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Refine your business systems with
simple improvements — ask
Platinum Landscape how it’s done.
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The Toro” Dingo” Compact Utility Loader.
Throw us at your toughest jobs, in your hardest conditions.
We'll come out on top every time. With the Dingo’s

ability to channel full power where it’s needed, when

it’s needed, it’s proven itself again and again, on every
g )

kind of job. In every kind of environment.
So you think you've got a challenge? Bring it on.
For more information call 1-800-DIG-TORO or visit toro.com.
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PronScape

ProScape  fertilizers and fertilizer combi-
nation products aren’t for everyone.
Fortunately, some of your competition still
hasn't figured it out. They think low cost is the
path to high profits, that value is the same as
low price. That's why you're out closing a
referral while they're across town scrambling to
deal with a customer complaint! ProScape's
innovative nutrient sources like MESA™ give
you more green, faster, and longer than the

competition, with less surge growth. You can

MESA™
How can S Wh&é/dnj
that works so Jéuzf. . Aast 5o long?

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

reduce nitrogen rates lowering spring disease
pressure, go longer between applications, even
save rime and meney associaled with excess
clippings. All while providing excellent quality
results that your customers will rave about.
ProScape is for serious turf care professionals.
To learn more visit our web site
wwwlLebanonTurfcom. Click on Promotions
and enter coupon code L12056. Well send
you a FREE 40 page Agronomy Manual just for

taking a look!

Lebanenlurf

1-800233-0628 » wwwlebanonTurfcom

USE READER SERVICE # 1|
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Lean & Mean
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Refine your business systems with simple

P pp—

improvements — ask Platinum Landscape

how it’s done.

Cover Image by Steve Swith
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Business 68 Turn Receivables
oo 2 Into Cash

Are you letting customers pay invoices 30, 60 or

even 90 days past due? Then you're missing out on

cash flow thar's rightfully yours. Getting customers

_ } B ) Issue Focus
to pay on time takes implementing firm policies S

and constant communication.

8 6 A Cut Above
Best of the Web - Landscape contractors find riding mowers
78 In Search of the can help them accomplish more in less time.
Perfect New Lawn
Is it necessary fora landscape contractor to apply Construction E qu i pment

. A " . N S
a protective covering of material over newly sown ZR RPN

grass seed? Lawn & Landscape Message Board users ] The Multi-Tasker

share their tips and insights for how to handle

There’s not much on a landscape job site

a newly seeded lawn. that a skid-steer loader and the right attach-

ment can't tackle.

%dio
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PROFESSIONAL PARTNER

0%FINANCING’

+ 3=-YEAR OPERATING
WARRANTY COSTS

YOU DO THE MATH.

With special zero-percent financing for 36 months and a three-year/4,000 hour powertrain warranty on purchases made
through June 30, 2006, there's never been a better time to add a Case 400 Series Skid Steer to your fleet. Powerful and
productive, the 400 Series features the exclusive Case Power Reach feature** that maximizes 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 and full details on this special offer.

l *For industrial use. Offer subject to CNH Capital approval. See your Case dealer for details and eligibility requirement. Down payment may
be required. Offer good through June 30, 2006, at participating Case dealers in the United States. Offer subject to change without notice.

“*Power Reach available on 435, 445 and 465 models only,
: ©2006 CNH America LLC. Case is a registered trademark of CNH America LLC. All rights reserved www.casece.com
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This spring brings a host of pests to trees and turf.
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with landscape contractors.
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You've never had a fungicide made just for you.

Unless your typical customer has an 18-hole yard.

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

Armada

BACKED
vy BAYER.

@ Baver Environmental Science Bayer Environmental Science, a business group of Bayer CropScience | 2 TW. Alexander Drive, Research Triangle Park, NC 27709
~ Backed by Bayer and Armada are trademarks of Bayer, | Always read and follow label directions carefully. | © 2005 Bayer CropScience
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seed?

Many landscape
contractors swear by
some sort of protective covering to
ensure proper grass seed germination.
Others say it's a costly waste of resources

and that, if properly applied, Mother

Best In Show

ome home and garden shows

Nature is all it takes to help the grass

seed transform into lush turf.

- land Always primed for a good debate,
are a great way for landscape )

5 . _ .} Lawn & Landscape Message Board par-
contractors to exercise their = .
) e ticipants recently picked up the debate
creative abilities, Where else can !
and discussed the topic themselves.

a contractor display their desig . . :
contractor display theit design Read about their viewpoints and tips

potential to a wide array of potential custom- - s
i Wtk ) for dealing with correctly preparing and
ers? However, while helpful in generating new : s
b hese disol v ¢ i protecting a grass seedbed in this month’s
husiness, these displays may present unrealistic . e -
: ' R ETINF TP PISHIL I ‘ " Best of the Web” feature on page 78.
expectations compared to what you would install > : :
) - \ : If you have a topic, question or
in a client’s own setting. Ot :
S insight to share about the green industry,

Kevin O'Brien, a landscape designer at Lifestyle Landscaping in i :
| 5 ping be sure to visit the Lawn & Landscape

Grafton, Ohio, provides some helpful tips in presenting display gardens and .
; PreER ALy 6 APy & Online Message Board to post your

reating spaces unique to clients’ needs, as well as additional photos of the 8
i Mol et . ; P 2 thoughts. See you on the Web!

firm’s trade show displays.

To access the Lawn & Lan scape Online Extras section, visit
www.lawnandlandscape.com, choose the Magazine menu and click on
Current Issue Online Extras.

Do you have any additional tips to contribute? Perhaps you have a Broken equipment, whether it 4 2620-tumn mower of

. . ’ =

question or two! . .

Py 4 e disens " o o a pick-up truck, can be devastating to a contractor.

Contribute to the discussion going on right now at the Lawn & Land- n A <
e Saat 4 A good way to combat this is to stick to regularly

scape Message Board at www.lawnandlandscape.com/messageboard. - o ; !
o ; P i scheduled maintenance. Let us know if you follow this

approach in the May 8 Lawn & Landscape Online Poll
where we ask, “Do you follow an equipment and fleet
maintenance program:” The poll will run from May

8 to May 14. Look for results of this and every weekly
online poll in the Lawn & Landscape e-Newsleter.

R
A \ “.‘ "

1

11
1
i

1t
]
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s you engage in your spring fertilization and pest control services, you'll need access to the
information that will keep you on track for the effective and safe use of the chemicals you and
your technicians are handling,

Check out Lawn & Landscape’s online MSDS/Label Database. The MSDS/Label database
has been compiled from data provided by pest control industry manufacturers, formulators and
distributors. You can browse a variety of categories, such as product name, pest species, chemical name, usable
locations, states permitted, manufacturers and chemical application type, to name a few.

To access the database, visit www.lawnandlandscape.com, choose the Resources menu and click “MSDS/La-

bels.”

m lawn & landscape may 2006 www.lawnandlandscape.com
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d?Year Warranty.
But don’t take that
as a challenge.

Your land
Our Territory.

. . A - * Major Daedong components includmg 7
We know what you're thinking: a [S0UT with a a-Year bt i el
warranty? Now you can drive it right off a cliff to catch a _
roadrunner, right? Not quite, but we are talking two-years Nt
of bumper-to-bumper, all parts and labor, and another two years  SULCE R C TR I

on the engine and drivetrain, including all parts and labor. That's the Zgﬁwﬂ;z{m% R

best tractor warranty available anywhere. Acme included.

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

Why is it So Hard to Win?

iring new employees isn't on anyone’s list of most favorite things to do.

But hiring the right people is one of three critical ingredients needed to

manage your business to win. The other two elements are developing
the right focus and creating the right environment.

With the spring season in full swing, it's important to keep your
eye on the specific goals you have set for your company this year. Your
goals may include growing 10 percent, upselling your current clientele
with one or more services, cutting down on work-related injuries and
downtime, improving profitability and increasing employee training.

While your business can’t get off of the ground without hiring the
right people, it also takes more than hiring bodies to jump-start your
strategy. You must also have a concrete plan in place to ensure their
success from day one. Having focus and creating the right environment
are crucial to your overall game plan.

“You can't be successful by just hiring people. That's what makes it
so tough,” says Michael Canic, Ph.D with Edge Consulting Services.
Canicand Bernadine Grenier presented their Managing to Win program
recently at the annual PLANET Executive Forum.

Why is it so hard to win? Because leaders fail to develop the right focus,
to get the right people and to create the right environment, Canic says.

So, what does winning look like? Before you can answer this, you
must assess your business. Artack your assumptions — those that you
have about your organization and the market you compete in.

“Things change. The more successful you are, the more imperative
it is that you do this,” Canic says.

Without an edge, you are more than likely to fail. How often do
things fail? “Of all the quality initiatives that we've heard and read abour,
two-thirds of them faﬂcd." he says.

Rather than wasting your time and money spinning your wheels, it’s
imperative that you take a few steps to keep your company running on
the right track.

1. Assess who and what is influencing your business.

2. Position your company internally and externally with a targeted,
succinct mission statement.

3. Plan your course of action with tangible strategies and objectives, as
well as concrete forms of measurement.

4. Implement your plan with buy-in from your employees. Don't send
mixed messages and don't say one thing and do another.

The right focus is compelling, clear and concise. This is only possible
when you attack your assumptions, know where your business is weak,
know why you have to change as a business and recognize whether your
mission statement uses real words that your employees can repeat.

By creating a winning environment and getting buy-in from your
employees, you win. And winning results in satished employees and
clients, as well as overall business success.
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j NEW HOLLAND
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comfort. Plus New Holland's Super Boom™ lift linkage and fast cycle times
bring skid steer productivity to another level.

’ ¢ Maximum forward reach at maximum lift height - patented

Super Boom lift linkage

* Outstanding stability and lift capacity - longer wheelbase and low
center of gravity

* More comfort and better visibility — the widest cab in the industry
and no rear frame towers to block your view

* A Super Boom to match your needs - seven models with operating
capacities from 1,250 to 2,800 Ibs.

To see the Super Boom advantages or for information on the complete line of New Holland construction equipment,
see your dealer or visit our website at www.newhollandconstruction.com

‘ e * AN |
2 ‘E B oo 3 e & & b

¥ NEW HOLLAND

Ask any operator. They’ll tell you that New Holland's long wheelbase and
low center of gravity improve the ride and stability for unmatched operator

USE READER SERVICE # 14
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- Dear Editor,

I just received the January issue of Lawn & Landscape magazine and 1 have to tell you that it was so
well written that it read like TIME magazine ~ [ could hardly put it down. It was full of new ideas
from new companies, and many of the company owners discussed typical problems we face cach day. |

was so impressed with the new look and the writing that I just wanted to let you know.

i Vawnd L ahacsncmigicis pamicies
nekan Axpan -2 o ]
Adamma Landscape Group ters from its readiers. Wbﬁrl "‘“)W' honest
Waodstock, Ga. WMWM_M&
— - | positive or negarive — is crucial 1o our fusure
Dear Editor, success. We sake your comments very seriously
I wanted to thank you for all of the valuable information your publication has given me in the past and are aloays willing to respond or answer
six months. As a new owner of a small landscaping company, I have found your publication to be the any questions you might have. To submit a
source that | use most for guidance. [ was hnpuu, in the near future your magazine would feature mmd” Bt 'm soid e, lekisr
articles that would help us who are “green” in the green industry make sure we have solid foundations o LT i
in our beginning years = “dos and don’ts type of feature, for instance. My first six months in via mail to Nicole W}m at
business were an exercise in profit and loss, | learned a lot to build off of. Hopefully wich your help 4012 Bridge Ave., Cleveland, Ohio 44113, or
and many-years of experience, we rookies will stay afloat for the next six months. T o ‘@gm ot o
Miich thanks, can also call her at 800/456-0707.
Thomas Korpal

Korpal Landscaping and Design
Richmond, Va.

SprayHeads ’
1804 body...... : DON'’T!
1806 body......$ 4.50 “ROLL THE DICE”

WITH TRANSPLANT SURVIVAL!

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

NATURAL-BASED DEEP ROOT FEEDING PROGRAM

AQUATIC BIOTICS POND TREATMENT

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

BIO-PLEX...PLANT SURVIVAL ESSENTIALS!
Help Guarantee Your PLANTS,
PROFITS, PROJECTS & REPUTATIONS!

100-DVF & DVF-SS....$ 12.75
Ask About Quantity Pncmg =

v/ BIOSTIMULANTS TO REDUCE PLANT STRESS
Buy the Box or Bag v MYCORRHIZAL SOIL AND ROOT INOCULANTS
v PORTABLE, SLOW DRIP WATERING DEVICES
-IN-1 BAREROOT GEL-DIP
DV Valve e
100-DV & DV-SS S $11.75 v 5-IN-1 INSTALLATION PLANTING GRANULES
100-DV-MB..............$12.50 v NATURAL ORGANIC-BASED FERTILIZERS
v
%
v

srf‘%gﬁmg Order By 1 p.m
SHIPS SAME DAY \@ @

800-600-TURFE

M-F 7:30-5 SAT8-1r0r  Call Now & Save

www.SPRINKLERS 4 LESS .com

USE READER SERVICE # 15 USE READER SERVICE # 16
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Complete Product Information & Prices

Toll Free @ 1-800-441-3573 (or)

Web Site @ www.bio-plex.com
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New PRO LANDSCAPE™
VERSION 12 PREDICTS THE
FUTURE WITH 100% ACCURACY

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

professional landscape design software available today.

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

106

before

Easy-to-Use Professional Night & Holiday
CAD Proposals Lighting

drafi Software, inc. “I've lost track of how many times PRO Landscape has paid for itself.”
PRO Brett Seltz, Enterprise Construction, Inc.
“When customers see how the finished plan looks, after we've tended

™ to every aspect they care to, it is so convincing that something on the

a n S‘ : a pe order of 98% ask us to implement the plan. "

The Standard in Design Software for Landscope Professionals! M’ke Mcouay' Stark Bm's Nu’sery

www.lawnandlandscape.com/prolandscape 60 Day Mone.‘y-Back Guarantee

800-231-8574 or prolandscape@drafix.com : J

Sell Better » Plan Better » Bid Better
USE READER SERVICE # 17

Mention this ad and Receive $100 off your Purchase
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he Pareto Principle, derived from

the observations of Italian economist
Vilfredo Pareto, states 20 percent of your
efforts dictate 80 percent of your results.
Applied to business, the Pareto Principle
would have 20 percent of your clients
generating 80 percent of your sales —and
in my 21 years in landscaping, I've seen
this hold true. But what I haven't seen
is many contractors manage their time
accordingly. If 80 percent of your busi-
ness stems from only 20 percent of your
customer base, wouldn't your business be
best served if you devored 80 percent of
your time to them?

Now before you groan at the thought
of completing rearranging your priorities,
remember, it's your top clients who are
the most likely to buy from you again
and again, and it’s far easier to sell jobs
to existing customers than to begin from
scratch with a new prospect. Why? Be-
causeyour existing clients trust you. If they
didn’t, they would not have chosen your
company in the first place. Assuming you
fulfilled their expectations and delivered
a superb job to them, you have already
established agood relationship with them.
You have a proven track record, so don't
give them any reason to take a risk with
an unproven competitor. Here are two
solid marketing tactics:

1. Identify the top 20 percent. List
the names and addresses of those who
generate 80 percent of your revenues.
Then make sure your team knows who
they are and where their properties are
located. Direct your staff to provide them
with special attention. Mark the files of
your top customers with the designa-
ton “Must Speak With.” This way your
administrative staff knows to contact the
appropriate salesperson whenever a top
client calls. Your top clients must feel
important — for they are important to

100-Percent Success

the success of your business.

2. Create a “Regular Call” list. In-
dicate the actions you plan to undertake
with regard to each in the next year. A
good rule of thumb is to make contact
with these clients, in one form or another,
at least once a quarter.

Given the seasonal nature of land-
scaping, | find it works better to do a
compressed version of this schedule and
concentrate my efforts on the spring and
summer months, with a wrap-up in the
fall. As long as you approach it the right
way, a client will rarely say, “Hey, I'm hear-
ing from you too often.” If they ask you
to stop calling, reconsider your approach.
The goal is to single them ourt as clients
deserving superior service. Ask whar you
can do for them, not whart they can buy
from you.

By identifying your top clientsand then
communicating regularly with them, you
will gain their respect and admiration.

You should also encourage your top
clients to recommend your company to
their friends and family. But how do you
do this without seeming overbearing? Try
this approach: “Mr. Palmer, its been a
pleasure to do business with you. We are
always looking for more great clients like
you. If you have a friend, family member
orneighborwhom you think could benefit
from our services, we'd sure appreciate it
if you passed our name on to them.”

You'd be amazed by how much this
simple tactic can grow your business. And
if they do refer new clients to you, send
them something special in return — like a
fower arrangement, a gift certificate for
dinner from a nice restaurantoreven a tree
oradiscount on the next job they do with
you — to show your appreciation. And try
to customize your gift. If you know they're
baseball fans, then treat them to a day at

the ballpark.

is a speaker, consultant and author, as well as owner of Grunder

Landscaping Co., Miamisburg, Ohio. He can be reached at
866/478-6337 and via www.martygrunder.com.

may 2006 www.lawnandlandscape.com
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Scott Swayze thought

all decks clog in tall, wet grass.

This one changed his mind.

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

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

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

USE READER SERVICE # 18


http://www.mowpro.com

here is one consistent focus area I see

in all successful landscape companies.
And it’s one you should pay attention to
in your organization. This focus is man-
hours. You have heard it hear before burwe
address itagain because of its importance.
To be successful in this business everyone
in the organization needs ro understand
man-hours and their importance.

The cardinal rule is you never instruct
anyone to perform work in your field
organization without giving them the
budgeted man-hours to perform the task.
The crews now have an established goal
that enables us to create a performance
score card. This tracks actual hours spent
and comparesitto the budget. This infor-
mation should be regularly shared with
the field crews, preferably once a week.

“Budgeted vs. Actual Man-Hours”
is the single most important report in
your office. You can develop an Excel
spread sheet whereby the of%cc inputs
tﬁc actual hours spent on a specific job,
by crew. Formulate the cells to calculate
the deficiency. In addition, calculate the

percentage of efficiency. For example, if

you are under the budgeted hours you are
100-plus percent efficient and if you are
over the hours you are less than 100-per-
centefficient. You can obrain the program
on my Web site (see address below).
Field crew support is another impor-
tant item to focus on during the year.
Support starts with administration. Let’s
be sure we do what we say we will do. Do
you have an orientation program for new
employees? Do you provide them with
information that might be found in an
employee handbook? Do you ask them,
“What can we do for you?” Do they have
a designated area where they can hll out
time sheets, look at schedule boards, etc.
Isitasclean and neatas your other offices?
If you employ Hispanic workers, a nice
touch is to hang a map of Mexico and

- A New Perspective on Labor

Central America and have them insert a
pin locating their home town. And always
print information in both English and
Spanish.

Another obvious support item is to
provide them the tools and equipment
needed to do the job. Purchase what you
need and do whatever it takes to give them
decentequipment. Problem equipmentisa
big morale breaker and costs you money.

Likewise, hold everyone accountable
for the proper care and maintenance of
the tools and equipment. 1 recommend
assigning cach tool to a foreman who
then signs that he/she is accountable for
the equipment. If a tool is lost or abused
the foreman authorizes you to deduct the
value of the item from their paycheck.

The owner must hold people account-
able and provide an environment whereby
theemployees feel comfortable holding the
owner accountable. This is not easy and
it takes time. Understand that a pleasant
working environment with good morale
starts when everyone is held accountable.
We always feel we are working hard and
we are not happy when we see someone
else who is not Lc‘mg held accountable.

Try this next time you instruct some-
one to do something for you. Ask them,
"When will you have that completed?”
You are asking them to commit to you
as opposed to you telling them. When
someone commits to you they are much

more likely to meet the date as they are
the ones who set the date. Now you can
hold them accountable much easier. If they
mention a date that is not acceptable, you
can now discuss the matter and settle on
a more mutually acceprable date.

Insummary, supportyour field employ-
ees, give them what they need to perform
the job, advise them of their performance
relative to man-hours and hold them ac-
countable.

And don't forget to have fun! @8

is a green industry consultant with Mattingly Consulting, He
can be reached via e-mail at jkmattingly@comcast.net, through

his Web site www.mattinglyconsulting.com or at 770/517-9476.
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Eight straight months of hand-weeding
around the Clock can take its toll on
the average Worker.




he 2006 Winter Olympicsare overand

all that remains are vivid memoriesand
impressionsabout how sports really mirror
life. I watched every night of the speed
skating events and how Chad Hedrick
performed on his way towinning multiple
medals in what is one of the most grueling
and training-intensive sports.

After months and years of prepara-
tion, Hedrick still needed event-by-event
advice from his coach who was sitting in
the stands near the ice. There they were,
communicating back and forth and
making the necessary corrections in his
techniques and approaches.

Coaching is a regular and natural
method to improve performance in the

world of sports and athletics. Owners of

exterior and interior landscape companies
can learn from these principlesand become
more effective coaches as well as help
employees improve their performance.
Becomingagood coach in ourindustry
isa process composed of some thoughtful,
well-defined steps.
* Define what an unsatisfactory per-
formance is. If you are nort getting the
desired results you want because of the
fact that someone is performing unsat-
isfactorily, then you need to define what
that person should do differently so that
he/she is able to achieve the desired result.
This holds most true for operations and
sales performers.
* Expend your coaching time wisely.
Stay focused on the main events of per-
formance. Don't become side tracked
into spending time on isolated incidents
or incidents over you which you have no
controland, in the final analysis, have little
to do with improving performance.
* Determine whether people know
their performance is not what it should
be. Your employees should have some
measure of what is expected of them so

Gold Medal Coaching

they can see how they are performing
against that standard.
* Determinelegitimate reasons why an
employee cannot do what is expected.
Sometimes, when we take the time to see
the job as an employee sees it, we realize
there are obstacles that prevent a person
from performing well. These obstacles may
be beyond the control of the employee. A
good coach removes these obstacles.
* Ensure people have adequate job
training. This sounds obvious, but in
many cases weassume people either know
their jobs well or they have received the
necessary training to perform well.
* Do not set the reward for high per-
formanceas more negative than positive.
Sound familiar? A good example of this
is rewarding your top operations worker
with more work because he or she finished
their assigned tasks before everyone else.
Once they see this happen a few times,
how do you think they will adjust their
performance?
* Are you rewarding employees who
don’t perform very well? Sometimes we
overuse our good employees by continually
assigning very important tasks to them
that we need done correctly and quickly.
Meanwhile, their co-workers whom we do
not view as being as competent are sitting
back with far less to do than they should.
These non-performers get their raises and
keep their jobs just as if they were carry-
ing their fair share of the load. Does this
scenario sound really familiar?
* Do you really believe this person
could perform the job if he/she really
wanted to do it? It’s judgment time. If the
answer is, “No,” then you have a decision
to make about the future of this employee
in your company.

The resulting action can become a real
“gut-check,” bur that is what coaching is

all abour. 8

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

reached at 888/375-7787, larry@greensearch.com, or via www.greensearch.com.
PeopleSmarts® is a registered trademark of GreenSearch.
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SHURflo’s New and Improved ProPack SRS-600 Backpack Sprayer

LESS EFFORT

Rechargeable battery power — no hand pumping.

LESS FATIGUE

Computer-engineered, ergonomic design.

LESS TIME

Higher spray flow rate than manually
powered sprayers.

Put the best on your back. ProPack.

\k USE READER SERVICE # 19

MORE VERSATILE

4 pump speed settings for all jobs, big or small.

MORE CONSISTENCY

Advanced microprocessor pump control for
constant, steady stream.

MORE PRODUCTIVITY

A comfortable operator is a productive operator.

