then use what 
best matches customer preferences 
and retainage requirements, as well as 
what fits the landscape. 

It's difficult to argue the popularity 
of segmental retaining walls, especially 
the tumbled products. But despite 
the stone-like appearance the stressed 
concrete products offer, some custom-
ers still want the real thing. 

Thompson builds retaining walls 
made of landscape timbers, natural 
stone and segmental block units. He 
estimates about 50 percent of the 
retaining walls he builds are natural 
stone, 40 percent are concrete and 10 
percent are timber. He says natural 
stone is most popular with residential 
customers. "A lot of homeowners 
have stone on their houses and they 
want something that reflects it in their 
landscapes," he says. 

Much lighter than a full-sized skid steer and 
equipped with rubber tracks for improved flota-
tion, The Boxer BRUTE maneuvers gracefully 
over established lawns and through planted 
areas. Only 3.7 psi of ground contact pressure. 
Choose from over 50 different attachments. 
Available in wheel version, too. Contact your 
local promoter or view it live at: 

BIG POWER IN SMALL PLACES 
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business opportunities 

Although a large portion of Leid's 
builds retaining walls with segmental 
blocks, he also still sees a strong desire 
for walls made of natural stone such 
as lannonstone and fieldstone. This is 
especially true for lannonstone. "We 
work in an area with a lot of lan-
nonstone, so there is still a lot of that 
stone used for walls," he says. 

Yet some customers still prefer 
the look of timber retaining walls. 
Although he does build some timber 
walls, Thompson says the mate-
rial isn't as popular as it was in the 
past. This is partially due to timber's 
shorter life span compared with other 
materials. "Timbers rot after 10 to 
15 years and are going to need to 
be replaced, whereas the concrete 
manufactured blocks are pretty much 
permanent," he says. 

In addition to customer prefer-
ences, sometimes the choice of mate-
rial depends on what the wall will be 
retaining. "When we have minimal 
retainage, or a wall less than 3 feet 
high, we can go with natural stone," 
Thompson says. But if the retaining 
wall is higher than 3 feet, he will push 
more of the concrete segmental units 
to customers. Because the product is 
interlocking, he says it offers more se-
curity. "The liability on natural walls 
is a little higher," he explains. 

Sometimes the material choice 
is dictated by the natural surround-
ings. Working in the mountains of 
North Carolina, retaining walls are an 
integral part of any landscape for John 
Thelen, vice president, Landmark 
Landscapes, Arden, N.C. "Here in 
the mountains, there is a much higher 
need for retaining walls," he says. 

Thelen designs his retaining walls 
to match the beauty of the natural 
landscape, which is why he uses 
boulders from his area. "We have a 
tremendous amount of landscape 
boulders available to us so we use 
them for our retaining walls," he says, 
adding the boulders range in size from 
that of a watermelon to that of a car. 
"You get the structure with the gravity 
wall and the face is all stone. Using 
the boulders speaks of the mountains. 
We use elements from the native land-
scape, so it evokes a sense of place and 
fits in with the natural surroundings." 

C O S T C O N S I D E R A T I O N S . Retain-
ing wall installation can be a profit-
able service for any landscape contrac-
tor, with most contractors striving for 

about a 35 to 40 percent gross profit 
margin, according to Chad Johnson. 

Even better news is retaining wall 
installation shows no signs of a slow-
ing down. "A majority of the con-
tractors we talk to forecast that their 
business in retaining walls will keep 
increasing, rather than stay the same 
or decrease," Nancy Johnson says. 

But to make money on retaining 
wall installation, contractors must 
price the job properly. This means 
correctly estimating labor and mate-
rial costs, which can be tricky. 

One of the biggest factors when 
estimating how long an installation 
will take is site accessibility. It's also 
something contractors new to retain-
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ing walls overlook. For example, say 
a homeowner wants a 100-foot linear 
wall with no special design elements. 
"That might typically cost $ 1 6 to 
$20 per square feet to install, so that's 
what contractors will quote," Chad 
Johnson says. "But they don't consider 
if the site is accessible to their machin-
ery. Will the crew have to carry blocks 

to the wall site? I f so, that will make 
the job longer, which adds cost." 

Many concrete segmental retaining 
walls are installed for $ 2 0 to $ 3 0 per 
square foot, he says. But this pricing 
varies on local competition and what 
part o f the country a contractor is 
located. "I've seen commercial con-
tractors in Texas install walls for $13 

to $15 per square foot," he says. "I've 
seen contractors dealing in high-end 
residential on the East Coast charge 
$25 to $40 per square foot." 

When pricing segmental retain-
ing walls and estimating material 
costs, contractors should remember 
to include all the blocks in segmental 
retaining walls. "Many times, contrac-
tors will forget about block below 
grade, or buried block," says French. 

Thompson charges from $ 15 to 
$45 per square foot, depending on 
whether the wall is timber, concrete or 
natural stone. " I f you're doing a large 
retaining wall, natural stone is usually 
a little more expensive," he says. " I f 
you're just doing a small wall to accent 
a landscape bed, natural stone is usu-
ally less expensive." 

Thelen prices his boulder retaining 
walls on tonnage, rather than square 
footage. He charges about $ 190 to 
$ 2 5 0 per ton, depending on the wall's 
size. His crew typically consists o f two 
members - one person operating an 
excavator with a claw while another 
stays on the ground. "Generally, they 
can do about 1 ton per hour per 
man," he says. 

When selling retaining walls, con-
tractors should be aware o f upgrading 
opportunities - such as curves, steps, 
lights and columns. These creative 
touches add profit to jobs, as well as 
help clients achieve the intended look. 
Keep in mind clients only buy one 
to two retaining walls in their lives, 
so it's likely they are unaware of the 
available new products. 

The increased trend in freestand-
ing walls also offers an opportunity 
for contractors to add profit on patio 
installations. 

"When homeowners are breaking 
up their concrete patios and putting 
in pavers, contractors can offer to add 
a freestanding wall," Nancy Johnson 
says. "It's a great opportunity for con-
tractors because they're already there 
putting in the base. Edging the patio 
with a freestanding wall makes a nice 
package for the homeowner and it's 
profitable for the contractor.' l l 
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For information about the newest retaining 
wall and hardscape products, see "Don't 
Hold Back" on page 106. 

Visit the July Onl ine Extras section for more 
photos of retaining wall designs. 

rvival 
and G r o w t h 

Cut callbacks and plant loss 

Improve plant survival and health 

Five products to meet your specific needs: 
dry ROOTS®, M-ROOTS*, TRANSPLANT 1-STEP®, 
ROOTS'* concentrate and ROOTS** Plant Food 

Ask about Roots products, 
today. 

... Our Name Says It All 

www.novozymes.com/roots 

n n v n 7 v m p < ; ® ® R e a d a n d * ° " o w a " l a b e l d ' r«ct ' ° ns Dry-Roots, M-Roots and 
I I U V U Z . J M I 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. 
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Trim Your labor Costs! 
Leading landscape professionals rely on the easy-to-use, long-lasting formulation of Cutless* Granular Landscape 

Growth Regulator to reduce the labor costs associated with maintaining landscaped shrubs, hedges and groundcovers. 
Plants treated with Cutless Granular require less trimming and exhibit a more compact, uniform shape. 

Use Cutless Granular today...You'll love the increased profits and your customers will love the fuller and more 
attractive plants. 

For more information about Cutless Granular Landscape 
Growth Regulator, visit our web site at www.sepro.com, or 
caii 1-800-419-7779 Landscape Growth Regulator 

CUtteSS* Granular 
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A l a n W h i t e b a t t l e s 

p e s t i c i d e b a n s w h i l e 

k e e p i n g b u s i n e s s i n t h e 
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c a r e s t r u g g l e a n d h o w i t 

a f f e c t s U . S . L C O s o n 

p a g e 4 8 . 

Many customers today ask Alan White a different ques-
tion when he sells them lawn care services: "Can the 
products you use on my lawn hurt my children?" 

Though this type o f query is occasionally posed by 
U.S. consumers as well, the environmental climate in 
Canada has pushed this inquiry to the forefront. " I ts 
the first thing they ask me," says White, owner, Turf 
Systems, Burlington, Ontario. "When I tell them I have 
a 3-year-old and a 4-year-old myself, and that I wouldn't 
be doing my job if I didn't think it was safe, suddenly 
they look at me as a human again vs. just a business 
owner out to hurt their families to make money." 

In Canada, although new product releases are controlled through Health Canada's Pest 
Management Regulatory Agency (similar to the U.S. EPA), lawn care operators (LCOs) deal 
with consumer doubt about pesticides created by activists regularly. When LCOs obtain 
customers, they must adapt their programs based on each municipality's specific pesticide 
bylaws, more than 100 of which have popped up since a 2001 Supreme Court o f Canada de-
cision gave cities the right to manage product use over the provinces or federal government. 

b y n i c o l e w i s n i e w s l ( i | d e p u t y e d i t o r 
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OWNER: Alan White FOUNDED: 1991 EMPLOYEES: 8 
GREATEST LABOR CHALLENGE: Finding individuals 
who choose lawn care as a career. 
SERVICE MIX: 60% chemical lawn care (70% turf nutrient 
management and 30% pest control), 35% snow and ice 
removal services and 5% irrigation. 
CLIENT MIX: 75% residential, 25% commercial 
REVENUE BREAKOUT: 
2006/2007 Expected $850,00 to $1 million 
2005 Revenue $750,000 
2004 Revenue $600,000 

THREE CHALLENGES FACING BUSINESS TODAY: 
1. A growing public misconception that our services 

are causing harm to the public and the environment. 
2. Lack of qualified labor. 
3. Lack of available tools in our market, i.e. new products 

to help deal with the challenges we face. 

CONTACT INFO 2025 Guelph Line. Suite 412, 
Burlington, Ontario, Canada L7P 4X4 
PH: 905/336-9500, FX: 905/336-5491 
E-MAIL: info@turfsystems.ca 

While some companies eliminate 
lawn care from their service menus to 
avoid these conflicts and others sit back 
waiting to see how far the regulations 
will go before reacting, White refined 
his niche as a lawn care specialist and 
became an active industry advocate. 
Six years ago, when other local LCOs 
grumbled over how they could possibly 
offer anything but a traditional five-
step lawn care program that included 
fertilization, and weed and insect con-
trol, White challenged them. "I offer 
an Integrated Pest Management (IPM) 
program where fertilization is the 
main ingredient and insecticides and 
herbicides are used responsibly when 
problems are found. And I'm profitable 
at it. Its a solution that can work." 

The result is a $ 7 5 0 , 0 0 0 busi-
ness that is successfully adapting to 
the changing political climate, and is 
teaching others how to do the same. 

H A V I N G A P L A N . Since he was 12 
years old, White spent his free time 

working outdoors on farms and then 
with a grounds crew on a local golf 
course during the summers. 

ChemLawn lured him into the 
lawn care industry in 1988, "open-
ing me up to a new business model," 
White says. "On the 150 acres of 
golf course we managed, most people 
didn't want to see the grounds crew. 
But in the urban market, each cus-
tomer wanted me to help them with 
their little patch of parkland." 

After two years with ChemLawn, 
White saw an opportunity to merge 
his technical golf course and residen-
tial lawn care background with his 
risk-taking entrepreneurial spirit and 
started Turf Systems in 1991. He spent 
six months analyzing other companies 
to uncover their secrets and drafting 
his business plan. "Most of my time 
was spent evaluating how I was going 
to market my company and present it 
to the public," White explains, defin-
ing his idea o f a successful company 
as one with longevity and consistency 
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that is a market leader. MI spent a lot of 
time worrying about how my deci-
sions would affect me 10 years from 
now vs. just 10 days from now." 

Many young business professionals 
thought White was "crazy for wor-
rying so much about the future," he 
says. When he started Turf Systems, 
like many other LCOs he was a small 
business owner who answered phones 
and worked in the field during the 
day, managing paperwork and invoices 
at night. Despite his size, White insist-
ed on creating a business with a blend 
of large company corporate structure 
and small company attention to detail. 

He provides the big business feel 
by distributing a consistent image to 
customers in his marketing materials, 
advertising and uniform and truck 
signage, and by not attaching himself 
to the business. "I ts not my name 
or my picture or what I do that I 
advertise - its our team concepts that 
I promote," White says. "That's how 
companies like Scotts and ChemLawn 

position themselves, and thats the 
structure I followed. I presented my-
self as a business with staying power." 

To bring local flair to his busi-
ness, White established a partnering 
concept with customers. "We place a 
lot o f emphasis on regular communi-
cation, teaching customers about their 
role in proper mowing and watering to 
enhance their lawn care program," he 
says, boasting a consistent 90-percent 
annual client renewal rate as a result. 

Keeping an eye on the future and 
smartly positioning his company paid 
off as the pesticide battle heated up 
across Canada. 

A T U R N I N G P O I N T When White 
started his business, Hudson, Mon-
treal was just passing their bylaw, ban-
ning the cosmetic use o f pesticides, 
but it was wrapped up in the legal 
system for Turf Systems' first 10 years. 
The final, unfavorable ruling kicked 
in just as White was "approaching my 
sweet spot o f growth" at $ 3 0 0 , 0 0 0 . 

"Every business gets to a point where 
they go from a one-man to a two-man 
operation where systems are starting 
to fall into place and the owner knows 
he needs to grow and look at his next 
set o f challenges," White says. "This 
10-year mark was one o f my first 
big transitions and, unfortunately, it 
coordinated with the time when the 
pesticide bylaws were heating up." 

Instead o f ignoring the issue or 
saying "it'll never happen to me," 
which is what a lot o f LCOs in larger 
cities thought, White made a choice. 
"We were stereotyped in a corner and 
there were two options we could take 
- follow the status quo or participate, 
get our peers involved and identify 
solutions to the problems we were 
facing," he says. "I chose the latter." 

In the meantime, IPM was be-
ing identified as a resolution to the 
pesticide controversy. Compared to a 
traditional lawn care program, IPM is 
a service where technicians - or spe-

continued on page 45, sidebar on page 44 
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expa I P M concept 

The three components of integrated pest manage-
ment (IPM) are proper fertilization, water man-

agement and pesticide use as necessary. 
Alan White, owner, Turf Systems, Burlington, 

Ontario, had systemized IPM on the lawn care side of 
the business, providing his clients' turf with adequate 
feeding, pest monitoring and treatment. He also edu-
cates them on proper mowing, and they seem to un-
derstand this well. But when it comes to the irrigation 
component, his customers don't always comprehend 
how much water their turf really needs despite regular 
education from White. 

This year, White implemented an IPM-based irri-
gation maintenance service as a means to help clients 
who don't grasp turf watering practices, and enable 
them to protect their investment in IPM-focused lawn 
care. 

With this four-step irrigation maintenance pro-
gram, which can cost clients between $250 and $300 
a year based on the size of the irrigation system, a Turf 
System's technician looks at the system mechani-
cally (starting the system up in the spring, blowing it 
out and shutting it down in the fall and checking for 
broken heads) and from a horticulture perspective 
(inspecting and adjusting the system as the season 
and plant material requires). 

Turf Systems has acquired roughly 100 irrigation 
maintenance customers so far this year, bringing in 
an irrigation specialist with golf course experience to 
assist in this division. 

The company also started offering irrigation instal-
lation as part if its desire to diversify and add value 
to its existing client base this spring, adding that the 
company has sold half a dozen jobs so far. 

^ I n s i g n i a 
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CONTROL OF BROWN PATCH 
ON TURF-TYPE TALL FESCUE 

RATE APPLICATION % BROWN PATCH 
TREATMENT oz/1000 sq ft INTERVAL DAYS 6/29/2004 

Untreated — — 48.0 
Insignia 0.50 14 0.0 

20 WG 0.90 28 1.5 

Cooperator; Dr. H. Couch, Virginia Tech - 2004 
Variety: Turf type tall fescue 
# Applications: 3 (14-day) 

Application Oates: 3 Jun, 15 Jun, 29 Jun 
Spray Interval: 14 or 28 

Spray Volume (gal/1000 sq ft): 1.1 

Partial data shown. 

BetterSolutions. BetterResults. 
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continued from page 43 

cialists, as White calls them - have to 
scout for the cause first and spot treat 
after making a diagnosis instead of 
broadcast spreading various products 
to prevent or fix a variety of problems. 

White, who is a big skeptic when 
it comes to the word "can't," had been 
using this concept since his business 
inception after learning it in the golf 
market and via turf courses. So when 
the industry expressed doubt about 
its permanence, he felt compelled to 
respond. "Some lawn care operators 
were saying, 'I cant do IPM. It'll be 
more expensive to operate and custom-
ers won't get it,'" White says. "I said, 
'I've been doing it for 10 years and I 
am making money.'" 

But convincing the industry and 
homeowners that IPM was viable 
wasn't easy. White realized that even 
after a decade of business, activists 
and consumers grouped him with 
the competition despite the fact that 
he offered a different end product. "I 
recognized that with my experience 

I could help steer the IPM concept 
or be grouped into another solution 
- maybe even the wrong solution 
- with everyone else," he says. 

After Landscape Ontario Execu-
tive Director Tony DiGiovanni asked 
him to present his IPM approach to 
the lawn care arm of the association, 
White agreed and has since been 
leading the charge, chairing this divi-
sion for the past three years, helping 
structure the IPM Council of Canada 
(of which he is currently director and 
treasurer) four years ago and assist-
ing in the council's creation of the 
IPM Accreditation Program in 2002 
(For more information, see Canada's 
Changing Landscape on page 48). 

T H E D I F F E R E N C E . The reason IPM 
is working for Turf Systems is because 
revenue is attached to services - not 
products, White says. "Customers hire 
us as a service company," he explains, 
adding that the company is 70-per-
cent fertility and 30 percent pest con-

I 
trol. "There are no guarantees on how 
much product we will use or what we 
will do when we get there except that 
the end result will be a healthy lawn." 

White compares his IPM service 
pricing to that of cleaning a house. 
"In house cleaning, they charge a flat 
fee based on the size of your home," 
he says. "They don't charge you more 
because they used more Mr. Clean or 
Pledge or Windex this time vs. last 
time. Similarly, with IPM we analyze 
every lawn we do and each one gets a 
different level of pest control. I charge 
a flat fee to come to your home and 
take care of your lawn. It doesn't mat-
ter if you need weed control and your 
neighbor doesn't." 

Turf Systems has four specialists in 
the field tending to 2,000 customers 
(75 percent of which are residential and 
25 percent of which are commercial). 
These specialists are also trained in ir-
rigation services so they can contribute 
to both divisions when necessary. 

The average annual rate for lawns 

Choose Better. 
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already know: Insignia® fungicide works. In fact, 

for effective control of the toughest diseases, 

including brown patch, nothing works better. And 

Insignia is more economical, too. Effective and 

efficient. Now that's a better choice. 

Find out more: t l i r f f a C t S . C O m 
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We Make It Better: 
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BetterTurf.™ BetterTurf.™ 
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up to 3 ,000 square feet is $200 to 
$250, representing half of Turf Systems' 
client base. But the company does have 
clients with estate properties rang-
ing from a Vi acre up to 30 acres, and 
those clients pay anywhere from $500 
to $8 ,000 a year. White has increased 
prices only 3 percent in the last six 
years and 5 percent in the last 10 years. 

A N O W N E R ' S WORTH. When 
White started getting more active 
in the Canadian lawn care industry 
battle six years ago, he spent less time 
on his business and more time on the 
industry (from 30 up to 80 percent on 
the industry during the most urgent 
times o f trying to make a difference 
on bylaw outcomes). Today, White 
spends a more balanced 85 percent 
o f his time on Turf Systems and 15 
percent o f his time on the industry. 

This time away forced White to 
let his business run on its own. "I had 
to implement systems to enable it to 
function without me," he says. Today, 

Whites main goal as an owner is to 
take the systems he's developed and 
put them into a procedures manual 
so existing and senior employees have 
a reference and new hires can more 
easily replicate them. "Stepping back 
to let the company move on its own 
built my team's confidence. Without 
knowing it at the time I was building 
a business that didn't stop when I left. 

"Today, a lot o f clients don't know 
who I am anymore," White contin-
ues, "and that's a good thing." 

White intentionally pushes the 
image o f his company as Turf Systems 
vs. Whites Lawn Care. "Many o f our 
customers think that the specialist 
who tends to their lawns is the owner, 
and that enables me to continue 
working on the business and the 
industry to ensure we're prepared for 
more changes in the future," he says. 

With a structured business plan in 
place, working on the industry's im-
provement is actually more challenging, 
White admits, adding what he thinks 

drives an activist is their fervor for the 
message they deliver. "Some activists 
truly speak passionately about what 
they believe - even if we know it's not 
true or they are not basing their theories 
on scientific fact," he says. "And this 
empowers them to spread their mes-
sage. It frustrated me that our industry 
wasn't standing up with the same 
passionate message for green spaces. I 
couldn't not do anything about it." 

"We all have a choice - we can 
choose to be leaders or followers," he 
adds. "The risk of being a follower is we 
don't know who's leading us, and this 
could very well put us out of business. 
But if we are the leaders, we dictate our 
own paths and our businesses can move 
forward. Then we become what we al-
ready are - the true environmentalists, l l 

Find more information on Turf Systems snow 
division, technician hiring practices and business 
philosophies in the July On l ine Extras section. 
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Benchmarking Your 
BUSINESS SEMINARI 

LawncrLandsoai 
If Your Company Is Looking To Bench-

mark Its Future Success, 
This Is A MUST Attend Event 

A unique one-day education seminar dedicated solely 
to assisting landscape contractors benchmark their 
business for improved efficiency and growth. 
Seminars will deliver valuable take home information 
that will help you initiate positive change in your 
company's performance and growth. 
Each registered attendee receives a take-home prize 
package from John Deere with valuable 
discount offers. 

Featured Speaker 
Jim Huston, JR Huston Enterprises 

Seminar Topics Include 
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November 14, 2006 
Detroit, Michigan 
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T h i n k p e s t i c i d e r e g u l a t i o n 

c a n ' t h a p p e n t o y o u ? C a n a d i a n 

i n d u s t r y p r o f e s s i o n a l s s h a r e 

t h e i r s t o r i e s a n d p r o v i d e t i p s 

f o r g e t t i n g a h e a d o f t h e f i g h t 

i n t h e U n i t e d S t a t e s . 

What do you say when you are defending your services 
to a doctor who says he's treating patients who have 
cancer as a result o f pesticides? What about a mother 
who lost her child to leukemia and blames the lawn 
care industry? O r a nature-lover who claims chemical 
use over the years is causing a toxic build-up that is 
contributing to environmental depletion? 

The answers to these questions do not come easy. 
Forget what the Environmental Protection Agency and 

numerous other research tells you about pesticide safety with proper use. Forget that 
gallons o f a pesticide product typically contain 99 percent water and only 1 percent o f 
the active ingredient. Forget that each turf and ornamental active ingredient brought 
to market today requires 10 to 12 years o f research, $ 1 5 0 million and more than 200 
tests to meet federal and state regulatory requirements. Forget about science. 

b y n i c o l e w i s n i e w s k i | d e p u t y e d i t o r 
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After battling the pesticide issue for nearly 15 years 
(and intensely for five) Canadian lawn care opera-

tors (LCOs) have a long list of advice for U.S. LCOs. 
First, realize that "the conflict is a "ground game," 

says Jill Fairbrother of Fairbrother & Partners Incorpo-
rated, a public affairs company that is working with 
Scotts and Monsanto. "Challenges are overcome locally 
by addressing concerns and helping shape opinions." 

Burlington, Ontario-based LCO Alan White offers 
some suggestions. "Phone up the mayor's office and 
ask to meet with him," says the owner of Turf Systems. 
"Participate in community events that your local gov-
ernment finds important. It might not help you today, 
but it will definitely help you tomorrow." 

In addition to local politicians, bond with celebrity 
lawn and garden experts, health and environment 
scientists and doctors, as well as members from other 
related industries, Fairbrother suggests. 

Foster good relationships with the media, as well, 
Fairbrother recommends. "By acting now, U.S. LCOs 

can prevent precedents," she says. "Every bad piece of 
local regulation prevented is a positive precedent for 
good legislation." 

Once these relationships are formed, however, 
LCOs have to know how to respond to questions and 
concerns. Frank Gasperini, director of state affairs for 
RISE (Responsible Industry for a Sound Environment), 
a national trade association representing specialty 
pesticide and fertilizer product manufacturers, suggests 
some key rules U.S. LCOs should follow. 

Respond positively to every question. 
Take pride in what you do and share the benefits of 
your service. 
Train and prepare everyone in your company to 
carry positive images to the public. 
Don't retreat from a challenge and always correct 
false or negative statements about our industry and 
your business. 
Don't pass the buck when called upon to defend 
your business and its practices. 

www.lawnandlandscape.com july 2 Q 0 6 lawn & landscape 
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Instead, think about motherhood 
and apple pie. Think about the sweet 
sound of birds chirping in the trees and 
children laughing and playing in the 
back yard. Think about the fear that 
results when seemingly credible people 
voice their concerns. Think about the 
doubt that is drummed up when mis-
information is left unchallenged and 
becomes conventional wisdom. 

Fighting romantic notions about 
family, nature and the outdoors that 
have been ingrained in most people 
since birth doesn't work. "When 
people are having a hard time under-
standing an issue, they can't compre-
hend the information being thrown at 
them from both sides so they go with 
their gut - and their gut usually tells 
them to stick to sentimental com-
forts," explains Alan White, owner, 
Turf Systems, Burlington, Ontario. 

Welcome to Canada. 
Since the activists' anti-pesticide 

campaign escalated as a result of a 
2001 Supreme Court of Canada deci-
sion that granted municipalities the 
right to manage pesticide use over the 
provincial or federal governments, un-
prepared lawn care operators felt the 
sting and took the defensive approach. 

For years they fought to stop mu-
nicipalities from passing anti-pesticide 
bylaws and lost. Today, more than 35 

can better broadcast their message. Im-
proved communication and increased 
industry participation is enabling them 
to better control bylaw outcomes. 

This is what you're up against, U.S. 
lawn care operators (LCOs). Though 
all may seem quiet on the home front, 
"activists are engaged in U.S. politics 
as well as in Canada, and they talk 
to each other - there are no borders 
when it comes to activists," explains 
Tony DiGiovanni, executive director, 
Landscape Ontario, a Canadian green 
industry association. "The Internet 
has enabled their communication to 
become rapid and effective. I have no 
doubt that the fight will come to the 
U.S. - its only a matter of time." 

T O O FAST, T O O F U R I O U S . In 
Canada, activists have been pushing 
an anti-pesticide message for years 
- DiGiovanni takes it all the way back 
to the 1960s release of Rachel Car-
son's book Silent Spring that examined 
pesticides and their assumed effects 
on declining songbird populations 
in the United States. "It's a powerful 
book, and it inspired some activists 
groups, particularly coalitions against 
pesticides, to get started," he says. 

Chris Lemcke blames unpro-
fessional LCOs for the increased 
sensitivity to the issue. The techni-

director, CropLife Canada and execu-
tive director, Urban Pest Management 
Council of Canada, which represents 
the manufacturers, formulators and 
distributors of specialty pest manage-
ment products. "The general popula-
tion was asking legislators to do more 
concerning the pesticide issue, so we 
became the poster child for municipal 
power in an accidental way," she says. 

Once the Supreme Court of 
Canada made its unfavorable verdict 
in 2001, "any doubt municipalities 
had about regulating pesticide use 
disappeared," DiGiovanni says. 

And according to Jill Fairbrother of 
Fairbrother & Partners Incorporated, a 
public affairs company that is working 
with Scotts and Monsanto (both in-
dustry pesticide suppliers), "precedent 
matters, no matter how small." So the 
Hudson bylaw, affecting a popula-
tion of only 5,000, inspired a series of 
other pesticide-restricting regulations 
almost immediately, each one different 
from the next. Some permitted only 
less-effective "natural" products, such 
as beet juice and corn gluten, while 
others allowed some pesticide use but 
to limited locations and at limited 
times of the year or day. 

Lawn care operators afraid of 
accruing fines (which are roughly 
$255 for each offense and can rise 

' W h e n an activist stands up and says to a lawmaker,4 You 

can t choose the aesthetics of your lawn over our country's 

chi ldren/ how do you think he's going to respond? How do 

you respond as a lawn care operator?" - Tony DiGiovanni 

percent of the population lives under 
regulations restricting pesticide use, 
including all of Quebec. 

But like two grade school-aged 
children who get in a fight on the play-
ground, one of them must walk away 
or the fight escalates. "Fighting just 
creates polarization and alienates the 
consumer," White says. "When we are 
fighting against a wholesome message 
our industry starts to look like the bully 
even though we didn't start the fight." 

Believing in the principle "the 
one who walks away from the fight is 
usually the most successful," Canadian 
LCOs have stepped back to reconsider 
what they truly stand for - well-main-
tained green spaces - and how they 

cal coordinator for turf operations, 
Weed-Man, Starborough, Toronto, 
remembers hearing about a Montreal-
based homeowner who started an 
anti-pesticide campaign after an LCO 
sprayed pesticides on a windy day, 
supposedly hitting her child with the 
drift. "She was concerned and no one 
was able to ease her worries or give her 
any answers so she became a crusader 
against pesticides, saying she would do 
whatever she could to get rid of them 
in Quebec, if not the world," he says. 

These matters combined with Ca-
nadian municipalities' quest for local 
power over the federal and provincial 
governments escalated the issue, ac-
cording to Deb Conlon, managing 

up to $5,000 for multiple offenses if 
the company is taken to court by the 
municipality, Lemcke says) tried to 
grasp all the various nuances in each 
municipality's bylaw while still operat-
ing their businesses efficiently. 

Threatened by the attack on their 
companies, LCOs became increasingly 
discouraged. As each new municipal-
ity considered drafting a bylaw, they 
desperately attempted to change law-
makers' minds, urging their customers 
to call and express their concerns as 
well. Coalitions were quickly formed 
- some sustaining and others falling 
apart. Thousands of dollars were spent 
by pesticide manufactures, LCOs and 
industry organizations. But nothing 
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WHEN MY CREWS AND 
CUSTOMERS ARE HAPPY, I'M HAPPY. 
"VERSA-LOK is my crews' first choice in retaining walls. Not only are they 
easy to install, but they're easy to modify on site so that any design challenge 
can be met without the need to order special pieces. Also, VERSA-LOK's solid-
unit durability makes it less susceptible to damage before, during and after 
construction. So when the phone rings, my customers are calling for new 
work, not repairs. I eliminate headaches by including VERSA-LOK walls in 
my bid packages—and it helps me build a better bottom line." 

For more information on how VERSA-LOK can help you be more profitable, 
call (800) 770-4525 or visit www.versa-lok.com. 
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RUGGED, LONG-LASTING, 
PERFORMANCE DRIVEN TRAILERS 
Wells Cargo builds every LS Series Landscape Trailer with rugged 
durability and hassle-free performance as standard features. No 
shortcuts. No cutting corners. Just the best built trailer you can 
own and customized the way you want it. Thousands of trailers 
on the job is our proof. Over fifty years in the trailer business and a 
comprehensive 6-Year Warranty is your protection. And remember, 
'With a Wells Cargo Behind ... You Never Look Back!" 
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was strong enough to prevent the city 
o f Toronto, with a population of 2 .48 
million, to become the largest to pass 
one o f the most aggressive bylaws, 
forbidding weed control entirely and 
limiting insect control only when "the 
presence o f pests are in numbers or 
under conditions that involve an im-
mediate or potential risk o f substantial 
loss or damage" in 2003 . 

Today, 113 bylaws are in place 
across Canada and 12 more are at draft 
stages, pending adoption. More than 
11 million Canadians, approximately 
35 percent of the country's population, 
are under pesticide restrictions. 

T W I S T I N G W O R D S . In addition 
to creating confusion about lawn 
care products in general, activists are 
attaching terms like "nonessential" to 
pesticides to "trivialize what LCOs 
do" in Canada, and make lawn care 
services vulnerable to bylaw regula-
tion, DiGiovanni says. "Lawns have 
become the target, being positioned as 
only cosmetic,'" Fairbrother adds. 

With these words activists have 
managed to engage human and animal 
health and environmental allies, such 
as the Sierra Club, the World Wildlife 
Fund and the Canadian Association 
of Physicians for the Environment. By 
attaching health issues to the terms 
"cosmetic" and "nonessential" and 
pressuring government officials, activ-
ists have been able to "win the media 
war with junk science reports, lawn 
care 'mishaps' and an 'its for the kids' 
message," Fairbrother explains. 

This is where many LCOs were 
left nearly speechless in front of 
lawmakers. "When an activist stands 
up and says to a lawmaker, 'You can't 
choose the aesthetics of your lawn 
over our country's children,' how do 
you think he's going to respond? How 
do you respond as a lawn care opera-
tor?" DiGiovanni questions. 

In addition to lacking the fund-
raising needed to spread a positive 
industry message, Canadian LCOs 
were continually challenged because 
"they could not achieve a consensus; 
public opinion was not in their favor; 
the media was non-responsive to the 
'sound science' story; legal options 
failed; and animal, human health and 
child welfare concerns trumped 'big 
business,,w Fairbrother says. 

One o f the things the Canadian 
lawn care industry was doing wrong, 
according to Ken Pavely, Landscape 
Ontario's Integrated Pest Management 
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(IPM) and turf specialist, was defending products instead of 
responsible pesticide use. 

The industry took a step back and looked at the mes-
sages they were spreading compared to what the activists 
were saying. "Ninety to 99 percent of the communication 
from both groups is the same," DiGiovanni says, point-
ing to promoting green spaces as the common thread. "It 
only breaks down when the industry believes it can still use 
pesticide products safely, judiciously and responsibly and the 
activists want zero use." 

Because healthy environment messages were coming 
more from the activists than the industry, consumers' trust 
in LCOs plunged. "It was time for us to embrace our jobs 
as true environmentalists within a structure that promoted 
green spaces, cultural practices, stewardship and responsible 
use of pesticides as a required part of that," DiGiovanni says, 
pointing to the practice of IPM as a solution that incorpo-
rates all of these points. 

As a result, LCOs united with representatives from the 
golf course, municipal park, structural pest control and 
agriculture industries to form the IPM Council of Canada 
four years ago. In many of the early bylaws, lawn care was 
the industry most affected, but municipalities are continuing 
the anti-pesticide push into other markets as well. For this 
reason, for an IPM Council to be successful it had to have a 
voting member from each industry on board in order to cre-
ate one consistent IPM message and grow consumer recogni-
tion of the concept, White says. The same year the council 
was formed, it established an IPM Accreditation Program. 
The volunteer program, which now has approximately 150 
engaged and 60 accredited lawn care companies (which 
represents 70 percent of the lawn care industry in southern 
Ontario), collects businesses' IPM program details and statis-
tics annually and then physically audits them on their IPM 
implementation every three years. "The program has teeth 
- if you want to be accredited you have to go through the 
same process everyone else goes through," DiGiovanni says. 

The intention is to have accreditation in each industry. 
The golf course market is on board and the municipal parks 
IPM accreditation initiative is almost complete, White says, 
adding that the next phase is to incorporate the arbori-
culture, structural pest control and agriculture markets. 
"Ideally, at the end of the day, IPM accreditation will not be 
unique to our sector." 

In addition to branching the program out into other mar-
kets, the industry is also pushing to make it mandatory by 
provincial governments as a part of the licensing system so all 
Canadian companies follow the same rules. British Columbia 
has become one of the first provinces to accept it, White says, 
adding that he is disappointed that the Ontario government 
has so far rejected it. "We want to raise the bar of profes-
sionalism in the industry and bring trust back," he explains. 
"This is one way to do it. Unfortunately, we are not as close 
as we'd like to be to getting this issue looked at provincially." 

While "IPM accreditation is definitely a good idea because 
it helps us talk about managing risk, which is one of the hot 
button issues," Conlon adds, "at the end of the day, it's how 
involved we are at the local government level that matters 
because that LCO is seen as a vote to that counselor. If we 
aren't there, someone else is - and they are spreading an anti-
pesticide message." 

That's why more Canadian LCOs are reaching decision 
makers at a local level. "In the towns where local LCOs are 
regularly engaged in their communities, we have a much 
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better success rate of drafting a bylaw 
that includes IPM and responsible 
pesticide use," DiGiovanni says. 

More Canadian LCOs realize their 
municipal counselors want the area to 

activ-look good, so they are pushing ; 
ism from an industry point o f view, 
DiGiovanni explains. "They are say-
ing, 'We want to educate you on the 
value of the industry from an econom-
ic, environmental and lifestyle benefit. 
We are the true environmentalists 
- we plant trees and gardens and tend 
to them and here's the reality o f how 
we do it. We are stepping up to plate 
and dealing with issues o f trust. We 
want you to know we care about the 
environment and are here to work 
with you to create and maintain green 
spaces in the safest way possible.'" 

These messages also need to be 
spread to the consumer, which is why 
Canadian LCOs are increasing public 
education. Landscape Ontario, for 
instance, is using popular local garden 
communicators, such as Charlie Dob-
bin and Denis Flanagan of Home & 
Garden Television's One Garden, Two 
Looks, to help conduct free seminars 
on "Healthy Lawns, Healthy 
Gardens." "They are fronting 
our message about the value 
o f green spaces to the public 
to grab people's attention and 
share a positive viewpoint," 
DiGiovanni says. 

T H E A F T E R M A T H . Has the 
anti-pesticide issue affected the 
Canadian lawn care industry? 
The answer to this question is 
not a straight forward one. 

First, while the U.S. green 
industry is valued economically 
at nearly $40 billion, according 
to the 2005 report Economic 
Impacts on the Green Industry 
in the United States, the Canadian 
green industry is valued at only $ 10 
billion, DiGiovanni says. Within 
Canada, the province o f Ontario 
makes up 50 percent o f the country. 
So, there are approximately 2 , 6 0 0 
lawn care companies and 2 6 , 0 0 0 
licensed operators in Canada, 1,300 
and 13,000 o f which, respectively, are 
in Ontario. These numbers do not in-
clude the park systems or golf courses, 
DiGiovanni points out. 

DiGiovanni measures industry 
success by sales o f nursery materials to 
landscape contractors, and the num-
bers have been consistently positive. 
In 2002 , nursery sales to landscape 

contractors were $ 1 0 1 , 0 6 4 , 0 0 0 , 
rising to 110 ,160 ,000 in 2 0 0 3 and 
131 ,011 ,000 in 2004 , according to 
the Ontario Ministry o f Agriculture, 
Food and Rural Affairs. "Economi-
cally, we've consistently grown for the 
last 10 years - from 5 to 14 percent a 
year," he says. 

So, from the numbers side o f the 
equation, the anti-pesticide issue has 
not negatively affected the industry. 

When it comes to individual suc-
cesses or failures, LCOs who rely on 
pest control for most o f their busi-
ness model have the most at stake, 
DiGiovanni says. 

But except for the one or two 
businesses who decide that lawn care 
as a service is becoming too much for 
them to handle, "the industry isn't 
going out o f business - there is still 
opportunity here," Lemcke says. "You 
just have to find feasible solutions." 

For instance, since playable sports 
fields are still important to Canadian 
school systems, some LCOs are target-
ing schools with a niche service o f soil 
improvement, overseeding, aerating 
and irrigation to improve playability 

T h e a v e r a g e C a n a d i a n res idence t o d a y is n o w c l u t t e r e d 
w i t h w e e d s . P h o t o : A l a n W h i t e 

without pesticides. "Schools receive 
a great deal o f pressure from activists 
because their environment involves 
children and some LCOs are offering 
them solutions they can live with," 
DiGiovanni explains. 

Even with new service offerings, 
Canadian LCOs' profit margins are 
decreasing because the costs to operate 
a business have gone up, Pavely says. 
" I f you are hand pulling weeds vs. 
spraying for them, your labor costs 
go way up," he explains, adding that 
clients have been accepting price in-
creases in the 10 to 15 percent range 
before balking at the rise. 

continued on page 58 
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continued from page 55 

Though business growth appears 
stable, aesthetically, there have been 
some dramatic changes. 

Toronto and Montreal used to be 
well known for their garden paradises, 
lush lawns and clean streets. They 
used to rival U.S. nature spots like 
Chicago's Millennium Park and New 
York's Central Park. 

"Now you don't see flower-lined 
boulevards or finely landscaped city 
gates - you barely see the grass cut 
anymore in some public areas," White 
says, describing a roadway median 
where he recently saw a shopping cart 
filled with trash disguised in grass that 
was nearly 4 feet high. 

"Recently, I had a friend tell me 
that 10 or 15 years ago, Toronto was 
the cleanest city he had ever seen," 
Lemcke says. "I'm ashamed of it now." 

Pesticide limitations have forced 
parks and city workers to eliminate 
pesticides completely or use alterna-
tive methods, such as organics. 

As a result, the weeds are taking 

over. "There are some curbs and road-
way medians where the weeds are 10 
inches to 1 foot high, and people are 
dumping stuff in those areas," Lemcke 
shares. "The employees can't keep 
up with mowing down the growth 
because they don't have enough man-
power or money." 

The city o f Toronto recently spent 
an additional $1 million on new 
mowers to try and tidy its green areas, 
but "a parks employee I spoke with 
recently said it hasn't helped much at 
all," Pavely says. 

Schools are also in "terrible shape," 
Lemcke points out. "We rarely find 
schools doing anything to control the 
weeds. I f they do, they are using or-
ganic programs and that requires a lot 
more input and time. Some schools 
don't have the money for that." 

Pavely has been looking into 
property values in Montreal to see if 
the lack o f aesthetics has caused any 
negative effects on housing. "Since 
Montreal is a hot market right now, 

I can't tell if there is a direct effect 
yet but I'm keeping my eye on it," he 
says. "The neighborhoods I've been 
driving through look awful." 

Whether or not consumers are 
concerned by the changes in their 
surroundings is a question that has not 
been answered yet, DiGiovanni reports. 

The ideal future of this issue in 
Canada is that the provinces or federal 
government will take back control 
and create one rule for all to reduce 
confusion and the amount of money 
being spent on bylaw creation, debate, 
implementation and management, 
DiGiovanni says. But when or if this 
will happen is unknown, and because 
the municipalities desire power and 
the provinces are so willing to give it 
up, Conlon is unsure this is a vi-
able possibility for the future. "The 
society's fear o f pesticides will not go 
away," DiGiovanni says. "We have to 
continue to embrace the IPM philoso-
phy and responsible and professional 
pesticide use.' LL 
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Rain, rain, go away," or so the popular 
children's rhyme begins. Some land-
scape contractors may finish that refrain 
with, "I'll mow the lawn another day," 
while others may add, "I'll cut the grass 

anyway." 
So what school of thought is correct? And does 

it really matter whether crews cut in the rain or wait 
for blue skies? 

Lawn 8c Landscape Message Board participants 
recently debated whether or not to continue grass 
cutting duties in the rain and what the pros and 
cons are to that decision. It was top of mind for 
many contractors in light of the mid to late May 
rains that caused the worst flooding in New Eng-
land since the 1930s, dumping more than a foot of 
precipitation on the region over a five-day period. 

KEEP T H E B L A D E S S P I N N I N G First 
and foremost, many contractors recom-
mended that everyone in the lawn care 
and maintenance business should be 
vigilant about observing local weather 
forecasts because these predictions - for 
clear skies or gray - provide a starting 
point. "If a competent weather forecast 
says it's going to rain on Wednesday, 
then common sense will tell you, 'Hey, 
we need to mow some of Wednesday's 
lawns on Tuesday and the ones we don't 
get to we do on Thursday,'" says Andrew 
Aksar, president of Outdoor Finishes in 
Walkersville, Md. 

But many contractors say they 
still send crews out when it's raining, 
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especially if they are already out in 
the field. "I don't run inside at the 
first raindrop," posts Michigan-based 
landscape contractor Jeff Patterson. 
" I f it rains all day and it's steady, then 
I don't cut. But if I'm 10 to 15 miles 
from the shop, it's a big waste to run 
in because o f a little rain." 

Some contractors say the bigger a 
contractors operations, the less flex-

ible they are when it comes to rain 
delays. "After your company grows 
larger, you'll soon find it's necessary 
to mow in the rain or when it is wet," 
posts Chuck Twist, president o f T N T 
Landscaping and H.O.L.A. Labor 
Consultants in Stillwater, Okla. 

Most contractors, in fact, post 
they instruct workers to mow in the 
rain in order to finish that days route. 

However, most say they draw the 
line during torrential downpours and 
lightening, o f course. 