4

800-854-3218 ext.1 « www.shurflopropack.com
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Ynu spend a lot of money just to send
yourlawn care technicians outon their
routes. Trucks, salaries, benefits, insurance,
sales materials, fuel and products, just to
name a few expenses. And, like any savvy
business manager, you continually evalu-
ate these costs to find opportunities for
savings, right?

We all recognize the costs associated
with putting products on your lawn care
technicians’ trucks. Whether it’s fertilizer,
herbicides, insecticides or fungicides, you
understand the need to purchase quality
products that deliver customer-pleasing
results. Maybe there should be another
product on those trucks, particularly for
liquid applications, to make them even
more profitable.

MAX IMPACT. Profit is about minimiz-
ing the expenses necessary to generate
maximum revenue. One of the most costly,
not to mention frustrating, costs for lawn
care jobs is callbacks. A single callback can
eliminate the profit generated by two or
three visits to a property.

That’s where products called surfac-
tants, also known as spreader/stickers,
can be valuable assets. Unfortunately,
many companies miss the opportunity to
enhance application performance as well
as customer satisfaction because they don't
understand these products. Here’s what
you need to know.

Surfactantsimprove spray applications’
effectiveness by providing more uniform
coverage of the spray on the plant to
maximize the amount of the application
in contact with the plant surface. The
plant takes up more of the application
and absorbs the active ingredient more
quickly, thereby increasing performance
and delivering maximum results.

What happens when you include a
surfactantor spreader/sticker in your tank

A Sticky Subject?

mixture is that a drop of the spray solution
has less tension with the plant leaf, so it
spreads out, covers and penetrates more
of the leaf. More contact with the plant
surface translates into improved control,
less wasted product and fewer callbacks.

NOW WHAT? Lawn care companies have
a tremendous range of products they can
purchasc and some sound more impres-
sive than they probably are. Data backs
up the value of surfactants. In fact, 22001
University of Florida study showed an
.lpplu.mon of an acephate pmduu with
a soil surfactant increased control of mole
crickets from 87 to nearly 100 percent,
compared to a straight acephate applica-
tion. A soil surfactant helpsa product move
through a thatch layer and into the soil,
thereby increasing effectiveness for some
applications.

Clearly, the argument for using surfac-
tants is strong. That's not to say, however,
that they make sense in all applications.
Some jobs are ideal candidates, and they
include:

Sensitive herbicide applications requir-
ing excellent coverage

Insecticide treatments where enhanced
spray coverage increases the likelihood of
contact with a mobile targer pest

Fungicide .1pp||uu()nson hard-to-wet
surfaces that require complete coverage

Plus, surfactants don'tadd much to your
costofapplication. Consider that mostare
available for less than $50 for a half gallon,
which is usually enough for 200 gallons of
spray application and will cover most lawn
care technicians for an entire day. The cost
of the surfactant is minimal enough on a
per-lawn basis that it can often be passed
along to the customer.

Asthe old adage tells us, sometimes you
have to spend money to make money.

are part of LESCO's Tech Services Department. They can be reached at techguys@lesco.com
or at 800/321-5325 ext. 3150 to answer technical questions.
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“What do we do after clearing 330 acres?
We start all over again.”

"When we got the contract to maintain one
of the largest independent power plants in

the waorld, | went out and got the most pow-

erful and durable equipment on the market.
So my guys carry nothing but STIHL 4-MIX®
trimmers and edgers. This property has it
all—storm drains, slopes, ponds and acres of
tough vegetation— so the increased power

keeps the crew going 12 hours a day. We Q
cut downtime, too, thanks to increased fuel

efficiency and interchangeable parts. | opened

my doors with STIHL 2-cycle equipment, now

| wouldn’t use anything less than these 4-MIX

machines. | have 330 reasons why.”

www.stihlusa.com 1800 GO STIHL “

USE READER SERVICE # 20
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weather forecast

NOAA Announces U.S. Spring Outlook

he National Oceanic & Atmospher-

ic Administration (NOAA) says spring

2006 should remain dry and warm.

Also, NOAA, in partnership with the Na-

tional Interagency Fire Center, announced that despite

periodic precipitation, the spring outlook supports

the potential for a significant wildfire season in the
Southwest and central and southern Plains.

“Recent storms have eased the drought situation
in many areas of the country, but the rain and snow
arrived too late to offset the impacts from months of
record dry weather across
the Southwest, resultingin | "
the continuing potential i\“
for a dangerous fire sea-
son,” says David Johnson,
director, NOAA National
Weather Service.

Weak La Nina condi-
tions, which developed =
this winter, contributed i
to significant drought tﬁ
concerns in the South-
west, centraland southern
Plains. “April through June
is typically dry in the South-
west, so drought will likely

northward into Kansas. The U.S. Drought Monitor gives
its highest drought rating, D4 (exceptional), to portions
of southern Texas and eastern Oklahoma. Heavy rains
including severe thunderstorms have eased short-term
drought in lllinois, lowa and southward into Arkansas,
but ongoing drought concerns may linger. The recent
heavy rains and flooding ended dryness concerns in
Hawaii.

The U.S. Seasonal Drought Outlook calls for dry
conditions persisting through June in the Southwest
and the southern and central Plains, despite temporary
improvementinsomeareas.
Also, drought is expected
to expand in Kansas and
eastern Colorado. Some
drought improvement is
predicted for areas in the
northern Rockiesand north-
ern Plains, as well as the Mis-
sissippi Valley and eastern
Plains. Drought is expected
to continue in North Caro-
linaand possibly expandinto
portions of the mid-Atlantic
and Southeast.

Forthe nationasawhole,
the U.S. Spring Outlook for

persist or even worsenun-

til the thunderstormseason
arrives this summer,” says Ed O'Lenic, chief, forecast
operations branch, NOAA Climate Prediction Center.
“NOAA’s outlook also indicates a continued drought
concern for the southern and central Plains."”

Rich Ochoaofthe National Interagency Fire Center’s
fire weather program says the program's forecast calls
for an above-normal fire potential in Southern Califor-
nia, the Southwest, Southern Plains to Florida and a
below-normal potential in the Northeastern U.S.

As of mid-March, dry weather, unseasonably high
temperatures and gusty winds have already contrib-
uted to more than | 3,000 wildfires, scorchingin excess
of 930,000 acres nationally since Jan. |, mainly in Texas
and Oklahoma. Thisis well above the five-year average
of 6,363 wildfires and 98,476 acres burned.

Currently, severe to extreme drought extends
across the Southwest into the southern Plains and

May and June indicates be-
low-normal precipitation for
much of the central and southern Plains, as well as the
Southeast and Gulf Coast. Above normal precipitation
is favored across the northern Plains and Great Lakes
region as well as Hawaii. The remainder of the country,
including Alaska, has equal chances of above, near or
below normal precipitation.

Meanwhile, above normal temperatures are indi-
cated for the Southwest eastward into the Southeast
and the northwest islands of Hawaii; below normal
temperaturesare likely for the northern Plains, northern
Rockies and Washington State. Western Alaska and the
panhandle may see above-normal temperatures. The
remainder of the country has equal chances of above,
near or below normal temperature. An equal chance,
either for temperature or precipitation, is predicted
when there are no reliable and skillful signals on which
to base the seasonal outlook.
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SNOW SEASON REPORT

| One Warm Winter

the dismay of U.S. snow contractors — and the
I delight of many lawn and landscape professionals
— the winter of 2005/2006 will be remembered as
one of the warmest on record.

Based on preliminary data, the average temperature in
the U.S. between December 2005 and February 2006 was
36.3 degrees, making it the fifth warmest winter on record,
according to the NOAA National Climatic Data Center in
Asheville, N.C.

The winter temperature in 4| states was above or much
above average, reports the NOAA, with only seven states
near average and none cooler than the long-term mean.

Snowpack across the western United States reflected the general distribution of precipi-
tation with parts of the Northwest at more than |50 percent of normal, while much of the
Southwest had far less than 50 percent of normal winter snowpack at the end of February.
Both Arizona and New Mexico have seen a nearly unprecedented lack of snowfall this season.
In Flagstaff, Ariz., as of Feb. 28, only 1.6 inches of snow had fallen since autumn began. This
contrasts with a normal snow total of 72.5 inches for the period.

Several significant snow stormsimpacted the nation during the winter, including a powerful
storm that hit the East Coast on Feb. | |-12. Areas of New Jersey, New York and Connecticut
received more than 20 inches of snow during the event, which was classified as a Category
3 ("major") snow storm by the new Northeast Snowfall Impact Scale. — Mike Zawacki

INSECT WATCH

Mosquito Boom Expected in
Hurricane Region

recent report from Reuters noted that
the Louisiana Gulf Coast is likely to see
boom in the mosquito population this
spring and summer as a result of the damage
and flooding caused by Hurricane Katrina.
The American Mosquito Control Associa-
tion (AMCA) says it’s not just pools and ponds
creating breeding grounds for these pests.
“During hurricanes, anumber of things happen,”
says Joe Conlon, technical advisor for AMCA.
“First, all the larvae and adults in the area are
destroyed when the hurricane hits. But when
waters recede, there are huge amounts of new
breeding habitats created. With all the debris
that's there, they'll be breeding in new areas
like tree holes, broken branches, trash left out,
old tires and more."”
Conlon says the expected mosquito influx
could be significant. “It only takes about seven

days for mosquitoes to go from egg to adultand
the hatching will actually depend on the first
rains that come in — you'll get a huge bloom of
mosquitoes at that point,” he explains. “We're
also expecting Florida to get nasty this year.”
Conlon says that fogging for mosquitoes
during the early morning hours and at dusk can
be helpful and will be managed by Louisianaand
Florida's mosquito abatement districts. Mean-
while, for lawn care operators working in the
area who need mosquito repellent, he recom-
mends cream repellents containing DEET.
Scott Zide of Mosquito Squad, a mosquito
misting franchise operation, notes that mist-
ing could be a new revenue stream for lawn
care operators. According to a recent Lawn &
Landscape Online Poll, 8 percent of industry
professionals are most likely to add mosquito
control to their service menus this year.

www.lawnnndlandscape.com
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INTRODUCING THE NEW

New SR-Series Cab:
« Wide Open Access/Egress
« Exceptional Visibility EXT E
* Optional Slide-Up Door
New Auxiliary Hydraulics: R U B B E R TR
2 30 gpm/3,000 psi High Flow

* 0-20 gpm Variable Low Flow

- S
® B BuiltIn
| ® l Cupholder

New Radial Lift Loader:
« Stiff, Rugged Lift Arms
« Auto Bucket Positioning, User Selectable
» Hydraulic Quick-Attach Standard -

New Reliable Powertrain: ! New Split Lapbar
» 80.5 hp, Turbocharged Perkins ; s with Integrated
» 3.3 Liter, 4-cylinder ' Gauges
« 2-Speed Drive with 12.5 mph
~'¢’.
- .
- T ————
<Ay
P

New Engine Hood:

3 RN =
i s S « 72-Inch Overall Width New
» High-Volume Air Intake Screen « 15-Inch Ground Clearance Suspension Seat
« Gas-Assist Lift Shocks -

el
=
..v

New Machine Chassis: x
Adjustable

* Integrated Cast Iron Bumper



'NERATION
AcK LOADER

New Joysticks
with Integrated

Controls
New ISR-4 Undercarriage:

« 20-Inch Wide Rubber Tracks

* 3.15 psi Ground Pressure at Operating Weight
* Multi-Level Suspension

* New Rollers with Metal-Face Seals

THE New Posi-TRACK SR-80 defines the next generation rubber

track loader. It’s a completely new Posi-Track built on ASV’s

New Foot Pedal
Throttle Control

5
y

‘\ B long-standing heritage for leadership and innovative technology.
The SR-80’s 20-inch wide tracks gives you exceptional traction
and flotation with only 3.15 psi ground pressure and multiple lev-
els of suspension. And for the first time, separate wheel carriages
provide independent suspension for both sides of each track.
Enjoy the comfort and precision controls of a plush new
SR-Series cab. You can feel great at the end of the day and even
look forward to getting back into to this state-of-the-art operator
station toOMOrrow.
b = &
Built-In PersonsT NELE See the new Posi-Track SR-80 soon at your local ASV dealer,

Storage Net
or see it at WWW.ASVI.com.

© 2006 ASV Inc. All Rights Reserved
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IN THE NEWS

H-2B Fly-In Draws More Attendees than Expected

tors and small business owners from several other industries joining

the fight to keep H-2B as a viable option for seasonal labor. About
100 small business representatives met up in Washington on March |5
for the H-2B Fly-In announced by the Professional Landcare Network
and Save Small Business just two weeks prior. As many people were
unable to attend the event due to the short notice, the turnout was a
pleasant surprise for event organizers.

As with last year’s fly-in, attendees concerned themselves with the
Save Our Small & Seasonal Businesses Act, which passed with an over-
whelming majority vote when attached to a supplemental appropriations
bill in May 2005. Among other things, the bill allowed H-2B workers
who had successfully used the program in any of the previous three
years to receive an H-2B visa without counting against the restrictive
66,000-visa cap. This year, the Save Our Small & Seasonal Businesses Act
of 2006 contains identical language as the current legislation, but extends
its provisions through 2009 — another

temporary, but needed H-2B fix in the
midst of congressional debate over
comprehensive immigration reform.

I twas abusy day in Washington, D.C. for dozens of landscape contrac-

PUSHING FOR CONTINUED SUC-
CESS. Proving that H-2B impacts com-
panies of all sizes, many representatives
from companies on Lawn & Landscape’s
Top 100 List were in Washington for
the Fly-In, as well as smaller companies
fromaround the country. “Ten percent
of our labor force nationwide comes
from H-2B," says Berenice Campos of
ValleyCrest, Calabasas, Calif. Twenty
of ValleyCrest's several dozen branch
offices utilize the H-2B program. “We
generally bring in about 900 workers
on H-2B visas and when the cap was
reached in December, that sent us scrambling. Thankfully, because of the
legislation passed last year, 600 of our workers returned, so they were
exempt from the cap, but some of our branches weren't so lucky.”

ValleyCrest was No. 2 on the 2005 Top 100 List. Also in attendance
were representatives from Acres Group, Wauconda, lll. (No. 22);
GroundMasters, Cincinnati, Ohio, (No. 46); and Moore Landscapes,
Northbrook, lll., all of whomalso attended last year to lobby their Congress
members. Representatives from many smaller landscape companies also
made the trip to D.C., including Chuck Twist, TNT Lawn & Landscape,
Stillwater, Okla.; Chad Stern, Mowing & More, Chevy Chase, Md.; Vince
Del Vacchio, Del Vacchio Landscapes, Edgemont, Pa.; and Tony Sposato,
Sposato Landscape, Milton, Del.

In addition to Campos, many other businesses in attendance said the
Save Our Small & Seasonal Businesses Act of 2005 had an important posi-
tive impact on their companies in 2005. “The provisions from last year's
legislation let us use the H-2B program with 100 percent success,” says
Twist. “Without last year's bill, there wouldn’t have been a chance.”

|['ff§“a’

GARNERING SUPPORT. Overall, it was
amixed day for attendees on Capitol Hill.
Chris Hayes of GroundMasters said his
delegation’s meeting with Representative
Anne Northup (R-Ky.) went well and that
the congresswoman agreed to sign on as
a cosponsor of the bill.

Meanwhile, Twist's meeting with a
legislative assistant from Senator James
Inhofe's (R-Okla.) office was productive,
though slightly less impactful in terms of
gaining co-sponsors for the bill. Inhofe is
one of only four senators to oppose the
bill's passage last year. He currently is
postponing any support for the Save our
Small & Seasonal Businesses Act of 2006
until abill on comprehensive immigration
reform is finalized. That bill is currently
being marked-up by the Senate Judiciary
Committee, though organizers of the
Fly-In encouraged attendees to push
their legislators to view the H-2B issue
as separate from the immigration bill.

“You'll hear a lot of members say
they're waiting to see what will happen
with the comprehensive immigration
reform bill before making any decisions
about H-2B, but that's really just an ex-
cuse to wait,” says Erin Corcoran of Sen.
Barbara Mikulski's office. Like last year,
Mikulski is sponsoring the H-2B legisla-
tion. “The senate is working on marking
up this bill, but even if it passes rightaway,
there’s no indication of when it will actu-
ally gointo effect. It's important to make
sure your senators and representatives
understand that the H-2B bill represents
part of atwo-track approach toimmigra-
tion reform that will allow comprehensive
reform to take shape without taking away
employers' ability to use H-2B."”

Organizers of the Fly-In encouraged
attendees to continue contacting their
Congress members about H-2B issues.

As the Save Our Small & Seasonal
Businesses Act of 2006 continues to gain
support, Mikulski's office is looking at
opportunities to ensure its passage. The
bill (S. 2284 and H.R. 4740) will likely be
attached to another piece of legislation
for a vote. Visit Lawn & Landscape Online
for updates. — Lauren Spiers Hunter
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IN THE NEWS

Career Fairs Aren’t Just for Job-Seekers

ile it's the competitive events that

make the Professional Landcare

Network's (PLANET) Student Career

Days (SCD) unique, at the core of the

event is the day-long career fair, which all students

are encouraged — if not required — to attend. But

while the career fair serves as a launch pad for many

students in the landscape profession, the benefits to

exhibiting companies and the industry overall can be
just as powerful.

“This is a great chance for our industry to show students how much
we’re growing and how many opportunities there are for them to succeed
in all different kinds of positions,” says Todd Ferguson of Initial Tropical
Plants, Riverwoods, lIl. “We've been coming to
Student Career Days for 20 years and it gets
better every year. Our company continues to
grow as well, and it's wonderful to see the
interest coming from the students.”

Tegwyn Ellingson, also of Initial Tropical
Plants, agrees and remembers when he
participated in Student Career Days as a
Brigham Young University student not long
ago. “This is really the best day of the year," he
says. “What we see a lot is groups of students
with traditional exterior landscape experience,
many of whom don’t realize that part of our
industry also serves the interior market. | used

The 2006 PLANET Student to be part of that group and when | learned about interior landscaping
Career Days was hekd in Provo, and took an interior plant and design class | realized there was a whole
Utah, amidst the back drop of new career path available to me.”

Opening students’ eyes to the wide array of professions within the
greenindustryisagreat benefitof the career
fair, many exhibiting companies say. Ellingson
and Ferguson say Initial Tropical Plants has
a number of sales, service, leadership and
“concierge” positions available and will
be able to leverage new studies on the
importance of plants in the workplace
to engage and educate students on the
interiorscaping industry.

Meanwhile, some career fair exhibitors
enlisted the help of young staff members
in their SCD recruiting efforts. Casey Ridd,
a Penn State student who graduates in
May and has worked for AAA Landscape,
Tucson, Ariz., for the past two years
will continue working for them after
college. Rather than scouring the career

snowcapped mountains (above
right). Students compete in

a plant installation category
(above) to test their landscape
skills. A Mariani Landscape em-
ployee educates a student about
the company (right) at the
career fair portion of the event.
Photos: Lawn & Landscape

I lawn & landscape may 2006 www,|awn.md]andscape.com




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

List Price $ 1350

Rain Bird" 5004 Rotor

- ...a Lower One.

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

List Price $ 15 90

Rain Bird® 5004 Plus Rotor

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

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

« Eliminate dry spots with
water-efficient Rain Curtain™
Nozzle Technology.

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

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

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

Ran R BIRD

* Case price based on Hunter PGP 4" rotor list price of $21.95 per rotor as of October 1, 2005,
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fair for interview opportunities,
Ridd manned the AAA booth and
answered questions for potential
future coworkers. She's on track to
become a landscape maintenance
foreman for the company and is a
prime example of a young employee
whofoundanew career path through
SCD. “I had been studying landscape
design, but when | met and started
working with AAA, | saw a lot of
opportunity in the maintenance
side,” she says. “| knew | wanted to
work in the Southwest, | really felt
like I fit in with the company, and I'm
looking forward to my new role. |
think students who are at Student
Career Days really have to have the
heart to prove themselves once they
find a job and start working, but they
shouldn’t limit themselves to a certain
type of job."”

Ridd adds that she's happy to
help AAA Landscape recruit new
employees.

Representatives at Initial Tropical Plants’ career
fair booth ed dents about the company
and give on-the-spot interviews. Photo: Lawn &

Landscape

Inaddition to AAA, Initial and other
companies that have brought in new
talent from SCD for years, the 30th
annual event welcomed a number
of new companies to the career fair
this year. “I didn’t have anything like
this 20 years ago when | was looking
for a job," says Manuel DeSouza,

‘indus’cr; news > > >

ND Landscaping, Topsfield, Mass.
“There's a really powerful energy
here and it's a great chance to show
these students who are coming
into the industry what we have to
offer.”

DeSouza believes that the green
industry has a better attitude than
“Corporate America” and hopes
to use such differences to help
ND Landscaping build its staff. “As
the company increased in size, we
knew we needed to go after some
new recruiting opportunities,” the
company's representatives say. “'Last
year, we sent our production manager
downto the University of Maryland to
check out how Student Career Days

worked and we determined it would
be a really valuable event for us. So
far, we've had a great deal of interest
from the students — we're very glad
we came.”

Another company relatively newto

the world of SCD is Outside Unlimited,




Hampstead, Md. Though 2006 is only
the second year that the company
has been involved, public relations
representative Stephanie Machrone
says they 've jumped in with both feet.
“We chose to be a bronze sponsor
of Student Career Days because we
feel anything we can do to get our
company namein front of the students
is worthwhile,” she says.

An SCD bronze sponsorship
includes a monetary commitment
toward the event, but Machrone says
it's worth it. “You have to spend the
money," she says, noting that Outside
Unlimited participates in as many
career fairs as possible for recruiting.
“We're growing quickly and the market
is competitive. We want to make
impressions with as many students as
we can to show them they can help us
grow our business.” Outside Unlimited
picked up several interns at last year's
event and doesn't intend to turn away
talented students, Machrone says.

A University of Georgia student competes in the paver
installation category. Photo: Lawn & Landscape

With students at all levels — from
college freshmen to graduate students
and even adult continuing education
students — attending the Student
Career Days, employers participating
in the SCD career fair have many
options when it comes to hiring.
While most older students try to
secure full-time employment for after

graduation, many attendees
are aiming for internships to
gain experience. This type
of short-term employment
gives employers the extra
hands they need during the
spring and summer, and also
provides an opportunity to
educate young workers on
their company culture, giving
them a better idea of the
industry's professionalism
and potentially enticing them
to stay on as full-time staff
members later on.

This year, nearly 100 companies
participated in the career fair, which got
rave reviews. For more information
on how to participate in Career
Fair 2007 during Student Career
Days at Michigan State University,
Lansing, Mich., contact PLANET at
www.landcarenetwork.org, www.
studentcareerdays.com, or 800-395-
2522. — Lauren Spiers Hunter
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i “\ important. For one, we've been
i in the professional fertilizer
‘\ business for more than 40

ese fertilizer numhers

deserve anal

As a turf expert, you purchase and today market the brand in
fertilizer based on its analysis. But
when you buy from LESCO, there

are other numbers that are just as

L years. We pioneered
the development of
sulfur-coated urea,
patented our
Poly Plus®
technology

countless analyses and three
particle sizes. We also offer

numerous other fertilizers for
both turf and ornamentals. In

options to meet all nutrient

convenience by stocking our
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fact, we sold 17.5 million bags
last year. How do we do it? First,
we concentrate on quality and
consistency. Then we develop

requirements. Finally, we add

fertilizer in more than 300 LESCO

YSIS.

Service Center” locations and
100 LESCO Stores-on-Wheels®
vehicles nationwide. If you stop to
analyze it, customer satisfaction is
the bottom line. To find the LESCO
Service Center nearest you, visit
www.LESCOdirect.com or call
800/321-5325.

[ ESCO

www.lesco.com
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GMC

BUSINESS
CENTRAL

WE'RE ALL BUSINESS.

GMC” BUSINESS CENTRAL. A NETWORK OF DEALERS AS
PROFESSIONAL GRADE AS OUR VEHICLES.

Your business demands professional trucks—and professional service. GMC Business Central. A coast-to-
coast network of full-service dealerships with work-ready commercial inventory. Solely dedicated to helping
you find the right vehicles for just about any job. With trained professionals ready to meet with you anytime
and anywhere—even at your place of business. All to deliver the service and expertise to keep your work
vehicles running at peak efficiency. GMC Business Central. Innovative. Smart. Professional. Just like your
business. And our vehicles. Visit WWW.GMCBUSINESSCENTRAL.COM.
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Nufarm’s Mark Phipps Dies From Cancer Nufarm

BURR RIDGE, Illl. — Nufarm Americas sadly announced
the passing of Mark Phipps on March 25. Phipps had battled
pancreatic cancer for the past 16 months, but succumbed
to the disease in the presence of his loved ones at his home
in Sellersville, Penn. He was 46.

Phipps had been the Northeast regional sales manager
for the past 64 years for the Turf & Specialty division of
Nufarm Americas. Previously, he had worked for Moyer
& Son of Souderton, Penn., in both sales and management
capacities. Phipps expanded his industry role as he became
involved in many national associations and various legislative
efforts during his career.

He wasalifelong resident of eastern Pennsylvania, earning
a bachelor of science degree from Delaware Valley College
of Science and Agriculture in 1982. Phipps was known as a
passionate participantin local politics, community and church
activities as well.

Turf & Specialty

“Mark had a generous, giving spirit and cared
deeply for his family, friends and work colleagues," says
Sean Casey, Nufarm's vice president of sales, turf &
ornamental and one of Phipps’ closest friends. “We will
miss the warmth, character and enthusiasm he brought
to everything he did and are extremely grateful for the
time we were allowed to have him as a member of our
Nufarm family.”

Phipps’ family requests that any contributions be
made to the “John Hancock Freedom 529" c/o Seitz,
Leatherman and Kolb, 595 Bethlehem Pike, Suite 204,
Montgomeryville, Penn. 18936 for the Phipps Children's
Education Fund.
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SPANISH LESSONS

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

In an effort to aid lawn care professionals 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 $23.99,
contact Stock Pot Publishing, Attn: Order Desk, PO. Box 18343, Denver, Colo. 80218-0343.

|. ENGLISH: If you don't understand, ask for help.
SPANISH: Si no comprendes, pide ayuda. (See no cohm-pren-dehs, p-day |-you-dah.)

2. ENGLISH: Put the tools away when you are done.
SPANISH: Cuando termines con las herramientas guardalas.
(Kwan-doe tehr-me-nehs cone lahs ai-rah-me-n-tahs gwar-dah-lahs.)

3. ENGLISH: Wear safety glasses when doing this.
SPANISH: Usas tus lentes de seguridad cuando estes hacienda esto aquello.
(Ooh-sahs toose lehn-tehs day she-goo-re-dahd kwan-tho s-tays ah-c-n-tho s-toe ah-kway-yoh.)

4. ENGLISH: We have to have this done before the end of the day.
SPANISH: Nosotros tenemos que tener esto terminado antes de que el dia finalize.
(Noh-soh-trohs the-neh-mohs K the-nair s-toe tehr-mee-nah-doh ahn-tays day K L dee-ah fee-nahl-e-say.) J

Your window of opportunity for
controlling grubs just got bigger.

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

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

supplier, log on to www.arystalifescience.us/arena or call 1-866-761-9397 toll free.

Arena

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

@ Arysta LifeScience

Harmony in Growth
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SMALL BUSINESS SOLUTIONS

Word-of-Mouth Marketing

majority of business owners surveyed

in the latest Wells Fargo/Gallup Small

Business Index cite word-of-mouth and

local publications as the top two most
effective forms of advertising. The study found that
of the 55 percent of business owners surveyed who
spent money on advertising in 2005, 67 percent did
soin their local newspaper or magazine. Resultsalso
confirm that more than half of small business owners
surveyed believe that customer recommendations
are more effective than paid advertising.

“Small businesses traditionally have a very strong
community focus, and it is clear from these results
that this extends to how they prefer to advertise
their businesses," says Rebecca Macieira-Kaufmann,
executive vice president and head of the small busi-
ness segment for Wells Fargo. “Asmall business owner
is more likely to talk to their hairdresser, their plumber or their neighbors
about their business, rather than spending their hard-earned capital on
advertising. Those who do advertise clearly prefer their local community
newspaper or business journal.”

Many small business owners are also turning to the Internet for their
information needs. Advertising on the Web allows small business owners
the ability to combine their paid advertising dollars with their preference for
word-of-mouth advertising. According to the study, 49 percent of business
owners surveyed have paid to advertise on the Internet over the past two
years, and when asked if they anticipate spending on Internet advertising
over the next two years, this number increases to 57 percent.

Advertising is not the preferred option for all small businesses. Forty-five
percent of small business owners surveyed did not advertise in the past year,
and, of that group, 62 percent chose not to advertise because they felt it
wasn't appropriate for their businesses. Additionally, |6 percent said they
didn't advertise because it was too costly.

Since the third quarter of 2003, the Wells Fargo/Gallup Small Business
Index has surveyed small business owners on a quarterly basis on their
perception of current conditions and future expectations relating to financial
situation, revenues, cash flow, capital spending, number of jobs and credit
availability. This fourth quarter 2005 Index showed a one-point increase
over the third quarter, bringing the total to 107, indicating that small busi-
ness owner optimism was essentially unchanged and remained steady for
2005. The higher the Index score, the more positive and optimistic small
business owners feel.

lawn & landscape may 2006 www.lawnandiandscape.com
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FERRIS "

Experience the difference suspension makes...

Demo a Ferris today! S Rmatital s Speatuii

www.Ferrisindustries.com or call » 1(800)933-6175 « Para espanol visita www.Ferrisindustries.com/Spanish
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Turn Around Turnover: How to

ere is a fact that many employers don't realize: There are only 44 million members of

Generation Xand Y (ages | 3to 3 |) compared to 78 million Baby Boomers. The scary truth

is that in the future, you, as an employer, will not be able to match your job requirements

to the qualifications of the people available. If there are less workers, that automatically
means that there will be fewer qualified ones. As the competition for the same workers heats up,
preventing turnover will become your biggest priority. Just what are some of the real motivating
factors that determine employee loyalty? More importantly, what can you do as owners to stop
the revolving door? Let's examine five of the most important motivating factors.

DIGNITY AND RESPECT. We can't expect our employees to treat our customers in a warm
friendly manner and with respect if we don't treat our employees in that manner. Customer rela-
tions will always mirror employee relations. Using abusive or obscene language, shouting, verbal
put-downs, insults and telling lies can only result in low morale, high absenteeism and turnover. Give
your people some slack. Don't micromanage or hover over them. Today's workforce is much more

THE BEST GROOMED LANDSCAPE TRAILERS.
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© RO0S PACE AMERICAN, WNC. SUMMIT HAMMER CONQUEST CARGOSPORT JOURNEY
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SPIN, ZIP and
DEMO today!
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ZT29 & ZT33 Zero-Turn Mowers

* Commercial-grade = superior performance day after day
* Powerful 3-cylinder, liquid-cooled diesel engines in 29 or 33 hp models = optimum fuel efficiency
and durability
* 60", 72" standard deck or 72" high-volume mower deck options = a mower to suit your individual needs
* Spacious operator station = plenty of leg room for all day comfort
* Built-in mower lift system = easy access to under side of deck for servicing

{
,

* Tilt hood = fast and convenient daily service checks

Massey Ferguson zero-turn mowers get the job done fast with reliable power, versatile performance and a consistent
quality of cut that will always give you a competitive advantage. Try one out today. It's on us!

Set up a free demonstration with your local Massey Ferguson dealer today. They'll even bring a ZT mower to your
location! Or, register for a free demonstration at www.masseyferguson.com. Afterwards, fill out the online survey
and receive a free gift!

'With approved credit from AGCO Finance LLC. Down payment required. Leases and balloon payments available at slightly higher rates, This offer is time sensitive
and may change without notice. See your participating dealer for details

© 2006 AGCO Corporation * 4205 River Green Parkway, Duluth, GA 30096 (800) 767 3221 *+ www.masseyferguson.com * MF374EGRVO| wmassey Fercuson
USE READER SERVICE # 28
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‘3 How to Keep the Best Employees

independent. Many want to be empowered. Let them
know what they can and cannot do through training and
communication. When they make a wrong decision, don't
slam them for it. Instead, make it a teachable moment.

INVOLVEMENT AND PARTICIPATION. Get your
employees involved in as much of your decision making
as possible. It gives them a sense of belonging and part-
nership. Frequently ask their opinions and suggestions,
and brainstorm for solutions to problems. People want
to be involved in decisions that ultimately affect them.
Involvement and participation breed responsibility and
enthusiasm. Employees gain a sense of ownership.

i

PAY ABOVE THE INDUSTRY AVERAGE. If you
want to hire and keep the best people, then you must
be willing to pay for the best. Conversely, the people
who feel they are best will seek out employers that pay
the best. If you have higher-paid, better people, who are
more productive with higher quality and less errors, then
these people will make you more money. You'llhave more
satisfied customers, greater repeat business, and gain free
word-of-mouth advertising. What you pay out in extra

salaries will be less than what your cost is in turnover. It
makes good business sense to pay them more.

SHOWCASE SUPERIOR WORKERS. Make exceptional
employees highly visible by putting their photos on bulletin
boards, display cases or company newsletters. Display let-
ters to employees from satisfied customers or, even better,
display a letter from the company owner or president. Give
certificates, plaques, lapel pins, etc. for superior service,
sales or teamwork at special events or dinners. Awarding
employee or department of the month or quarter, although
not a new concept, is extremely effective.

SHOW SUPPORT. Support your staff when they have
difficult personal decisions and family problems. Just know-
ing you realize certain situations are taking place at home
and are behind them can go a long way toward having a
loyal workforce. Turning around turnover is achieved by
developing the strategies that will create a positive, moti-
vating atmosphere. — Bob Losyk

The author is a business consultant with 20 years of manage-
ment expertise and can be reached via www.boblosyk.com.
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RAINIBIRD saLE

MobuLAR
ESP CONTROLLER
EXTRASIMPLEPROGRAMMING

Custom Default Program
Up To 13 Stations
HotSwap Modules

Install Confidence: _
Install Rain Bird.

Water Budget (0-200%)
3 Programs - Longer RunTimes
Programmable Station Delay

B -

Try One - Get a FREE Module

ESP4MI (Indoor) 4-sta. ..... $6
ESP4M (Outdoor) 4-sta.
ESPSM3 (3-sta.

The ESP
31| D
R 19J Standard

Module) .

ALL The Valves & Controllers

Ask A
vami We Stock The WHOLE Turf Line
Pricing ALL The Rotors & SprayHeads

Your BEST SOURCE
For A’A/ﬂ)lﬁmo

Order By 1 p.m. M-F 7:30-5 SAT 8-1rD1 i @@
SHIPS SAME DAY Se Habla Espanol Call Now & Save

www.SPRINKLERS 4 LESS .com
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THE POWER OF £

REDMAX STRATO-CHARGED™ TRIMMER SERIES

Z Series, Superior Features, Superior Products

Pure 2-Cycle Strato-Charged™ Engine Bczzm 7 S

- Fewer Moving Parts 23.6cc, 10.8 Pounds

- No Valve Maintenance
Aluminum Clutch Housing Bcn 6005
Solid Steel Drive Shaft 23 aet, t1cT Doy

Extreme-Flex Trigger cz oo
PT104 Plus Trimmer Head q,_ ey % goun dss
2 Year Commercial Warranty

KOMATSU

Komatsu Zenoah America, Inc.
4344 Shackleford Road

Norcross, GA 30093, U.S.A.

Phone: 800-291-8251 Fax:770-381-5150
www.redmax.com
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Calendar Note
To ensure that

MAY 17 Turfgrass & Nursery Field Day at Oklahoma State University, Stillwater, Okla.
Contact: www.okstate.edu, 405/744-5404

MAY |7 Alabama Turfgrass Association Turfgrass Seminar, Huntsville, Ala.
Contact: mailbox@alaturfgrass.org, www.alaturfgrass.org, 866/246-4203

MAY 28 - JUNE | LIGHTFAIR 2006: The Annual Architectural & Commercial Lighting
Trade Show & Conference, Las Vegas, Nev. Contact: www.lightfair.com

JUNE 7 - 10 The Super Floral Show 2006, Salt Lake City, Utah.
Contact: info@superfloralshow.com, www.superfloralshow.com, 617/812-5536

JUNE 8 - || Oregon Seed Trade Association Annual Meeting, Sunriver, Ore,
Contact: www.oregonseed.org, 503/226-2758

Contact: info@niagaraflowerandgardenshow.com, www.niagaraflowerandgardenshow.com

P —

JUNE 13 - 14 National Lawn & Garden Show, Rosemont, II.
Contact: www.nigshow.com, 888/316-0226

— — —

JUNE 13 - 17 Snow & Ice Management Association Symposium 2006, Hartford, Conn.
Contact: www.sima.org
—— — 4

JUNE 15 - 18 2006 Florida Nursery, Growers & Landscape Association Annual Conven-
tion, St. Petersburg, Fla. Contact: jschaaf@fngla.org, www.fngla.org, 407/295-7994

JUNE 9 - || Niagara Flower & Garden Show 2006, Niagara, Ontario. |

O ——

JUNE 21 - 25 American Nursery & Landscape Association 2006 Retail Roadshow,
New England. Contact: www.anla.org, 202/789-2900

JUNE 22 - 23 Independent Turf & Ornamental Distributors Association Distributors
=Pl Management Forum, Long Branch, N.J. Contact: www.itoda.org, 814/238-1573

www.lawnar lL}‘ Lnu,lscabe.com

JUNE 22 - 24 Outdoor Power Equipment Institute Annual Meeting, Carlsbad, Calif.
Contact: www.opei.org, 703/549-7600

e —

JULY 8 - || The Ohio State Florist Association Short Course, Columbus, Ohio. '

Contact: ofa@ofa.org, www.ofa.org, 614/487-1117

JULY 8 - 12 123" American Seed Trade Association Annual Convention, Chicago, |ll.
Contact: www.amseed.org, 703/837-9365

j lawn & landsr.ape may 2006 www.lawnanc"andscape.com
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JULY 12 - 16 American Nursery & Landscape Association Legislative Conference & Annual Meeting, Vail, Colo.
Contact: www.anla.org, 202/789-2900

JULY 16 - 22 Association of Professional Landscape Designers Annual Conference, Philadelphia, PA.
Contact: www.apld.org, 717/238-9780

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

JULY 23 - 25 Professional Landcare Network Legislative Day on the Hill, Washington, D.C.
Contact: www.landcarenetwork.org, 800/395-2522

TURBO TURF

HYDRO SEEDING SYSTEMS

E Grow great lawns in half the tlme.
* Fast and easy one man operation.
* Great power & precise trimming.

Call us for a FREE video & info pack! ﬁ and 20 Residential and Commercial Molds
TURBO TECHNOLOGIES, INC. TYGAR: s woteons wih rger ok Moy
7500 FIRST AVE, BEAVER FALLS, PA 715070 Rttty 866-999-9506 www.tygarmfg.com
800-822-3437 www. TurboTurf.com
USE READER SERVICE # 32 USE READER SERVICE # 31
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Cliff Drezek shares why aeration aids lawns

ach year, Cliff Drezek and his staff
convince a growing number of cus-
tomers that the practice of punching
holes in their lawns is a good thing. In
exchange, these customers contribute
to the company’s revenue, says Drezek,
manager of lawn care company Green
Lawns Plus in Marlboro, Mass.

The holes he favors are those caused by aeration,
the practice of poking several holes into a lawn to get
air into the root system, helping to eliminate thatch
and promote healthy growth.

But that’s just one plus, Drezek says. While the
practice is beneficial for a landscape company's
CUS[()I“CrS‘ I‘J\V“S. JCr;l[i()n JIS() can pr()“l()[(’ hL‘ilI(h'\'
growth for a landscape business during the spring and
fall seasons.

¥
=

CORE BELIEFS. There are several types
and brands of aerators. Drezek’s crews use
tractor-pulled units for the majority of
their jobs, which are made up of about
70 percent residential and 30 percent
commercial customers. The average size
lawn is 9,500 square feet, but the crews
have lawns on the route that are 30,000
to 80,000 square feet. For the smaller
lawns, there are walk-behind models. For
either type of aerator, a variety of tine
styles are available. These puncture the
lawn in different ways.

Drezek uses hollow, closed tines, but
open-spoon tines are used for coring on
some models. The tines are normally
designed to be either pushed down in a

by heather wood
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“Dixon’s rugged construction and reliable mowers
mean'.have more cut time and less down time, -
that’s money that | see on my bottom line.”

" 1. Frank B,, Kansas o

Tough jobs get Done on a Dixon.

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

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

vertical motion or rolled on a rotat- crucial in all soils to allow oxygen to pose this old, dead tissue that lurks
ing, barrel-shaped piece of equipment.  get into the root zone,” Drezek says, in some lawns. Aeration also gets the
There are also acrators that get the job  adding that in his region it is espe- roots and rhizomes growing in the soil
done with a slicing motion. But de- cially ﬁclpful in clay soils, which dont  rather than the in thatch, he adds.
spite all of the varieties available, the let in much oxygen when compacted.
goal is the same: get air to the turf’s “Every region will have different types ~ HOLE HOW-TO. Drezek’s crews
root system by creating several holes of soil, but each soil type benefits acrate from late April o June. This is
in the lawn. from aeration,” he says. an optimal time because cool-season
In the Northeast, lawns are some- As an added bonus, aeration can grasses respond well to the treatment.
The further into summer
it gets, the less tolerant turf
can be because it contends
with conditions includin
“In the Northeast, lawns are sometimes aerated to break up drought and heat stress. ?

. . . ’ The crews use a hollow
clay in the soil. The clay build-up doesn't allow the proper P pulls 2- to

. . ” . 5. ince o~
amount of air in.” - Cliff Drezek 3¥4-inch plugs, ot cores,
from the soil. “We have a

tractor-drawn unit that we
can use in 95 percent of the
lawn areas,” he says. “The
tractor increases the amount

times aerated to break up clay in the help control thatch, he says. Although  of work we can do in a day and obvi-
soil. The clay build-up doesn't allow it isn’t meant to be a replacement for ously decreases operator fatigue.”
the proper amount of air in. “It’s dethatching, aeration helps decom- Drezek’s acration crews are separate

lawn & |andscape may 2006 www.lawnandhndscape.com




from the maintenance crew
ﬂﬂd one or two ()PL'ri][()l'S are
on each crew. This is where
new employees usually start.
“It’s a good way for them to
get their feet wet as far as
getting into lawn care,” he
says, pointing out that what’s
required to aerate is a general
knowledge of the process

— certification is not necessary
before doing the job.

This general knowledge
includes keeping all bases
covered during the job to
prevent problems, Drezek
says. Be aware of rocks, tree
roots or other hindrances that
could damage equipment or
surrounding buildings. In ad-
dition, ask the client if there
are any underground hazards
that could get in the way,
including sprinkler heads and
invisible dog fences that have
buried cables, he points out.

continued on page 50

Through aeration, contractors remove 3-inch plugs of soil and thatch. Afterward, plugs are left on the lawn as
added top dressing. The plugs dry up after two to three mowings and melt back into the soil. Though customers
rarely ask that these plugs be removed because they understand their benefit, some customers insist on a plug
cleanup service, and contractors increase their prices for this add-on. Photo: Four Seasons Aeration & Thatch
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Whether it's moving flagstone or planting trees,
there’s a full line of equipment that brings all

the experience of Caterpillar to landscaping. With
Multi Terrain Loaders that have the lightest footprints
in the industry, as well as a full line of work tools,
Cat"compact machines are ready to handle all the
specific needs of landscapers. Be part of the legacy.
See your Cat Dealer or visit cat.com/legacy to leam more.

CATERPILLAR
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WANTED

DEAD - NOT ALIVE

Crabby Crabgrass Gruff Goosegrass Nasty Nutsedge

The Troublesome Trio

If you've seen this trio or other gangs
of grassy weeds hanging out in your -

- R Trimec
turf, act now ‘cause they're up to
no good! They've escaped your Plus
pre-emerge and are out to rob
your good grass of valuable moisture protect your
and nutrients.

bluegrass,
It's time for the death sentence —
Trimec® Plus Post-Emergent Grass fescues,
and Broadleaf Herbicide. For zoysiagrass'

control of grassy weeds and yellow
nutsedge, there’s nothing else like it.
It even packs a wallop and wipes

ryegrass and

. ‘ By Bermudagrass
out their broadleaf buddies like
clover, oxalis and spurge. And the turf from the
dandelions start curling as soon as
. - 3 o bad guys.
the spray tank rolls into town!
ALWAYS READ AND
FOLLOW LABEL DIRECTIONS.
ST

P Np—

= 151 / =g Available in
r’j phl/ ”JF”.jgr‘ quarts, gallons
CORPONS00N and 2'% gallons —
An Employee-Owned Company and for really
BIG jobs,
1'800'82 l '7925 30 gallon drums. ‘
trimecplus.pbigordon.com
© 2008, PBUGordon Corporation Trimac Is a registered trademark of PBUGordon Corporation 00237
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continued from page 47

Slice aerators can be especially
troublesome to underground obsta-
cles, Drezek says. His crews mark each
obstruction and have a repair kit on
hand in case of any accidents.

HOLE SALE. Green Lawns Plus wants
homeowners to know they find aera-
tion essential for a healthy lawn, so
they market it in several ways. “We
sell it by way of a newsletter we hand
out with cach service,” Drezck says,
adding that he recommends aeration
in follow-up visit comments thar he
leaves on customers doors. The com-
pany also sends out annual informa-
tion pieces about aeration.

Green Lawns Plus has been offer-
ing aeration to clients 12 of their 18
seasons in business. The crews started
with a walk-behind aerator, which was
sufficient for the then-small workload,

"A|t|10ug|1 it isn't meant
tobea replacement for
dethatclwing, aeration
|1e|ps decompose this

old, dead tissue that
lurks in some lawns.
Aeration also gets the
roots and rhizomes

growing in the soil rather
than the thatch.”
| — Cliff Drezek

Drezek says. It took a few seasons to
grow an acration client base because
many weren't yet familiar with the
concept and the benefits. But that
changed, and quickly. Within three
years, the company found the need
to switch to a tractor-drawn aerator
because they needed to be more ef-
ficient to tackle their growing aeration
customer list.

Drezek is happy with the fact that
35 to 45 percent of his usual client

USE READER SERVICE # 83 >
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Working
Together to
Manage Water
Responsibly
and Grow Your

Business.

The
Intelligent

Use of Water-

What’s Inside:

Rain Bird
Controller
Innovations
Lead to Water
Savings

There'’s a lot of
Water-Conserving
Technology
Popping Up

from Rain Bird

Slow and Steady

Wins the Race to

More Responsible
_ lrrigation

The Intelligent
Use of Water™ for
a Growing World



The Intelligent Use
of Water” is a shared
responsibility.

Rain Bird’s focus has always been to
help people better manage water. We are
committed to developing water-saving
technologies that produce healthy
landscapes and provide irrigation
professionals with business advantages.

You owe it to yourselftolearnall
about these products because the need
to conserve water has never been greater.

You owe it to your customers
because they need to know how and why
these products will save water, save time
and save money.

You owe it to your business
because more people every day are
recognizing the need to conserve water
and are seeking out only those design and
irrigation professionals who specify and
install advanced water-saving products.

The following pages highlight product
innovations that will help you and your
customers save water. Featured are
insights into what Rain Bird is doing

to support your business success.

For additional details about
water-conserving Rain Bird

products and technologies, see

your Rain Bird distributor or visit

www.rainbird.com/IUOW.
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ESP-LX Modular

RSD
Rain Sensor

Like clockwork,
Rain Bird controllers
manage water efficiently.