" I f its coming down hard at first 
light and shows no signs of letting 
up, then we don't do work," says Rick 
Brauneis, owner o f Vision Designs in 
Orlando, Fla. " I f we're already going 
at it, we don't stop unless there is 
lightning in the area." 

In addition, some other contrac-
tors post to the message board that 
they don't typically work in the rain 
because the wet work often results in 
sick laborers. Patterson, for example, 
writes into his contracts that he 
doesn't cut during the rain or when 
it's wet. Likewise, he makes sure 
clients understand his policy and that 

they will eventually get their lawns 
mowed. "I tell everyone I will fit them 
in as soon after it rains as possible," 
Patterson says. "In the past, when my 
operation was smaller, I had open 
days that I could just move these 
missed accounts into. But now that I 
am running full tilt it's much harder 
to catch up." 

Will Sharp, president o f Lawn 
Dawg Services in Matthews, N.C. , 
disagrees, mentioning he would not 
recommend a "will not mow in the 
rain" provision in a contract. "When 
the guys call and say it is raining I 
suggest they sit in the truck and eat 
their lunch," he says. "We mow as 
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If a competent weather 

forecast says its going to 

rain on Wednesday, then 

common sense will tell 

you, 'Hey, we need 

to mow some of 

Wednesdays lawns on 

Tuesday and the ones 

we don t get to we do on 

Thursday. 

- Andrew Aksar 
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long as we can and when its not 
muddy. When it rains for several days, 
we will weed or skip the wet spots. 
Skipping a week due to rain is not an 
option when the grass is growing." 

While he knows cutting in the 
rain is a necessity, Patterson says it's 
not always the best practice to follow. 
First of all, Patterson tells clients he 
doesn't cut during the rain because the 
wet clippings make a mess. "Clients 
are very impressed with this so I don't 
want to lose the goodwill I get from 
this," he says. 

Secondly, grass clippings on wet 
pavement surfaces clump up and just 
don't want to move, so being unable 
to get an area clean slows the con-
tractor down considerably, Patterson 
adds. Also, soil compaction is at its 
highest when the ground is wet. 

In addition, cutting during rain is 
bad for the grass because the water re-
duces the ability of the mower to cut 
the grass and increases tearing, which 
is bad for the plants, Patterson says. 
Likewise, he says mowing in the rain 
is bad for the mower blade bearings 

and other exposed metal mower parts. 
The buildup of wet grass beneath 

the mower deck means contractors 
will have additional cleanup duties 
in order to maintain proper airflow 
and ensure that the mower baffles 
are directing air as the manufacturer 
intended, Patterson says. "As long as I 
have coverage in my contracts to not 
cut when it's raining, I'd like to avoid 
it as long as I have a viable plan to 
catch up," he shares. 

Landscape contractors need to 
keep their blades spinning, posts Chad 
Stern, owner of Mowing & More 
based in Chevy Chase, Md. "Unless 
the ground is so saturated you can 
hear the water sloshing under your feet 
when you walk, you should be able to 
mow safely," he posts. 

Many other contractors worry that, 
operating in highly competitive mar-
kets, delaying mowing because of rain 
makes them vulnerable to having their 
business stolen away by more eager 
competitors. " I f you can't get to your 
clients, they will find someone else and 
you're stuck trying to find new clients," 

posts Todd Patton, president of Patton 
Property Maintenance in Haymarket, 
Va. "The mess and damage is tempo-
rary, and the people that worry about 
it, I've found, are not worth having as 
clients." 

In addition, Stern supplies each 
employee with a three-piece rain suit, 
which has proven a worthwhile invest-
ment. "They say they work wonderful-
ly when it's raining and really do keep 
them dry," he says. "The suits costs 
about $9 for the set and are worth 
every penny." 

CLIENT APPRECIATION. Do clients 
care or appreciate whether a landscape 
contractor cuts in the rain? 

Jamie Bush, president of Jamie's 
Lawn Service in Piano, Texas, fields 
more hotheaded client complaints for 
not showing up then for mowing in 
wet conditions. "So I take the lesser of 
two evils," he says. "Then I also have a 
'Do Not Mow In Wet Conditions' list 
of people who have complained and we 
just skip those and hit them the next 
day." u. 
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Optimize your investment by selecting the right financing options and features for your business. 

Its not uncommon for a landscape contractor to be 
working at a site and look across the street to see 
his competitor using a compact utility loader to do 
the same job with fewer employees in less time, says 
Greg Lawrence, marketing product manager for 
Toro's Dingo compact utility loader line, Bloomin-

ton, Minn. 
That scenario would get any contractor asking ques-

tions about the equipments capabilities and cost. 
Mini skid-steers and compact utility loaders, which 

originated in Australia in the 1980s, began popping up 
in the United States during the 1990s. They've caught on 
thanks to versatility across various market segments (con-
struction, landscaping, irrigation and others), a greater 

presence at rental houses and increased 
exposure in the field, as illustrated in the 
scenario above. 

At surface level, buying a mini skid-
steer is like buying a new car. Choose 
a brand, select the features and decide 
whether you're going to lease or own. 

But because this purchase can affect 
your bottom line, you probably won't be 
as quick to leave the dealership sold on a 
test drive and free key chain alone. 

Fortunately, manufacturers and deal-
ers offer a host of financing options for 
contractors in the market for minis. 
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All-American country music 
legend Charlie Daniels stands 

j behind Gravely products. 

Gravely" is proud to celebrate 90 amazing 
years of ail-American quality and value. Our solid 
history of tough, hardworking equipment speaks 
for itself. And what's even better is that it's all 

, made right here in the land that we love. Gravely 
has helped keep America beautiful for 90 years, and 

we promise to keep you cutting for many more. 
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Visit Ariens/Gravely at EXPO 2006 
to see our newest products • 

Booth #1601 & 3953 - I 

http://www.gravely.com


EdgePro Ultra™ construction equipment 

PVC landscape 

Border 
System 

The sleek look 
of metal edging with 
the advantages of PVC! 
» High-end,finished look 

» Competitive price 

» Versatile anchoring options 

•• Will not rust, crack, rot, or 
deteriorate due to weather 

•• Custom-designed connectors 

i EdgePro« 
L -Exclusive! 

Click * Lock Connectors 
Custom-designed connectors click 
into the track system, locking pieces 
together without unsightly overlapping 
or nesting of edging pieces. 

Spike Anchoring Adaptors 
Innovative spike anchoring adaptors 
slide into the track system, holding 3/8 
inch diameter steel landscape spikes 
and allowing for optimum versatility 
with spike placement. 

i r iE 
MANUFACTURED BY DIMEX LLC 

1.800.EDGEPR0 11.800.334.3776 

28305 St. Rt. 7, Marietta. OH 45750 
PH: 1-800-334-3776 FAX: 1-740-374-2700 www.edgepro.com 
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COST CONCERNS. Landscape contractor Jon Andre first 
became interested in compact utility loaders when he saw 
one at a trade show. After researching the machines for 
two years, the president and sole employee o f Good Earth 
Landscaping, Tacoma, Wash., finally purchased one in April 
2006. 

"I 'm a small company, which is why this is a very attrac-
tive piece o f equipment for me," Andre says o f his one-man 
operation that does less than $ 150,000 in annual revenue. 
"What I lack in employees, I gain in equipment." 

One o f Andre s concerns, and a concern of many con-
tractors, is how quickly they will see a return on investment 
for theses machines, which range in price from $12 ,000 to 
$22 ,000 , according to manufacturers. Standard size skid-
steers costs anywhere from $ 2 5 , 0 0 0 to $50 ,000 . 

Andre, who estimates a mini skid-steer replaces as many 
as three employees when its running, expects it will take 
five years for his machine to pay for itself. Andre uses the 
machine for very specific tasks, so he thinks other business 
owners who use their minis more regularly may recover the 
cost more quickly. 

Renting before buying 
i— whether from a rental 

house or equipment dealer - is 
one plus for a contractor consid-
ering purchasing a compact util-
ity loader and its attachments, 
says Greg Lawrence, marketing 
product manager for Toro's 
Dingo compact utility loader 
line, Bloomington, Minn. 

Renting was one step in 
contractor Jon Andre's two-year-

^ ^ ^ ^ ^ ^ ^ ^ ^ ^ long decision-making process. 
Andre, the president of Good 

Earth Landscaping, Tacoma, Wash., tested one com-
pact utility loader brand three times before buying 
from a different manufacturer. 

Jim Olson, president of James Olson Landscap-
ing, Northbrook, III., embraces the rent-before-
you-buy mentality. "I'm very cautious," he says. "I 
research what I buy, even with the attachments. Like 
with the auger I own -1 rented it from the dealer first, 
and realized it could save a lot of time and a lot of 
employees' backs." 

Lawrence offers this renting rule of thumb: "If a 
contractor is renting a machine three times a month, 
he's probably better off buying it in the end." 

Experts also recommend contractors visit their 
dealers or attend trade shows for hands-on time with 
the equipment and to participate in demonstrations. 
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Business Solut ions: Learn More and Save Big. 

J O H N D E E R E 
LANDSCAPES 

Sprint/Nextel Phones 
& Services 

OfficeMax 3 Year 
Plant Protection 

Travel & Merchandise 
Rewards 

"It's great to see how 

John Deere Landscapes 
is working toward becoming our 

True Business Par tner . . . " 

"As a long-term customer who's new to the Partners Program, I was 

extremely pleased with the t h o u s a n d s o f d o l l a r s m y c o m p a n y will s a v e 

w i t h t h e S p r i n t d i s c o u n t . " 

- Rich Angelo, Owner, Stay Green Inc. 

John Deere L a n d s c a p e s w a n t s to be m o r e t h a n j u s t your s u p p l i e r - w e w a n t to be a p a r t n e r in your b u s i n e s s . T h a t ' s w h y 
w e ' v e deve loped t h e P a r t n e r s P r o g r a m B u s i n e s s So lu t ions . From cel l p h o n e d i s c o u n t s to a 3 - y e a r nursery w a r r a n t y , 
there 's never been a b e t t e r t i m e to be a m e m b e r of t h e P a r t n e r s P r o g r a m . We a r e a d d i n g m o r e B u s i n e s s So lu t ions 
everyday, so c h e c k out w h a t w e h a v e to o f fe r you! 

• S p r i n t / N e x t e l Phone , Serv ice & GPS S y s t e m D i s c o u n t s • O f f i c e M a x V o l u m e D i s c o u n t s 
• M o v a b l e C u b i c l e D i s c o u n t s • 3 Year Nursery W a r r a n t y f r o m P l a n t H e a l t h C a r e 
• GreenCAT® Elect ron ic C a t a l o g • E lec t ron ic D a t a E x c h a n g e 
• John Deere Cred i t • E m p l o y e e T r a i n i n g t h r o u g h GoTrain 
• Travel & M e r c h a n d i s e R e w a r d s 

For more information contact the Concierge Hotline at 800-820-4848, email us at 
info@johndeerelandscapes.com or visit us online at www.JohnDeereLandscapes.com/BusinessSolutions 
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Manufacturers say this product 
lines broad price range is a result of 
the various options these machines 
present, namely track or tires, engine 
type (gas or diesel) and attachment 
selection. The size of the model also 
comes into play. 

Tracked machines are more 
expensive than their counterparts on 
wheels. They're also more popular 
for landscaping because of superior 
weight distribution, which is impor-
tant for driving on turf and soggy 
areas. 

Like with trucks, the gas-vs.-diesel 
debate depends primarily on personal 
preference. A diesel engine can add 
about $2 ,000 to a unit's price tag, 
but manufacturers say diesel engines 
last longer and are more energy ef-
ficient. 

"It used to be that the cost of 
fuel was significantly less with diesel, 
but it's not necessarily that way any 
more," says Don Reed, rental divi-
sion manager for Ramrod Equip-

ment, a division of Leon's Manufac-
turing Co., Yorkton, Saskatchewan. 
He estimates about 70 percent of 
Ramrod's units are sold with gas 
engines. 

Selecting attachments is an-
other crucial step in the purchasing 
process that affects total cost as well 
as productivity. "Mini skid-steers are 
defined by the attachments you put 
on them," Reed says. 

Initially, contractors should choose 
loader attachments that can be used 
to complete as many on-site jobs as 
possible, says Aaron Kleingartner, 
loader product specialist for Bobcat 
Co., West Fargo, N.D. 

"For example, almost every 
contractor can use a combination 
bucket and pallet forks on landscape 
construction jobs," he says. "They 
also might find several uses for a soil 
conditioner, which can be used to 
clear rock, unwanted weeds, exist-
ing turf and create a final grade in 
preparation for landscaping, planting 

seed or laying sod." 
Other attachments manufacturers 

identified as popular with landscape 
contractors include a leveler for 
spreading materials and backfilling 
trenches; a trencher for creating ir-
rigation trenches and drain tiles; and 
an auger for digging holes for trees, 
shrubs or fence posts. Attachments 
range from several hundred to several 
thousand dollars, manufacturers say 
(for more information on attachment 
price points, see "Getting Attached" 
on page 70). 

Most compact utility loaders are 
sold with a bucket, manufacturers say, 
adding that its common for contrac-
tors to start out basic and purchase 
more attachments over time or rent 
them on an as-needed basis. 

"This provides contractors the 
option of exploring new services, 
determining whether they fit their 
businesses with only a minor 
investment," Kleingartner says (for 

continued on page 72, sidebar on page 7 0 

Load a Mulch Mule and double production without adding a single person! 
Does finding good help have you down? Now you can stop worrying. 

Bay the mule and cut your muli I at least half and double your production. 

• i 

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. 

» 1 1 

.mulch, 
m u 

Find Out How...330-875-0769 
[The Machine for All Seasons 

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

and get more 
work done for less, 

Visit us: www.mulchmule.com 

l abor Saving Mulching System • Loaf Vac/Trailer • Walking Floor Cargo Trailer 
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From Lawn & Landscape Media Group, Publishers of GIE Media's SNOW Magazine 

S P E C I A L - S N O W E S T I M A T I N G S O F T W A R E 

Newly Updated! -
Save $30.00 

.... S T A R T Y O U R E S T I M A T I N G EARLY! 
t ^ A J U f r 

Software: Adapted from the system used by 
successful snow removal contractor John Al-
lin, this software system will ease the estimat-
ing process. A user-friendly platform walks 
contractors through the estimating process, 
computes the information entered and deliv-
ers a time, material and cost estimate per 
job. The system delivers price in per-push, 
per-event and per-season formats. 

FEATURES INCLUDE: 
• Can be cus tomized based on your 

company's production rates, snowfall, 
costs, equipment, etc. 

• Includes default production rates based on 
rates used by John Allin. 

• Accounts for partial pushes and salt/deicing 
applications. 

• Estimates can be printed on pre-formatted 
forms. 

• Delivers estimates as seasonal, per-push 
and per-event, as well as per application for 
deicing material. 

This product is not refundable. 

t 
FOUR EASY WAYS TO ORDER: 

1. VISIT: 
www. lawnandlandscape.com/store 

2. CALL: 
800-456-0707 

3. MAIL THIS FORM TO: 
Lawn & Landscape Media Group 
4012 Bridge Ave. 
Attn: Book Store 
Cleveland, OH 44113 

4. FAX TO: 
216-961-0364 

• Check Enclosed. Payable To: 
GIE Media 

• Charge My: 
• American Express 
• Visa 
• Mastercard 
• Discover/Novus 

Card Number 

Exp. Date 

C 
Improved Equipment 

Management 

NEW: Save, Edit and 
^Retrieve customer 

quotes 

S N O W 
ESTIMATING 
S O F T W A R E 

Oty Subtotal 

Snow Estimating Software - $265.00 each - Save $30.00 $ 
Managing Snow & Ice Book - $25.00 each $ 
Snow Removal Business Forms on CD-ROM - $24.95 ea $ 
MERCHANDISE TOTAL $ 
Ohio Residents Add 8% Sales Tax $ 
SHIPP ING & HANDLING 
Inside The U.S. - First Item $6.00; Additional Items $2.00 Each 
International - First Item $11.00; Additional Items $4.00 Each $ 
TOTAL AMOUNT DUE $ 

Name 

Title _ 

Company _ 

Address _ 

City 

Phone. 

E-Mail _ 

. State 

_Fax 

Zip 

07-2006 

http://www.lawnandlandscape.com/store
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e t t i n g a t t a c h e d 

The capability of a compact utility loader is defined by its owner's imagination. The variety of attach-
ments available allows contractors to haul, dig, lift and construct their way to new revenue streams 

and increased productivity. Rental houses and dealers offer dozens of attachments for rent on an as-needed 
basis, but when it's time to buy, refer to the guideline below for some of the most popular attachments pur-
chased by contractors. 
$ Less t h a n $1,000 $$ $1,000-$2,999 

$ 
$$$ $3,000 + 

A d j u s t a b l e forks - Used for carrying materials like pallets, plants, bags of potting soil, peat moss, 
fertilizer and other bulk items. 
Bucke t - Used for handling and moving materials and for removing soil, leveling and backfilling. 
L e v e l e r - Grading/land rake used for finishing and spreading topsoil and other landscape materials. 
Also used for backfilling trenches and carrying jobsite materials. 
A u g e r - Used for digging when planting trees and shrubs or creating holes for irrigation valve boxes 
and fence posts. Various bit sizes are available. 
S o i l condi t ioner - Several types exist (soil cultivator, power box rake or tiller). They are used to prepare 
soil for laying sod, seeding, gardening, etc. 

$$$ Trencher - Used for digging trenches for landscape creation and irrigation and drain tile installation. 

$ 
$ 
$$ 

Work Visas 
"Are you having a difficult time finding 
minimum or low wage legal workers? 
Let us help you get the low wage labor 
force that you need, just as we have for 
hundreds of other companies for years." 

-Robert Kershaw 
Attorney at Late 

Legal and low wage foreign workers 
with H2B or H2A visas may be the 

answer to your labor needs! 
EJUILY SIGN UP OFFER -

1-99 H2B Visas 
$ 3 . 0 0 0 

THAT'S $3,000 IN FEES FOR ALL OF YOUR VISAS, NOT $3,000 PER VISA!!! 
(Flat rati per application paid \m advance, or pay la installments of S1,250 down with 3 Installments of $750) 

' Does not include bus fare, USCIS (INS) fees, required newspaper ads. foreign processing & consulate 
fees, nor foreign recruiting fees. Give us the opportunity to beat any competitor's published price. 

Number of potential clients is limited! Call toll free for more information 

M 0 M 6 4 4 5 7 0 
The Law Office Of Robert Kershaw, P.C. 

3355 Bee Caves Road Suite 307, Austin. Texas 78746 (512) 3834)007 Fax: (512) 3834)009 

Licensed by the Texas Supreme Court 
Not certified by the Texas Board Of Legal Specialization 

www.workvisasusa.com 

TURBO TURF 
HYDRO SEEDING SYSTEMS 

USE READER SERVICE # 57 

Call us for a FREE video & info pack! 
TURBO TECHNOLOGIES, INC. 

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

USE READER SERVICE # 58 
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NURSERY DSCAPE 

AUGUST 18-20,2006 
PRE-EXPO EDUCATION CONFERENCE - AUGUST 17,2006 

HENRY B. GONZALEZ CONVENTION CENTER 
SAN ANTONIO 

j y \ 
4 

m 

7 7 3 0 South I H - 3 5 Aust in , Texas 7 8 7 4 5 - 6 6 9 8 8 0 0 . 8 8 0 . 0 3 4 3 5 1 2 . 2 8 0 . 5 1 8 2 Fax 5 1 2 . 2 8 0 . 3 0 1 2 
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continued from page 68 

more information on renting mini 
skid-steer loaders, see "Hands-On 
Research" on page 66) . 

F INANCE RIGHT. Just as contractors 
have a menu of attachment options to 
choose from, their financing options 
run the gamut, as well. 

One possibility is customer-
sourced financing, where the contrac-
tor lines up financing on his own 
through a local or national bank, 
financing company or credit union. 
Financing sources say this method 
is not the most popular because it 
can be difficult for a small business 
to obtain a loan. Also, dealers and 
manufacturers typically tout more 
attractive promotional financing deals 
with low APRs or "no payments for 
one year." 

Andre can attest to difficulty with 
customer-sourced financing. "Being 
a small businessman, even though 
I've been in business for 25 years and 
even though I have platinum credit, 

its difficult for me to secure a loan on 
something," he says. 

The second option is financing 
through a dealer, which may be sup-
ported by the dealer, manufacturer or 
local or national bank. " T h e specific 
options vary from dealer to dealer, 
but they may include a conditional 

the equipment, its generally financed 
in the form of an installment loan 
with a fixed monthly payment at a 
fixed rate for a specific number of 
months. "From an accounting stand-
point, this means the buyer can realize 
full depreciation and interest on the 
equipment," Adams says. 

T m a small company , wh ich is w h y a mini skid-steer is^ 

a v e r y a t t rac t ive p iece of e q u i p m e n t for m e . W h a t I 

lack in e m p l o y e e s , I gain in e q u i p m e n t / " - J o n A n d r e 

sale or finance contract where the 
contractor owns the equipment or a 
true or capital lease where the leas-
ing company owns the equipment," 
says David Adams, manager o f retail 
finance for Toro's Landscape Contrac-
tor Business. 

When a contractor opts to own 

Many manufacturers and their 
financing partners offer flexible 
seasonal payment plans designed for 
contractors who may only be able to 
make payments during their high-
volume months. "Many landscape 
businesses have seasonal revenue, and 
the benefit o f structuring payment 

USE READER SERVICE # 60 

USE YOUR 

M O S T VALUABLE TOOL 

FOR CUSTOMER 

SATISFACTION AND 

RETENTION — 

C L C L A B S S O I L 
T E S T I N G ! 

Call 614/888-1663 
and Start Todayl 

C L C L A B S 
3 2 5 Venture Drive 
Westerville, O H 43081 
6 1 4 8 8 8 - 1 6 6 3 
F A X 6 1 4 8 8 8 - 1 3 3 0 

Exclusive Laboratory Services for the 
Turf & Ornamental Professional. 

USE READER SERVICE #61 
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Synthetic Putting Gruons £ Lawns 
Ideal add-on service to any 
Landscape company. 

www.turfamerica.com 

Tur 
tHÉMi áMlÉMáMláXáü 

info@turfamerica.com 

Industries leading synthetic 
turf supplier since 1986. 

Let us help you get started in 
the fast growing synthetic 
turf industry today. 

(800) 590-3031 

For samples, pricing and 
more information, call the 
experts at Turf America. 