Rain Bird continues to advance controller technologies that make it possible to
more precisely and responsibly manage water use based on seasons, weather
and landscape requirements.

Water Budgeting. Reduce water use during low-water use seasons with
one easy adjustment that applies to all station run times.

Rain Delay. Use 15-20% less water by suspending irrigation when it's raining
or when sufficient soil moisture is detected.

Cycle+Soak: Minimize erosion and run-off by applying water at a rate
that the soil can more easily absorb.

ET Management. Reduce water waste and promote deep watering by
allowing the controller to only apply the amount required by the landscape.

Controllers

ESP Modular. Four-station base unit expands up to
13 stations for residential and light commercial use;
water-saving technologies include Water Budget and
ET Manager compatibility.

ESP-LX Modular. Eight-station base unit expands

up to 32 stations for residential and commercial use;
advanced water-saving features include Water Budget,
Rain Delay, Cycle+Soak and ET Manager compatibility.

ESP-MC. Eight to 40 station units for commercial
use; water-conserving features include Water Budget,
Rain Delay, Cycle+Soak and ET Manager compatibility.

Central Controls

SiteControl. Single-site commercial irrigation applications;
maximizes water savings with Smart Weather™ and
ET-based scheduling, RainWatch™ intelligent rainfall
reaction system, Cycle+Soak and more.

Maxicom?."” Unlimited number of sites, controlled from

a single location; water-savings of up to 25-45% per year
with Smart Weather and ET-based scheduling, RainWatch,
Cycle+Soak and high-flow sensing and shut-off.

Accessories
ET Manager. Reduces water consumption by @

enabling the controller to apply only the water »
required by the landscape based on current weather - s

and soil conditions. ET
Manager

SiteControl

RSD Rain Sensor. Automatically shuts off the controller
when it's raining to minimize water waste.
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Rain Bird® spray heads and rotors
poOp up every day with new ways to use water J
. \

wisely through uniform distribution.
=

Rain Bird offers more nozzle and distribution MPR Nozzles. Less water
technologies to responsibly is needed and efficient, uniform coverage is achieved by
manage water use on residential matching precipitation rates across both radii and patterns.

or commercial sites of every size. - "
: U-Series Nozzles. Water use can be reduced by

Rain Curtain™ Nozzles. Generate larger up to 30% with dual-orifice nozzles that provide uniform
droplets that are far less affected by wind and coverage—even close-in around the head.
minimize misting, fogging and airborne evaporation.

Pressure-Regulating Stems. Water loss due to

More even distribution throughout the radius reduces = S . SR
misting and fogging caused by high pressure is eliminated l

the likelihood of over-watering. E .. g A
: b by maintaining a constant outlet pressure of 30 psi for spray

heads and 45 psi for 5000-PRS rotors.

Rain Curtain

Nozzles U-Series Nozzles MPR Nozzles




Rain Bird Spray Heads

More contractors choose Rain Bird 1800* Series Spray Heads and
Nozzles than all other brands combined to optimize water use.
Available water-conserving technologies include: U-Series Nozzles,
MPR Nozzles and built-in Pressure-Regulating Stems.

Rain Bird Rotors

Only Rain Bird rotors feature advanced Rain Curtain™ Nozzle
Technology for more uniform distribution throughout the radius
range to optimize efficiency and water use. 5000-PRS Series are
now available with pressure-regulating stems.

Rotary Nozzles

Rotating streams uniformly deliver water at a low precipitation rate
to significantly reduce run-off and erosion and provide efficient
water distribution from 13 to 24 feet; designed to fit on Rain Bird
spray heads.

Accessories

In-Stem Seal-A-Matic™ Check Valve. Eliminates water loss due to
puddling or run-off by preventing water from draining out of the
irrigation system at the lowest head.

Pressure-Regulating Swing Joints. Optimize water use by equalizing
pressure at each rotor; eliminate misting and conserves water by
regulating droplet size.

Rotary Nozzle Pressure-Regulating Swing Joint

Ny y
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Building
Partnerships
to Encourage
The Intelligent
Use of Water.”

Rain Bird actively partners
with organizations to
promote water conservation
and educate others about
how to be responsible
stewards of the environment.

Irrigation Association

Smart Water Application
Technologies™ (SWAT")

U.S. Green Building
Council (USGBC)

Leadership in Energy and
Environmental Design (LEED")

American Public Gardens
Association (APGA)

formerly American Association of
Botanical Gardens and Arboreta

Landscape Architecture
Foundation

California Urban Water
Conservation Council
(CUWCC)

www.rainbird.com/IUOW
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laking a
Leadership

Role to Advance
The Intelligent
Use of Water.
Leading by example,
Rain Bird authored the
comprehensive report,
Irrigation for a Growing
World, which discusses
causes and potential
solutions to the global
water crisis. We also
sponsor an annual
summit on outdoor
water conservation.

www.rainbird.com/IUOW

Slow and steady, Rain Bird®
landscape drip products deliver
precise irrigation for healthy plants.

Rain Bird low-volume drip irrigation systems are innovative by nature
in the way water is responsibly distributed to any non-turf areas,
including trees and plants in flower beds, street medians, vegetable
gardens and hanging baskets.

Efficient Distribution. Landscape drip systems allow you
to tailor the amount of water to each plant’s specific watering needs.
This minimizes water waste caused by over-watering and results in
healthier plants.

Direct-to-Root Delivery.
Precise amounts of water are slowly
and uniformly applied at or near plant
root zones. This efficient method

places the right amount of water
where it's needed, which eliminates
run-off and overspray onto walls,
walkways and streets.

Pressure-Regulating
Filter Control Zone Kit
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Landscape Dripline

System Components
Control Zone Kits with
Pressure-Regulating Filters.
'hese kits with pressure-
regulating filters increase
efficiency and save water; pre-
assembled to eliminate leaks.
Landscape Dripline. Optimizes
water use as it slowly and

precisely delivers the right

amount of moisture at or
near plant root zones.
Emitters. These delivery
devices apply water ata
specific rate and pressure

to minimize waste.
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Root Watering System (RWS)

Accessories
Root Watering System (RWS).
T'hese self-contained systems
precisely distribute water at or
near tree and shrub root zones
for efficient water use.
Irrigation Supplement. This
all-natural water- bound gel
extends the intervals between
watering cycles for
container plants,
hanging baskets
and streetscapes.

Irrigation Supplement
Perforated Tube
and Gel Pack

o 5"_-:.
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Educating

Others About
The Intelligent
Use of Water.

Rain Bird provides a
series of public service
announcements in
partnership with the
American Public Gardens
Association, featuring
HGTV's “The Gardener
Guy”, Paul James.

www.rainbird.com/IUOW



The
Intelligent

Use of Water-

At Rain Bird, we believe it is our
responsibility to develop products
and technologies that use water
efficiently. Our commitment also
extends to education, training
and services for our industry and

our communities.

The need to conserve water has
never been greater. We want to do
even more, and with your help, we
can. Visit www.rainbird.com/IUOW
for more information about

The Intelligent Use of Water.”

RaN I BIRD

Rain Bird Corporation
6991 East Southpoint Road
Tucson, AZ 85706

Phone: (520) 741-6100

Fax: (520) 741-6522

www.rainbird.com

® Registered Trademark of Rain Bird Corporation
© 2006 Rain Bird Corporation 4/06

Rain Bird International, Inc. Rain Bird Technical Services
145 North Grand Avenue (800) RAINBIRD

Glendora, CA 91741 (U.S. and Canada only)

Phone: (626) 963-9311 Specification Hotline
ERATLGR0) SRR (800) 458-3005

(U.S. and Canada only)
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etting the right type of aerator and making it
last are keys to having a successful add-on
service. Cliff Drezek, manager at Green Lawns
Plus in Marlboro, Mass., has used different equip-
ment and found what he feels best completes the
work, boosting the company's revenue,

When Green Lawns Plus started, the crews
used walk-behind units. The workload was
relatively small at the time, and the walk-behinds
worked well for the crews. These units can cost
$3.000 to $4,000, Drezek says.

Drezek's crews perform anywhere from
800 to 1,000 aeration jobs annually. To increase
efficiency and tackle the clients’ yards, which av-
erage 9,500 square feet, Drezek's operators now
use tractor-pulled units, which can cost about
$2,000 to $5,000 each.

Obviously, those contractors who decide
on the aerator that is pulled will need a tractor.
Drezek's crews use 24-horsepower tractors be-
cause of the volume and size of the work they do,
but he says landscape contractors could use a
16 or 18 horsepower just as well if their workload

isn't too overwhelming.
Consider the makeup of the clients’
yards before buying an aerator, Drezek
suggests. While efficiency is important,
having an aerator that can travel to any job
site is even more essential. “Be sure it's still
small enough to get into a gate 36 inches
wide," he says. “If you have a big tractor
and you can't get into the backyard, what's
the point?”

After a landscape contractor has
the optimum aerator for the job, properly
maintaining it will help extend its life, Drezek
advises. “You'll want to take time to clean
and lubricate it at the end of the day to get
more mileage out of it," he says.

The tines on Drezek’s aerators are
replaced annually, but companies with a
lighter workload may not have to replace the
tines on their equipment until two or three
years have passed, he says. The rest of the
machine has a longer life. Drezek's tractor-
pulled aerators last about seven years.

base requests the aeration service regu-
larly. He rarely gets acration requests
from homeowners who aren’t Green
Lawns Plus customers. In a good year
he sees 5 percent growth in acration
but usually it stays level from year to
year. But the revenue from acration is
a base the company can count on each
year, Drezek points out.

AER-RATES. Acration is an add-on
service for Green Lawns Plus. The
crews that seed and spread lime treat-
ments have the additional task of
;u:r;lling.

Drezek’s charge for the service is
based on every 1,000 square feet of
turf. He estimates that an average
8,000 square-foor lawn would cost
$125 to aerate. “There are a lot of
variables that go into price,” he says.
That includes obstacles, such as bur-

ied sprinkler heads, and hills. A fee of
$75 to $100 is charged if the obstacles
aren't marked ahead of time and
Drezek’s crews have to mark them.

“It can take upwards of a half-hour to
mark the obstacles,” he says.

Consider any obstacles that may
hinder access to the lawn, Drezek
advises. Even the contractors who
mostly service large lawns should
consider having a walk-behind aerator
in their equipment fleet in case of
smaller lawns or lawns that can only
be accessed with a smaller piece of
equipment, Drezek says.

Early on, Drezek had concerns
about whether he was pricing proper-
ly. Through trial and error, he arrived
at what he felt was a fair rate. He gives
technicians a range of feasible prices
so they can assess the difficulty of the
layout and the time the job will take

to properly charge the customer.

Drezek finds aeration is always
profitable because the tractor-drawn
aerators are efficient, allowing the
crews to quickly move from job to
job. In addition, the technicians
charge the customers for any extra
time spent on a job because of ob-
stacles. Drezek doesn’t know exactly
how much profit is made from an
aeration job but says, “It’s a very good
add-on service. We make an appre-
ciable amount.”

Ultimately, he says, being prepared
and using the right acration equip-
ment are the keys to keeping the
lawns and the business at their best.
“Once you have aeration as an estab-
lished part of your optional services
and people are aware of the advan-
tages, you get a pretty steady income
coming in.

www_lawnandlandscapecom
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WlTﬁTOWCOMMAND SYSTEM, YOUR TRAILER
NO LONGER HAS A MIND OF ITS OWN.

E  WithTowCommand’s* unique series of built-in [ ——
-
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computerized systems, your trailer and your o Bt Bhun Mo SOOR. B "'I:i.'-"
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M Ford F- -350/F-450/F-550 Super Quty chassis - e ——
= \ ‘M‘

q;;;b will brake like a smgle vehicle. Our exclusive, integrated Trailer Brake
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i T Controller eliminates'the jarring and jolting you felt with your
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éftenmarketcontroller Combine this with our Tow/Haul
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% !’““% Mode feature** standard brakes and upfitter  *
switches, and you’ll feel total command over

your truck and trailer.

No wonder Ford F-Series is the best-

selling truck 28 years running, as well as
the number one chassis cab for customer"

<. satisfaction with vehicle'quality.
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hen Rick Meinzer studies oth-
er businesses, including their
staff size, profitability projec-
tions and per-head revenue,
he often wonders how some
of these ventures are making
any moncy.
Meinzer, owner of Cedar
Hills, Utah-based Platinum Landscape & Design, believes these
companies are crowded with excess corporate layers and overhead,
and that this is ultimately driving their profits down.
As a result “I have no office staff, no secretary, no accounts receiv-

able person and no payroll person — I outsource accounting and

payroll to a CPA,” Meinzer says. “I answer my own phone calls — all

lawn & |.mdscapc may 2006 www,lawn;)r\dlandscap@,com
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Dan Reilley and Rick Meinzer,
Platinum Landscape & Design
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ads and signage have my cell phone
number on them. We do all of our
own sales calls, bids, billing, collections
and change orders. We have deliberate-
ly de-layered our corporate structure so
the owners are touching the custom-
ers. We save money where we can by
continually scrutinizing our costs.”

This lean approach enables
Platinum to “keep our business
under the $2-million mark and make
significantly more than others who
are doing $2-million plus,” he says.
“After all, I would rather make 30
percent on a $1-million business than
15 percent on more than $2 million
in sales — the numbers work out the
same, don't they?”

What gives Meinzer the right to
be able to judge other businesses and
dissect his own to maximize results?
His master’s degree in business admin-
istration and 10 years working for the
infamous Utah-based Covey Leader-
ship Center, better known today as
FranklinCovey, for starters. There

s Landscape Attachments

his job was to make other companies
better via leadership development and
business consulting,

The corporate structure and
politics eventually grew tiresome, and
Meinzer wanted to feel the same pas-
sion his clients felt in doing something
they loved to do. Returning to his
teenage roots, where he spent four
years running a small landscape busi-
ness in the San Francisco Bay area, he
started Platinum Landscape & Design
as a side business in Utah, a market %\
research revealed was booming. Three
years later, this $500,000 to $700,000
side job became his full-time venture.
Today, Meinzer runs a more than
$1-million business with just seven
employees and a focus on scrutinizing
costs to maximize profits and system-
izing procedures to boost efficiency.

LEAN MACHINE. Platinum
Landscape’s trick to staying lean is
not spending money on unnecessary
things, investigating costs and making

coverstory > > >
_

a choice that best fits the business yet
keeps overhead down.

For instance, instead of buying or
renting a fancy office that the employ-
ees never spend time in since they are
out in the field all day, the company
rents a Y2-acre yard for $100 per
month. “Purchasing the land would
cost us $350,000, which is $3,500 to
$4,500 a month in payments to own
— not to mention wed also have to
build a building on it,” Meinzer says.

While Meinzer realizes real estate
is an investment, he also believes in
listening to his gut. “If we spend the
money on the office building and find
ourselves strapped for cash, the stress
just isn’t worth it,” he says. “Sure,
wed love to have 2 to 3 acres and do
a water feature display on it, but we're
at a point where we don’t need it — it’s
not E(l:rting our business not to have

this unnecessary overhead. The yard

is perfect for our storage needs, and [

run our office out of my home.”
Equipment is another area where

Turn your tractor into the ultimate workhorse with the Frontier family
of landscape attachments. Frontier rear blades, box blades, grooming
mowers, rotary tillers, and pendular spreaders are just some of the
tools that can help you unleash your company’s potential, Each
one is compatibility tested to maximize the performance of
your John Deere tractor. -

So, whether you're grading a driveway, seeding the
grounds, mowing grass or tilling the beds, Frontier helps S
you get the job done quickly and easily. You'll also save ey
valuable time with the John Deere iMatch™ Quick-Attach
Hitch System. It lets you move from one Frontier NS
attachment to another in record time!

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

USE READER SERVICE # 38
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Have you tried

Meinzer realized he could maintain
a lean routine. When he started
Platinum Landscape eight years ago,
he rented equipment for cach job and
built the expenses into the job cost.
“All I had was a truck payment and |
paid for my trailer in cash,” he says.

But as the business grew, the need
for equipment beyond rentals did too.
After utilizing a variety of brands, try-
ing to teach his Hispanic employees
how to operate them all and fwning
that employees were avoiding certain
machines because they were more
challenging to use, Meinzer decided
to standardize his equipment — focus-
ing on one brand in each category.
This cuts down on training time and
achieved what Meinzer calls strategic
Emncrships. “By investing in one

rand, all of the machines operate

the same way and are maintained
the same way, saving us time,” he
explains.

By becoming a select contractor
using one equipment brand in a few

Our Formula

For Preemergent Success?

Now That’s A Change For TheBetter.

USE READER SERVICE # 39



http://www.platinumlandscape.com
mailto:rick@platinumlandscape.com

coverstory > > >

categories, the company also benefits
from manufacturer representatives
sharing in maintenance and safe
machine operation training, efficiency
evaluations and extended product
warranties for customers at no ad-
ditional charge.

And instead of hiring an in-house
mechanic to repair and maintain
equipment, Meinzer outsources the
work to a mobile mechanic, who fits
their work in on Saturdays and after-
hours on weekdays to decrease down-
time — another strategic partnership.

In addition to equipment, Meinzer
also found a way to save money on
plant material. He used to pick up his
trees, shrubs and plants from a local
nursery, and spent 20 percent more to
do so. Four years ago, he started or-
dering his plant material from whole-
sale growers in Oregon. “They dig it,
put it in a refrigerated semi trailer and
ship it right to my job site,” Meinzer
says. The extra 20 percent he used to
spend for the same material now goes

BetterSolutions.

straight to the company’s bottom line,
and “this is also better for the plant
material because it’s only touched
twice compared to in a nursery where
material is repeatedly handled, creat-
ing more tender roots,” Meinzer adds.
Despite the many advantages, the
wholesale nursery agreement does
involve more coordination, Meinzer
admits. Once a plant list is approved
by the client, he works with a broker
to shop and price the material, as well
as plan its delivery. The plants typically
arrive at the site in seven to 10 days.
Other strategic partnerships also
save Platinum Landscape money.
Instead of hiring an office manager to
do payroll, Meinzer hires his accoun-
tant to conduct twice monthly payroll
and employee filings. “It costs me $75
a month to have my CPA do payroll
and run the reports,” he says. “To hire
someone to do that same work in-
house, which is twice a month, three
hours or so at a time, would cost $90
to $105 (six to seven hours each time

at $15 an hour). Plus, I know our
CPA knows whart he's doing and won't
mess up.”

Despite the fact that Platinum
Landscape & Design is a 40 percent
design/build and 60 percent instal-
lation company, it does not employ
an in-house designer either. Meinzer
outsources the work to several local
landscape architects when these ser-
vices are required.

But even with a two-dimensional
design in hand, Mcinzer says clients
like to see the proposed landscape
plan translated onto the three-di-
mensional environment. “We present
them with the ideas and then take the
can of spray paint and start drawing
out where the beds and water feature
will go,” he explains. “Most of the
time, we hand over the paint can to
the customer and let them show us
what they are envisioning. When
there is involvement, there is owner-
ship. This helps sell the work and, in
some cases, is all that is necessary. A

Crabgrass Control In Bermudagrass'
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formal design isn't always required.”

This also increases efficiency by
decreasing sales time. “When you
work solc?y with a two-dimensional
drawing, it can take four to six weeks
to get a design approved and accepred
by the client because they have a hard
time envisioning what's on paper, but
if we paint the swgn on the land-
scape, it can cut that time down to
one week.”

Maintaining relationships with
these strategic partners can be chal-
lenging since LK:y don’t work for
Platinum in-house and, as a result,
aren’t available at a moment’s notice.
But Meinzer says vigorously commu-
nicating with these partners, provid-
ing them with referrals, paying bills
on time, and keeping rush jobs o a
minimum helps to secure these work-
ing relationships.

Meinzer’s belief that the best sales-
people for a company are its owners
is another lean concept at Platinum
Landscape & Design. Meinzer came

to this realization after one year of
utilizing a salesperson to sell landscape
work three years ago. The salesperson
misbid several jobs and misrepresented
the company’s work during the sales
process. “A lot of owners disconnect
and delegate through layers of man-
agement and get stuck in the office, so
they don't have a finger on the pulse
of their companies,” Meinzer says,
explaining his owner-as-a-salesperson
concept. “They don't know what the
customer is saying, what the trends
are, what the competition is saying

or how the customer compares them
to the competition. For a salesperson,
this is just another job — for me, this
is my life. Messages about the product
aren't lost in translation when the
owners sell the work.”

“Besides, every customer loves to
do business with the owner,” adds
Dan Reilley, Platinum Landscape’s

eneral manager. Meinzer and Reilley
Eandle sales for the co y — each
with a 2006 sales goal ofpan $850,000.

The company’s niche client base is
high-end residential work for custom-
ers with an average home price of
between $450,000 and $1.5 million.
“We strive for a 47-percent profit
margin in this type of work,” Meinzer
says, adding that his average job is
between $50,000 to $60,000.

THE POWER OF SYSTEMS. In addi-
tion to running a lean operation, Plat-
inum Landscape & Design continues
to grow while using the same number
of employees by creating systems that
maximize efficiencies.

What Meinzer learned when
working as a business consultant for
Covey Leadership Center was that
you have to look at the cause of why
employees or customers act a certain
way — something he calls linear think-
ing. For example, one day Meinzer
watched one of his workers use a
shovel to try and move a large rock.
“He should have been using a pry bar,
but instead he broke five shovels in a

A Change For The

We Don’t Make The Turf.

The active ingredient has been a trusted tool in
lawncare for years, but now we've made Pendulum*
AquaCap™ herbicide easier than ever to handle,
mix and clean up — delivering superior control with

reduced staining potential and virtually no odor.

Find out more: turffacts.com
Find a distributor: 800-545-9525

BetterTurf.”

We Make It Better.”

1=~ BASF

The Chemical Company

Always nead and follow label directions.

BASF. AquaCap, Better Solutions, Better Results,

WTMMWCDGIQMTMTM We Make It Better. are trads

rks of BASF. B doisa
of Dow

of a Syng Group C y. Di
ucs«m-ua of United Phosp Inc.

is a regl d

AgroSciences,
© 2006 BASF Corporation. All rights reserved. APN 06-14-194-0002A
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row before I stopped him. I didn’t yell
— instead, I imposed a fine. Anytime

a tool is broken, the person who
breaks it has to replace it. Since then,

[ haven't had any broken shovels.

The best part is that | didn’t have to
reprimand or overly train my workers
to get this result — I just had to change
the system. A lot of people spend time

trying to change a person’s behavior,
but you can't. You have to change the
system to change the results.”
Employees who continually asked
for raises — whether they were de-
served or not — also inspired Meinzer
to enlist Reilley to develop a Compe-
tency Based Compensation Plan. Reil-
ley, a long-time friend of Meinzer’s,

TOOLS AREN'T JUST

WORN AROUND
THE WAIST.

worked in the corporate environment
in Human Resources before he joined
Platinum Landscape. He used his HR
background to set up detailed job
descriptions, including essential duties
and skills, for foremen, crew leaders
and other company positions. Each
level has a pay range. To advance to
the next level, employees have to meet
the requirements of that level, such as
learning to drive a tractor or build a
retaining wall.

“We do annual reviews and salary
increases,” he says. “An employee can
max out, but if he wants to progress
he needs to learn the skills to take him
to the next level. During employee
reviews, we discuss their current skill
sets compared to what they knew last
year. We were getting tired of them
asking for raises and not having the
knowledge right there at our finger-
tips to know whether we were paying
them too much or too little. So we
created this system to encourage them
on their own to develop the skills to
be worth more to us and grow with
us. My employees are now the ones
who drive their skill and competency
improvement — not management. We
simply support them. This took the
burden from us and put it on their
shoulders. The results are amazing.”