We offer all types of turf 
products: polypropylene, 
polyethylene and nylon. 

http://www.turfamerica.com
mailto:info@turfamerica.com


a JOHN DEERE 
N o t h i n g R u n s L i k e A D e e r e 

"Light Weights" 
Don't let their size fool you. these compacts 
pack a big. productive punch. The combination 
of a versatile compact excavator, best-in-class skid 
steer, track loader and small wheel loader opens 
a whole new class of business opportunities. With 
the flexibility of Worksite Pro™ attachments you can 
always mix it up no matter what the job. And their 
size makes it easy to transport them from fight to 
fight. See your dealer or call 1-800-503-3373 to put 
John Deere in your corner today. 
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construction equipment 

obligations to correspond with the 
business revenue stream provides the 
opportunity to better manage their 
cash flow needs," says Mark Almeter, 
vice president of CitiCapital's Bobcat 
Division, Fargo, N.D. 

Despite the many buying options 
available, leasing has become more 
popular over the last several years, 
Reed says, estimating its a 50/50 split 
between contractors who choose to 
lease vs. those who opt to finance. 
Due in part to the automotive 
industry's recent push toward leas-
ing, contractors are familiar with the 
mentality that affordability isn't based 
on total cost, but what the monthly 
payments are. "As long as you're 
bringing in more than you're putting 
out, you're ahead of the game," Reed 
says. 

In addition to a lower fixed 
monthly payment, a lease typically of-
fers the benefit of upgrading to a new 
piece of equipment every few years 
(which, in theory, creates less main-

tenance-related downtime) and the 
option to buy at the end of the term 
for a pre-determined price or return it 
to the dealer with no obligation. 

Also, Toro's Adams adds, "With a 
true lease, debt is not shown on the 
contractor's balance sheet and there is 
no concern about owning equipment 
they may not permanently need." 

However, similar to leasing a 
vehicle, the lessee can be penalized for 
returning equipment that's damaged 
beyond normal wear and tear. 

Typically, but not always, equip-
ment leases constrain buyers to 
specific usage limits that, if exceeded, 
can rack up penalty payments. Con-
tractors can expect a standard lease 
agreement to limit usage to 800 to 
1,000 hours per year, Almeter says. 

Lease agreements usually in-
clude a policy that states all of the 
equipment's normal functions must 
be in working order upon return. To 
remedy any damage, lessees pay for 
the fair market value of repairs. 

"The return policy is designed to 
encourage contractors to maintain the 
equipment in safe working condition 
and to prevent the equipment from 
being abused," Almeter says. 

Like with buying a car, there's no 
catch-all. Jim Olson, president of 
James Olson Landscaping, North-
brook, 111., has both leased and 
bought compact utility loaders. He 
leased his first compact utility loader 
eight years ago and then purchased 
it when the term was up for a $ 1 
buy-out. This year, Olson financed 
his second mini through the manufac-
turer who offered an attractive deal. 

As Olson suggests, "Each contrac-
tor must decide what's best for their 
particular situation." LL 

w w w . l a w n a n d l a n d s c a p e . c o / J 
Check out a lease-vs.-buy comparison sheet 
for compact utility loader and mini skid-steer 
equipment purchasing in the July On l ine 
Extras section. 

With more than 50 attachments, the Ramrod Taskmaster is a 
very versatile tool that will get the job done fast and right! 

Ramrod can lift up to 1,150 lbs., carry up to 2,300 lbs., provide 1,600 lbs. of push-pull 
power - and do it on your choice of tracks or 4 wheel drive tires! With more than 50 work-
saving Quick-on, Quick-off attachments, you'll want Ramrod on the job with you. 

• 
• • 
• • 

> yearn 

www.ramrodequip.com 
1-800-667-1581 

See and try the new Ramrod Taskmasters at Expo 2006 in Louisville, KY, Oct 6 to 8, 2006 

31 to 44 inch Buckets Mini Dipper digs down 5' Tooth Buckets 

Quickly Roll-Out Sod Back Hoes dig down to 8' Pallets with safety guard 

4 - i n - l Buckets 
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STRATO-CHARGED™ BLOWER SERIES 

EBZ8000 

'HedMax 

EBZ8000 zenonn 

Z Series - Superior Features, Superior Products 
72cc Strato-Charged™ Engine 
943cfm, 203mph Airflow 
2005 C.A.R.B. Approved 
Free Flow™ Debris Net 
2-Stage Fresh Flow™ Air Filter 

Ventilated Back Pad with Lumbar Support 
Wide Padded Shoulder Straps with Waist Belt 
1.2 Hour Operation with Wide Open Throttle 
Right or Left Hand Throttle Available 
2 Year Commercial Warranty 

RedMax 
RE DM AX IS VERY PROUD TO BE A CORPORATE SPONSOR OF THE 
VICTORY JUNCTION GANG CAMPhttp://www.victoryjunction.org 

Komatsu Zenoah America, Inc. 
4344 Shackleford Road, Norcross, GA 30093 

Phone: 800-291-8251 Fax: 770-381-5150 www.redmax.com 
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A stand-on mower combines the speed of a riding mower with the agility and maneuverability of a 
walk-behind and at a fraction of the cost of a zero-turn. 

Landscape contractor Daryl Zeka has 
three 48-inch walk-behind mowers in 
pristine condition, each with less than 
10 hours o f use and flawless paint jobs. 
What's the problem? They're 2 years old 
and his workers won't touch them since 
the stand-ons arrived. "We can't get our 
employees to use the walk-behind mow-
ers now that we have stand-on units," 

says Zeka, a partner with Boynton Beach, Fla.-based Palm 
Beach-Broward Landscaping. " T h e only time they'll use 
them is when something is absolutely broken." 

Since Zeka's firm bought the stand-on mowers eight 
years ago, they've become indispensable tools. Today, 
stand-on mowers comprise about 20 percent o f Palm 
Beach-Broward Landscaping's fleet. "I just know the guys 
are happier using them," he says. "We went to the field 

managers and asked them what equip-
ment they needed - all the crews wanted 
at least one stand-on machine." 

Most landscape contractors using 
stand-on mowers will readily testify to 
the reliability and functionality o f this 
particular piece o f lawn care equip-
ment. From the bigger outfits to the 
small-sized firms, contractors like the 
all-in-one machines because they are fast 
enough to mow big areas quickly and 
maneuverable enough to get in and cut 
tight areas. 

"The stand-on mower is a very 
versatile machine, even though your 
employees may think they're strange if 
they've never used them before," says 

by m a r k p h i l l i p s | a s s o c i a t e e d i t o r 
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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 contribution or find out more, call 877-758-4835 or visit www.projectevergreen.com 
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mowers/power equipment ! 
Steve Pearce, maintenance operations 
manager for Sebert Landscaping in 
Bartlett, 111., which has 90 stand-ons 
in its fleet. " I f you think they would 
fit in your operation, your employees 
will get used to using them. After a 
couple of days, 
those same guys 
will never want to 
cut with anything 
else." 

the speed, we need maneuverabil-
ity. That s the reason we picked the 
stand-ons. We keep the larger mowers 
for the backyards, but for the fronts 
and sides, the stand-on is the way to 
do it. 

your weight from side to side. On an 
incline, you can stand on one side to 
keep the machine stable." 

The mowers low center of gravity 
gives the user the ability to lean, says 
Hal White, vice president of sales and 

LOWER COSTS, 
INCREASED 
PRODUCTIVITY. 
Contractors utilize 
stand-ons for a 
variety of reasons. 

Maneuver-
ability is a major 
factor, Zeka says. 
His South Florida firm, on average, 
mows 20-by-20-feet properties. "You 
go in there and you cut 1,000 homes 
and all the front yards are little bitty 
things," Zeka says. "We don't need 

" T h e s t a n d - o n m o w e r is a v e r y versa t i le m a c h i n e , e v e n t h o u g h your 

e m p l o y e e s m a y th ink t h e y ' r e s t range if they 've never used t h e m 

b e f o r e . If y o u th ink t h e y w o u l d fit in your o p e r a t i o n , your e m p l o y e e s 

will g e t used to using t h e m . A f t e r a c o u p l e of days, t h o s e s a m e guys 

wil l n e v e r w a n t t o cut w i t h any th ing e lse . " - S t e v e P e a r c e 

"The stand-on mower is great 
for the tight areas and in between the 
homes that are only 10 feet apart," 
Zeka adds. "It definitely cuts hills 
much better because you can move 

marketing for Wright Manufacturing, 
Frederick, Md. Because the user of a 
stand-on is essentially positioned on 
the zero-turn point, the mower can 
change directions rapidly, he says. 
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with Vermeer Is as Easy as 1,2,3. 

The Vermeer multi-blade plow P B f ™ " I 1 

allows irrigation contractors to 

install dripperline more efficiently - ^ 

and cost-effectively. Drip irrigation — another cost 

saver — reduces water usage 

by as much as 30 to 70 percent. 
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mowers/power equipment 

Besides maneuverability, stand-
on mowers reduce user fatigue, says 
Gilbert Pena, segment strategy man-
ager for commercial at John Deere, 
Moline, 111. "One of the first questions 
people have is why would they want 
to stand when they can sit all day?" he 
asks. "The answer seems totally con-
tradictory to what you would think. 

People who use these will tell you they 
are less fatigued at the end of the day 
than they were with sit-downs, believe 
it or not." 

On seated riding mowers, Pena 
says the backbone takes a beating 
every time the machine moves over 
uneven terrain. However, when stand-
ing, the operators legs act as shock 

Were You 
Featured 
In This 
Issue? 

Reprints enable you to reuse your article and 
simply place it into the hands of your target 
audience. Having been featured in a 
well-respected publication adds the credibility of 
a third-party endorsement to your message. 

Give yourself a competitive advantage with 
reprints. Contact us for more information 
regarding reprints and additional applications 
designed to meet your challenging market needs. 

Use Reprints As: 
• Sales Aids 
• Recruitment Tools 
• Managed ePrints 
• Trade Show Handouts 
• Media Kit Supplements 

Educational Programs 
Employee Training 
Sales Presentations 
Conference Materials 
Direct Mail Campaigns 

Call Megan Ries at 
8 0 0 - 4 5 6 - 0 7 0 7 
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absorbers. "When you watch someone 
using these, you'll notice the legs are 
flexing continuously and the body is 
shifting in accordance with the ter-
rain," he explains. "People who use 
them will tell you that not only did 
they become more productive, they 
are less fatigued as a result." 

In addition to their speed, ma-
neuverability and fatigue-reducing 
aspects, Pearce says price is another 
attractive benefit to stand-on mow-
ers. Pearce estimates a contractor can 
pick up a quality stand-on mower for 
between $5,700 and $6,000, which is 
a savings when compared to the aver-
age zero-turn mower, which can start 
at $10,000 and go up from there. 

However, Pearce sees stand-ons' 
one drawback: they perform very 
similar to zero-turn mowers and may 
make the user overconfident. 

"Some guys, because of all the 
time they spend using the stand-on, 
begin to master its operation and they 
feel they can take them into smaller 
and more challenging areas when they 
shouldn't," he says. "That takes a toll 
on the client's turf, often gauging the 
ground. Those instances are when 
they should really be using walk-be-
hinds." 

Dale Denison, owner of a U.S. 
Lawns franchise in Overland Park, 
Kan., started including stand-on 
mowers in his fleet in March after a 
crew leader who had used them before 
suggested it. 

"Quite frankly, those two stand-
on mowers replaced three walk-be-
hind mowers," he says. "I just think 
stand-on mowers are quicker and 
more nimble. Compared to a riding 
mower, they are easier to work with 
- it's night and day, and they weigh 
half as much." 

Denison's employees took to them 
quickly. He scheduled a training 
session before taking delivery of the 
machines. He then structured the 
mowing schedule to allow for on-the-
job training. The firm handles about 
40 commercial properties a week in 
an area saturated with retail, light 
industry, banks and restaurants. 

"They were comfortable using 
them very quickly," he says. "We took 
our normal one week's mowing sched-
ule and we let them complete it in 
whatever time it took. We told them 
to take it slow." 

At the time, the grass was growing 
slowly so it allowed time for train-
ing. "They were slower for the first 

continued on page 84, sidebar on page 82 
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Experience the difference suspension makes 
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Stand-on mowers may not be for every landscape contractor. Steve 
Pearce, maintenance operations manager for Sebert Landscaping, 

Bartlett, III., suggests a few points to review to ensure landscape contrac-
tors make smart equipment purchases. 

CUT. Make sure the machine makes a quality cut, Pearce says. While 
most stand-on mowers do cut cleanly, Pearce warns that a poor cutting 
machine cancels out the advantages it brings in efficiency. 

QUALITY. A quality machine is worth a higher price because it will go 
the distance and not ring up excessive repair costs in the long run, Pearce 

says. Examine how the stand-on mower is made, if there are any downtime issues and the cost for replace-
ment parts. 

DEMO. Run a trial stand-on mower through the paces, Pearce advises. "Use it for as long as possible to 
make sure it's the right fit for your business," he says. "A good demo will allow you to examine issues like 
comfort, quality-of-cut and usability." 

* 

ADD A REVENUE STREAM TO 
YOUR DUSINESSH 

The ECHO Mosquito YardShield™ will help your customers Take Back 
the Outdoors'. It is an inexpensive attachment that converts an ECHO 
PB-200 or PB-201 low noise-certified, handheld blower into a highly 
effective mister that provides a mosquito-free barrier. Because of the 
specially designed nozzle, your employees can efficiently treat hard 
to reach areas quickly. Visit www.echo-usa.com/revenue to learn 
more or to locate a dealer nearest you. 

I www.echo-usa.com 
- - i f ^ 80Q.432.ECHO 

*m 
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continued from page 80 

few days," he says, "but 
within a few days they 
were right on schedule." 

Stand-ons can 
increase productivity by 
as much as 20 percent, 
Denison says. For 
example, getting off and 
on the mower to remove 
debris has become less 
time-consuming, he 
says, as well as load-
ing and unloading the 
machines on the trailer. 

"We can turn them 
around easily inside the 
trailer," he shares, add-
ing that walk-behinds 
take longer to maneuver 
because the bars make them more 
unwieldy. 

And with riding mowers, the 
controls users have to retract before 
getting off are the same that have 
to be moved before loading onto a 
trailer, Pena says. 

P h o t o : John D e e r e 

"Over a days time, you've gained 
20, 30 or 4 0 minutes doing several 
activities and one o f those is loading 
and unloading," he says. 

A crew mowing mostly residential 
accounts typically tends a number o f 
smaller properties, Pena says. 

"In one days time, they will be 
loading and unloading that trailer 
easily a dozens times," he says. 
"Every time you must get off a sit-
down unit, it takes multiple steps 
that aren't there in a stand-on unit." 

Stand-ons also can save money 
in maintenance and fuel costs, 
Denison says. For example, their 
greater visibility helps workers 
avoid hitting objects and damaging 
the mower. 

In addition, by nearly halving 
the weight o f the mowers Denison 
carries on his trailer, he has saved 
on gas in his truck. 

"I wondered why we were haul-
ing around twice as much weight at 
$3 a gallon for gas," Denison says.4L 

For more information on the added sa fety 
benefits of stand-on mowers, as well as making 
smart purchasing decisions, visit the July 
On l ine Extra section. 
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smart irrigation mon h 

Contractors are charged to promote efficient watering practices and create awareness about the 
growing demands on water resources. 

Water conservation is front o f mind in arid 
states in the West where water shortages and 
irrigation restrictions are a way of life. But 
smart water application is important nation-
wide, explains Andy Smith, the Irrigation 

Association s state and affiliate relations 
director. "Water, by definition, is a finite J JULY 
resource," Smith says, explaining that f SIV1ART 
only 1 percent o f the world s water is , | / j IRRIGATION 
available for human use (97 percent ^ ^ ^ ^ MONTH 
is saltwater, 2 percent is locked up in 
icebergs). 

To educate contractors, legislators and end users alike, 
the Irrigation Association (LA) named July Smart Irrigation 
Month. In May, an IA delegation took the message to the 
Capitol to officially declare July as Smart Irrigation Month 
and raise awareness o f efficient practices and technology. 

As demand increases and dollars add up, conserving 
water becomes more than just a blip on policymakers' 
radar screens. Some municipalities fight over consumption 

by enacting irrigation restrictions, such as shutting off the 
taps or every-other-day watering programs. Experts say 
both can backfire and spur increased consumption. 

Using available technology to police consumption 
from within the industry is preferable to facing irrigation 

restrictions designed and imposed by state or local 
government, experts says. 

Preventive water-saving measures, the industry's 
preferred method, have taken hold in some municipali-
ties. Cases in point: the Santa Barbara Water District 
(Calif.) program that distributes free weather-based 

controllers to high-demand households and Florida's rain 
sensor mandate, which has saved at least 4 billion gallons o f 
water since 1991, according to green industry consultant 
Jeff Carowitz. Government-sponsored programs like these 
and Smart Irrigation Month only will boost the publics 
knowledge o f water-wise technology and practices. 

Says Smith: "The more we can automate these routines 
for the consumer, the less we have to rely on human inter-
vention to conserve water." 

86 lawn & landscape july 2 0 0 6 www.lawnandlandscape.com 

http://www.lawnandlandscape.com




trickle-down 
Selling smart irrigation can create water and cost savings, prevent regulation, beautify 
landscapes and bolster a contractor's bottom line. 

There's smart irrigation, and then there's smart 
irrigation. 

First, there's the general practice of responsible, 
efficient, cost-effective water application. The second 

"smart" refers to the products: the technology-enabled 
irrigation components that help conserve water without 
user intervention. 

These systems use environmental information - soil 
moisture, rain, wind, the plants' évapotranspiration (ET) 
rates, etc. - about a site's microclimate to decide for 
themselves when to irrigate and when not to, all the time 
providing the proper amount of water to maintain healthy 
growing conditions. 

Such precise irrigation cultivates lush landscapes and, 
in turn, satisfied customers. Just ask Lalo Mora, president 
of Enviroscaping in Santa Barbara, Calif. 

Mora "got smart" five years ago when he began installing 
ET-based irrigation controllers as part of a study conducted 
by the Santa Barbara Water District to collect hard data 
about the budding technology. Mora started selling these 

units on the open market two years ago, and he hasn't sold 
one "dumb" system since. 

He estimates self-adjusting controller sales added 10 
percent to his $1.2 million in revenue last year - that's not 
including the savings he incurred by reducing the labor and 
fuel necessary to adjust timers and service accounts. 

"It's saved me a lot of time in my business - I probably 
save more than the homeowner," Mora says, explaining 
that the self-adjusting systems allow him to save 3 percent 
per year in labor, liability, wear and tear on trucks and fuel 
costs because he and his employees do not have to make 
repeat trips to and from job sites. He estimates the E T 
controllers allow his customers to accrue water bill savings 
of about 25 percent. 

" I f everybody had a smart timer and saved 25 percent 
-that's an incredible amount of savings," Mora says. "Not just 
in terms of money, but in terms of water for the future." 

Water conservation has been a hot topic for years, but as 
the population rises and the demand for natural resources 
increases, experts say policymakers will do more to regulate 
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all water consumption, which could 
create obstacles for the green industry. 

"Ifcontractors can be more proactive 
in installing smart products and smarter 
systems and educate their customers and 
employees about smart practices, that 
is a much better alternative to facing 
legislation that regulates irrigation," 
says Jeff Carowitz, chairman of the I As 
communications committee and a green 
industry consultant with Strategic Force 
Marketing, San Diego, Calif. 

"The quote-unquote stupid' con-
troller is on its way out," adds Steve 
Springer vice president of business de-
velopment for Rainmaster, Simi Valley, 
Calif. "Landscape contractors should 
increase their knowledge of smart con-
trollers as soon as possible and position 
their businesses as water-management 
smart, not just landscape smart." 

CONTRACTORS ADAPT. The label of 
"smart irrigation," typically refers to 
controller technology, like the kind that 
boosted Moras business. 

• • • n 

If everybody had a smart 
timer and saved 25 per-
cent - that's an incredible 
amount or savings. Not 
just in terms or money, but 
in terms of water for the 
future. 

- Lalo Mora 

"People try to pigeonhole smart 
irrigation in terms of a self-adjusting 
controller or the electronics of it, but 
its really more than that," says Dave 
Johnson, director of corporate market-
ing for Glendora, Calif.-based Rain 
Bird. "You don't necessarily need an ET 
controller to enjoy the benefits of smart 
irrigation." 

Other "smart" items have been on the 
market for decades. "Everyone's looking 
to the new technology on controllers as 
the solution," says Kevin Gordon, se-
nior product development manager for 
Hunter Industries, San Marcos, Calif. 
"That's very intimidating." He suggests 
contractors turned off by technology 
enter the "smart" market with lower 
priced items like rain shut-off devices, 
pressure-regulating sprinkler heads and 
check valves (for more information on 
the pricing of these options, see "Ef-
ficient Equipment" on page 96). 

"Little things like rain sensors are 
less intrusive to the contractor, the cost 
difference is minimal on a per-job basis, 
and they can get a lot of water savings 

benefits without a lot of the fear of the 
technology," Gordon says. 

Many contractors are catching on. 
One popular policy is to include rain 
shut-off devices as a standard on all 
installation packages. "There's nothing 
worse than driving down the street and 
seeing other peoples sprinkler systems 
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COMMERCIAI lANPSCAPEBS 

Help PROTECT Your 
Customer's landscape 
Investment with 

REBATES for 
SMART 
IRRIGATION 
CONTROLLERS. 

Many of your commercial customers may already be 
considering installing new Smart Controller technology 
for their landscape irrigation needs. Smart Controllers 
help to avoid over-watering and excessive run-off by 
scheduling the amount of irrigation based on the type 
of landscape and current weather conditions. 

Save Water Save A Buck's rebates for Smart 
Controllers will reduce the cost of these devices and 
help convince your customers to make the switch. 

We urge you to take advantage of this opportunity 
while these rebates last. Your customers will save 
money and promote water conservation, while 
enhancing the health and beauty of our landscapes. 

$630 Rebate 
Per Irrigated Acre 

Rebates vary by wafer agency 
and are subject to change. 

P l e a s e c a l l u s p r i o r t o p u r c h a s e . 