Efficiencies can also happen with
clients. Platinum Landscape had
developed a problem related to change
orders two years ago. As crews were
installing the landscape, the client
would critique the work, asking for
more mulch or soil here or extra
plants, trees or rocks there — all the
time not realizing this would result
in a change order and extra fee at job
completion. As a result, an exciting
final walkthrough and client meet-
ing turned into an uncomfortable
experience with customers feeling as
if they spent too much extra money,
Meinzer says. Since those who sell the
work receive a 2 percent higher level
of commission on upsells or change
order sales than on regular sales,
Meinzer imposed a rule — “no com-

When it comes to getting the job done, no other tools are as important as the ones on your
feet. That's why we make so many styles of work boots. And put so much thought and effort
into each pair. Every boot is made with leather chosen specifically for the work you do. And
each boot's sole is designed for different workplace conditions.
If you work in the rain, there's waterproof. In the cold? Get insulated.
Hazardous work? Try steel toe. All of the above? We build those, too.
Get exactly the right tool for the job. Red Wing Shoes. Built to fit.
Built to last. For a dealer: redwingshoes.com or 1-800-RED-WING. T
-

mission on upsells or change orders if
you don’t have a signed change order
form at the time it was requested.”
Foremen were made aware of the rule
and told that if clients ask for any

s* extras, they should contact the sales-
person so he can handle the request.
The salesperson then informs the
client that their request can be met

© 2006 Red Wing Shoe Company

continued on page 64, sidebar on page 62
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Everything you want in a Kubota,
including a gas engine.

ZG Series

Why are so many turf professionals turning to the

Kubota ZG zero-turn mower? Because it’s built to
take on the toughest mowing jobs all day long.
With heavy-duty 48" and 54" mower decks, shaft
drive mower and transmission, hydraulic deck
lift, as well as powerful V-twin 20 or 23 HP gasoline
engines. It's just a matter of time before you turn
to Kubota, too.

Financing available to qualified customers through Kubota Credit Corporation, U.S.A.
I(. J b o rq For product and dealer information, call 1-888-4-KUBOTA, ext. 404
or go to www.kubotaZG38.com

©Kubota Tractor Corporation, 2006

EVERYTHING YOU VALUE
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efore Platinum Landscape secured its visible- Another eye opener was insurance. The company got
from-the-freeway, fenced in, locked "%-acre yard back only half the value of the trailer because of depreci-
to store equipment and plant material, Owner Rick ation, but the policy wasn't written to allow the company
Meinzer says he rented an even less expensive piece  to recoup the costs of the contents of the 20-foot trailer.
of land a few years earlier that was in a more seclud-  To better protect himself against future theft, Meinzer
ed space behind a few buildings. took out a more comprehensive policy that included all of
The space worked well until winter three years ago  his trailers and their contents, Every year, he also meets
when a $5,000 trailer was removed from a truck and with his agent to conduct an insurance audit, going over
stolen, in addition to the tools and equipment from an- what's covered, adding new items to the policy and delet-
other 20-foot enclosed trailer — a total loss of $10,000.  ing old items. “This one hour meeting each year saves us
“We realized at that point we needed a fenced-in some serious money in terms of insurance coverage and
yard with locks and barbed wire that was out in an also our premiums,” Meinzer says. “We get discounts
open area to secure our equipment investment,” now because we've been in business for awhile and the
Meinzer says. agent is willing to work with us each year."

Efficiency / Reliability

Mixing & Dispensing Systems Large or Small
« Fill trucks faster

« Uniform fertilizer
& chemical mixes

rensiance 1o stripe rust and slem nl.
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o+ Mgt by oo i Sotera Systems
and
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‘ Pump & Meter Kits tanks & drums
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———
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1-800-346-7867

Specialists in Liquid Handling Products & Equipment
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. They saymany
hands make light Work.

What they don't sayis
how mucha bunch of
hands goes for
these days.

-

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

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

Saves on Labor Costs. Ga'.!s!.v‘

Tracemark of Dow AgraScences LLC
vy road and fofiow abel arectons
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continued from page 60

as long as they understand that the
extra landscape element is going to
cost a certain amount and they have
to sign this change order authorizing
Platinum to make the modification.
“When you leave the agreement open,
some customers learn to quickly take
advantage of the situation,” Meinzer
says. “Our new rule got rid of a lot of
problems — since we implemented it
two years ago we haven't had one fight
with a customer about a change or(%cr
and no problems with collecting their
final payments.”

In addition to a strict change order
policy, Meinzer also believes in a ruth-
less collections strategy, minimizing
outstanding accounts receivables and
thereby improving overall cash flow.
This starts with the bid, then the con-
tract and is carried out through the
project. “I've talked to other landscape
contractors before who are trying to
collect $60,000 or $100,000 after
three months of trying to get paid,”
he says. “But you're not leveraged after

USE READER SERVICE # 45

three months — you're leveraged after
you're done with the job.”

At Platinum Landscape, jobs
typically require a 50-percent down
payment to commit to the work, then
another 25 percent before trees and
plants are installed and the last 25
percent at job completion. This last
portion is due five days after the date
of “significant” job completion. “We
changed this language in our contract
recently because if a sprinkler head
needed adjusting or a tree started to
die, customers would arbitrarily retain
a certain portion of their payment
until the matter was fixed, saying
the job wasn't finished. These people
were telling us what they thought our
terms were. By adding the words ‘sig-
nificant completion’ vs. just ‘comple-
tion,” we cleared up any confusion.
We define significant completion
when we read through contracts with
customers before they sign them so
they understand our warranty, job
completion dates and payment terms.

We do not discuss fines for late pay-
ments in our contracts. | feel that if
we do, we're giving customers an out.
The payment is due five days after
significant completion and that’s it.
“With regards to change orders,
collections or any communication
with a customer, my belief is that
frustration or satisfaction is simply a
function of expectations,” Meinzer
continues. “If a customer is satisfied,
someone met their expectations and if
they are frustrated, someone didnt.”

GROWTH AHEAD. Provo and Salt
Lake City are two of the major Utah
cities closest to Cedar Hills, where
Platinum Landscape & Design is
based. Provo is about 15 miles away,
while Salt Lake City is 35 miles
away. Salt Lake City is continuing to
improve its status as one of the best
places to do business in America,
based on /ne. magazine’s annual re-
port. The city moved from No. 35 on
2004’s “Best Large Places” list to No.

We can build the lawn care
truck of your dreams

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

© 300 gallon fiberglass liquid tank up front ¢ Mechanical or

pressure agitation ¢ S0 (or 100) gallon fiberglass auxiliary
tank ¢ Gas engine powers agitator and pump

< Diaphragm pump ¢ Mechanicals mounted on auxiliary

tank to save space ¢ Electric pumps available

Fiberglass side
boxes provide dry
storage for 24 plus

Lehman 'Mfg. Company, Inc.
800.348.5196
www.llc-equipment.com
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13 in 2005. On the magazine’s 2005
list of cities with the “Most Balanced
Growth,” Salt Lake City came in at
No. 11. Also, Provo came in at No. 15
on Forbes' 2005 list of “Best Places for
Business and Careers.” These figures
only reinforce Meinzer’s belief that
Platinum Landscape will experience
continued growth in the marketplace.
Meinzer expects 75-percent
growth this year, taking his business
from just more than $1 million to
$1.75 million — an increase from his
normal 10- to 15-percent growth. He
recognizes that this is ambitious and
wants to see how the year progresses
before making any further growth
plans. “We have deliberately con-
trolled growth so we wouldn’t grow
ourselves out of business,” he explains.
“But now I feel that we have the sys-
tems in place to enable us to do this.
[ want to see what it feels like at the
end of this year. If we are stressed out
by the increase, then we'll reconsider
such an aggressive growth strategy.”

“The trick is to make sure we
don't grow too fast so that we lose
our cﬁicicncics. which is when we're
increasing capital expenditures like
equipment and trucks and hiring new
employees too quickly to be able o
handle the work — that’s where profits
evaporate,” Reilley adds. “It only takes
a couple of inefficient and less profit-
able jobs to wipe out what we did
during the year on good jobs.”

This is where Platinum Landscape
struggles with the decision between
having a smaller company that is
more profitable or a larger company
that is not. “The extra amount of
work, resources, overhead and head-
ache required to manage a company
at more than $2 million in revenue
makes the smaller operation so much
more appealing,” Meinzer says. “But
I think if you have the systems to
enable you to grow without sacrificing
efficiency, then this is possible.”

The company’s next step is to hire
a part-time office manager to job cost

the company’s current projects early
in the process so “we can see what we
are making on jobs in the beginning
rather than after the fact to maximize
profit,” Meinzer says.

In addition to a continued focus
on profit, Meinzer truly believes
that Platinum Landscape is “only as
good as its last job,” meaning that he
intends to continue focusing on daily
systems, structure and productivity
improvements. “We provide our cus-
tomers with better results every time
we make an improvement,” he says.
“We are better and getting better all of
the time. But I feel that there is always
something you can do to be better.
And I think that focus will continue
to drive our success.”

Check out the May Online Extras section to
learn about Platinum Landscape's marLeling
methods and how the company protects itself
against legal action from customers.

MANUFACTURER
OF PROFESSIONAL
GROUNDS
MAINTENANCE
EQUIPMENT
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Are you Ieﬂmg customers pay invoices 30, 60 or even 90 days past due? Then youre missing out on

cash flow that's HgH{u”y yours. Getting customers to pay on time takes nmplpmenhng firm policies and

constant communication

f your collection procedure consists of making out
invoices, mailing them and waiting to get paid,
consider this: Each account receivable represents
your money, and it’s up to you to turn it into
cash.
Landscape businesses have a particular challenge
— during busy seasons it’s difficult to take the time
to change policies, and when it’s slow, there is a
concern about customer retention. Still, supplies, plants,
vehicle maintenance and employees have to be paid, and
{ one of the ways to do that is to make sure you collect on
all outstanding invoices.

Credit is a privilege, not a right, and if customers
expect you to carry them on the books there is something
wrong, even if they have been your customers for a long
time. One of the best ways to ensure cash flow is to get
your customers to pay you on time.

by mnch;‘nﬂ ||nn

INVOICE INSIGHT. Hopefully, you es-
tablished some type of payment policies
and shared them with your customers
when you started doing business togeth-
er. Now it’s your job to reinforce those
policies. Here are some suggestions that
can be quickly implemented.

1. Invoices should be mailed so
they arrive on or before the first day of
the month. Even better than mail is if
you can personally deliver or drop off
the invoice at the customer's location.
If you don't use invoice forms, make
sure it is clear to the customer that the
correspondence is an invoice. In many
instances, this can be as easy as using

“INVOICE” as a heading.

Photo: Scott Rothstein/Dreamstime.com
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From out of nowhere comes a compact track loader that won't settle
for second place. The new John Deere CT322 and CT332 really shine with best-in-class
stability. breakout, tractive effort. and travel speed. Plus, they run on a smooth-riding
easy-to-clean undercarriage that's more durable and significantly less expensive to operate
and maintain. To learn more about the many ways these new CTLs redefine productivity,
uptime, and low daily operating costs, see your John Deere dealer. Or call 1-800-503-3373.

www.JohnDeere.com/6350
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2. Invoices should be dated and
have a code or number that makes
it easy for you and your customer to

identify. In that way you can quickly

track payments and identify the
month of an outstanding invoice.
Invoices may be numbered consecu-
tively, or use any other method you

ﬁnd'hclpﬁﬂ. The first three letters of

> > >

the customer’s name followed by the
date might be a useful system.

3. Address invoices to the person
in charge of getting the invoice paid.
Hopefully, you acquired that person’s
name, title and telephone number
when you set up the account. Invoices
sent to the wrong person may take
some time to trace, but if you have

Some See The Glass Hailf Full,
Others, Half Emply.

Developing smart irrigation
plans can save 40 to 50 percent of the
water we're using in landscape irriga
tion.

The Wilkins BR4 Pressure
Reducing Valve is the most versatile
and reliable pressure reducing valve
in its class. By reducing irrigation line
pressure at the source, the BR4 will
save water and increase the efficiency
of any irrigation installation

Available in 1/2" - 2", the
BR4 controls water pressures as high
as 400psi and has an adjustment range
of 15-150psi.

No matter how
you see it, a well
designed residential
irrigation system can cut

water use by half.

See your local Wilkins Rep

resentative for the newest irrigation
catalog or call 805-238-7100 for more

information and conserve water.

WILKINS

a ZURN company
.Zurn.com
& 4 . ! ‘\
| vy
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complete information, you will find it
easier to follow up on late payments.

4., Each invoice should include
the name and title of the person who
authorized the work, exactly what was
done and when, the total cost of sup-
plies and materials, and your payment
terms, such as “Due Upon Receipt.”
You may also want to add a line some-
where on invoices that addresses the
majority of your customers, such as,
“Thank you for your business.”

5. Sometimes it helps to give
CuStomers an incentive to pay on
time. One way to do that is to in-
clude a small discount for payments
made within 10 days. You could also
establish penalties for late payments
(i.e. 1.5 percent of the unpaid balance
charged each month that the payment
is late). If this isn’t your standard pro-

“Credit is a privilege, not
a right, and if customers
expect you to carry them
on the books there is
something wrong, even if

they have been your cus-

tomers for a |ong time.

- Michael Linn

cedure, notify customers in advance
by stating those terms at the bot-
tom of invoices before you issue the
charges for the first time.

GET ORGANIZED. Small businesses
often fail o track invoices in a timely
fashion. But to ensure on-time pay-
ments, setting up a system that shows
you each month who has paid, who
hasn’t, who paid on time and who
didn’t is crucial.

You can also rate your customers
according to their payment patterns.
The system should be easy to under-
stand, such as grading them on a scale
of one to five, with credit limits set for

lawn & landscape may 2006
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“I hardly noticed”

// “l sure did!”

No unpleasant odor

Everyone wants weed-killing power but no one wants a lingering
odor that makes being near treated turf an unpleasant experience.

Your nose and eyes will notice the real difference when you
open a jug of Triplet® Low Odor — less odor and a much clearer
liquid. The reason is the addition of 2,4-D TIPA, a highly refined

ingredient available only from Nufarm. QOutstandi ng perfon‘nan ce
In fact, odor studies have shown that the formulation is The best thing about Triplet® Low Odor is its performance.
preferred 30% more than Trimec® Classic. Imagine, turf This unique formulation of 2,4-D, Mecoprop-p and Dicamba
and chemical storage areas that don't stink! delivers the proven triple-whammy you need to control

dandelion, clover, henbit, plantains and other broadleaf invaders.

— An improved proprietary surfactant package enhances
penetration and uptake into the plant for quicker results.

pH buffering makes more active available to ensure
complete weed kill and long-lasting control.

The optical chemistry provides the advantage of using half the
traditional active to achieve the same level of control,
meaning less pesticide impact on the environment.

| PLE] I. Od &
Contact a Nufarm representative or your local distributor for more information: 'Hfu&fsae!I!l“ty
800-345-3330 ® www.turf.us.nufarm.com P
® Triplet is a registered trademark of Nufarm Americas Inc., Trimec is a registered trademark of PBI-Gordon Corporation Home of Riverdale Brands
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each level of account. types of collection letters to be used mention the failure to respond, and

When you set up the system, also later: one for accounts thart are 15 to include that if payment is not received
include specific methods for follow- 25 days overdue, and the second for by a specific date the matter will be
ing up on invoices that are unpaid. Be accounts 35 to 45 days late. If pos- turned over for collection. If you are
firm about following the procedures sible, the letters should be hand de- uncomfortable writing the letters, you
and remember, a slow pay customeris  livered. The first letter should contain may want to consult a lawyer or an
not necessarily a no pay customer, so all pertinent derails contained in the accountant with that type of expertise.
keep your communications friendly, invoice, point out that the account is

FOLLOW UP. How you

follow up on receivables

“Small businesses often fail to track invoices in a timely fashion. can make the difference
’ ! between getting paid or
But to ensure on-time payments, setting up a system that shows not gerting paid.

. ’ . . Within two days or
you each month who has paid, who hasn't, who paid on time and soiaf your first reinder

who didn't is crucial.” - Michael Linn letcer, "‘f” o visit .‘}“'
customer with the as-

sumption there has been
a snafu which can be eas-
il_\' l'cmcdicd. .\1.!1\( sure

courteous and focused on facts, overdue and state that you appreciate the invoice was received and is in the
Unfortunately, there will some- the fact that they will address the situ-  hands of the right person. Sometimes
times be customers who won't pay or ation immediately. The second letter getting paid is as simple as getting the
who will have to be encouraged to is a final notice. That letter should bill to the right department and the
pay, so get ready for those instances itemize the number of times you right individual. For example, if they
beforehand by writing two different attempred to collect on the account, are a small company, they may not

Ll

ECHO blowers are powerful... ask any pro. Tough
jobs are made easier with ECHO features like a

powerful 2-stroke engine, Pro-Fire®electronic
ignition and cruise control. ECHO is the only brand
with every handheld and backpack blower certified
to the longest engine useful life.

v
Blowers @, "
Chain Saws |
Trimmers
Brushcutters

Ask Any Pro!
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R Lee Ermey, USMC veteran, TV show host, film star

TANK

Only the best-built commercial equipment is tough enough for the world’s & th'aM
toughest critic. And with available Cat diesel engines, nothing is tougher than COMMERCIAL

the “Gunny Approved™” TANK™ M60 and. M72 commercial zero-turn riders. Visit

www.cubcommercial.com or call 1-877-835-7841. YOU CAN'T GET ANY BETTER.™

Cat, Caterpillar and Cat Diesel Power and their respective logos are registered trademarks of Caterpillar Inc. and used with permission,
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have an accounts receivable depart-
ment and the person who handles
payables has other responsibilities, or
the customer may have changed their
procedures or changed staff.

Ger a date when the payment will
be made. There is nothing impolite
in asking for that information. If
you find out the customer is hav-

> > >

ing money problems that will soon

be resolved, you may be able ro set

up payment terms that are mutually
agreeable. Remember, when you issue
credit to a customer you become, in a
way, their business partner and it is up
to you to make that partership work
to your advantage. Be firm about

your payment expectations. If special

Dual Action

Booms

Dynamic Duo

The Industry’s Unbeatable Team

Zero-Turn
Hydrostatic Drive

12 Break-Away Booms

Turf Tracker Time Machine” 5,995
For small to midsize properties

A R A A

Spray 48,000 sq. f.

100 Ib. Capacity
Hopper

Impeller Spreads
4f.,12f, 241

Cargo Rack
200lb. Capacity

Spray up to
140,000 sq. ft.

12’ Break-Away

Turf Tracker Stealth®%9,995
For midsize to large properties

Visit us on the web for great savings!

Zero-Turn
Hydrostatic Drive

C&S TURF CARE EQUIPMENT, INC.
1-800-872-7050 » www.csturfequip.com

ot o R et

> 200 Ib.
Capacity
Hopper

3-Speed
Impeller Spreads
40,120,241
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arrangements are necessary, make sure
you are speaking with the person who
is authorized to make those promises.
Then stay in close touch until full
payment is made.

Isolate line item disputes from
payment problems. Encourage partial
payment if there is a line item dispute.

If the customer is a “we pay when
we get paid” type, and you are going
along with thar, make sure you ger the
details of when and from whom they
expect payment. Let them realize you
are their “partner” in the deal and, as
such, you are entitled to that informa-
tion. Remember, if you are not getting
paid, it is likely the customer is not
paying other vendors. Further, if the
customer has limited cash How, they
will tend to pay the creditor most ag-
gressively pursuing payment first (the
squeaky wheel theory).

If you feel frustrated in getting
payment, it usually means it is time
to consider sending the account to
an outside agent or attorney. It may
still take several months to collect
payment of some type, and if the
outstanding amount is significant
your cash flow can be impaired, so it’s
important to follow your instincts.

If you find yourself with numer-
ous past-due accounts, you should
consider consulting with an attorney
or accountant. Most collection profes-
sionals charge by receiving a percent-
age of any amounts recovered.

REVIEW YOUR POLICIES. Once
you have collected on your overdue
accounts, take a close look at where
you can make changes and prevent or
limit future problems and losses.

Credit applications. If appropri-
ate, take a credit application, even if
you know your customer very well.
The application should include the
authority of the person seeking credit,
the names of persons authorized to
direct your services, Federal Tax ID or
sales tax exemption status, payment
contact, and amount of credit sought.
Also get the name of the bank, and
credit and industry references. Be me-
ticulous abour the process and check
credit references.

Create a game plan. Establish a
credit plan with firm rules that you
share with customers when you ser
up the account. These rules should
include: the size of credit lines; any
limitations on products or services
sold; and interest or service charges
for late payments. It seems obvious,

B o &lndscape
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burt those rules apply to everyone,
even the customers you know very
well. Determine realistic parameters
such as, “How late is late?” In other
words, when is a payment late and
when is it becoming a problem?
Track receivables. Keep informa-
tion current and review that informa-
tion on a regular basis so you know
when customers have exceeded their
credit limits, or when you need to cut
off additional sales to a problem cus-
tomer. If you are not the person who
handles receivables, set up a system
that automatically flags aged receiv-
ables and handles discount provisions
for prompt payment, automatic inter-

est or service charges for late payments,

and provisions for returned goods.
You or your employees should
also be w.udnng, for early warning

“Be firm about following
the procedures and
remember, a slow

pay customer is not
necessarily a no pay
customer, so keep your
communications friendly,
courteous and focused

on facts.”

- Michael Linn

signals such as: changes in owner-
ship; changes in philosophy, location
or personnel; a sudden increase or
decrease in services requested; and if
publicly traded, a dramatic change in
the company’s stock price.
Encourage prompt payment. If
a customer is slow to pay and it is a
company, learn about the company’s
payment procedures, then look for

places in the system that produce your

check so you can head off problems
before they begin. This may be as

easy as finding out when they process

invoices and how far in advance those
invoices have to be received in order
to be paid that month.

Focus on the positives. Credit
extension should be considered a posi-
tive that is an integral part of what
allows you to do business. A customer
who is approved for credit should be
made to feel privileged to join the

ranks of your other credit customers
because he or she has qu alified to be
your business “partner.

The author is a partner at Javitch,

Block & Rathbone, which specializes in
collections and business litigation. JBER
has offices in Cleveland, Columbus,
Cincinnati and Indianapolis.

and Growth

» Cut callbacks and plant loss

* Improve plant survival and health

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

Ask about Roots products,

,‘ today.
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A Field Guide to Turf & Omaméntal
Insect Identification & Managerent
BY DR. RICHARD KRAMER = B

-

This field guide to turf & ornamental insect identification &
management provides lawn and landscape technicians with
unequaled information on the biology, behavior and physi-
cal characteristics of more than 60 commonly encountered
insect pests in both trees and ornamentals. You'll find pest
identification tips and detailed individual pest profiles with
accompanying illustrations, as well as a full-color photo iden-
tification section featuring more than 50 insects.

CHAPTERS INCLUDE:

+ Pest Management and Society
* Integrated Pest Management

+ Pest Identification and Control
+ Pest Management Materials
« Safety

* Turf Insect Pests

* Ornamental Insect Pests
* Equipment

* Glossary of Pest Control Terms

$14°51

FREE SHIPPING

Perfect for lawn care operators, training professionals, training
directors, entomologists, regulatory officials, and technicians!