C u r r e n t M a n u f a c t u r e r s w i t h 
Q u a l i f y i n g * C o n t r o l l e r s I n c l u d e : 

Acclima HydroPoint Rain Bird 
AccuWater Hunter RainMaster 
AquaConserve Industries Signature Control 
Alextronix Irrisoti Systems 
Baseline Irritrol Toro 
Calsense Irrometer Water2Save 
ClimateComputer LR Nelson Weather Miser 
ET Water Motorola Weathermatic 
HydroEarth Micromet USA WeatherSet 
* Qualifying manufacturers & models are subject to change. Call 
1-677-782-2282 prior to purchase for current listing. 

BE A HERO. 
BEWATERWISE. 

The rebate amount cannot exceed the price of the new device. 
Rebates vary by water agency and are subject to change. 

irs easy to participate. 1-877-728-2282 
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SAVE WATER 
SAVE A B U C K 
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Rebates available to commercial customers served by the 
Metropolitan Water District's Family of Southern California Water Agencies. 
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going in the rain," says John Newlin o f 
Quality Sprinkling Systems, North Rid-
geville, Ohio. "Ours don't do that." 

For contractors who are interested 
in high-tech options, E T controllers, 
which can be retrofitted to older irriga-
tion systems, create an opportunity for 
contractors to revisit existing customers 
with an upgrade. 

"The neat thing about smart irriga-
tion products is that they're ahead o f the 
curve," Carowitz says, noting that this 
is especially true in areas that haven't 
yet seen regulation. "Now is the time to 
educate yourself about these products 
and tips," he says. I ts important to 
do so before your competitors do or 
before customer requests start rolling 
in, experts say. 

Smart irrigation experts suggest 
contractors visit trade shows, research 
products and quiz the manufacturers 
about E T technology to get a better 
understanding of how it works and what 
products to choose. Carowitz says one 
important question to ask them is, "How 

Landscape contractors 
should increase their 
knowledge of smart control-
lers as soon as possible and 
position their businesses as 
water-management smart, 
not just landscape smart. 

- Steve Springer 

do I see this through to my customer 
and convince him that it will be valu-
able?" A manufacturer should have the 
answer as well as provide specific data 
about cost recovery and water savings 
expectancies. 

When it comes to controller selec-
tion, Eric Anderson, president o f Val-
leySoil, a Temecula, Calif.-based water 

conservation, erosion control and land-
scape consulting firm, says contractors 
should be choosy. ValleySoil has been 
testing, experimenting with and install-
ing ET-based irrigation controllers for 
more than four years. One important 
point to consider is how a controller 
receives its information, Anderson 
says. Some systems have soil sensors, 
some require mounting, some operate 
with external wires or by way of radio 
systems, phone or cable lines, which 
Anderson says can be susceptible to 
erosion, weathering and vandalism. He 
prefers controllers that receive informa-
tion directly from weather stations via 
satellite transmission. 

Anderson also suggests a contractor 
ask if the manufacturer is I S O - 9 0 0 0 
certified, which ensures the controller 
is manufactured under rigid standards. 
Why is this important? "Because the 
contractor's name is going to be on the 
line if the controller fails for any type 
o f product malfunction," he says. 

Another concern before a smart 
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The Intelli-Sense ET Controller 
Saves Water And Time—That Will Make You Look Good. 

"Property management companies and 
homeowners think the Intelli-Sense is gret 

Within one monthy they can see 
how much water they save. " 

imm\ 
i M ' K É ^ f t — Anderson, President, Valley Soil 

SB-800 Compliant UL-Listed CIT-Certified 

The New Toro Intelli-Sense Uses Weather Data 
And Site Information To Water Only When Needed 

Eric Anderson, president o f California-based Valley Soil 
understands that water resources are limited. That's why he's 
installed more than 3 0 0 Toro Intelli-Sense controllers in the 
past year for his residential and commercial customers. 

Toros WeatherTRAK-enabled Intelli-Sense controller will make 
landscapes look lush and beautiful, while saving water and money at 
the same time. Call 888.878.9067 for special purchasing programs. 
© 2006 The I«MT) Company 

TORO Count on it. 
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s p e c i a l s e c t i o n - s m a r t i r r i g a t i o n 

upgrade is auditing, experts agree. I f a 
problem arises, customers always blame 
the controller, although its likely system 
design contributed to the problem. "You 
have to be able to audit the system first 
to get the best results," says Newlin, 
who is IA-certified in installation and 
auditing. 

"All o f the wonderful controller 
technology in the world cannot fix a 
bad system," Gordon agrees. 

Also, pricing can be a challenge for 
contractors touting new technology. 
Rain Bird's Johnson says smart systems 
may cost more than standard ones, but 
a contractor shouldn't feel pressure to 
offer the lowest quote. He says contrac-
tors should emphasize long-term savings 
and remember, "A lot o f the population 
understands the age-old saying, 'You get 
what you pay for.'" 

Mora instituted an unusual pricing 

Landscaping h # ! 
i 

Construction 

Turf 

Capital ize on the Potential. 
From the products applied to the markets served, Express Blower 
has the most versatile blower equipment available. 

1-800-285-7227 
expressblower.com 

ExpreSS Bio wer, InC. Express Blower™ is a trademark, and the Express Blower design logo 
is a registered trademark of Express Blower. Inc. 
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model for E T controllers: He installs 
them for free. They save him so much 
time as a landscape and irrigation 
contractor that he's willing to eat the 
standard $ 150 installation fee if a cus-
tomer with a maintenance account opts 
for an E T unit instead o f a timer-based 
controller. 

" I f you price any of the dumb timers, 
they're very close in price, the only differ-
ence with the smart timer is customers 
pay a $4 per month fee for the signal," 
Mora says, noting the hardware for his 
company's smart systems starts at $379. 
That $4 signal fee (billed directly to the 
customer by the controller manufac-
turer) is pocket change to homeowners 
who realize they can save up to 25 percent 
a month on their water bills. 

Is absorbing installation costs worth 
it? Mora estimates this policy has helped 
create an estimated $40 ,000 per year 
in savings from reduced labor, liability, 
equipment and fuel costs. 

BOTTOM LINE. So far, systems with ad-
vanced E T controllers have permeated 
the markets that are bombarded with 
water conservation messages and will 
see the quickest return on investment, 
namely commercial accounts nation-
wide and high-end residences in the 
South and West. 

In conservation-sawy California, 
for example, ET-based systems are be-
coming the standard. "It really doesn't 
make sense for a contractor nowadays 
to allow a non-ET-based controller to be 
installed, because he's not really benefit-
ing his clients," Anderson says. "It's not 
beneficial for contractors, designers or 
anyone else to consider installing any-
thing else, because there will be a time 
they have to replace that system with a 
smart one, so they might as well do it 
now," he says, referring to a bill that's in 
the works in the California legislature 
that would mandate all irrigation sys-
tems to be "smart" by 2 0 1 0 or sooner. 

In other parts o f the country, smart 
systems haven't been as quick to catch 
on. Jerry Goodwin, president of SSI 
Sprinklers in Wichita, Kan., is testing 
an ET-based unit before he promotes 
it to customers, but anticipates these 
sophisticated systems to be easy sells. "I 
see an opportunity to sell up and show 
them the cost savings," he says. 

Rainmaster's Springer says that's the 
right idea. "That's the way to present 
these control systems," he says. "Not as, 
'Here, just buy another controller,' but 
that water savings alone could pay for the 
smart controller in less than a year." 

Newlin knows the importance of 
continued on page 98, sidebar on page 96 
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e f f i c i e n t equipment 

Although ET-based controllers are the superstars of the "smart" ir-
rigation category - they're not the sole solution for water and cost 
savings. 

"There are a lot of components out there that have a lot of potential 
to create substantial water savings," says Andy Smith, the Irrigation 
Association's state and affiliate relations director. 

Jeff Carowitz, senior consultant with Strategic Force Marketing, San 
Marcos, Calif., says contractors should push new systems to their cus-
tomers that integrate the latest in water conserving technology, including 
pressure regulation, low precipitation sprinklers (rotary type), flow sensors 
that turn off systems if there are broken sprinklers or pipes, as well as 
smart weather-based controls. Efficient equipment includes: 

• ET-based controllers monitor on-site weather conditions to apply the 
appropriate amount of water, limiting waste. They are an alternative to 
timed controllers. 

• Advanced controllers feature flow sen-
sors that can determine a high-flow or leak 
condition and disable the system. Many 
systems can even page the operator if 
there is a problem. 
• Rain shut-off sensors were some of 
the first products to come out under the 
smart umbrella, manufacturers say. These 
devices detect when it's raining and au-

photo: Toro irrigation tomatically turn off the irrigation system, 
saving water. Entry-level rain sensors retail for about $30. 
• Soil moisture sensors maintain adequate growing conditions via soil 
moisture measurement, rather than a timing mechanism. 
• Sprayheads/rotors/nozzles with pressure regulators help ensure the 
correct amount of water is being applied to a landscape by minimizing 
waste cause by drift and overspray. The cost to add the pressure regulation 
feature to a sprinkler varies widely by the type of sprinkler, but typically 
averages between 25 and 30 percent more. 
• Check valves prevent irrigation pipes from draining excess water 
collected at the system's lowest sprinkler head. Instead of wasting this 
water, it's held and used for the next irrigation cycle. Adding a check 
valve typically costs between $2 to $3 per head. 
• Drip irrigation, also known as a micro irrigation (because it's low-pres-
sure and low-volume) applies water to the soil surface as drops or small 
streams through emitters. It's ideal for applications like trees, shrubs and 
ornamentals, and conserves water by reducing run-off. 
• Reclaimed water, or the use of lightly treated recycled water, is an op-
tion. This method takes water used in households or commercial facilities 
and collected from rain and recycles it for reuse in landscape irrigation. 
It reduces discharge of wastewater into streams and oceans and is less 
costly and uses less energy than potable water, Carowitz points out. 
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e (ON STELLATI ON 
ONLINE MANAGEMENT SYSTEM 

Online Management System 

I 

eConste l la t ion saves you 
money... no need to 
purchase irrigation computers, 
software or service plans 

eConste l la t ion saves you 
time... manage your 
sites from office, home 
or anywhere 

eCons te l la t ion saves you 
water... automatically adjust 
your irrigation using local 
weather conditions 

eCons te l la t ion is easy 
to use... no complicated 
installations, programming, 
or upgrades 

Internet Central Control for your irrigation system has arrived! 
With eConstellation™ ET information is delivered automatically to 
adjust irrigation schedules. You can remotely access the same 
controllers from any internet-accessible computer no matter 
where the contractor is located. And there is no need to have a 
computer on site. In fact, with web-based central control, there 
are many other advantages. The Web-based platform allows 
contractors to do anything they can do on the site, including 
writing new irrigation schedules, performing rain shutdowns, 
turn individual valves or programs on and off, adjust water 
budgets and receive reports and alarms from sensors on the system. 
Call or visit us online today to get started! 

rot 
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a 

O n e m a r k e t t h a t ' s w a r m i n g t o s m a r t i r r iga t ion is h igh-
e n d res ident ia l accounts in t h e W e s t a n d S o u t h . P h o t o : 
H u n t e r Indust r ies 

translating water conservation into cost 
savings for his customers. He began sell-
ing ET-based systems on commercial ac-
counts in April and his company already 
is seeing a growing demand for them. 

For residential accounts outside o f 
California and arid states, selling ET-
based systems can be more challenging 
because homeowners don't recoup 
installation costs as quickly as com-
mercial property owners do because o f 
economies o f scale. Water bill savings 
will take longer to offset the initial 
cost o f equipment and installation for 
a residential account than it will with a 
commercial account. 

Newlin, who has success selling to 
commercial accounts, added an E T con-
troller option to his residential packages 
as an upgrade. He's had some interest, but 
has not yet sold one to this market. 

"For the small to medium-sized 
residential customer, the economics o f 
their water bills are just not that big in 
most parts o f the country - they may not 
recognize the payback for several years," 

Gordon says. "But in commercial, the 
return on invest is really quick-so much 
so that it's a no-brainer. 

"A contractor selling residential prob-
ably needs other arguments than ROI , " 
Gordon suggests. "The one thing that I 
like to tell contractors is you can sell the 
beauty o f the landscape - the health of 
the plant material." 

Mora can attest to this tactic. His 
customers like the water and cost savings, 
but are most delighted in the increased 
plant health. "Money is important, 
but most o f my clients are concerned 
about how their plants look," he says. 
"Because o f the way the smart system 
waters, it tends to increase deep root 
growth instead o f shallow root growth, 
so the plants look better than ever.' ( l 

www.lawnandlandscape.co r . 

Visit the July On l ine Extras section for more 
tips on selling smarter irrigation systems and 
products, and visit the news section for ad-
ditional Smart Irrigation M o n t h updates. 
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t o m 

case study #1.-

irrigating in Irvine r a n e 
Landscape and irrigation contractors can encourage their customers to adopt low- and high-tech 
solutions to combat water waste. 

Home landscape water use can consume up to 59 to 
67 percent of total home water demand, according 
to the American Water Works Association Research 
Foundation report "Residential End Uses ofWater." 

What is the value of a homes landscape and how much 
water should it use? While there is no precise answer, at-
tractive landscapes have been shown to increase property 
values from 7.28 to 15 percent. How much water a home 
landscape needs depends on its soil, sun and shade exposure, 
plant types, irrigation system and local climate. 

Landscape and irrigation contractors can help their 
clients save water with a combination of low-tech and 
high-tech solutions. The two techniques described here 
helped reduce home and commercial landscape water use 
in Irvine, Calif., by 50 percent from 1991 to 1999, saving 
consumers $28 million. 

LOW-TECH SOLUTION: SOIL PROBES. Landscape and irriga-
tion contractors and university researchers use soil probes 
to determine soil-moisture levels. Using a soil probe is as 

easy as inserting it into the ground, pulling it out and then 
feeling and seeing the soil in it. To test the water-saving 
potential of this simple device, the Irvine Ranch Water 
District conducted a voluntary test of 90 homes. Residents 
were instructed to use the probes as follows: 
1. Turn irrigation systems off. 
2. Push the probe into the ground (where turf, shrubs, 
trees and groundcovers are planted). 
3. Pull out the probe and observe and feel the soil. 
4. If the soil is wet or moist, do not water. 
5. If the soil is dry, turn water on (using the probe to deter-
mine that water is applied only within the turf root zone). 
6. Repeat the process before the next watering. 

The first test group of 30 homes was monitored in the 
summer of 1997 (July through September). The second test 
group of 30 homes was monitored in the spring of 1998 
(April through June) and the third in the fall of 1999 (Oc-
tober through December). The test homes were compared 
with neighboring non-test homes (the control group) on 
the same streets. The water savings were measured against 
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Install Confidence: Install Rain Bird Rotary Nozzles. 
Rain Bird* Rotary Nozzles improve your productivity, while managing water wisely. 
Rotary Nozzles feature a low precipitation rate of 0.60 in/hr and are designed to fit 
on Rain Bird spray heads. 

• Fewer zones, faster installs—more heads can now be installed per zone. Can also 
be zoned with Rain Bird 5000 /5000 Plus MPR Rotor Nozzles. 

• Efficient water distribution—rotating streams uniformly deliver water at a low 
precipitation rate, significantly reducing run-off and erosion. 

• Eliminate dry spots—expanded radius and low flow rate allow for easy retrofit to 
solve existing problems. 

For more installation advantages, contact your authorized Rain Bird distributor, 
or visit www.rainbird.com/rotarynozzles. 
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the previous years water use for all test and control homes. 
The water savings for the test homes over control-group homes 
were beyond agency expectations - 69 percent in the spring, 
24 percent in the summer and 16 percent in the fall. 

The $ 12 probe cost was recovered in average home water 
savings within each three-month test period regardless of the 
season. The probes cost-effectiveness combined with positive 
customer response makes it a simple and effective water con-
servation tool that landscape and irrigation professionals can 
encourage their customers to use. Many contractors have given 
probes away as promotions to customers who purchase irriga-
tion systems or sign up for irrigation maintenance programs. 

HIGH-TECH SOLUTION: ET IRRIGATION CONTROLLERS. H o w m u c h 
water plants require depends on the type of plant and its 
évapotranspiration (ET) rate. E T is the total amount of water 
lost from the soil through evaporation or used by plants to 
take in nutrients and control temperature. For healthy growth 
a plant needs only the amount of water the E T rate provides. 
Most plants suffer when they receive more water. Applying 
the right amount of water, based on the local weather and the 
plant s actual need, is the key to using water efficiently. 

Computing and setting landscape irrigation time based on 
weather changes is a complicated, time-consuming and never-
ending task. However, new irrigation scheduling technology 
can change how contractors install systems so their customers 
can save water. 

A wireless technology transmits local weather-station 
data each week directly to homes equipped with ET-receiv-
ing irrigation controllers, setting new and efficient irrigation 
schedules. The technology was tested in a one-year study of 
120 homes in Orange County, Calif., that was sponsored by 
the Metropolitan Water District, the Municipal Water District 
of Orange County and the Irvine Ranch Water District. The 
study evaluated the controllers' ability to perform three func-
tions - set efficient irrigation schedules based on local weather, 
soil type, plant type, irrigation system output and plant root 
depth; change irrigation schedules as the weather changes via 
a broadcast received by the controller; and eliminate the need 

for users to set, change or try to reprogram the controllers to 
meet plant requirements as the weather changes. 

The study showed that the E T irrigation control technology 
resulted in home landscape water savings of 17 to 25 percent 
and indicated that water savings increased dramatically as the 
size of the landscape increased. 

The study indicated that homes using moderate amounts 
of water for landscapes could save 57 gallons of water per 
day. This translates into an average annual savings of at least 
20 ,000 gallons of water saved per home. 

The study found these additional benefits of E T irrigation 
control technology: 
• All test-home residents found the controller to be conve-
nient because they did not have to manually set, change or 
reprogram irrigation times. 
• The average annual water cost savings, at $ 114, was greater 
than the yearly E T weather data broadcast signal fee of $48. 
• Homeowners reported their landscapes looked as good as 
or better than they did prior to the use of the E T irrigation 
control technology. 
• The capability of the controller to be set for the soil-in-
filtration rate, slope and sprinkler output greatly reduces the 
potential for water runoff. 
• The technology can be set to specific or staggered times 
to assist with local supply shortages and/or occasions when 
local water use peaks. 
• The technology can send a reduced percentage signal 
prescribed during drought periods. (For instance, if an area 
needs to reduce water use by 20 percent, the broadcast system 
can send an E T signal that is 20 percent lower across that part 
of the customer base outfitted with the technology.) 4L 

The author has more than 20years of experience in water manage-
ment. He is director of conservation alliances, HydroPoint Data 
Systems, andpreviously was the Irvine Ranch Water District con-
servation coordinator and a University of California cooperative 
extension specialist. This case study was reprinted from the book 
Water Right by the International Turf Producers Foundation. 

s a v i n g s i n s a n t a b a r b a r a 

* ! 
1 
In 2002, Lalo Mora, president of Santa Barbara, Calif.-based Enviroscaping, received a 

letter from the water agency in Santa Barbara County seeking contractors to partner for 
research on the savings potential of ET controllers. He signed up, completed training, 

and soon was installing smart irrigation systems as part of a study that extended a deal to 
homeowners who were identified as the area's heaviest water users. 

Grant money allowed the county and its partners to offer these homeowners free ET 
controllers and free installation if they agreed to pay $144 (three years worth of the 
controller's $4 monthly service fee). 

Mora and 19 other contractors began installing the systems in mid-2002. Over the last four 
years the study has discovered that, depending on property size, homeowners see an return 
on investment in one to five years, and have reduced overall water usage by an average of 
26 percent in normal weather year conditions and 16 percent in extremely dry weather year 
conditions, according to Alison Jordan, water conservation coordinator for the City of Santa 
Barbara Public Works Department. - Marisa Palmieri 
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smart A Homeowner's Guide to Landscape Irrigation 

July is Smart Irrigation Month - what better time to install or fine tune your irrigation system? 
The key to a healthier landscape is applying just enough water and only when necessary. 
However, most homeowners tend to overwater their lawns or waste water through inefficient habits. Adopt the 
following water-wise practices to save money, conserve water and see results. 

• Adapt your watering schedule to the weather and the season. Familiarize yourself with the settings on your 
irrigation controller. Adjust the watering schedule regularly to conform with current weather conditions. 

• Schedule each individual zone in your irrigation system. "Scheduling" accounts for the type of sprinkler, 
sun or shade exposure and the soil type for the specific area. The same watering schedule should almost never 
apply to all zones in the system. 

• Adjust sprinkler heads. Correct obstructions that prevent sprinklers from distributing water evenly. Keep 
water off pavement and structures. 

• Inspect your system monthly. Check for leaks, broken or clogged heads, and other problems, or enlist an 
irrigation professional to check your system regularly. Clean micro-irrigation filters as needed. 

• Get a professional system audit. Hire a professional to conduct an irrigation audit and uniformity test to 
make sure areas are being watered evenly. This can be especially helpful if you have areas being underwatered 
or brown spots. The Irrigation Association maintains an online list of certified landscape irrigation auditors. 
Find a link to one in your neighborhood at www.irrigation.org/swat/homeowners/. 

• Install a rain shutoff switch. Required by law in many states, these money-saving sensors turn off your system 
in rainy weather and help to compensate for natural rainfall. The inexpensive devices can be retrofitted to 
almost any system. 

• Consider "smart" technology. Climate- or soil moisture sensor-based controllers evaluate weather or soil 
moisture conditions and then calculate and automatically adjust the irrigation schedule to meet the specific 
needs of your landscape. Learn more at www.irrigation.org/swat/homeowners/. 

• Consider low-volume drip irrigation for plant beds. Install micro-irrigation for gardens, trees and shrubs. 
Micro irrigation includes drip (also known as trickle), micro spray jets, micro-sprinklers or bubbler irrigation to 
irrigate slowly and minimize evaporation, runoff and overspray. 

• Water at the optimum time o f day. Water when the sun is low or down, winds are calm and temperatures are 
cool — between the evening and early morning - to reduce evaporation. You can lose as much as 30 percent of 
water to evaporation by watering mid-day. 

• Water only when needed. Saturate root zones and let the soil dry. Watering too much and too frequently 
results in shallow roots, weed growth, disease and fungus. 

• When in doubt, call a professional. Have more questions about irrigation and water savings? Find an irrigation 
professional in your area by visiting www.irrigation.org/swat/homeowners/. 