To Order Your Copy of the Lawn &

Landscape Technician's Handbook: S ; T
1. Visit www.lawnandlandscape.com/store I'd like to order copies of Lawn & Landscape Technician's Handbook
2. Call a Lawn & Landscape Store Representative @ $14.95 per copy.
at 800-456-0707.
MERCHANDISE TOTAL
3. Mail this form to Lawn & Landscape Media Group, $
Attn; Lawn & Landscape Store, Ohio residents add 8% sales tax g
4012 Bridge Avenue, Cleveland, OH 44113,
4. Fax this form to a Lawn & Landscape Store SHIPPING & HANDLING FREE
Representative at 216-961-0364. Inside the United States - first item $6.00; additional items $2.00 each | SHIPPING
Name International - first item $11.00; additional items $4.00 each UNTIL 5-30-06
Title TOTAL AMOUNT DUE $
Company
Address ___Check enclosed (Make payable to: Lawn & Landscape Media Group)
City State Zip i \ ]
Phone Charge my ___ American Express ___ Visa ___ Mastercard ___ Discover/Novus
Fax Card Number Exp. Date /
Email
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Thermal Blue

Solar Green

Thermal Blue Blaze

Dura Blue
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‘\\% Each variety in

the Heat Tolerant

Bluegrass Series has
been specifically bred to

thrive much farther South

than traditional bluegrass regions. These
bluegrasses look much more attractive than
tall fescue and provides four seasons of
color, plus they stand up to heat and wear in
commercial and residential landscapes. The

THERMAL BLUE
—

Series started with the popular Thermal Blue MA
and now includes three other varieties. Each SOLAR GREEN

of the four shows excellent disease and shade
tolerance, yet each has characteristics all
their own.

For beautiful landscapes with the
luxurious look of bluegrass and all the heat,
disease and shade tolerance you need, insist
that the Scotts® Heat Tolerant Bluegrass Series
is part of your blends or mixtures.

LGN DL

LANDMARK

SEED COMPANY

ped at 1-800-268-2379
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Is it necessary for ahandscape

‘ o cover or not to cover? Lawn &
Landscape Message Board partici-
pants recently debated whether
newly sown grass seed needs to be
§ protected in order to produce a great lawn
‘ for the client. Or is the use of a seed-bed
cover just a waste of resource
In fact, landscape contractor Andrew
Aksar, owner, Ourdoor Finishes, Walkers-
ville, Md., recently questioned visitors to
the Lawn & Landscape Message Board as
to whether he should distribute a layer of
straw over the seed he'd spread on nearly
one-half acre. Aksar added that the seed
bed in question was screened topsoil on
sloped ground.

Contractors weighed in with a varicty

WWw. |awnanc“andsca e.com

o materialE

of suggestions rciarding this topic.
However, a number of individuals posted
to the Message Board that many times
the action depends on the condition and
slope of the surface being seeded. Land-
scape contractors, such as message board
participant Kelly Tohill advised straw and
regular watering,
“But don't overwater,” Tohill cautions.
“That causes the seed to move as well.
A little water everyday to get it wet is all
you need to get it to germinate.”
Message Board participant Matthew
Schattner, owner of Mat'z Snow & Lawn,
Kansasville, Wis., believes straw helps
to moderate the soil temperature as the
seed attempts to germinarte. “There have

e b S = s
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SORRY,

This isnot the blade
for those who love to
sharpen

You can spend less time sharpening - a lot less.
You can spend more time producing income - by mowing more grass.
You can - when you put Oregon® Fusion® blades on your mower.

Advanced Cutting Technology

www.oregonchain.com

To find an Oregon® dealer near you and to see the “Fusion® - Better Edge, Better Results” section
of our website, visit www.oregonchain.com.
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been studies done and time and time
again good old-fashioned straw, when

properly applied, still out-performs all

the newfangled ideas when used as a
cover for grass seed,” he explains.

BEYOND STRAW. Many other
participants posted to the Message
Board that they frown upon using
straw with new grass seed because of
the amount of cleanup involved, and
many added alternative techniques

they've come to rely on over the years.

“In 39 years, I have never once
used straw on a seeded lawn and
have installed hundreds of lawns,”
says Sal Mortilla, owner, Landscapes
Unlimited, Long Island, N.Y. “I have
used jute if we had to deal with deep
slopes, but can only think of three
times when that was done.”

Mortilla followed up this post
by saying that when dealing with an
extremely large sloped area, he gener-
ally will subcontract out the job to a
landscape contractor equipped with a
hydroseeder. Otherwise, Mortilla says

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,
You Never Look Back!”

“With a Wells Cargo Behind . . .

Call toll-free (800) 348-7553 or visit us on the web at www.wellscargo.com

he completely avoids straw. “I would
think after germination the straw
would have to be removed causing
damage to the new grass, not to men-
tion the extra labor,” he says. “I never
used it and I never had a problem.”
Michigan-based landscape contrac-
tor Jeff Patterson weighed in that as

“There have been studies done, and good old-fash-
ioned straw, when proper|y app|ied, still out-performs

8" l:he new{ang|ec| ideas wl\en used as a cover ‘Ol’

Matthew Schattner

grass seed." -

long as a limited amount of straw was
used, he didn't believe additional post-
germination work was required to

remove the material. Therefore, it was

WELLS CARGO

“Never Look Back™ Warranty
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Buy it for lookS™
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a sound method to follow. “I used it
on some areas | seeded and, as long as
you don't overapply it, it doesn’t need
to be removed,” he says. "It is organic
material that breaks down and works
its way into the soil. At least that has
been my experience with it.”

Mortilla, however, questioned why,

other than on a hill, would a land-

scape contractor cover a newly seeded

area with any type of substance. “At
continued on page 84, sidebar on page 82

keep it for life!

all aluminum construction

A

|

e i
OFFERING ALL ALUMINUM ENCLOSED TRAILERS, WITHN p
LeNcTHS FRom 10 10 30 Feer, with SEVERAL '
AVAILABLE OPTIONS. FOR MORE INFORMATION OR A :

DEALER PLEASE coNTACT LEGEND.
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Ferromec® AC Liquid Iron gives the deepest green - FAST!
Prove it to yourself - and your clients. Leave 'green’ as
~ your calling card! Photoshop? Naaaah.

¢ Fast Green-Up ¢ Economical
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COntractors often find themselves
sowing grass seed to renovate the
damage done by heavy-duty landscape
equipment to clients’ lawns.

However, how can a contractor seam-
lessly repair the grass without leaving
their clients with beautiful parallel strips
of lime green grass running from the
curb to the work area? It's a question
posed and debated recently to the Lawn
& Landscape Message Board.

Landscape contractor Andrew Aksar
throws down a fescue blend and in-
structs the client to water and nurture
the seeded area until the new grass has
an opportunity to germinate and estab-
lish itself.

*Our clients are given the option of
sodding and almost all of them decline
and just have us seed it," says the owner
of Walkersville, Md.-based Outdoor Fin-
ishes. "If the client waters and nurtures

the seed you'll never know it's been
redone. If they neglect it or allow the
push mower to get too close and blow
the seed away, it'll look like crap.”

However, John Palasek, owner of
JonKar Design Group, Yaphank, N.Y,
offers an inventive solution to this com-
mon problem.

If he knows he'll be driving back and
forth over a client's lawn with landscape
machinery for a few days, Palasek says
he'll first rent a sodcutter and carve
an 8-foot wide path. He then places the
removed sod on a pallet and makes sure
to water it daily.

*No lime green strips,” Palasek says.
“No different grass. It's their turf, the
same as what was there before. Sure, it
doesn't look perfect when it goes back
in, but usually in about a week or so, it
greens up. And in another week or two,
you'd never know that we were there.”

To find oul more about us and
the opportunity U.S. Lawns

can offer you, contact;

* Superior Financial Management
* Low Capital Investment

« Financial Assistance

* Protected Territories

U.S. Lawns

» Ongoing Support
» Corporate Purchasing Powar
« Sales & Marketing Guidance

4407 Vineland Road * Suite D-15 « Orlando, FL 32811 ’ 3
Toll Free: 1-800-USLAWNS « Phone: (407) 246-1630 « Fax: (407) 246-1623 ¥ Y
Email: sales@usiawns.net « Website: www.uslawns.com
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It’s All About The Compapy You Keep.

The company you keep says a lot about you, the
quality of your products, the service you give your
customers and your objectives as a growing business.

At Southwest Greens, we're proud of the company we
keep. Since 1997, we have established an interna-
tional network of top flight franchises that lead the
industry in the sale, design and installation of
championship-caliber premium golf greens and other
premium synthetic surfaces, Our expert knowledge
and commitment to quality has attracted the finest
professional golfers in the world

Tour golfers like Vijay Singh. Sergio Garcia, Jim Furyk,
Hale Irwin, David Toms and Chris DiMarco have
selected Southwest Greens to custom design and install
sand filled golf greens at their homes.

Nicklaus Design recently chose Southwest Greens to
work with its design team to offer a premium line of
golf greens. And, our acclaimed Envy Lawn turf
products are some of the best in the industry.

Southwest Greens is pleased to offer a limited number
of franchise opportunities to individuals and
companies who share our drive and commitment to
quality. We offer exceptional comporate and technical
training and national and local marketing support.
And, we have an extensive network of vendors,
suppliers and other franchise owners who can help you
succeed at Southwest Greens

Join @ company that cares about the company it keeps,
Call Southwest Greens today at 1-877-260-7888. We
look forward to hearing from you

_—
W/
o
SOUTHWEST GREENS

Putting Greens « Synthetic Grass - Play Areas

Visit us at www.SouthwestGreens.com
or call us toll free at 1.877.260.7888

Southwest Putting Green Technologies, Inc., 8535 E. Hartford Dr., Suite 105, Scottsdale, AZ 85255
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“With the quality of product they
have to offer, a support system that
is incredible, the endorsements, and
the professionalism and integrity of
Southwest Greens... it’s the best
investment we could have made."
Southwest Greens Sacramento —
Cottage Landscaping

SWG" has created a support base
that ensures each dealer that they

alone in their quest for

A NEY
sucoess... from the extensive training
of our installation team, to the daily
accessibility of the management to
answer any and all questions.”
Southwest Greens Long Island —
Island Hardscaping

“Southwest Greens impressed me
from day one by doing something
as simple as doing what they say
they will do! That is the way | do
business and | want to affiliate
with people like that™

Southwest Greens Houston
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Asset

800.475.0311
include.com

“Great Software!”
“Great Training!”
“Great Support!”

Close More Sales

Increase Production

INCLUDE
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continued from page 80

best, | would think it’s old-school
horticulture,” Mortilla posts to the
Message Board. “When | say old-
school horticulture, | mean methods
that no longer need to be applied due
to the advances in science. If you use
the proper top soil and properly sow
in the seed, nature will take it from
there as soon as the seed touches the
soil and is watered.”

Straw, posts Todd McCabe, presi-
dent of McCabe Landscape Group,
Wrightsville Beach, N.C., helps hold
moisture while also preventing rain
or sprinkler water from washing away
the seed.

“Even when it is in a flat area
the seed will move around a bit
when watered,” McCabe says.

Steve Cissel, founder and chief
executive officer of the online
green industry directory
GIYP.com, added that the cover
traps water vapor, which assists
in seed germination. “We are
experimenting with cover crops
that will give us the equivalent of
a strawed/mulched seed bed.”

Message Board participant
Aaron Smith posts that he prefers
to use a biodegradable pellet-
based product, impregnated with
a fertilizer that expands when
watered and protects grass seed,
eliminating weed seeds and straw
clean up. “I like that stuff,” Smith
says. “It works well, and if sold
correctly, the customers do not
seem to have any problem paying
the litdle bit extra for it

“I don't use straw as a rule,”
Smith continues, “And the big
no-no — even though tons do this
in Vermont — is to use hay. It results
in weed sceds galore.”

Message Board participants ques-
tioned Smith about the use of expand-
ing pellet products. “A thin layer can
be applied using a spreader on a large
opening setting,” Smith says. “Go in
one direction, then 90 degrees in the
other for best coverage. No need to go
too heavy.”

Mike Kulp, owner of Grass Roots
Landscaping, Broadway, Va., uses
mulch on every lawn because it grants
better results with less mess.

Many landscape contractors
concluded that, overall, some sort of
top dressing is beneficial to the newly
sown grass seed because it helps retain
moisture needed for germination,
provides stability for the seed and dis-

best of theweb > > >

courages animals, such as birds, from
feasting on the sced.

However, message board partici-
pants post, economically, straw is the
cheaper choice.

Chad Stern, the owner of Chevy
Chase, Md.-based Mowing & More,
says peat moss would also serve as a
suitable protective material.

Moruilla agrees. “If I had a choice
and I need to use anything, I would
use the peat, which we do use on
the rejuvenation of some lawns,” he
says. “On small areas were a quick
germination is a must — for example,

if there is a party planned, or such, in
a few weeks — we cover the area with

burlap tarps after watering. It’s also a
common practice for us on slopes to

presoak the seed for a few days prior

to the install.”

However, Rick Brauneis, owner of
Vision Designs, Orlando, Fla., may
have made the definitive posting to
end the debate on this issue. “Sod is
best,” Brauneis says. “But only when

applied green side up.” @8
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Visit the Lawn & L.:mdscapp Online Message
Board to continue this discussion. While
youre there, be sure to welgh in on other
discussion threads or create your own
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issue focus - riding mowers Rt

Landscape contractors
ind riding mowers can

help them accomplish

more in less time.
y ‘
o/ 4

=,
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The World's Fastest Lawn Mower
b aaced andondde An2mmran Fenlitsn

Photo: Dixie Chopper

hen Rick Leal broadened his construction business to
include landscape maintenance seven years ago, he was
given sound business advice concerning the type of mow-
ers he should use — walk-behind or riding. “The folks we
brought in to run the maintenance division had experi
ence and felt riding mowers should be part of most crews,” says Leal, vice president
of Vila & Son Landscaping in Miami, Fla. “Even at smaller sites, they said a rider

is the best option in most cases.”
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To cut different types of grass in ""4"& B &
sun and shadow, you have to change the deck 2,

height quickly and easily — because in lawn maintenance,

time is always money. s

Now, Wright's Stander RH™ and Sentar® mowers feature rapid deck height adjustment,
controlled by a single lever. Combined with the speed and agility lawn maintenance professionals -
have come to expect from Wright's riding mowers, Wright's lever-action height adjustment can

help you rise to any mowing challenge — and cut the competition down to size.

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

THE WRIGHT WAY TO MOW.

@right
commercial products

For more information, call
1.301.360.9810 or find our dealer
locator at www.wrightmfg.com.
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At Vila & Son Landscaping, crews using riding mowers can complete a mainte-
nance job in less than two-thirds the time it would take that same crew if they
were using walk-behind mowers. Photo: Yazoo/Kees

Leverage Your Experience and Knowledge
Add-On General Pest Control:

Become an Owner/Operator
in a protected territory with

Truly Nolen of Americal!

The Best Marketing Plan
+ The Best Support
+ The Best Training
=The Best System
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With both commercial and resi-
dential jobs and an average job size of
5 acres, Vila’s crews have their work
cut out for them. But today’s riding
mowers enable them ro complete the
tasks at hand in less than two-thirds
the time it would take with a walk-
behind, meaning they can complete
more jobs in a day. Like Vila, many
contractors are experiencing increased
profits by using riding mowers, and
recent innovations are making these
machines even more efficient.

DOWN WITH DOWNTIME. Drive
time and other downtime takes away
from profit, so when Leal’s crews are
on the job, he promotes the fastest
way to properly maintain lawns and
move on. “Here in Florida, we have
a lor of rurf to mow. In our case, the
riding mower is better,” Leal says.
Almost all of his crews have ar least
one riding mower on each of their
trucks. “Less time to cut means more
productivity,” he says.

CHEMICALS COMPANY, INC.
OVER 40 YEARS OF RELIABILITY

200 GALLON LAWN RIG

* 200 GALLON OLDHAM TANK WITH BAFFLE.

* HYPRO D30 TWIN DIAPHRAGM PUMP.

* 5.5 HP HONDA ENGINE.

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

INSECTICIDES = FUNGICIDES « HERBICIDES
SAFETY EQUIPMENT » SPRAY RIGS AND ACCESSORIES

1-800 888-5502

PO BOX 18358

3701 NEW GETWELL ROAD

MEMPHIS, TN 38118
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" Precision Engineered,
Built to Last.

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

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

Take your business to the next level. ‘Visit your Scag dealer today to see the Scag difference sc AG
®

for yourself. To find an authorized Scag dealer near you, visit www.scag.com.

Scag Power Equipment, Division of Metalcraft of Mayville, 1000 Metalcraft Drive, Mayville, Wi 53050 www.sca g .COom
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Even in the San Diego area, where
large sections of turf are rare, Tom
Heaviland keeps two riding mowers in
his fleet. Heaviland, owner of Heavi-
land Enterprises in Vista, Calif., says
some of the company’s jobs consist
of more than an acre of turf each and
riding mowers are most efficient for
those types of landscapes.

1~ g

100 - 1200 GAL
JET AGITATION

MECHANICAL AGITATION
also available

SIMPLY BETTER
800|638

WWW.EASYLAWN.COM

sales@easylawn.com

Heaviland has never measured the
productivity of a riding mower vs.
a walk-behind mower, but says the
riding mowers have larger decks than
the walk-behinds, which means they
can cover more surface area and get
the job done quicker. Plus, riders cut
down on operator fatigue, he adds,
saying, “If we can ride on an area of

1769
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'SEEDA-VATOR®

/

Having over 1,500 acres to maintain can be challenging and over-
whelming at times. The all-in-one ability of the SEEDA-VATOR"
makes it a lot simpler. One person can aerify, seed, roll for over-
seeding. This was the first machine I asked membership for when %
1 got this job. I believe it pays for itself in the first year.

MATT HAMMERSTEIN

E il”-ﬁt\)" CALL FOR A FREE VIDEO TODAY  GOVERNOR'SLAND
AT TWO RIVERS

=lrodcts g900-363-8780 e v
WWW.1STPRODUCTS.COM - SALES@1STPRODUCTS.COM
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turf vs. walk, we'll do it.”

And, according to Lawn &
Landscape research, other contractors
feel the same way. Approximately 70
percent of contractors said they offer
mowing services. And while 32.1
percent plan to purchase riding mow-
ers this year, only 28.2 percent plan to
purchase walk-behind mowers.

The main reason contractors
prefer riding mowers is because they
can cover more ground in a shorter
amount of time than walk-behinds,
according to Sean Dwyer, associate
product manager, Husqvarna Turf
Care Co., Charlorte, N.C. Walk
behind mowers average 6.5 miles per
hour, while zero-turn riding mowers
typically average between 9 and 10

“There has to be a

balance between qual-
ity and ground speed.
Don't get lured into

' mind-blistering speed

" when buying riding mow-
ers. When speed hits
15 miles per hour, the

mower is past the point
of productivity."
- Sean Dwyer

miles per hour, he points out.

However, there is such a thing as
a mower that moves too fast, Dwyer
says. They result in a sub-par job
which often needs to be re-cut, mak-
ing the job last longer than it needs
to be. “There has to be a balance
between quality and ground speed,”
Dwyer says. “Don't get lured into
mind-blistering speed. When speeds
hit 15 miles per hour, the mower is
past the point of productivity.”

What contributes to this increased
speed is more power. Some newer
models of mowers are equipped with
up to 33 horsepower vs. just 14 horse-

lawn & landscape may 2006 www.lawnandlandscape.com



http://WWW.EASYLAWN.COM
mailto:sales@easylawn.com
http://WWW.lSTPRODUCTS.COM
mailto:SALES@1STPR0DUCTS.C0M

GwiC
| BUSINESS 5>

(“‘ - k CENTRAL

D
I

L 5 9 I

T

It‘llllilfli}’.’tt’rlli'lltlill/iztglrlzllilrl

eSS
7

4 gn—

uew GMC W-4500 DIESEL] |2 cmc 5500 DUMP

Duramax Diesel, Automatic
Preferred Vendor For Crysteel Deuc I\nll dy,

U.S. Lawn Franchisees Heavy Duty Hitch

2006 GMC W-4500 CREWCAB 2006 GMC W-4500 2006GMC €-5500 DUMP

el, 18t Van Scaper Body 2-Way Tail Gate, 40-inch 300HP Duramax Diesel Allison Automatic
\ tomatic, AC, AN 11\1 50-inch Side-Opening I‘ Iransmission AC AM/FM Cassette

T T Ty — 790

?
?
(i
7 N
7
e
’.
&
7
9
(i
/i
/
2
16
A
()l
.
,
/
.
7
4
?
/)
(i
g
4
) @
"
"
y
/
y
/]
(
g
dr
?
g
y

i
\
{
!

em €-6500 ue GMC W-4500)f25GMC W-3500 DIESEL

) GBW, 6-Speed Manual Trans, 7.8 190 HorsePower Die Automatic AC AM/FM CD
Hl Duramax Engine I\H I‘mn[ Bo 1\ Automatic AC \\l {; \I ( I‘ Enclosed 18 Ft l.:ml»mpn Body
vn ides w/Barn Doors, Tow Pkg, Tarp System 19 Ft. Landscape Body In Stock Ready 10 G

ble with approved credit. See de
WWW. ccommerc1altrucks com

email:sales@ mcgq{vmerualtrucks com
\\\\\\\\\\\\\\\\\\v‘“" 5\“%&:111”11 s,

USE READER SERVICE # 73

-

z

.““.\\‘“\}‘.‘\‘ >

N,



http://www.gmccommercialtrucks

maxx 4 ,",.( ||

ATARILIZED WmiTHOOEN

www.stabilizednitrogen.com * 888-425-8732
UMAXX is o registered trodemark of AGROTAIN International, LLC

a issue focus - riding mowers ~» > >

onsidering the heavy use of riding
mowers, the future of walk-behinds
comes into question. But walk-behinds
still have their place, says Sean Dwyer,
associate product manager, Husqgvarna
Turf Care Co., Charlotte, N.C. Most con-
tractors still have at least one on each
truck for smaller jobs or slopes, he says.

Yet not all walk-behinds are expected
to survive, Dwyer predicts. Therefore, he
says, some of the smallest zero-turn rid-
ers are 36 inches wide, which is the width
of an average walk-behind. Some of the
bigger walk-behinds may disappear with
the rise in smaller riding mowers.

As a result, there will always be the
drive to improve the riding mower. Jef-

frey Ratliff, product marketing specialist,
Massey Ferguson, Duluth, Ga., sees more
improvements to controls and more focus
on hydrostatic transmission and subcom-
pact tractors as likely developments in the
next five to 10 years.

While rotary riding mowers aren't
predicted to go anywhere, manufacturers
are beginning to look at alternative ways to
mow a lawn, Dwyer says. “"Essentially, the
rotary mower as we know it has been in
existence forever," he says. “People start to
think, ‘Is there better way to cut grass?' The
next question is, ‘How do we get away from
rotary?' Some companies have even begun
experimenting with lasers as a way to cut
grass.”
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CONSTRUCTION TOUGH

FOR OVER 50 YEARS

For over 50 years,

Litde Beaver earth drills
and augers have been the
#1 choice of landscape
professionals. That's
because Little Beaver's
exclusive design provides
fast, safe and efficient
torque-free digging

Unsurpassed Features

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

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

Full product line indudes
mechanical and hydraulic
models

.

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

Call, or visit us
online for FREE video
and literature

800-227-7515

www.littlebeaver.com
sales@littiebeaver.com
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power, which was the
standard 20 years ago.

Despite rising speed
and power, some factors
can influence cut and
cause downtime. Damp
grass, for instance, can
often result in downtime
because it’s difficult to
mow properly. But some
newer riding mowers
can make it possible for
carly morning mowing
in dew-covered grass or
turf wet from irrigation.
The feature making this
p().\_\il)lc is (hc (lccp (unncl dcck.

“The deck has a very deep tun-
nel that can allow better processing
of grass in wet conditions,” Dwyer
explains, adding that the deck can be
tailored to an area’s specific needs by
adding or removing baffles. “This is
also ideal for areas of thick grass or
heavy-duty jobs.”

New innovations that disperse

If you were featured in this issue or any other issue of Lawn & Landscape magazine, take
advantage of our article reprint services designed to help you meet your marketing goals.

Some newer riding mowers are incorporating features that ease operator fatigue,
such as cruise control and hydrostatic transmission where a foot pedal is used to
switch gears. Photos: Massey Ferguson (above and pages 94, 95), Exmark (page 92)

grass clippings better are also saving
contractors time, Dwyer says. For
instance, an operator has to go over
an area more times to cut sufficiently
if the clippings haven't been dispersed
evenly, especially in thick turf.