- The Irrigation Association 

brought to you by lawn & landscape, a national business-to-business publication. 

http://www.irrigation.org/swat/homeowners/
http://www.irrigation.org/swat/homeowners/
http://www.irrigation.org/swat/homeowners/


Ewing: Keeping you informed of the latest Water Management Products and Trends 
Water availability will continue to be an issue we must face as we progress; water delivery systems and infrastructure can t 
keep up with development and population increases. With widespread drought and increasing government regulations 
contributing to the rising cost of water, conservation is the future of our industry. We are proud to serve as your local 
experts in irrigation efficiency, and will do our absolute best to keep you informed of local rebate programs, as well as 
keep you up-to-speed on the latest product technology from key manufacturers such as Hunter, Toro, Baseline, Calsense, 
MP Rotator, and Planter Technology. 8 0 0 . 3 4 3 . 9 4 6 4 | www.ewingl.com ^ 
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EXPLORE THE GREAT OUTDOORS, 
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f r e e c o n c e r t s s p o n s o r e d by a r i e n s c o m p a n y a n d b r i g g s & s t r a t t o n 

a) T H E O N L Y 
INDUSTRY S H O W 
WITH INDOORS AND 
O U T D O O R S ALL I N 

£ ONE PLACE 
EXPO 2006 is your opportunity this year to 

compare outdoor power equipment, supplies 

and accessories of key manufacturers, indoors 

and out for three full days. Seminars and Q&A 

sessions will show you how to profit from your 

opportunities. Find the products, services and 

contacts that will help you grow this year. 

Register Online 
for your chance to w i n a 
Ferris single hydro-drive 
w a l k - b e h i n d m o w e r . 

EXPO 
The International Lawn. Garden 
& Power Equipment Exposition 

O c t o b e r 6 - 8 , 2 0 0 6 | Lou isv i l l e , K e n t u c k y 
( 8 0 0 ) 5 5 8 - 8 7 6 7 | w w w . e x p o . m o w . o r g 

Sponsored by 
Ferris Industries 

P O W E R . K N O W L E D G E . G R O W T H 
USE READER SERVICE # 89 

http://www.expo.mow.org
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Concrete Ideas 
Check out the cutting-edge innovations in hardscape products. 

compiled by heather wood | web editor 

VERSA-LOK Retaining Wall 
Systems Standard Units ^ 

• The original, said to be most 
popular unit 

• Solid concrete 
• Measures 6 inches high by 

16 inches wide; weighs 82 pounds 
• Weathered option available from 

select dealers 
• VERSA-LOK-651/770-3166 

www.versa-lok.com 
Circle 200 on reader service card 

Anchor Wall Systems Highland 
Stone Free Standing Wall 

• Multiple piece system is said to be 
easy to install 

• Features the same earthen colors as 
the Highland Stone retaining wall 
system 

• Can be built straight or curved 
• Can serve as seating area or to 

frame a paver patio 
• One-piece accessory unit available to 

construct structural and decorative 
pillars 

• Anchor Wall Systems - 800/473-4452 
www.anchorwall.com 

Circle 201 on reader service card 

Borderline Stamp PRSting 
Curbing Machine 

• Powered by a 3-horsepower, 
gas engine 

• Gear box includes a 40-1 gear ratio 
• Includes vertical and lateral steering 

adjustments 
• Features steering rod leveling for 

wheel tracking 
• Weighs 195 pounds 
• Optional hopper extension available 
• Borderline Stamp - 888/999-6641 

www.borderlinestamp.com 
Circle 202 on reader service card 
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vi IS!»«« GMC1V-3500 DfESEll 
Auto, AC, CD, 16ft Landscaper Body, 
Weedeater Rack, Watercooler Rack, 

Shovel Rack, Folddown Side 

I"omGMCIM500 DfESEll 
Auto, AC, CD, 12' Landscape Dump Body, 

Side Door, Tow Package, Shovel Racks, 
Whee^arre^ack^lu™ 

"lot GMC ( '5500 DUMP 
Duramax Diesel, Automatic, 
Crysteel Deuce Dump Body, 

Heavy Duty Hitch 

I 
¡1 

USE READER SERVICE # 90 Financing available with approved credit. See dealer for details. 

% www^gmccommercialtrucks.com 
% email:saKs@gmcQ^mercialtrucks. com ì 
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Border Magic Clean Cut Series ^ 

• Includes an extended grass barrier 
• Designed to eliminate the need for additional trimming 

on lawns 
• Available in three different shapes 
• Includes length choices of 8, 91/2 and 10 inches 
• Border Magic - 877/892-2954 

www.bordermagic.com 
Circle 203 on reader service card 

Borderscapes Pro Series Edging 

• Available with connectors and steel stakes 
• Sold in 20- and 45-foot coils 
• Measures 41/2 inches in height 
• 20-foot coil has a shipping weight of 

265 pounds, while the 45-foot coil has a 
shipping weight of 986 pounds 

• Borderscapes - 800/728-3832 
www.borderscapes.com 

Circle 204 on reader service card 

Curb-King Curbing Equipment 

• Includes trenchers, sod cuters, trailers, 
augers, ram orbital compactors and 
accessories 

• Equipment includes patented Dyna-Form 
drive system 

• Trowels have rolled edges for ease of use 
• Specialty trowels include the 90-degree 

inside-corner 
• Offers choice of gas or electric-powered 

machines 
• Curb-King - 800/937-2872 

www.curb-king.com 
Circle 205 on reader service card 

Dimex EdgePro Low Profile and EdgePro MAX 

• Designed with the same L-shape profile and horizontal tab design 
of the EdgePro Paver Restraint 

• Low Profile features a 1%-inch vertical wall height, making it ideal for 
thinner paving applications 

• MAX is designed with a 2%-inch vertical wall height for 80 milimeter 
concrete or clay pavers 

• Rigid options are available for both versions for use with installations 
that require straight lines 

• Dimex - 800/374-3776 
www.edgepro.com 

Circle 206 on reader service card 
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YOU STILL HAVE TWO MORE WISHES. 
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The new SK650. The most powerful and productive mini skid steer in its class. 
With an impressive, 31-hp diesel engine and 20 net horsepower to the attachment, 
it outperforms any other comparable machine—even riding units. Plus it drives 
more than 70 quick-change attachments. For details on the SK650, or any of the 
four Ditch Witch mini skid steers, call 800-654-6481 or visit ditchwitch.com. 

[H D i t c h Witch 
GROUNDBREAKING 

GROUNDBREAKING™ EQUIPMENT FROM THE COMPANY THAT LAUNCHED THE INDUSTRY: COMPACT UTILITY I TRENCHERS I HDD I ELECTRONICS 

USE READER SERVICE # 79 



EP Henry DevonStone Collection 

• Cast stone exterior paving collection 
• Designed to capture the look of Old World 

stone paving 
• Available in a range of colors and styles 
• Products ideal for patios, pool decks, 

driveways and retaining walls 
• EP Henry-856/845-6200 

www.ephenry.com 
Circle 207 on reader service card 

ICD Stone Wall SELECT ^ 
Retaining Walls 

• Walls can rise as high as 40 feet 
• Designed to maintain a 

proportioned look 
• Includes built-in balance and 

multiple gripping surfaces 
• Random texture ideal for breaking up 

monotony 
• Built-in cable slots allow for installation of 

irrigation, low voltage lighting or cables 
• ICD - 800/394-4066 

www.selecticd.com 
Circle 208 on reader service card 

Ideal Concrete Millstone Paver 
• 

• 9 72-inch by 9 1/2-inch paver 
• Features a stone-rocked finish 
• Offers the natural textures and weathered tones of vintage stone 

pavement 
• Several pattern design options available 
• New size is packaged individually to provide 

mix-and-match flexibility 
• Ideal Concrete Block - 800/244-3325 

www.idealconcreteblock.com 
Circle 209 on reader service card 

Keystone Kapstones 

• 24-inch by 24-inch Kapstone 
designed to fit on the 20-inch by 
20-inch Keystone Country Manor 
column 

• Also can be used with columns of a 
comparable size 

• Available in tan sandstone, white 
granite, gray limestone or blue 
stone 

• Masks wall joints to leave a clean, 
finished look 

• Keystone Retaining Wall Systems 
- 800/747-8971 
www.keystonewalls.com 

Circle 210 on reader service card 
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TRlSfÄR 
70 WSP Insecticide 

TriStar 70 WSP for 
50+ gallon sprayers. 

NEW! TriStar 30 SG 
for sprayers under 

50 gallons. 

deary's TriSiar 70 WSP and NEW 30 SG Insecticides now have all 
your spraying applications covered - big and small. 

Great News! Cleary now has all your spraying needs covered. With NEW TriStar' 30 SG, 
you get the leading insect control in a more effective and easy to measure formulation for 
smaller spraying applications. And like TriStar 70 WSP, you get the same fast contact and 
long residual control you've come to rely on. To find out all the benefits of TriStar 30 SG 
and 70 WSP Insecticides, call 1 - 8 0 0 - 5 2 4 - 1 6 6 2 or visit www.c lea rychemica l . com. 

C L E A R Y 
Count on Cleary 

C E L E B R A T I N G 7 0 Y E A R S O F I N N O V A T I V E T E C H N O L O G Y U N P A R A L L E L E D C U S T O M E R S E R V I C E 

Read and follow all label directions. The Cleary logo is a trademark of Cleary Chemical Corporation. TriStar is a trademark of Nippon Soda Company LTD. 02006 Cleary Chemical Corporation. 

USE READER SERVICE # 59 

http://www.clearychemical.com


t s g o t U j t 

Oly-Ola Bulldog-Edg Paver ^ 
Restraint 

• Designed for hardscape projects like 
patios, driveways and walkways 

• Made from 100 percent recycled 
heavy-duty rigid black vinyl 

• Combines toughness with flexibility 
• Includes non-bending steel anchor stakes 
• Oly-Ola Edgings - 800/334-4647 

www.olyola.com 
Circle 211 on reader service card 

Paveloc Stockholm Pavers 

• Each paver measures 9.5-by-4.75-by-
2.38 inches 

• More than 20 colors available 
• Each paver weighs 8.56 pounds 
• Blends in well with European and 

contemporary landscapes 
• Paveloc-815/568-1210 

www.paveloc.com 
Circle 212 on reader service card 

Pave Tech Pave Chem Products 

• Cleaning and sealing for hardscapes 
• Designed to protect and enhance 

concrete and clay pavers 
• Includes acrylic, siloxane and 

water-based sealers 
• Efflorescence cleaner available 
• Pave Tech - 800/728-3832 

www.pavetech.com 
Circle 213 on reader service card 
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Pine Hall Brick English 
Edge Pavers 

• Genuine clay pavers 
• Feature beveled edges and spacers 
• Include contrast to create color 

combinations 
• Colors can be used in endless 

configurations 
• Pine Hall Brick - 800/334-8689 

www.pinehallbrick.com 
Circle 214 on reader service card 

UNI Eco-Stone Permeable 
Concrete Pavers ^ 

• Designed to accommodate a variety of storm 
water management objectives 

• Ideal for better land-use planning in 
high-density areas 

• Can help recharge groundwater 
• Meet Low Impact Development guideline criteria 
• UNI-GROUP U.S.A. - 800/872-1864 

www.uni-groupusa.org 
Circle 215 on reader service card 
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in 3 Years 
Attend this FREE Green Industry 
Marketing seminar to learn proven 
marketing techniques such as: 

• Building a Marketing List 
• Door-to-Door Sales 
• Telemarketing 
• Block Leading 
• Direct Mail 
• Neighborhood Marketing 

Sign up for this R 
seminar Today! 

Call 1-800-422-7478 or sign up 
at www.realgreen.com 
space is limited, lunch will be provided 

These free Marketing Seminars are presented by Joe Kucik, 
owner of Real Green Systems. A Green Industry veteran since 
the 1970's, Joe is recognized as an expert in growing and 
managing service companies and has presented at dozens of 
industry conferences and events over the past 20 years. Joe 
built up his first lawn care company to 10,000 customers with 
over $3 million in annual revenue and sold it in 2001. He then 

acquired a small business, building it to 8,000 customers in two locations and 
$2.6 million in annual revenue before selling it in 2003. In late 2003, using the 
same business strategies, he started a new company from scratch and currently 
has over 6,400 customers and $2.1 million in annual revenue. This is in just 
three years! At this seminar, you can learn first hand how Joe, and other 
businesses that have consulted him, have dramatically increased revenue and 
profitability using his proven marketing techniques. If you are interested in 
growing your business, this is an event you cannot afford to miss! 

wMarketing&emiharsi 
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City 

Orlando 
Hampton Inn, Airport 

Atlanta 
Hampton Inn, Airport 

Seattle 
Hampton Inn, Southcenter 

Dallas 
Hampton Inn, Airport 

Detroit 
Crowne Plaza, Airport 

St. Louis 
Hampton Inn, West port 

Chicago 
Hampton Inn, Airport 

Boston 
Hampton Inn, Airport 

Philadelphia 
Hampton Inn, Airport 

Cleveland 
Hampton Inn, Airport 

Date 

July 12th 

July 13th 

July 20th 

August 2nd 

August 10th 

August 15th 

August 16th 

August 23rd 

August 24th 

August 30th 
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Banisning 
with Biopesticides 

In their native land, Japanese beetles are not 
serious pests because natural enemies keep pop-
ulations down. Biocontrol research using a new 
nematode species has performed well in U.S. 

trials, but is seen as too expensive and unreliable. 
"There are many natural enemies that can sup-

press the beetle larvae, but its not practical to apply 
them on a small scale," explains Dave Cappaert, a 
Michigan State University research consultant. 

And customers may not see fighting pests with 
pests as viable, which is why timely spray applica-
tions remain the backbone of many programs. 

The first step in controlling Japanese beetles 
is to understand the pest. Females usually lay 
eggs several inches below ground. Eggs hatch 
in mid-summer, and grubs begin feeding on 
turf roots. Grubs overwinter below ground and 
pupate in the spring, then emerge as adult beetles. 
They move during the day, and then fly back to 
turfgrass in the evening to lay their eggs. This 
movement is one of several characteristics that 
make Japanese beetles difficult to control. 

Azadirachtin is one naturally occurring op-
tion that controls pests through anti-feedant 
properties, growth regulation and anti-oviposi-

tory and repellent action. 
Azatrol EC biopesticide is a good fit for Kurt 

Braces pest management system. Brace is the sales 
manager of J. Mollema & Son, serving Michigan, 
Illinois, Indiana and Ohio. "When we started 
putting Azatrol out on a weekly basis, we reduced 
damage by close to 90 percent," he says. "I used 
the product weekly at .33 ounces per gallon of 
water. I figured my cost to be between 50 cents 
per week on vines and Harry Lauder walking 
stick and $1 on small crabs." 

Unlike other alternative insecticides, azadi-
rachtin stops beetles before they can damage 
plants. For the most effective control, apply Aza-
trol when pests are expected to appear, and then 
spray at 10-day intervals depending on pest infes-
tation, says John Spaulding, product manager for 
Azatrol at PBI/Gordon in Kansas City, Mo. LL 

The author is a senior writer with practice in 
azadirachtin-derivedproducts. He is a partner with 
Kansas City, Mo. -based Blasdel Cleaver Schwalbe 
and can be reached at illinois@besthinktank.com. 

Circle 216 on reader service card 
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Atlas Copco Post Drivers ^ 

• Hydraulic-powered 
• Capable of providing 1,500 blows per minute 
• Ideal for driving road barrier tubes, profiles, signposts, 

fences and a wide variety of anchors 
• Range of hydraulic power packs is available 
• Atlas Copco Construction Tools - 413/746-0020, 

www.atlascopco.com 
Circle 217 on reader service card 

Billy Goat Force Walk-Behind Blower ^ 

• Available with 9-horsepower Subaru or 9- or 
13-horsepower Honda engines 

• Total unit ranges from 141 to 163 pounds 
• Comes with optional parking brake and lock-down kit 
• Machine was tested in extreme conditions including 

freezing temperatures 
• Billy Goat-816/524-9666, 

www.experiencetheforce.com 
Circle 218 on reader service card 

^ Danner Manufacturing ProLine series catalog 

• Features the company's line of professional and water garden products 
• Designed to give the installer a clear, concise listing of the current pumps, filters, 

filter-falls and accessories 
• Offers five pre-packaged kits for smaller installations up to 5,000 gallons 
• Danner Manufacturing - 631/234-5261, 

www.dannermfg.com 
Circle 219 on reader service card 

DIG UNIMAX DC Latching Solenoids 

• Includes the S305, operating at 8 to 12 volts DC and the 
S310, operating at 6 to 9 volts DC 

• Can operate most manufacturer's valves using DC power 
when used with one of DIG's four adaptors 

• Features encapsulated plunger and spring 
• Wire runs up to 200 feet with 14 AWG wire 
• DIG - 760/727-0914, www.digcorp.com 
Circle 220 on reader service card 
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Dixon Two- and Three-bag Grass 
Catching Attachments ^ 

• Free Flow hood design designed to direct 
clippings evenly to bags while allowing 
sufficient air flow for maximum vacuum power 

• Hood is held open by a heavy-duty spring assist 
• High density durable mesh fabric bags are tapered and 

have plastic bottoms with metal handles 
• Blower is designed with a thick sand liner, long-life belts 

and a window to view the rotation of a fluorescent 
impeller indicator 

• Dixon Industries - 800/264-6075, www.dixon-ztr.com 
Circle 221 on reader service card 

Durham Storack ^ 

• Easily expandable and contractible 
high capacity bulk storage rack 

• Includes 15 three-shelf units and 
15 four-shelf units 

• All feature heavy-duty welded 
construction with 13-gauge 
upright beams and 14-gauge cross beams 

• The three-shelf units are 84 inches high and the 
four-shelf units are 96 inches high 

• Can be assembled without special tools 
• Includes fully automatic safety locks 
• Durham - 800/243-3774, www.durhammfg.com 
Circle 222 on reader service card 

Harper Industries DewEze 
Edge Brush Attachment 

• Designed for Harper vacuums 
• Cleans against fences, curbs and buildings 
• Includes nylon bristles interlocked into a cap 
• In/out, up/down maneuvering is controlled 

hydraulically 
• Harper Industries - 800/835-1042, 

www.harperindustries.com 
Circle 223 on reader service card 

Hudson Limited Edition 
Centennial Sprayer 

• Thumb-operated, comfortable 
shut-off 

• Features strong brass spray wand 
• Cone nozzle adjusts from mist 

to long range spray 
• Includes a locking pressure-release 

valve 
• Backed by a five-year warranty 
• H.D. Hudson Manufacturing - 800/523-9284, 

www.hdhudson.com 
Circle 224 on reader service card 
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COMMERCIAL TRUCK CENTER 
F O R M E R L Y K N O W N A S KELLEY C O M M E R C I A L T R U C K C E N T E R 

OVER 200 TRUCKS IN STOCK 

2 0 0 6 ISUZU NPR 
Auto, A/C, 6.OL 300hp. 
Pwr Windows & Locks 
16ft Landscape Body 

$454 mo 
4 8 M O N T H S 

2006 ISUZU NPR Diesel 
Auto, A/C, 14ft Dovetail MO 

4 8 M O N T H S 

2006 ISUZU NPR DIESEL 
Auto, A/C, 16ft Landscape Body 

Ask Us 
About Our 
Used Trutk 
Inventory 

MO 
4 8 M O N T H S 

2 0 0 7 ISUZU NPR 
CREW CAB DIESEL 
Auto, 16ft Landscape Body $36,641 

WE SHIP 
ANYWHERE! 