COMFORT AND SIMPLICITY.
Landscape contractors also turn to
riding mowers because they are easier

on operators bodies

that excessive fatigue
means less will be
accomplished in a
day. “These curters
are on the machines
cight hours per day,”
says Cathy Scort,
sales manager, Rich
Manufacturing,
Thorntown, Ind.
“They want to be
more comfortable.”
Ruthanne Stucky,
vice president of sales
and marketing, The Grasshopper Co.,
Moundridge, Kan., says comfort is a
necessity if a business is to succeed. “A
zero-turn rider has all of the maneu-
verability and trimming capability
of a walk-behind mower without the
fatigue,” she says. “It provides a com-
petitive edge over those who are still
using walk-behinds because the opera-
tor can work longer stretches without

Coverage in the industry’s leading publication offers

tremendous brand-building value for your company!

Position your organization as both a product leader

and an industry expert. Custom reprints from

Lawn & Landscape magazine can be used for:

Sales Collateral

Direct Mail Campaigns

Media Kit Supplements

Conference Materials

Web site Enhancement as a PDF

And so Much More!

and contractors know

WwWWw, awnandlandsc ape.com
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Ru;k Leal, vice president, Vila & Son Land-
scaping, Miami, Fla., has tricks to cut down:-
time on the job as much as possible. Giving the
employees their schedules ahead of time is one
way he does this. “Every employee has to know
the weekly schedule of jobs by Monday so they ar
rive to work with a purpose and get out before the
traffic,” he says. The first of the crews leaves at
6:30 a.m. and they're all on the road by 6:45 a.m.
Leal limits their service area to places where
they feel they can complete more jobs in a day
He has multiple branches so the crews can be

closer to the jobs. His Orlando branch has the

—p
i, S o In print or via our new digital
edition, Lawn & Landscape is
the industry’s most turned-to
publication for news and
product information.
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area, with a 100-mile radius, He
hopes to cut down by adding another satellite office

The client can't be too far away because the dis-

crews from traveling there often

they can tackle in a single
sne area helps to cut down on windshield time.

He admits, though, that some of the job loca-
tions are spread out, which means more travel time.
‘That's probably something we can do a better job
at,” he says, adding

hat a better routing system

would ht:'li) W

Lawn & Landscape Digital Edition is the

same magazine you've relied upon for

25 years — delivered to your inbox, providing:

* Convenient access to the industry’s
leading publication
* Easier to save ‘back issues’ for
future reference |
* Fully searchable to quickly find !
topics most relevant to you l
* User-friendly format to share :
articles with co-workers 2

sential for landscape
contractors to keep in mind that
productivity goes hand in hand
with quality, says Tom Heaviland,
owner of Heaviland Enterprises,
alif. He has supervisors
s to inspect each job. The
arvisor, landscape contractor
and customer all judge the job. If
the supervisor grades the job with
out of a possible 100
ts, the employee is rewarded

with a gift card or other incentive

To ensure you receive the digital

edition,visit www.lawnandlandscape.com

and click on “Magazine” and then click
on “Subscribe” and update your

QUW\CK CLICK

subscriber profile.
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EdgePro Ultra”
PUC Landscape

Pm—————

system

The sleek look
of metal edging with
the advantages of PUC!

» High-end,finished look
» Competitive price
» Versatile anchoring options

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

» Custom-designed connectors

| EdgeProe o

L

PH:

-Exclusive!

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

Spike Anchering 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.

C Dimex

MANUFACTURED BY DIMEX LLC
1.800.EDGEPRO | 1.800.334.3776

28305 St. RL. 7, Marietta, OH 45750
1-800-334-3776 FAX: 1-740-374-2700 www.edgepro.com
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needing a break and be fresh enough to take on more jobs in
the same amount of time.”

Because of an operator’s need for comfort, improved
ergonomics are becoming an increasingly common feature
on riding mowers. For instance, vibration control and more
user-friendly steering levers enable OpErators o work longer
and experience less fatigue, Dwyer says. Whm hands go
onto levers, sometimes there are cocked wrists,” he explains.
“That can play into fatigue over the course of a day. Ergo-
nomic controls fix that.”

Not just for the road anymore, cruise control is another
newer feature on riding mowers that helps with productivity
because it’s convenient, says Jeffrey Ratliff, product market-
ing specialist at Massey Ferguson, Duluth, Ga. Hydrostaric
transmission also helps overworked operators because in-
stead of having to shift gears, they only have to push a foot
pedal to switch from forward to reverse, he says.

The focus on ergonomics is only a recent development,
Ratliff points out. “I don't think 10 years ago people put
much thought into where they placed controls,” he says,
pointing out that mower manufacturers are now more con-
scious of where controls go, and some even color-code the

Manufacturers are continually making improv to riding
operator controls to increase their ease of use. Photo: Dixie Chopper

controls to \'implifv operation.

Simplicity in controls also means there are fewer instruc-
tons to read and landscape contractors don’t have to worry
about whether their diverse workforce is able to read the
instructions before operating equipment, Scott says.

SHOP AROUND. When shopping for riding mowers,
contractors should first figure out the tasks they will be used
for, Ratliff says. For example, contractors should think about
whether they will be juggling multiple tasks that would war-
rant an auachmcn(-capﬁlc model.

Next, pay attention to how the product has been made
and compare apples to apples, Scott says. For instance, be
aware thart there are two types of zero-turn riding mower

lawn & landscape may 2006
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Irrigation Landscape Regional Nursery Wholesale Centers & Landscape
Equipment Lighting National Nursery Direct Services Supplies

“To compare

John Deere Landscapes
to other suppliers is like

comparing Apples to Oranges...”

“JOL has better Staff, better programs, mere communication and faster

response time. On any given day, | will get at least one phone call from a JDL team

member. This ranges from the counter guy, to the branch manager, my sales guy, or even

the regional vice president. They all work for me, but | don't have to pay
their salaries.”

— Eddie Scipper, President, The Rain & Shady Landscape Corporation

John Deere Landscapes is your one supplier for all the irrigation, lighting and landscape supplies you need. Plus, we have
a Direct Sales team ready to handle your large volume projects. Check with your local branch for a contact in your area, or
visit www.JohnDeereLandscapes.com.

With over 275 branches nationwide, we have a location near you. Stop by and see what we can offer you today!

800-347-4272 www.JohnDeereLandscapes.com
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Photo: Exmark

dul\s — front-mounted and mid-mounted, Stucky says.
“The front-mount machines have a three- or four-wheel
power unit design with the cutting deck mounted for-
ward of both the engine and operator’s seat position,” she
explains. “The unit usually has single or dual tail wheels lo-
cated in the rear. Mid-mount units, on the other hand, have
a four-wheel design with the cutting deck mounted under
the operator’s seating position and in front of the engine.”

The quality of a mower’s more expensive components,
including hydraulic pumps and the spindles that run the
blades, should also be considered during the buying process,
says Matt Land, national sales manager, Dixie Chopper,
Coatesville, Ind. A mower should also be easy to maintain
and have replaceable parts that are easy to find, Land says.
“If you buy cheap you're going to get cheap,” he warns.

Be aware of what the warranty covers, Ratliff adds,
pointing out that one of the most important considerations
is the quality of the dealer and whether the dealer will be
able to prorvide the parts or support needed down the road.

Dwyer agrees. “Realistically, there are very good products
in the zero-turn commercial industry,” he says. “Burt at end

of day, for the landscaper, a network is important. You're
only as good as the backup you've got.”

aving the most updated equip-

ment is one thing, but if the
operators don't know how to properly
use it, the likelihood of productivity
shrinks, Training the crews on each
piece of equipment is impartant,
says Rick Leal, vice president, Vila &
Son Landscaping, Miami, Fla., add-
ing that equipment maintenance is
also important.

At Vila & Son, mower fueling and maintenance
is performed in the afternoons after the landscape
contractors finish the day's jobs and return to the
home base. They are then ready to perform again the
next day. The crews load up their machines in the
morning before they leave for the day's tasks. There
are multiple supervisors at Vila & Son making sure
the crews are staying on task and making the most
of the work day.

Tom Heaviland, owner of Heaviland Enterprises in
Vista, Calif., says his crews also load the trucks in the
morning to prevent theft during the night. To save
time during the work day, Heaviland keeps backup
pieces of equipment that can be run out to a job site
if there is ever a malfunction.

lawn & |andscape may 2006
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ZMASTER |

Introducing the Toro™ Z500 Series. Finally, a mower you can fine-tune to
conquer any condition. Its new TURBO FORCE™ deck features a unique no twols

adjustable front baffle. Open it wide to conserve power and increase mowing speed.

Close it down for micro-sized particles and maximum discharge velocity. Or choose the Count on it.
perfect in-between setting in just seconds. Rugged? All Z500 Series decks have 5.5" deep,
high-strength, 7-gauge steel construction top to bottom. Plus the industry’s largest
cast iron spindle assembly with tapered roller bcarings. To learn more, contact your

Toro landscape contractor equipment dealer or visit toroZ500.com.
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There's not much on a landscape job site that a skid-s

ight attachment cant tackle

eorge Stiscak Jr. couldn’t be a successful landscape contractor with-
out one.

“I just couldn’t do the jobs I do as a landscape contractor
without my skid-steer loaders,” says the owner of Horses Landscap-
ing, based in Valparaiso, Ind., who utilizes three of the tracked,
multi-tasking motorized machines. “From grading for a lawn to
moving a variety of material o digging holes, whatever job you can
contemplate needing done when working in the landscape industry,
you can do with a skid-steer loader.

“They’re nice and mancuverable in most conditions on the job site — even snow and
ice,” Stiscak says. “This allows you to use them year round, which is nice because these
machines are not cheap. The benefits really are endless.”

Seeing a skid-steer loader cruising about a job site is a common site today as more
and more contractors realize and utilize the benefits these machines bring in increasing
efficiency and productivity. With a seemingly unlimited array of attachments, landscape

by mike zawacki




contractors can do in a single day
with one machine what would take an
entire crew a week to accomplish by
hand.

“Skid-steer loaders allow landscape
contractors to complete a task more
quickly than they could with manual
labor,” says Kent Pellegrini, sales sup-
port consultant, skid-steer and multi-
terrain loaders, for Peoria, Ill.-based
Caterpillar.

Versatility, mancuverability and
adaprability are the hallmarks of a
skid-steer’s potential on the job site
and the main reasons why landscape
contractors so readily label this ma-
chine as an essential tool and worth-
while investment, says Dan Rafferty,
product marketing manager at JCB,

based in Savannah, Ga.

“The skid-steer really is the perfect
machine for the landscape contrac-
tor,” Rafferty says. “Whatever a
landscape contractor needs done on a
job site — from leveling and grading to
bulk land clearing — the skid-steer 1s
the prime mover for those tasks.”

THE EUREKA MOMENT. Gener-
ally, contractors add a skid-steer to
their landscape operations in order to
troubleshoot a particularly labor-in-
tensive task. Or, another scenario is
they've grown their business to the
point where the investment into this
type of heavy-duty machine — on
average between $18,000 to $55,000,

depending on the machines size and

Photos: Caterpillar, JCB (page 100)
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power potential — will allow them to
increase their scope of applications
and services offered to clients.

It’s a eurcka moment for the land-
scape contractor, the point when he
realizes that in order to increase busi-
ness or beef-up his competitiveness
he needs the advantages a skid-steer
brings to the job site, Pellegrini says.

“I’s not unusual for a landscape
contractor to rent a skid-steer and
various attachments prior to making a
purchase,” Pellegrini says. “But many
will then purchase a machine and
the work tools they use the most, but
then continue to rent other attach-
ments for particular jobs.”

And there’s a lot for landscape
contractors to like about the current

www.lawnandlandscape.com
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generation of skid-steers available on
the market. Relatively recent improve-
ments and innovations include vari-
able hydraulic controls, which allow
the operators to modulate the amount
of hydraulic power — measured in
gallons per minute — reaching an at-
tachment, says Brad Lemke, director
of product development at Grand

k

THE MOST AFFORDABLE
IN THE INDUSTRY.

FREE DELUXE SEAT UPGRADE! |

ment

> > >

Rapids, Minn.-based ASV.

“This allows the landscape opera-
tor to use the attachment slower and
with more finesse,” Lemke says. “For
example, this is nice when you're
using a four-in-one bucket to grab
something. Modulating the amount
of hydraulic power allows you to
grab it and pick it up rather than just

ol

For a limited time, upgrade to a deluxe fullsuspension seat | |
FREE with the purchase of any Max2 or Mid-Max zero turn. | |

Plus, receive special 5.9% APR

Value doesn’t have to be expensive. Yazoo/Kees proves that.

YAZOO/

*Offers expire 5/31/06. Financing subject to credit approval. First monthly payment is
due in 30 days. Certain restrictions apply. See participating dealer for details.

financing for 36 months.*

KEES
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smash into it at full power.”

In addition, many skid-steers
on the market feature ergonomi-
cally comfortable cabs, with arm bar
support, hear and air conditioning,
removable side windows and suspen-
sion seating.

“The trend is definitely headed
towards less cramped space in the cage

Skid-steers allow contractors to complete tasks
in one day what may take a work crew a week to
accomplish by hand. Photo: Bobcat

and finger-tip style controls,” Lemke
says. “The cabs are getting nicer with
an almost automobile-like feel ro
them.”

With increased attention to more
logical and case-of-use elements,
manufacturers have simplified con-
trols and increased maneuverability by
adding pilot-style joystick controls for
one-handed operation.

“You really don’t need to constant-
ly use two hands anymore,” Stiscak
says. “You can scratch your nose as
you drive a skid-steer across gravel.”

Likewise, more skid-steers are
available with hydraulic quick attach
mechanisms to allow the operator to
change tools without leaving the cab.

“You can change the attachment
without getting out of the machine,”
Lemke says. “You simple hit a button
and can hook and unhook the attach-
ment. This increases efficiency as well
as safery.”

Coupled with other safety and
creature comforts, skid-steers improve
the way landscape contractors get
tasks done on the job site.

“We have air conditioning now
in our skid-steer cabs,” Stiscak says.
“Don't tell anyone, but it has made
life real casy.”

lawn & ‘andscaﬁ may 2006
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! THE NEW 36/42 HUSTLER MINI Z°

THE BIGGEST NEWS IN SMALL MOWERS

A true, commercial-duty unit in a compact package. Not a residential-duty mowerposing as a
commercial product. The newly designed, full-floating 36" or 42" decks, incorporating superior
XR-7"technology, offer the highest-quality cut and finished appearance on the market.
Access through gates, between landscaping and trees and loading on crowded trailers has
never been easier on a Z rider. With side-discharge, mulching or catching these new decks
will produce an immaculate lawn in all the right places.

HUSTLER () 00 395 4757 - www HusTLER
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And while skid-steers improve job
site efficiency and productivity, it's a
common misconception that these
machines allow a contractor to cut
his workforce by two, three or more
laborers. Such a notion is a quick,
short-term solution that doesn’t take
into account the long-term advantages
and potential growth opportunities

the skid-steer provides the average
landscape contractor, Rafferty says.

“Cutting your workforce is a
short-sighted approach to the benefits
adding a skid-steer can bring to a
landscape operation,” Rafferty says.
“A more comprehensive approach is
that the skid-steer now frees up two
or three workers to attend to other

(800) 476-9673

BOXER’S name is quickly
becoming world renowned,
throughout the compact power
equipment industry, as the premiere
line of equipment when it comes
to strength, durability and power.
Contractors, Landscapers, Equipment
Dealers and Rental Houses know that
Boxer Equipment is the one machine
capable of handling any landscaping,
irrigation, snow management, general
contracting or utility work you
could throw at it.

BoxerEquipment.com
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hese days, with increased

hydraulics, more user-
friendly cabs and improved
pilot controls, the learning
curve associated with effec-
tively operating a skid-steer and
its attachments are relatively
small. After an hour or so an
operator begins to get a good
feel for the machine, most
landscapers agree, and by the
end of the day they're being
productive.

However, operating a skid-
steer efficiently is the bigger
challenge for the landscape
contractor.

“The first step should al-
ways be to read the machine's
operations and maintenance
manual for safety guidelines
and recommended pre-op-
eration checks,” says Kent
Pellegrini, sales support
consultant, skid-steer and
multi-terrain loaders, for Peoria,
lll.-based Caterpillar. “Once
the operator is familiar with
the recommended 'pre-flight’
routine, actual operation of
the skid-steer is really a matter
of becoming familiar with the
controls and getting a feel for
the machine's response and
movement.”

It should not be forgotten
that there are always venues
for landscape contractors and
their workers to hone their skid-
steer operation skills, Pellegrini
says.

*Many equipment dealers
offer operator training both for
the owner of the machine and
for their crews,” he explains.
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With the boom swing casting and BOTH front corners within the tracks, Bobcat® ZHS compact excavators
have the most unrestricted motion in the industry. More swing area allows you to work in tighter areas.
And the optional FastTrack™ drive provides speeds of more than 5 mph—so you can spend 30% less time
backfilling. Do more... and do it faster.

One Tough Animal

('@Ingersoll Rand 1.866.823.7898 ext. 690 www.bobcat.com/AAG0A
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tasks. And with an even
greater outlook, instead
of getting rid of those
workers, those workers
are freed up so you can
add or rent one or two
additional skid-steers and
go out and double your
business.”

However, for all of
their positive attributes,
skid-steers aren’t entirely
perfect. Size — oo much
or lack there of — can be
an issue for a contractor.
Certain landscape duries
still require a larger ma-

‘ chine, such as large stone
projects that may require

| the power-lifting attributes of a wheel

' loader or telehandler. Or maneuvering
through a small residential job site or

needing to access a fenced-in backyard

may require the troubleshooting ser-

‘ vices of a mini-skid steer or compact

\ utility loader.

Attachments are the key to a skid-steer’s versatility, and there are an
endless array of these tools available on the market. Photo: Bobcat

CONNECTING WITH ATTACH-
MENTS. Name a chore on the job
site and most likely there’s a skid-steer
attachment that can efficiently and
effectively complete the task.

“It’s the attachments that have

played the biggest part at building the

skid-steer’s reputation as a ver-
satile landscape tool,” Rafferty
says. “Today, it seems there is
an attachment out there on the
markert as specialized as the job
you need done.”

As most contractors would
imagine, the bucket, specifically
the four-in-one bucket, but
may also include dedicared dirt
and snow buckets, remains the
most popular attachment for
the landscape market, accord-
ing to manufacturers.

“When it comes down to it,
it’s the multi-purpose functions

of these buckets that make

them so popular with landscape

contractors,” Lemke says.
After bucket attachments, land-
scape contractors rely heavily on pallet
fork and grapple fork attachments to
move and carry bulky materials and
heavy loads art the job site and around
their staging yards. Next, contractors
can't seem to do without some sort of

/
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Because commitment to service and support still count.

matter.

durability and superior performance
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AT REGULAR™GUY PRICES

It's time to put the power of Snapper Pro to work for you. Only Snapper Pro has the right products for any size business, with a
complete line of premium commercial walk-behinds, trim mowers and the fastest growing line of mid-mount zero-turn mowers in
the industry. With mowers as easy to afford as they are to use, Snapper Pro is an easy choice. So visit your Snapper Pro dealer for
the top performance and bottom line you need to make your business super. To find your nearest dealer, visit www.snapperpro.com.
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a grading attachment, specifically a
power box rake for preparing seedbeds
or an excavating rake for leveling and
grading turf. “A grading attachment,
such as a power rake, is essential for
the landscape contractor,” Lemke
says. “Once a contractor has that
attachment for their skid-steer, they
can't seem to get along without it.”

Auger and trencher attachments
are also considered essential to in-
crease digging efficiency. “You can dig
a 45-foot trench in an hour,” Rafferty
says. “How long would it take a crew
of guys to dig that same trench? A
day? Maybe longer?”

And there are also lesser used, but
no less helpful, attachments available

to landscape contractors. For example,
plow blades and snow blowers can

be utilized for snow removal duties;
sod rollers for lawn installation and
backhoes for excavation work.

Lastly, tool rental is a smart course
of action for a landscape contractor
uncertain about whether the purchase
of a particular attachment will, over

the long term, be cost effective.
“Renting attachments can be help-
ful to keep your npcrmnn costs down
if you cannot justify (hL continuous
use of the attachment,” Pellegrini says.

SUPER $AVINGS ON
ALL YOUR

MAKING THE SMART INVEST-
MENT. While the right skid-steer at-

FESLD,

r o | LOWEST
B PRICES
Order By 1 p.m.
SHIPS SAME DAY

800-600 ﬁRﬁn,

Call NOW & SAVE $$$ All Year
M-F 7:30-5 SAT 8-1 Pacific Time
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he right attachments un-
lock not only a skid-steer's
potential, but also a landscape
contractor's ability to offer cli-
ents a diverse array of services.
Some of the most popular
attachments, according to man-
ufacturers, that can be found on

a landscape contractor's skid-

steer include:

1. Multi-Purpose Bucket:
Good all-purpose tool, the
standard attachment for most
landscape contractors.

2. Forks: Invaluable for loading
and unloading materials both
at the job site and in the yard,
as well as maneuvering items

i | such as trees and rocks.

3. Rakes: Highly efficient tool
for grading and seed bed

| preparation,

4. Auger: Time saver for post
hole digging and tree
planting.

5. Trencher: Like the auger
attachment, speeds up
trenching duties for irrigation

/) " Quality Parts
FLAIL-MASTER®

Your BEST Choice for Quality Mower Parts
—

Since 1970

& \Nalk Behin q
o
O° % 2%
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(800) 251-4020

www.flailmaster.com installation.
P.O. Box 40984, Nashville, TN 37204 *Free shipping on all orders of $50 or more
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Our revolutionary vertical V-Twin 750 Vengeance Series diesel lets >
big jobs done - fast. A liquid cooled aluminum block and cast iron heads e&nblne
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superior fuel efficiency and is ideal for commercial turf applications, particularly - 2.2
zero-turn radius mowers. Turf wars are tough. Our V-Twin diesels are tougher. Quick Start. Faster Finish.
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“With skid-steers, bigger is not
always better,” Rafferty says. “Don't
be sold solely on horsepower and
hydraulic power.”

For example, the bigger, more
powerful units come equipped with
a high rate of hydraulic flow to the
attachment, upwards to 30 to 34

tachments may make all the difference
for the landscape contractor, it’s im-

rt to select a host machine capable
of handling the variety of rasks you
expect to perform.

Skid-steers represent a sizeable, yet
smart, investment, and one of the big-
gest mistakes a landscape contracror
can make is an uneducated purchase.

We pack a lot more into
everything we deliver.

Exclusive 24-hour turnaround, including most custom orders.

v
Forward thinking lighting solutions.
v

Customer service that’s second to none.
v

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

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

VISTA

\\y/a PROFESSIONAL
W//l\\ DIGHTING

Call 800-766-VISTA for a FREE product guide,
then visit www.vistapro.com.

weve nﬂ ’ orLigh ron oven
TWEN YFARS
——
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gpm, compared to 20 to 22 gpm in a

regular-sized machine, he says.

“Easily, 80 to 90 percent of what
contractors do doesn't warrant that
high rate of hydraulic flow,” he says.
“And machines with that extra power
can burn out some attachments.”

Contractors need to keep in mind
the scope of the service offerings in
order to evaluate the correct size of
the skid-steer that’s right for them,
their workers and their operations.

“If what you do is less than 1,500
pounds than you don't need a 3,000
pound skid-steer,” Rafferty says.
“Know yourself and what you're get-
ting into.”

However, landscape contractors
need to keep in mincrfha( they may
be operating in a different load range
on a daily basis, Pellegrini says.

“Choosing a machine thar just

“l couldn't do the jobs

| do as a landscape
contractor without my
skid-steer loaders. From
grading for a lawn to mov-
ing material to digging
holes, whatever job you
can contemplate needing
done when working in the
landscape industry, you
can do with a skid-steer.”