2006 ISUZU NPR GAS 
Auto, A/C, AM/FM Cass. 
14ft Dovetail $28,956 

1 - 8 0 0 - 5 4 3 - 5 1 0 9 O R 7 7 0 - 4 9 6 - 1 0 0 0 
FAX: 7 7 0 - 2 7 0 - 6 7 7 4 

email: TKPisciotta4@aol.com 
www.adobetrucks.com 

"Call our Parts Department for Overnight Nationwide Shipping" 
I I II — I III HI 

C 
u 
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Husqvarna 223L Trimmer Nastek Plant Stress Detection Glasses 

• Weighs 9.1 pounds 
• Powered by a 25-cc patented E-Tech engine 
• Includes a forged connecting rod with roller bearings, full 

three-piece forged crankshaft and dual-ring piston 
• Features a 500-cc translucent fuel tank to allow the 

operator to check fuel levels at a glance 
• "Always on" switch automatically resets to the "on" 

position after the engine stops and the air-purge feature 
removes air from the fuel line 

• Husqvarna - 800/487-5962, www.husqvarna.com 
Circle 225 on reader service card 

Metabo Hedge Trimmer 

• Measures 26 inches 
• Operator must simultaneously depress dual 

safety switches to operate the trimmer 
• "Instant stop" blades stop almost immediately 

after the user releases either switch 
• Other safety features include a hand guard that protects 

the user from scratches and full insulation to safeguard 
the operator from electrical shocks 

• Includes an S-automatic safety clutch that protects the 
motor and gearing from kick back when the user en-
counters obstacles such as a concrete wall 

• Metabo - 800/638-2264, www.metabousa.com 
Circle 226 on reader service card 

Mi-T-M Portable Generator 

• Features Subaru OHC engine 
• Includes low oil shutdown and 

electric start 
• Roll cage design features four wheels 
• Also includes fuel gauge, idle control, 

fuel shutoff valve, battery charging, 
volumeter, hour meter and low 
frequency noise 

• Mi-T-M - 800/553-9053, www.mitm.com 
Circle 227 on reader service card 

• Feature lenses developed by NASA that can 
view plant stress and disease two to 10 days 
before they are visible to the naked eye 

• Block out healthy vegetation containing 
chlorophyll and project poor nutrition by 
presenting it in a glowing shade of red 

• Includes an additional lens with 99 percent 
ultraviolet protection 

• Formed for comfort with an adjustable nosepiece, 
non-slip temples and a wraparound style 

• Gempler's - 800/382-8473, www.gemplers.com 
Circle 228 on reader service card 

Mustang Manufacturing 
Joystick Control Option 

• Dual joystick pilot controls for models 2076 
and 2086 

• Designed to be intuitive for the operator 
• Controls operate drive functions with the left 

joystick and loader lift/tilt functions with the right 
joystick 

• Designed for low control efforts, which means 
reduced fatigue for operators 

• Optional horn and two-speed drive are operated 
by buttons on the left joystick 

• Optional Hydraglide Ride Control and float 
function are operated by buttons on the right 
joystick 

• Mustang Manufacturing - 507/451-7112, 
www.mustangmfg.com 

Circle 229 on reader service card 
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This month, win a copy of MowerMeter 
The equipment maintenance and repair tracking software! 
M o w e r M e t e r : 
• Is the first equipment maintenance and repair tracking 

software for the Green Industry 
• Allows you to enter all of your equipment (including its 

information) and select a maintenance schedule 
• Tracks items such as serial numbers, model numbers, 

purchase and warranty information and much more 
• Allows you to set up and assign services to each piece 

of equipment 
• Reschedules and tracks services automatically 
• Allows you to schedule service by time, hours of use, 

mileage or other increments 
• Provides you with the capability to pull reports to see 

what upcoming services are needed 
• Handles the unexpected or one-time repair with ease 
• Enables you to print work orders, track inventory and 

costs all in one easy-to-use software application 

ENTER T O W I N ! 
Go to www.lawnandlandscape.com/sweepstakes/contestdetail.asp 

MowerMeter, LLC 
808 Festival Ave 

Mount Airy MD 21771 
sales@mowermeter.com 

www.MowerMeter.com 
8 88-635-8485 

. t & W 

apeco 
SWEEPSTAKES 

• D a i l y N e w s ^ , • * 
• A r c h i v e d M a g a z i n e Ar t i c les Q M 6 S t W H S i 
• M e s s a g e B o a r d s Call 800/456-0707 
• Cur rent M S D S / L a b e l s 
• S ign U p f o r Your P e r s o n a l i z e d M y L a w n & L a n d s c a p e Account 

http://www.lawnandlandscape.com/sweepstakes/contestdetail.asp
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Novozymes Roots Turf Food 7-7-7 ^ 

• Contains 4 percent iron 
• Combines organic-based fertilizer, biostimulant 

compounds and Novozymes microbes 
• Available as fine grade (100 SGN) 
• Sold in 50-pound bags 
• Novozymes - 800/342-6173, www.rootsinc.com 
Circle 230 on reader service card 

Oxlite Ramps 

• Manufacturer of more than 75 styles of 
lightweight, purpose-built aluminum ramps 

• Ramps range from 500- to 10,000-pound 
capacities 

• Features new ramp packaging 
• Ramp uses include utility vehicles, farm 

equipment and lawn and garden equipment 
• Oxlite - 800/256-2408, www.oxlite.com 
Circle 231 on reader service card 

Pro-Green PVC Cement * 

roots u.,,o 

H 0 
whitlam .Ĵ O-CREEfl-

'̂ iCdTion CLUE 
^C CEmEflT 

• Fast set, low V.O.C., medium-bodied 
solvent weld cement 

• Specifically formulated for the irrigation 
and sprinkler contractor 

• Requires no primer prior to assembly of pipe fittings 
• All weather cement suitable for use and storage 

in temperatures well below 0 degrees Fahrenheit 
• Green dye allows user to see cement upon 

application before it turns clear in sunlight 
• Whitlam/Plumb-Pro - 800/321-8358, 

www.progreenglue.com 
Circle 232 on reader service card 

9 

Reist Aera Seeder 

Comes in widths of 48, 72 and 96 inches 
Base unit includes front spike or knifing roller 
and a solid rear packer roller 
Seed is distributed through the ground drive 
mechanism 
Optional rear spike or knifing tine rollers 
available 
Reist - 800597-5664, 
www.reistindustries.com/aeraseeder 

Circle 233 on reader service card 

• Helps to detect unseen soil compaction 
• Designed to be easy to read 
• Features a stainless steel rod with depth 

marks of 3, 6, 9,12,15 and 18 inches 
• Durable design for in-field use 
• Spectrum Technologies - 800/248-8873, 

www.specmeters.com 
Circle 234 on reader service card 

Redexim Charterhouse SpeedSeed 1600 

• Equipped with individual cast spiker rings which enable the 
operator to turn while in operation 

• V-shaped spikes produce holes which funnel randomly 
dispersed seed 

• New high volume seed box uses a proven roller design 
• Operating speeds reach 71A miles per hour 
• Redexim Charterhouse - 270/306-9170, www.redexim.com 
Circ le 2 3 5 o n r e a d e r s e r v i c e c a u l 
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Spectrum Soil Compaction Tester 
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Multi-Media Classified Marketing! 

Maximize your advert is ing 
dollars by reaching: 

• The Industry's Largest Print Audience. 

• The Industry's Largest Media Web Audience. 

• The Industry's Largest Classified Section. 

We offer the industry's lowest costs to be 
seen in both Lawn & Landscape Magazine 
and lawnandlandscape.com for one low 
cost. 

All classified ads must be received seven 
weeks before the date of publication. We ac-
cept Visa, Mastercard, American Express and 
Discover. Payment must be received by the 
Classified closing date. 

Please contact Bonnie Velikonya at 800/456-
0707 or bvelikonya@gie.net. 

B u s i n e s s O p p o r t u n i t i e s 

S E L L I N G Y O U R B U S I N E S S ? 

FREE 
APPRAISAL 

NO BROKER 
FEES 

Profess iona l Bus iness Consul tants 
p o s i n e * 

S L 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. 
CALL: 

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 
C a l l 800-845-0499 • www.profitsareus.com 

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. Quality. Service and Value, 
along with a No Job is Too Big or Too Small" 
philosophy, make U. S. Lawns a "cut above the rest. 

• Superior Financial • Ongoing Support 
Management • Corporate 

• Low Capital Investment Purchasing Power 
• Financial Assistance • Sales & Marketing 
• Protected Territories Guidance 

To find out more about 

us and the opportunity 

U.S. Lawns can offer, call 

1-800-USLAWN8 or visit 

us at www.uslawns.com US. LAWNS 

A R E T H E R O O T S O F 
Y O U R B U S I N E S S D Y I N G ? 
R e v i v e t h e m w i t h t h e # 1 N a t u r a l 

O r g a n i c - B a s e d L a w n C a r e 
O p p o r t u n i t y ! 

• P r o v e n Marke t ing A c c e l e r a t e s G r o w t h 
• Di f ferent iate Yoursel f Us ing Proprietary, 

O r g a n i c - B a s e d Fert i l izers 
• Successfu l Tra in ing Tools a n d P r o g r a m s 
• O v e r 18 Y e a r s 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 jo in 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 P e t e r s at: 
800-989-5444 

T H E 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 ' " 

E R e a s o n s T o C a l l U s : 
* u . . M A _ 11» i « ano/ 

r 
GOLFscapes 

Huge Prof i ts - Up To 6 0 % 
Online Advanced Training 
Util ize Exist ing Equipment 
An Easy Add-On S e r v i c e 
Upsel l Exist ing P roduc ts 
Greens Se l l More L andscapes 

FREE VIDEO 
8 0 0 - 3 3 4 - 9 0 0 5 

www.allprogreens.com 

B u s i n e s s f o r S a l e 
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 Com-
mercial. Excellent Growth Opportunity. Business 
includes employees, equipment, advertising, etc. Turn 
key. 5 0 % construction, 4 0 % maintenance, 10% 
spraying. $250,000. Serious only need respond, fax 
707/268-3839. 
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classified: 
B u s i n e s s f o r S a l e 

APPLICATING/LAWN MAINTENANCE 
COMPANY 

L o c a t e d in t h e B e a u t i f u l R o c k y 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 S500K/ in 7 months.(May - Octo-
ber.) Serious Inquires only. Call (970/904-1890) 

J 

Landscape construction company for sale. Excellent 

reputation with Arizona contractor and resale licenses. 

15 year business located in booming housing market 

area (Phoenix metro). Current gross $150,000 + or -

unlimited potential. Truck, tools, clients, suppliers, sub-

contractors, etc. Don't miss this opportunity for only 45K. 

Contact Raymond at 480/963-5018. Will help train. 

K U B O T A D E A L E R S H I P F O R SALE 
E X C E L L E N T M A R K E T AREA 

D I V E R S I F I E D C U S T O M E R BASE 
T H E R E A R E T W O G R O U P S O F D E A L E R S 

- K U B O T A D E A L E R S A N D D E A L E R S T H A T 
W A N T T O B E K U B O T A D E A L E R S 
S E R I O U S B U Y E R S O N L Y PLEASE 

REPLY W I T H S T R I C T C O N F I D E N C E 
P.O. B O X 153 

C H A P M A N S B O R O , T N 3 7 0 3 5 - 0 1 5 3 

Florida Lawn & Landscape Businesses for Sale 
$ 1 3 0 , 0 0 0 to $3 .7 Million 

C I B B , Inc. 
( 2 3 9 ) 9 3 6 - 1 7 1 8 

cibb@cibb.net <mailto:cibb@cibb.net> 

Organic based lawn care company in Louisville, KY. 

Eleven years old with very loyal customer base (mainly 

residential). Appraised at $110,000. Owner willing to stay 

on as a consultant. For information call (502) 412-0404. 

Located in the Florida lower keys, a well established 
27 years yard maintenance, Lethal Yellowing tree 
injection business, has mobil license $ 1 2 5 , 0 0 0 , 
available home on secluded acre with storage area 
1.0 million. Contact owner Chris 305/872-9659 . 

Elliott Irrigation Co. Inc. for sale. Rated top 1 0 % 
in country. Located in Birmingham Alabama. 
Family in business since 1962. Full details at 
www.elliott4sale.com . Great opportunity. 

2 0 0 Acre Sod Farm 9 0 miles E o f Chicago 
50x170 bldg with offices 

2 -40x80 bldgs w/shops - 2 homes 
Sand Sod inventory/Machinery 

Serving major athletic fields 269/695-5505 

B u s i n e s s f o r S a l e 
LANDSCAPING BUSINESS - Fairfield Co., CT 

$1,600,000 gross, $370,000 net $925,000 asking 
25+ years in business, residential & commercial accounts 
Michael Sukhman, SKYLINE EQUITY, (212) 286-4023 

For Sale: Thriving lawn fertilizer service considering 
offers to purchase our company. We have an excellent 
reputation in Lake, Geauga and Cuyahoga Counties 
among others in Ohio. Annual sales $ 4 5 0 , 0 0 0 . 0 0 . 
Contact Lisa ( 4 4 0 ) 4 1 3 - 4 1 6 9 . 

B u s i n e s s W a n t e d 
WANTED TO PURCHASE 

Chemical lawn & tree care companies, 
any area reply in strict confidence. 

laurelcompanies@aol.com 

G P S V e h i c l e T r a c k i n g 
No monthly fees 

Call 800/779-1905 
www.mobiletimeclock.com 

F o r S a l e 
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. 

Stop guessing square footage! Measure area quickly and 
accurately. Just wheel the D G - 1 around any perimeter 
and instantly know the area inside. $ 3 9 9 + $7 ship. 
CA add tax. www.measurearea.com 760/743-2006 . 

T U R F M A K E R 
TURFMAKER 500 gallon hydroseeder on single axle 

trailer. Accessories include fire hydrant fill kit, materials to 

mix one load of seeding, auxiliary tank, 250 feet of hose and 

chemicals. Call 320/629-5541 for information and photos. 

A T M A X W H E E L M A X S O D INSTALLER, 
M O D E L 300 , O N L Y 165 H O U R S , LIKE N E W 

W I L L H A N D L E 4 8 " W I D E ROLLS, Q U I C K 
A N D EASY T O O P E R A T E . F E E L F R E E T O 

C O N T A C T N I C K AT A T H L E T I C F I E L D S , LLC 
@ 8 6 6 - 2 8 7 - 4 7 6 3 . 

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, Inc. www.trakmats.com 
Charlot te , NC 28216 email: sa les@trakmats .com 

F o r S a l e 

kbKUB0TA.com 

D E L I V E R Y O N 

K u b O h . P A R T S 

Order Parts at kbKUBOTA.com or call toll free at.. 

1 - 8 7 7 - 4 K U B O T A 

This website ukbKUBOTA.com" is operated 
by Keller Bros. Tractor Company, an authorized dealer 

of Kubota Tractor Corporation since 1972. 

K u b o f a 

FORMS AND DOOR HANGERS. Invoices, 
proposals, work orders and more. Fast service and 
low minimum quantities. Order online and save. 
4WorkOrders.com Shorty's Place in Cyberspace. 
800/746-7897 . 

E n g i n e e r S u p p l y 
Measuring wheels, surveying equipment, blue print 
storage. Shop Online for your AEC Office Equip-

ment, Large Document Storage Solutions, Specialty 
Calculators, Surveying Equipment and more. 

www.EngineerSupply.com. 

L A N D S C A P E 
D E S I G N S T A M P S 

Rubber stamp symbols of trees, shrubs, 
plants, rocks, pavers, ponds, and more. 

| Easy to use. CHECK OUR WEB SITE 
" www.americanstampco.com 

AMER ICAN 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 

U.S. LAWNS 
NO ONE KNOWS THE 

LANDSCAPE MAINTENANCE 
- INDUSTRY LIKE WE DO. 

Use your experience as an Account Manager 
Operations Mgr.. Branch Manager or 

Regional Manager to work for you. 

E-mail resume to hrëuslawns.net or 
tax to 407/246-1623. 

U S L A W N S 

NEED P R O F E S S I O N A L S ! 
Advance Tree & Shrub Care Inc., a fast growing tree care 

company located in north Dallas area who specializes in 

saving sick trees, needs degreed/certified arborist and 

phctech. Call 214/544-8734. 
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H e l p W a n t e d 

K E Y E M P L O Y E E S E A R C H E S 

Florapersonnel, Inc. in our third decade of performing 
confidential key employee searches for the landscape 
industry and allied trades worldwide. Retained basis 
only. Candidate contact welcome, confidential and 
always free. Florapersonnel Inc., 1740 Lake Markham 
Road, Sanford, Fla. 32771 . Phone 407/320-8177 , Fax 
407/320-8083. E-mail: Hortsearch@aol.com 
Website: http//www.florapersonnel.com 

Benchmark 
^ f L a n d s c a p e C o m p a n i e s 

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) 

Consultants 

Know Us .. . Know Success 

Your recruiting firm for the Landscape Industry 

ARE 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 LEVEL? 
J Call J K Consultants - your recruiting firm for 

the Landscape Industry. 
S We are currently doing business with several top 

national Landscape firms who have maintenance 
and construction opportunities - excellent 
compensation and excellent locations. 

S Take your career to the next level with 
J K Consultants. Know us . . . Know success. 

J Put our statement to the proof and call us right 
now to confidentially discuss your career. 

"S Do you know other professionals ready to make a 
change? We offer a referral fee if the person you 
refer to us is hired by one o f our clients. 

You never know where professional 
friendships may lead. 

Call us right now to find out confidentially how 
we can take your career to the next level. 

E-mail: contact@JKSuccess.com 
Phone: 2 0 9 / 5 3 2 - 7 7 7 2 

Visit our website at www.JKSuccess.com 

H e l p W a n t e d 

GOTHIC LANDSCAPE, INC. & 
GOTHIC GROUNDS MANAGEMENT, INC. 

Since 1984, we have been creating long-term relation-
ships with clients through outstanding personalized 
service and problem solving. We are one o f the largest 
landscape contractors in the southwestern US operating 
in the greater Los Angeles, San Diego, Phoenix and Las 
Vegas markets. T h e Company specializes in landscape 
construction and maintenance for residential master-
planned community developers, and industrial com-
mercial developers. We offer an excellent salary, bonus 
and benefits package. Outstanding career opportunities 
exist in each o f our fast growing branches for: 

• Account Managers 
• Estimators 

• Irrigation Technicians 
• Project Managers 
• Sales Personnel 

• Foreman 
• Spray Technicians (QAC, QAL) 
• Superintendents 
• Supervisors 

For more information, visit: www.gothiclandscape. 
com or Email: hr@gothiclandscape.com 

Ph: 6 6 1 / 2 5 7 - 1 2 6 6 x 2 0 4 
Fax: 661/257-7749 

G i b b s L a n d s c a p e Co. 
A national award winning company is seeking a 
top quality Seasonal Color Designer. Qualified 

candidate must have at least 3 years o f 
experience in residential and commercial 

seasonal color design. 

Salary 4 5 K to 5 5 K plus bonus, 4 0 I K , and 
9 0 % paid health and dental plan. Come join the 

2 0 0 5 Consumer choice for best landscape 
company in Atlanta. 

No phone calls. Apply at 4 0 5 5 Atlanta Road, 
Smyrna, GA 3 0 0 8 0 /fax to 770-333-0621/e-mail to 

agreenthumb@hotmail.com E .O.E . 

I 
• " T o m » 

Join a company whose 
Business is People and 

Their Love for Trees' 

[thecareoftrees. 

W e care about providing career 

opportuni t ies a n d have o p e n i n g s 

for passionate a n d c o m m i t t e d 

candidates at all levels. 

W e value safety first, provide 
o n g o i n g training, and have an 
excel lent c o m p e n s a t i o n and benefit 
package that inc ludes a 4 0 I K with 
c o m p a n y match a n d ESOP. 

Pleas« apply online at www.thecareoftreevcom 
or contact Melinda Torres at (877) 724 7544 

into rres*» thecareoft ree ve ont 
I ax (847) 459 7479 

Serving Metro Chicaga N X Philadelphia. San Francisco St Wash tiglon D.C. 

classified: 
H e l p W a n t e d 

^SSL 
H I G H G R O V E 

P A R T N E R S 

HighGrove Partners, LLC is growing and 
we need Leaders who want to grow 
with us and have fun along the way. 

Atlanta and Charlot te career opportunit ies 
are available in: 

• Sales 

• Landscape Architecture 

• Landscape Design 

• Irrigation 

Grow Your Bright Future Today! 

Contact Keith Worsham at 6 7 8 / 2 9 8 - 0 5 8 2 

O r keith.worsham@highgrove.net 

www.highgrove.net 

BRICKMAN 
Enhancing the American Ixtndacape Since 1939 

Brickman is looking for leaders 
who are interested in growing their 
careers with a growing company. 

Nationwide career and internship 
opportunities available in: 

• Landscape Management 
• Landscape Construction 
• Irrigation 
• Accounting 
• Business Administration 

Start growing your career at: 
brickma ng ro up.com 

THE CARE OF TREES - NORTHEAST REGION 

Sales Arborist Representativa Seeking a 
professional for an established Westchester Co., NY territory. 
Candidate should have 3-5 years industry experience, be an 
ISA Certified Arborist and hold a valid NY Pesticide 
Supervisory License or the ability to obtain. 

Plant Health Care Technician/Coordinator 
Seeking a highly motivated individual to manage our PHC 
Dept. Hands-on position that requires excellent client service 
and plant/pest id skills. Must hold pesticide licensing and a 
CDL or the ability to obtain. 

D i s t r i c t F o r e p e r s o n Seeking a candidate with tree care 
experience and a CDL to help lead our team in Stamford, CT. 
Duties include training the field staff, managing production 
and safety, and overseeing daily operations. 

Send resume to attn: Tanisha Hardison Fax 203/840-8328 
email thardison@thecareoftrees.com or apply online www. 
thecareoftrees.com 
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classified: 
H e l p W a n t e d 

Exciting Career Opportunities For 
Service Industry Managers 

Come join one o f the largest Vegetation 
Management Companies in the United States. 

DeAngelo Brothers, Inc., is experiencing tremendous 
growth throughout the Country creating the 

following openings: 

Division Managers 
Branch Managers 

We have immediate openings in: 
VA, New England, FL, M O , T X , C O , LA, IL 

Responsible for managing day to day operations, 
including the supervision o f field personnel. Business/ 
Horticultural degree desired with a minimum o f 2 years 
experience working in the green industry. Qualified 
applicants must have proven leadership abilities, strong 
customer relations and interpersonal skills. We offer an 
excellent salary, bonus and benefits packages, including 
401 (k) and company paid medical coverage. 

For career opportunity and confidential consid-
eration, send or fax resume, including geographic 

preferences and willingness to relocate to: 

DeAngelo Brothers, Inc., 
Attention: Carl Faust, 

1 0 0 North Conahan Drive, Hazleton, PA 1 8 2 0 1 . 
Phone: 8 0 0 / 3 6 0 - 9 3 3 3 . Fax: 5 7 0 / 4 5 9 - 5 3 6 3 or 

email-cfaust@dbiservices.com 
EOE/AAP M - F 

LANDSCAPE DESIGNER 
Join the premier landscape firm in the Midwest. 

A locally owned garden center, greenhouse, nursery, 
lawn and landscaping company. 100+ employees 

and looking to grow. Operates on hometown values 
and mid-western hospitality. 

• Competitive Salary 
• Health & Dental, Retirement 

• Paid Holidays & Vacations 

Send resumes to Culvers Lawn & Landscape, Inc. 
Attn: Amanda Felton 

1682 Dubuque Rd. Marion, IA 5 2 3 0 2 
amanda@culverslandscape.com 

319/377-4195 

THE HIGHRIDGE CORPORATION, A TOP 
SEATTLE AREA FIRM, OFFERS REWARDING 

OPPORTUNITIES IN THE FOLLOWING AREAS: 

landscape Construction • Hardscape Construction 

Irrigation Installation & Servite • Landscape Design 

Landscape Maintenance • Water Feature Installation & Service 

Please apply online @ www.highridge.com 
O r mail / fax resumes to: 

The Highridge Corporation 

P.O. Box 260 • Issaquah, WA 98027 

Fax: 425.391.3654 

H e l p W a n t e d 

G R E E N S E A R C H 
GreenSearch is recognized as the premier provider 
o f professional executive search, human resource 
consult ing and specialized employment solutions 
exclusively for interior and exterior landscape com-
panies and allied horticultural trades throughout 
N o r t h America . C o m p a n i e s and career -minded 
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 
888/375-7787 or via e-mail info@greensearch.com. 

GENERAL MANAGER 
LANDSCAPE MANAGEMENT 

JAMES MARTIN ASSOCIATES 
Career Opportunity with a Progressive, 

Industry Leading Company. 
I f You Have - A Minimum o f 10 years o f 

Landscape Management Experience; a Track 
Record o f Leadership and Team Development 
Skills; Strong Computer Competencies; and a 

Relentless Desire to Learn and Grow. . .Then You 
Should Contact Us! Our Culture is Rooted in 

Shared Employee Ownership, World Class Client 
Engagement, Long-Term Financial Success and 

Philanthropic Community Participation. 

Job Responsibilities include: 
Account Management, Management and 

Development ofTeam Personnel and 

Team Training, Management 
o f Account Production Quality, Client 

Satisfaction and Hour Productivity, Management 
o f Annual Marketing and Production Efforts, 

and Annual Team Planning, Budgeting and 

Financial Controls. 
For confidential consideration please send 

resume and salary history to: 

Beth McElroy, CLP, Vice President 
Human Resources and Business Management 

James Martin Associates, Inc. 
59 East U.S. Highway 4 5 
Vernon Hills, IL 6 0 0 6 1 
Phone: 847/876-8044 

Fax: 847/634-8298 
Email : b. mcel roy@jamesmart i nassociates.com 

E O E and Smoke Free Work Environment 

ARBORISTS, BOSTON AREA 
Serving the finest properties from Boston to Cape Cod 

and TCLA Accredited, We are offering career 
opportunities in all aspects of arboriculture with excellent 
growth potential. Top pay, benefits, equipment, modern 

facility, support staff and work environment. 

Interested candidates should contact Dan McCarthy, 
Director of Safety & Training, at 508/543-5644, 

danmccarthy@treetechinc.net <mailto: 
danmccarthy@treetechinc.net> or visit 

our web site; TreeTech Inc.net 

J 
H e l p W a n t e d 

TRUGREEN LandCare 
BRANCH MANAGER 
We're the nations leader in the lawn & 

landscape industry and.... 

WE CONTINUE TO GROW. 
TruGreen LandCare is currently seeking a 
Branch Manager for their Northern Illinois 
office located in Lincolnshire to plan, organize 
& coordinate branch activities & functions. 
Be responsible for preparation o f reports & 
annual budget, development o f sales/marketing 
strategies & performance evaluations, as well as 
other duties. 

T h e Branch Manager oversees independent 
operations by maximizing customer satisfaction, 
revenue, growth and profitability through 
effective management and coordination o f 
customer service, employee training and 
development, equipment and facility resources, 
safety programs, and promotion o f all corporate 
goals and objectives. 

RESPONSIBILITIES: 
• Motivates and evaluates Department Heads 

to promote the highest standards of coopera-
tion, production, service and ethics. 

• Develop plans for the efficient use o f 
materials, equipment and employees. 

• Responsible for control o f all budget line 
items and investigating all avenues to exceed 
and improve divisions bottom line. 

• Implementation and achievement o f the 
Branch goals and objectives. 

REQUIREMENTS: 
7 - 1 0 years o f industry experience. 
5 years in a management role. 
Bachelors Degree in a related field. 

We offer a competitive salary, medical/dental/life 
insurance, 401 (k) & much more! 
Send your resume to erikdavis@landcare.com 
(e.o.e.a.a.m/f/d/v) 

RUPPERT NURSERIES 
Part o f an organization that has been growing 

successful companies since 1977, Ruppert Nurseries 
is expanding and has LANDSCAPE 
C O N S T R U C T I O N , LANDSCAPE 

M A N A G E M E N T and T R E E G R O W I N G 
opportunities available in the mid-Atlantic and 

southeast. Fax 301/414-0151 or 
email careers@ruppertcompanies.com 

for more information. 
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classified classified S • 
H e l p W a n t e d H e l p W a n t e d H e l p W a n t e d 

WANTED FOR 
THE ISLAND OF BERMUDA 

Come join Bermuda's largest landscape 
management company - Sousas Landscape 

Management Co. Ltd. 

We are looking for career-oriented leaders and 
have openings in the following divisions: 

Design-Build 

(designers, hardscapers, etc.) 

Horticulture Management 
(horticulturists, team leaders, etc.) 

Retail Garden Center 
(horticulturists, propagators, etc.) 

Excellent salary and benefit packages. 
I f you are looking to join a dynamic company, 

and are up for some adventure, here is your 
golden opportunity. 

SEND RESUME TO: 
Sousas Landscape Management Co. Ltd. 

P.O. Box PG 130 
Paget PG B X 
B E R M U D A 

Email: Luan@slm.bm 
Tel: ( 4 4 1 ) 2 3 8 - 1 7 9 7 
Fax: ( 4 4 1 ) 2 3 8 - 3 5 0 7 

www.sousaslandscape.com 

P T w S o n 
CHALLENGING CAREER 

OPPORTUNITIES 

Vila & Son is among the largest full service 
landscape contractors in Florida serving com-

mercial and residential clients from operational 
branches in Miami, West Palm Beach, 

Fort Myers and Orlando. 
Our family-owned and operated business has 
thrived since 1984 experiencing continuous 

growth and improvement. 

We are currently seeking experienced individu-
als who are looking for exciting careers and/or 

advancement opportunities. 

Different A r e a s of Oppor tun i t ie s : 

Estimating Design Build Management 
Retail Sales Administrative Irrigation 
Field Operations Business Development 

Shop/Automotive Repair 

We offer excellent benefits, competitive salaries 
plus a great work environment. 

DFW. E O E . 

Apply via email to Yordy@vila-n-son.com or by 
fax to H R Dept. at 3 0 5 - 9 0 9 - 0 0 4 6 . 

For more information about our company visit 
our website www.vila-n-son.com 

GROUNDS MAINTENANCE 
SERVICES, INC. 

Since 1995 Grounds Maintenance Services 
have proudly prided ourselves in our 

outstanding performance in the 
Landscape Industry in the 

L.A. and Ventura County areas. 
I f you are seeking a long term position in a 

rapidly growing company with potential 
for good earning capacity and benefits call 

us for more information. 

We are currently seeking positions for : 

• Project Managers 
• Sales Personnel 

• Maintenance Foreman 
• Maintenance Supervisors 

• Laborers with drivers Licenses 

Call for more information: 

Contact Richard 
Phone 805/498-9495 

Fax 805/487-9497 
Richard@gmsinc 1 .com 

Land-Tech Enterprises, Inc. is one of the 
Delaware Valley's largest multi-faceted 
landscape firms. Serving commercial 

clients throughout PA/NJ/DE. 
Our continued growth presents exciting 

career opportunities with unlimited 
growth potential! 

Career opportunities in management, 
production, supervision and 
crew level are available in the 

following work disciplines: 
• Landscape Management 
• Landscape Construction 

• Erosion Control 
• Business Development-Estimating 

Contact Human Resources at 
215 .491 .1470 or fax resume to 

215.491.1471 
careers@landtechenterprises.com 

www.landtechenterprises.com 

TRUGREEN LandCare 
Seeking Highly Qualif ied Landscape Professionals 

VA*MD*DC*DE*PA*NJ*NY*CT*MA*NH 

We're Expanding Operat ions in 2006! 
Excellent Management Opportunities 

throughout the entire East Coast 

REGIONAL M A N A G E R 
B R A N C H M A N A G E R S 

INSTALL /CONTRACT MAINTENANCE M G R S 
SALES M A N A G E R S & ENTRY-LEVEL REPS 

M A N A G E R TRAINEES 
SUPERVISORS (Install / Irr igation/Maintenance) 

LANDSCAPE DESIGNER/ARCH 

Excellent compensation, rewarding bonuses & incentives, 
aggressive commission plan, company vehicle, relocation, 

promotions across US, complete benefits package & much more! 
Email Ron_Anduray@landcare.com or fax 301-924-7782. EOE 

To Advertise Call Bonnie Velikonya 
At 800/456-0707 
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c assi 
S o f t w a r e 

ified: 

• make it 

easier10 run voir 
layyn.& landscape 

business. I 
ServiceCEO -the leading 

business management software solution 
for lawn care and landscape professionals 

t's affordable and easy to use. 
increase revenue 
lower costs 
boost efficiencies 
enhance productivity 
increase customer retention 

darn more about the 
pfipact ServiceCEO is 

having on other 
lawn and landscape 
usinesses and sign up 

for a free demo today. 

¿ÈŒW 
fslMfcfrrSlfH 

readers, or call 800.471 
"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." 

L a n d s c a p e E q u i p m e n t I I n d u s t r y W e b S i t e s 
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 

J A S P E R E N T E R P R I S E S , I N C . 

We ship nationwide. 
Web site: www.jasper-inc.com 

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. 

412/415-1470 

GR O W YOUR B USINESS 
With One or Both Of These 

Great Service Offerings! 

{NITETIME 
D E C O R 

L a n d s c a p e a n d Archi tectura l L ight ing 

r r - T * r . f 

375 Locations in 48 States 
$2000 Daily Production 

Per Grew! 

,C. *St "•=»• ::=**•'••.. 

* 1 ' . t _ : 

Call Today ! 
1-800-687-9551 

www.christmasdecor.net 

L a n d s c a p e B i l l i n g 

Get your bills out on time 
and 

Get Paid faster 
with 

Landscaper Billing 
Call for a free sample bill and brochure 

800-464-6239 
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L i g h t i n g 

W E O F F E R T H E H G H E S T 

Q U A L I T Y MM H O L I D A Y L I G H T I N G . 

DISTRIBUTORSHIPS AVAILABLE! 

I 
Information packet and 

v i d e o available! 

www.briteidea.com 

ified: 

S o f t w a r e 
Go Paperless! TurfGold Software 

Manages phone messages, appointments , proposals, 
scheduling and invoicing. 1 0 0 % Synchronizable 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. 

M O W E R M E T E R 
E q u i p m e n t 

^ M a i n t e n a n c e S o f t w a r e 
Designed for the 

Green Industry 
• Scheduling 
• Tracking 
• Costing 
• Parts Inventory 

F r e e D e m o 8 0 0 - 6 3 5 - 8 4 8 5 
WWW.MOWERMETER .COM 

c assi 

Learn the Christmas Decorating 
- Business and Watch 
. Your ProfitsiG\ow!*Eve^hingyounef! 

1 to run a successful 
exterior Christmas lighting W TRAINING VIDEOS 

* Award Winning Instructor 
^ • Advanced Techniques 

• Easy to Follow 
K • Sold Individually 

, msSSSSSf m 
• No contracts to sign! 
• No franchise fees! 
• No hidden costs! 

business at affordable prices. 
é Call today to get 

your FREE information 
packet and video 
sampler demonstrating 
our training materials 
available. 

1.888.251.8799 

Ktttrri *nr«nf Outiw Decorating — over 25 y—ri experience n the Onstirw hghtmg butmcw 

X J U U U U U U U I 

o J 
www.CreaHveDecoratinginc.com C R E A T I V E j 
J S I N C E I M O 

* 
J 

S o f t w a r e 

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 

> Print Proposals, Invoices, Work 
Orders. Statements, Purchase 
Orders, Reports, Labels. Even 
design your own forms in Wonf 

» Full Accounting G/L, A/R, A/P, 
Payroll. Checking, Inventory, 
Financial Reports and Graphs 

• Built-in links to QuickBooks1, 
Peachtree MapPoint ® Street 
Mapping, Emailing, and more! 

G R O U N D S K E E P E R P R O 
BUSINESS 
SOFTWARE 
InvoicJ|iy 
Scheduli 
Routing 
E s t i m a l i 

W e b D e s i g n e r s 

Web Design, Brochures, Logos, Lettering and 
Printing Services for Landscapes. Your single 
source for marketing your landscape business. 

Samples online: www.landscapermarketing.com 
or call 8 8 8 / 2 8 - D S I G N . 

I n s u r a n c e 

COMMERCIAL INSURANCE 
FOR THE GREEN INDUSTRY 

Competitive rates, comprehensive coverage 
and payment plans designed for your 

specific business needs. 

I f you provide any o f the following services we can 
design a program for your company: 
• Installation 
• Snow Removal 
• Renovation 
• Fertilization 
• Herb./Pest. App. 

• Right o f Way 
• Holiday Lighting 
• Irrig. Install./Serv. 
• Mowing & Maint. 
• Tree & Shrub Serv. 

• Spill Clean Up 

Contact one o f our Green Industry 
Specialists for a quote at 

800/886-2398 or by fox at 
740/549-6778 

M.F.P. Insurance Agency, Inc. 
rick@mfpinsure.com 
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The author is manager 

of the education and 

training department at 

The Davey Tree Expert 

Co., Kent, Ohio, and 

Training Experts 
Davey Tree 

at 800/445-8733. 

In this industry, what we sell is 
our skill and our expertise. People 
depend on us to be the experts, 

particularly when it comes to tree care. 
Investing in the education and training 
of employees improves our ability to 
deliver expert care. By training experts, 
we give our customers someone that 
they can depend on and trust. The end 
result is stability and longevity for the 
entire company. 

At The Davey Tree Expert Co., our 
commitment to employee education 
and training began 125 years ago with 
our founder John Davey. Since John, 
the company has continued to invest 
heavily in employee training. We have 
established training programs to offer 
employees a variety of educational 
opportunities, including The Davey In-
stitute of Tree Sciences, which began in 
1908. Since that time, the company has 
expanded training in all aspects of our 
business with programs like The Davey 
Institute of Lawn Sciences, The Davey 
Institute of Horticultural Sciences, the 
Advanced Arborist Training program 
and numerous online extension courses. 

We have committed thousands of 

dollars and man-hours to providing em-
ployees with the training they need to 
continue our tradition of excellent tree 
care. Smaller companies should spend 
a higher percentage of their revenue 
on training. In general, top companies 
spend 3 percent or more of their gross 
revenue on training, and Davey spends 
much more than that amount. As pain-
ful as this investment may seem for an 
emerging business, if you don't spend 
that money on training, you will end up 
spending it on insurance costs, damage 
claims, decreased production, workers' 
compensation, poor customer service 
and the potential loss of customers. 

The investment in tree care educa-
tion show numerous returns. First, 
our employees realize the company is 
committed to their development, which 
fosters company loyalty. Davey employ-
ees, in turn, receive the industry's best 
tree care training, which makes them 
desirable in the green industry. The time 
and effort they spend becoming experts 
enhances their professional lives. 

Second, tree care education greatly 
affects our ability to do the job well. If 
we take the time to educate our staff, 

t o D esigning u c c e s s f u ! T r aining Program 

1. Develop the educational outcomes and the specific skills you want each stu-
dent to learn, then build the time for each. In addition, consider the program's 
length and set a time line for any presentations. 

2. Where you hold training will influence learning. The right environment moti-
vates employees to learn. Your site or facility should be conducive to learning. 

3. Instructors should be knowledgeable as well as effective communicators. 

4. As the training event goes on, measure student progress. Additionally, evaluate 
the effectiveness of their training programs over the long term. 

5. Make necessary changes. If the programs improve employee performance, 
then hone in on and improve techniques. If they do not, a redesign of parts or 
the whole program may be necessary. 
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B y t r a i n i n g e x p e r t s , T h e 

D a v e y T r e e E x p e r t C o . 

p r o v i d e s i ts c u s t o m e r s 

w i t h p e o p l e t h e y c a n 

t r u s t . T h e e n d r e s u l t is 

s t a b i l i t y a n d l o n g e v i t y f o r 

t h e e n t i r e c o m p a n y . 

then our customers receive the best 
possible service. Our customers know 
when a Davey crew comes onto their 
property that each member has a 
strong knowledge base. 

At the core o f every Davey training 
initiative is a focus on the fundamen-
tal practices o f tree care. This is the 
foundation o f our service. By commit-
ting to learning and teaching sound 
fundamental practices, every com-
pany, big or small, can improve and 
better serve customers. 

For any tree care professional, a ba-
sic level o f knowledge in plant health 
care and equipment use is essential. 

Davey employees take time to 
learn about plant physiology, pest and 
disease management and best care 
practices for many types o f trees. We 
also take the time to learn about the 
tools o f our trade. We study how our 
equipment works and learn the safe 
way to operate it. Doing so has earned 
our company a reputation for safe 
working practices, which is something 
that we all take pride in. 

As a whole, Davey s training 
budget has steadily increased. And we 
tend to shield training from budget 
cuts during lean periods, the type o f 
training we do during those times is 
typically different. For instance, if 
sales are down, that might be a good 
time to conduct sales training. So 
the individual programs might have 
impacts, but the total amount spent 
on training remains approximately the 
same. 

While we do invest in books, 
worksheets, classroom activities and 
other educational collateral, much 
o f our tree care education is in the 
field. Our employees learn by doing. 
Hands-on experience is crucial in our 
industry. It is more effective to learn 
proper pruning techniques in the field 
than it is from a diagram. The dia-
gram can supplement field learning, 
but does not replace it. 

Likewise, senior level staff mem-
bers show new employees the ropes. 
Our regional safety trainers help teach 
all field employees safe work practices. 

Our technical staff advises the field 
in matters such as diagnosis and iden-
tification. 

This method of passing along tree 
care knowledge is beneficial in two 
respects. First, new employees learn 
from those with relevant experience. 
As they apply the information in the 
field, they receive instant feedback 
from those who have been with the 
company for some time. Second, 
teaching new employees is a way for 
old employees to stay current with 
the best practices. And teaching rein-
forces their base knowledge. 

Once the fundamental education 
program is in place and on-the-job 
training is underway, the develop-
ment o f continuing education and 
training programs is possible. Com-
panies should consider how such a 
program will enhance job perfor-
mance. Examine the specific skills 
employees will learn. Develop teach-
ing tools, presentations and support-
ing materials with your workforce in 
mind. - Richard Jones LL 
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I n d 

Company Name Web Address Page # RS# Company Name Web Address Page # RS# 

Adobe Commercial 
Truck www.adobetrucks.com 117 94 
Agco Corporation www.agcocorp.com 79 67 
Ariens/Gravely www.gravely.com 65 53 
BASF www.turffacts.org 43*.. 33/97 
BASF www.turffacts.org 44-45*..34/98 
Bayer Environmental 

Science www.bayerprocentral.com ...9,77* 
C&S Turf Care www.csturfequip.com 62.... 51 
Carl Black GMC www.carlblackgmc.com 107 90 
Carson Industries www.carsonind.com 63 52 
Case Construction www.casece.com 7 12 
Caterpillar www.cat.com 2 10 
Chemical Containers 120 103 
CLC Labs 72 61 
Cleary Chemical www.dearychemical.com.... I I I 92 
Compact Power/Boxer 

www.boxerequipment.com 36,37 ..29,30 
Creative Displays www.creativedisplays.com 33 28 
DIG Irrigation Products www.digcorp.com 92 77 
Dimex www.edgepro.com 66 54 
Ditch Witch www.ditchwitch.com 19,109.. 18,91 
Dixie Chopper www.dixiechopper.com 3 32 
Dodge www.dodge.com 53 
Drafix Software www.drafix.com 61 50 
DuPont www.products.dupont.com... 24,25 .. 21 
Easy Lawn www.easylawn.com 52 42 
Echo www.echo-usa.com 82 70 
Project Evergreen 77* 65 
Ewing Irrigation www.ewingirrigation.com.... 104 88 
Express Blowers www.expressblower.com 94 80 
EZ Trench 13 15 
Ferris Industries www.ferrisindustries.com ..81,131 ...47,95 
Finn www.finncorp.com 58 48 
Flail Master www.flailmaster.com 42 38 
FMC 

www.pestsolutions.fmc.com 47,69.. 37,56 
Franklin Electric Co www.franklin-electric.com 87 73 
GMC Truck www.gmc.com 26,27 
Honeywell Utility Solutions 

www.bewaterwise.com.... 91 76 
Hunter Industries www.hunterindustries.com.. 132 96 
Include Software www.indude.com 96 82 
International Truck and Engine 

www.internationaldelivers.com 15 16 
Irrometer Company www.irrometer.com 98 84 
John Deere www.johndeere.com 23 20 
John Deere Construction www.skidsteer.com 73 62 
John Deere Landscapes 

www.johndeerelandscapes.com 67 54 
Kioti Tractor www.kiotitractor.com 59 49 
K-Rain Mfg www.k-rain.com 83 71 
Kubota www.kubota.com 29 23 
Lebanon Turf www.lebturf.com 5 I I 
Legend Manufacturing.. www.legendmfginc.com 42 39 
Lehman Mfg www.llc-equipment.com 92 78 

LR Nelson www.lrnelson.com 90 75 
LT Rich Products www.z-spray.com 28 22 
MarsanTLirf 

www.sprinklers4less.com 31,46,52,95 
25,36,43,81 

Maruyama www.maruyama-us.com 84 72 
Mulch Mule www.mulchmule.com 68 55 
Navtrak www.navtrak.net 55 46 
New Holland Construction 

www.newhollandconstruction.com I I 14 
Oldham Chemicals Co. 

www.oldhamchem.com 32 27 
Orbit Irrigation 89 74 
Outdoor Power Equipment Institute 105 89 
Pace American www.paceamerican.com 30 24 
Perma-Green Supreme 

www.permagreen.com 21 19 
Pioneer Cover-All www.pioneercoverall.com .... 32 26 
Rain Bird www.rainbird.com 101 87 
Rain Master www.rainmaster.com 99 86 
Ramrod Equipment www.ramrodequip.com 74 63 
Real Green Systems www.realgreen.com I 13 93 
Red Max www.redmax.com 75 64 
Robert Kershaw, 

Attorney at Law www.workvisausa.com 70 57 
Roots www.rootsinc.com 38 31 
SePRO www.sepro.com 39 45 
Signature Control Systems 

www.signaturecontrolsystems.com 54,97 ..44,83 
Stihl www.stihlusa.com 56,57 13 
Syngenta 

www.syngentaprofessionalproducts.com 17 17 
Texas Nursery & Landscaping 

Association www.txnla.com 71 59 
TIP-Turf Irrigation www.tipirrigation.com 80 68 
loro Irrigation www.toro.com 93 79 
Truly Nolen www.trulynolen.com 46 35 
Turbo Technologies www.turboturf.com 70 58 
Turf America www.turfamerica.com 72 60 
Vermeer Mfg www.vermeer.com 78 66 
Versa-Lok www.versa-lok.com 51 40 
Wells Cargo www.wellscargo.com 52 41 

* Denotes regional advertising. This listing provided as a courtesy to 

Lawn & Landscape advertisers. 

COMINGNEXT MONTH... 
. . . H i e Lawn & Landscape Professional 

Resource Directory. To be a part of our largest 

issue of the year, call your advertising 

representative at 800/456-0707. 
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Experience the difference suspension makes 

Demo a Fern's toüay! C o m m e r c i a l M o w e r S p e c i a l i s t 

www.Ferrislndustries.com or call • 1(800)933-6175 • Para espanol visita www.Ferrislndustries.com/Spanish 

USE READER SERVICE # 95 

RVSa<>£rdm 
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g 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 

head to be used under 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" 

USE READER SERVICE # 59 

http://www.HunterIndustries.com