- George Stiscak Jr.

meets your lifting range can limit
your applications,” Pellegrini says.
“Know where your operating load
range is when purchasing a skid-steer,
then select a machine that meets your
demands. Shorting yourself within a
load range will lead to increased labor
cost or additional workers needed on
the job site.”

“You need 1o compile a short list
of what you need this machine to do
for you,” Rafferty says. “If you get a
skid-steer that can do what you need
it to do with less horsepower, than

lawn & landscape may 2006 www.lawnandlandscape.com
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SKID STEER LOADERS
Six Models

Operating Capacity,
1,350 - 2,850 Ibs.

BACKHOE LOADERS
Three Models
Dig Depth, 14'7" - 18'4"

COMPACT HYDRAULIC
EXCAVATORS

Work hard. Rest easy. Ten Models

Dig Depth, 411" - 13'8"

J

COMPACT DOZERS CRAWLER CARRIERS COMPACT WHEEL
Two Models » 13 Two Models LOADERS
Operating Weight, ) ’ ! Payload Capacity, e oo Six Models

8,710 - 9,220 Ibs 13,280 - 24,250 Ibs ‘r o A o Bucket Capacity,

0.52 - 1.63 cu. yd&®

WORK HARD

Feel the power and the productivity thanks to the skid steer loader’s two speed
transmission — a standard feature. Capable of speeds of up to 10 mph. Plus, Automatic
Power Control allows for full utilization of engine power without stall outs.

REST EASY

Maintenance is a breeze thanks to the 250 hour greasing intervals for all pins and
bushings. Eliminates daily greasing. And the 1,000 hour hydraulic oil change

interval means lower maintenance cost.

For details, contact your local Komatsu distributor. Call 1-800-Komatsu. K°m“®
Or visit KomatsuAmerica.com
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that saves you money on your upfront
costs and it will also save you money
in fuel costs over time.”

And there are other issues, Lemke ne ot & skidsstesrs ol ints is that it i srfarke Fore
says. “The landscape contractor buys o ' RN S p Uspos : S ‘? at it easily acapts jorsnow
the big machine and then doesn't and ice removal duties, making it a productive year-round tool.
realize until later that their truck and There's a lot of crossover between landscaping and snow re-

trailer is no longer big enough to moval professionals, says Kent Pellegrini, sales support consultant,
transport it to the job site,” he says.

“Consider purchasing a skid-steer skid-steer and mul.h-terram .Ioaders. for Peoria, ll.-based Caterpillar,
just under the size and weight of the and contractors with expertise in both of these areas can choose
machine you can handle because once models with enclosed and heated cabs for winter use. Likewise,
you throw an attachment on it you'll
probably be at your weight limit.”

Serviceability of the machine is
another area of consideration. Con- Manufacturers market a variety of snowplow, snow blower
tractors should look at WTS‘“\th.SCFViCC and ice-breaker skid-steer attachments, as well as equip cabs with
SN A ORI s heaters for year-round use, says Dan Rafferty, product marketing
does the unit’s boom have to be in the
up or down position to service it il manager for Savannah, Ga.-based JCB.

“If a contractor is tending to a small supermarket or condomin-

ium parking lot, or even a medium-sized shopping center; a skid-

steer has more than enough power to push snow," Rafferty says.

skid-steer track treads can be changed to increase maneuverability
in snow and ice conditions.

Visit the May Online Extras section to dis-
cover the value of renting a skid-steer in order

to make an educated purchase.
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Your crew will need something to do
with all that extra time.
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Tnm your costs wnth Cutless Granular Landscape Growth Regulator.
Now landscape professionals can rely on this easy-to-use granular flurprimidol formulation to reduce annual labor costs of maintaining
landscaped shrubs. Plants treated with Cutless Granular require less trimming and exhibit a more compact growth form. Cutless Granular
improves overall shrub shape and generates fuller, more attractive plants by stimulating branching and promoting darker, greener bhage

may exhibit potential disease reduction and improved tolerance to environmental
stresses.

For the landscape manager looking for ways to increase profits and
customer satisfaction, Cutless Granular Landscape Growth Regulator reduces the
cost of annual trimming and improves shrub shape and health in an easy-to-use,
long-lasting granular formulation.

For more information about Cutless Granular Landscape Growth Regulator,

2T Cutless Grandar
Landscape Growth Regulator
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This spring brings a host of pests to trees and turf. Researchers and peshcide manulfacturers provide

some predictions while lawn care operators plan for prohit in this service segment.

ith the arrival of spring comes the
blooming of flowers, the green-
ing of lawns and the budding of
insects. This scason promises to
offer lawn care operators (LCOs)
a wide array of problem pests in
their clients’ turf, trees and or-
namentals. What should LCOs be especially on the look
out for in 2006? Researchers and pesticide manufacturers
give their predictions, and lawn care operators share their
insights into how they make these services profitable.

RESEARCHERS’ PREDICTIONS. Rick Brandenburg, a
turfgrass entomologist at North Carolina State University,

Raleigh, N.C., says that fire ants will con-
tinue to be a problem for all segments of
the green industry — from golf courses to
parks and residential lawns. “We continue
to see increases in the distribution and
spread of fire ants throughout the South-
cast,” he says, “and in areas where they
are established, the severity has increased.
They are moving further north and west
and this is simply a problem that’s never
going to go away. They are well-estab-
lished and challenging to manage.”
Brandenburg believes that ;lﬁhough
operators can suppress fire ant popula-

by kristin van veen-hincke
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DRIVER

« Control Overtime

« Improve Customer
Service

« Increase Security
» Lower Operating Costs

« Improve Response
Times

« More Efficient Routing

« Reduce Insurance Risk

« Track Vehicle
Maintenance

As a fleet owner or manager, you already
know that unauthorized use of company
vehicles, combined with inefficient routing
and driving practices, are major business
headaches.

Our GPS-based, web-enabled vehicle
tracking solutions are currently making
thousands of businesses healthier and
more productive. We'll show you exactly
where your pain is - and how to fix it.
Permanently.
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Driving Business Productivity”

www.navtrak.net
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tions with various products, these
pests may never be eradicated.

So, how should the LCO manage
fire ants? “Most people like to use
bait products because they are cost
effective, quick, easy to apply and
relatively inexpensive,” Brandenburg
says. “Bur baits take a long time to
work. Some of the newer broadcast
application products on the market
are providing better control.”

Bur “these pests are challenging to
manage so it takes a combination of
products to keep them at bay,”
Brandenburg advises.

In addition to fire ants, Branden-
burg believes that chinch bugs will
continue to be a problem in St. Au-
gustinegrass, which is popular in the
Gulf Coast region. “Multiple treat-
ments are required to manage these
pests,” he states. “They keep coming
back again and again during the sum-
mer.” To fight this pest, Brandenburg
recommends using pesticides labeled
for chinch bug control.

White grubs will also be a problem
in various U.S. regions this year,
including the Southeast, according
to Brandenburg. “Lawn care opera-
tors are spending more time trying to
identify the different species of grubs
so they can obtain better control,” he
says. “This pest is an important one
to eliminate in clients’ lawns because
not only do they cause turf damage,
bur they also attract other pests, such

Lawns at Higher Risk of Having Grubs:
1. Established for three to five years

2. Recent history of grub damage

3. Higher maintenance, especially irrigation
4. Sunny areas
5. Heavy thatch layers (¥%-inch or more)

Lawns at Risk of Having a Treatment Failure:

1. Thick thatch layers present (more than “-inch)

2. Liquid applications and no irrigation

3. Lawns irrigated on a daily basis, especially when
not necessary — David Shetlar

The author is associate professor of entomology at The Ohio State
University, Columbus, Ohio.

as skunks and rabbits, that can cause
even worse damage digging for the
grubs,” he says.

Since the turf roots are the main
source of food for grubs, keeping
them buried in the soil, control with
insecticides can be challenging. “The
most successful outcomes occur when
insecticides are applied to imma-
ture grubs early in their life cycles,”
Brandenburg stresses. “Larger grubs
are more difficult to control and may
require more than one treatment.”

MANUFACTURER VIEWPOINTS.
Chris Wooley with Dow AgroSciences
in Indianapolis, Ind., agrees with
Brandenburg on ar least one point
— grubs will be a problem this season.
Wooley, the product marketing
manager for insecticides and fun-
gicides in Dow AgroSciences’ turf,
ornamental and technical products
division, stresses that operators should
use products that do not have to be
watered in immediately. “It helps a lot
of the LCOs because their clientele
may not have irrigation available, for
example, in your lower income and
your medium income neighborhoods.
From the standpoint that the opera-
tor doesn’t have to be right on top
of that client all of the time, he or
she can just wait for the normal rain
patterns or whenever that client does
their irrigation and the product will
be fine. This will help the LCO relax

lawn & landscape
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PronScape

No more mixing. No more spraying. No
more call-backs! Simply spread right from
the bag - whether conditions are windy or

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

weeds. Get the same reliable ProScape R\
New Confront 3 has arvived,
L

yonr weeds will he lea ving town very Soon/

Confront you have always used. Or for
residential turf, try our new Confront 3
formulation. Want to save even more
Try ProScape Team Confront, a tank mix in a bag!
time? Use our Confront Team combina-
tion to control broadleaf weeds and
prevent crabgrass with a single
application. Visit your LebanonTurf Dealer.
or call -800233-0628 to find out more.
For a FREE copy of our weed ID
booklet visit www.LebanonTurf.com/pro-

motions and enter coupon code LL3056.

Lebanenlurf

1-800233-0628 » wwwlebanonlurfcom

Confront is a registered trademark of Dow AgroSciences LLC
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Take control with the
8200 Series EZ Pro Jr. Indoor or
the 8300 Series EZ Pro Jr. controller!

Don't let irrigating restrictions dampen your day.

Take control with“Event Days"” programming
and Water Budgeting features on the
EZ Pro Jr. Indoor and the
EZ Pro Jr.controller.

Improve watering efficiency while
promoting water conservation.

8300 Series EX Pro Jr.

€Z Pro Ju. Indoor

LR. Nelson Corporation
/i One Sprinkler Lane
P Peorio, IL 61615
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somewhat when it comes to making sure
the product is going to be advantageous.”
Wooley sees several new trends in the
insecticide marketplace, bur the continued
development of post-patent or generic
products is one that stands out for him.
“In the future, we should be seeing a lot
more competition in the preventive grub
marketplace in terms of products,” he says.
Kathie Kalmowitz, marker develop-
ment specialist for BASF in Raleigh, N.C.,
provides product development and techni-
cal services for the sales team in the south-
ern and the western parts of the United
States. She sees the main advancement
in insect control as the advancements of
products that are targeted to a single pest
and, therefore, are better able to control
that pest. “Many of the older chemistries
have gone out of favor with the Environ-
mental Protection Agency, and we have

“The key thing about
products that take care

of more than one type
of insect is that some of
them are not just pre-
mixes of two existing
products. Signi{icant
work is being done to
optimize the formulation
ratios and, as a result,
synergy is actually being
found in research trials.”

- Bryan Gooch

lost many of their turf and ornamental
uses,” she explains. “So, what you have are
new insecticides that have come through
the pipeline that are much more specific to
target pests vs. a broad spectrum of pests.”
This trend may increase costs for the
LCOs because they have to buy more
products to control each insect, according
to Kalmowitz. “I think what will happen
is that instead of having one product that
can be used on everything from mites to

(888 NELSON-8 grul)\. you may have three prmlllu\ be-
Quality. Service. Guaranteed! mkekon.com cause each one is going to be very specific
USE READER SERVICE # 99
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Razor Burn™ is the new post-emergent, systemic
herbicide that controls weeds quickly and easily in
ornamentals, in bed maintenance, for crack and crevice
treatments, brush and vine clearing and perimeter
treatments. Visible results occurin 24 to 48 hours!

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

RAZORABURN

800-345-3330 ® www.turf.us.nufarm.com

™ Razor Burn is a trademark of Nufarm Americas Inc Always read and follow complete label instructions.
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to one class of insects,” she predicts.
“That could mean the operators have
to keep more than one product in
their portfolio.”

On the other hand, there are

trend. Gooch says these types of prod-
ucts will only benefit the busy LCO
who wants to rid their clients’ lawns
of more than one insect quickly. “The
key thing about these types of prod-

“Better products allow quarterly services that significantly re-
duce labor costs and improve homeowner perception. The future

holds some new chemistry for sure, but tailoring existing active

ingredients into products that fit the needs of the LCO and his

customers is likely to have the most impact.” - Nick Hamon

ucts is that some of them are not just
pre-mixes of two existing products,”
he comments. “Significant work is
being done to optimize the formula-
tion ratios and, as a result, synergy is
actually being found in research trials.

manufacturers still focusing on try-
ing to control more insects with one
product, which Bryan Gooch, busi-
ness manager for insecticides, Bayer
Environmental Sciences, Research
Triangle Park, N.C,, cites as a growing

That’s one of the important things to
establish. Outside of getting all of the
insects, these types of products give
LCOs operational efficiency. What
would sometimes take two applica-
tions previously is now
combined into one ap-
plication.”

Despite whether
an LCO using an insect-
specific treatment or
one that manages more
than one pest, there will
continue to be a trend
toward combining these
products with others, such
as fertilizer, to save time
on the job. “LCOs are
combining more of their
insecticides with ferti
to take care of two things at once,
Kalmowitz says.

Gooch agrees, saying that he sees
the combination of insecticides with
fertilizers as current and furure rools
lawn care operators will continue

o
e
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to use. “We're really expecting lawn
care professionals to embrace these
products in particular because now
by adding the fertilizer you are really
combining two and three things into
one. For obvious reasons, this is going
to increase productivity and reduce
man-hours and energy costs and
everything else that operators keep
track of.”

According to Gooch, the cost of
some of these new technologies is less
than if the LCO used two products
separately, particularly if the fertil-
izer is purchased separately from the
insecticide. “The other thing that
gives the turf manager a lot of leeway
is there is a very broad use rate range
that they can pick from,” he explains.
“In some cases, they may have just
minor insect pressure, and they can
choose a very low rate which is very
cost effective or in other cases such
as with chinch bugs in Florida, if it'’s
a very severe outbreak and they are
worried about losing turf, then they

Fire ants are continuing to challenge LCOs in the
transition zone and Southern states. Photo: Scott
Bauer, USDA Agricultural Research Service

can pick a rate that is more in the mid
to high range to control the pest. The
situation dictates the rate they use.”
Nick Hamon, director of develop-
ment and technical services for Bayer
Environmental Science, Research
Triangle Park, N.C., recommends that
lawn care operators cooperate with
customers in order to build premium

t tritoncuttingplatform.com or your local Exmark dealer.

programs for different landscapes. He
says this will help operators realize
improved profit and productivity.
“Better products allow quarterly
services outside the home that signifi-
cantly reduce labor costs and improve
homeowner perception,” Hamon
remarks. The future holds “some new
chemistry for sure, but tailoring exist-
ing active ingredients into products
that fit the needs of the LCO and his
customers is likely to have the most
impact.”

LAWN CARE OPERATORS SPEAK
OUT. Insect control services in turf
and trees have been important to
Baltimore, Md.-based ProLawnPlus’
business since its inception in 1978.
The company provides a tree and
shrub program for the maintenance
of ornamental insects as well as a lawn
program, which includes control for
grubs as well as a fleas and ticks. Grub
control and crabgrass prevention have
continued on page 124, sidebar on page 122

How could we possibly improve on our already popular line
of Lazer Z's? We started by creating Triton; the high-capacity
cutting platform that’s made to perform in the tough conditions.
No excuses. And newly available cutting widths help you get
more done with each pass. Take Triton's 66" platform. It has all
the flexibility of a traditional 60" deck but covers 10% more
ground. This goes to show that Triton has been designed and
tested to improve every aspect of your mowing experience.
See the proof for yourself.
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Emerald Ash Borer (EAB)
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An exotic beetle discovered
in southeastern Michigan
in the summer of 2002.
Only attacks ash trees.
Estimated to have arrived
from Asia on wood packing
material.

Adult beetles nibble on foliage, but cause

minimal damage.

Larvae feed on inner bark disturbing the
transportation of nutrients and water through

the tree, (See photo showing this, above. Photo: Brian
Sullivan, USDA APHIS PPQ)

Also established in Windsor, Ontario. Believed to

have been brought to Ohio in 2003 and Indiana in 2004.

Estimated that as many as 10 million trees have been
killed in Michigan, Ohio and Indiana.

Quarantine in parts of these states has affected
firewood, nursery stock, logs, lumber and mulch.
Since the discovery of EAB, mare than eight million
ash trees have been killed. Most damage has been
found in Michigan.

Estimates of the cost of the damage range into the
tens of millions of dollars.

Researchers are currently looking at ways to control
the larvae, understand the life cycle of this pest and
to control this infestation.

State and local officials in the U.S. and Canada have
managed to isolate the problem and prevented small
infestations from growing.

— Emerald Ash Borer Information Site (http://www.

emeraldashborer.info/)

Southern Pine Beetle

he tree care market is continuing to grow with 1,500 key members of the industry responsible for 85 percent
of services, according to FMC Corp., adding that the growth in this market has been substantial with
homeowners spending $1.5 billion on tree care services in 1993 and $4.2 billion in 2003.

Two pests in particular are of concern to the tree care market this year. Here are some details on each one,

Found from Pennsylvania
to Texas and from New
Mexico and Arizona

In the spring, female
beetles bore through the
bark and produce
pheromones, naturally occurring chemicals that
send out a subconscious scent that attracts other
beetles who then attack the tree,

As the infestation grows, adjacent trees are prone
to attack.

The beetles most often attack mature pine trees;
however, trees as young as 5 years old have

been killed. (See an adult beetle, above. Photo: Texas
Agricultural Extension Service Archives, Texas A&M
University)

Infestations can spread rapidly attacking both pure
pine and mixed pine-hardwood trees covering
hundreds of acres and killing or damaging
thousands of trees.

The thinning out or pruning of trees keeps them
healthy and less susceptible to infestations,

Aerial surveillance is an important tool to fighting
this pest. Problem areas should be plotted on a map
and followed up with a ground crew.

An entire group of trees may need to be cut down as
well as surrounding unaffected trees in order to
control the infestation, The size of the buffer zone is
dependent on the magnitude of the infestation.

Tree felling is another control form in which infested
trees and the buffer zone are cut down toward the
center of the group. The increased light and air
lessens the existence of pheromones causing the
beetles to disperse.

The southern pine beetle is the most serious pest of
coniferous forests in the southern United States.

—~ USDA Forest Service - Virginia Cooperative
Extension (http://www.ento.vt.edu/~salom/SP
Biology/soupibee.html)
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Average Control
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IMICIDE & INTECT-A-CIPE B have been determined to be the icBE POINTER
#1 prevention & control of EMERALD ASH BORER ettt T
larvae & adults in the 2003 study conducted by Michigan State University.
(view it at: “www.or borer.info n.cfm™) INJECT-A-CIDE B

WHEN SAFETY MATTERS  FIND OUT JUST HOW SAFE & EASY IT IS TO CONTROL BORING INSECTS
MAUGET’S MICRO-INFUSION / INJECTION ingredients are contained safely within the tree's vascular system.

... Safe for YOU .... the TREE .... the ENVIRONMENT ---- but

The quiet, invisible systemic solution
for targeted, low impact, environmentally friendly IPM tree health care!!

Pests never know what hit them.
Customers are never bothered by spray or ground water concerns and neighbors will never know
that there was a problem being solved.

MAUGET'S NEW GENERATION il DELIVERY
SYSTEM HAS NOW BEEN APPROVED
FOR THE 2006 ALB TREATMENT
PROGRAM BY THE U.S.D.A.

EINNOVATION

B00-TREES Rx (800-873-3779)
B77-TREE HLP (877-873-3457)

(Toll free technical support Line)
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Meanwhile ... Back
on Earth, No one can
match our prices,
inventory, or product

knowledge.

Inventory in the
Industry.

California
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Lighting
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1-800-457-0710
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continued from page 121

been staples for this LCO; however,
the flea and tick program and the
tree and shrub programs developed
out of demand. “Our customers
were calling asking if we did some-
thing that controls the fleas and ticks
because they had problems pulling
them off of their dogs,” recalls Kevin
Nickle, the company’s operations
manager. “So we added it because of
the phone calls. Our tree and shrub
program evolved when we found
someone right for the position. There
was always a demand fPr it, but it
was just a matter of finding the right
employee. It wasn't a service that just

“Customers expect

that because they have
a lawn service they
shouldn't have any insect
prol:|ems. But a basic
program is for fertility
and weed management.
So until the customer
bumps up their program,
they are going to have an

insect problem.”

- Kevin Nickle

anyone could do; we needed someone
who was knowledgeable about plant
materials and insects.”

Working to increase business in
lawn and tree care is a constant effort
for this operator. “Every winter we
send out our renewal letters,” Nickle
explains. “Grubs have been a problem
over the last three or four years in our
area, so we do have a brochure that
we send with our renewal letters to try
and actively upgrade their programs
with grub control. Also, w{:cn we
do a lawn application, if we know
they have a pet we may leave them
a brochure about our flea and tick
program.”

Nickle also believes that the
high level of customer service helps

ProLawnPlus maintain their cus-
tomer base. “We are probably about
80/20 residential vs. commercial,”

he says. “We do a lot of extras with
our services. For instance, a lot of our
customers want to be prenotified by
phone about their service schedule.
We also take extra time to adequately
blow off our customers’ driveways and
sidewalks. We try to back up our costs
with service — that’s what I think sets
us apart.”

Though insect control is the com-
pany’s most profitable service overall,
Nickle believes that the company’s
turf insect control service is a lot less

profitable than the tree and shrub in-
sect program based on the chemical
costs involved. “I think to be honest
with you insect control is probably
one of our most profitable treatments
overall,” Nickle adds. “The cost of
product per cost of service is small
so our profitability is high. Our tree
and shrub insect service is probably
our most profitable based on the fact
that you use very little product to do
the job.”

Another reason tree and shrub
pest control is more profitable for
the company is because “you can sell
a tree and shrub program to any-
one,” Nickle comments. “The nice
thing about it is you can actively see
problems and you can actually see
the insects doing damage, so it’s an
easy sell. A lot of times it’s not as easy
to sell a lawn program to someone
if they've never had a grub problem.
You are trying to sell them on the
fact that it’s an insurance type policy
where they are pretty much assured
they won't get grubs if they take the
preventive treatment.”

“In the last four years of us pro-
moting preventive grub treatments
and people neglecting to take them,
we will get some people calling in and
they are being wiped out with grubs,
and they are very upset,” Nickle
explains. “They forget that back in
January we mentioned this in our
renewal letrer. Its just like anybody
would be when they see damage
to their lawn and they have a lawn
service. They expect that because
they have a lawn service that there
shouldn’t be any problems, but a lot
of these programs are basic programs
for fertility and weed management
more so than insect management so
until the customer bumps up their
program, they'll have an insect prob-
lem periodically.”
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See visible results in just two days.

Three weeds. Two days. One tough new herbicide. In the war against stubbom vellow nutsedge, purple
nutsedge and green kyllinga, it helps to have the numbers on your side. And the best way to make sure you have
them is new Dismiss™ turf herbicide from FMC. Dismiss marks a breakthrough in sedge control technology for
golf course and lawn applications, because it offers a whole new level of speed and control. In fact, it's the only
turf herbicide available that gives you visible results in as little as 48 hours, as well as single-application control
of yellow nutsedge on bermudagrass®

Why spend more time and money on sedge control than you have to?
Visit tsAllAboutTheNumbers.com and find out how Dismiss can put the odds in your favor.

Dismiss

ns 10 control of yellow nu bermudagrass at zJacre. S hel tor other sedges and tur! applications ()
ey o nce and For All
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design/build

ver since his youth, Christopher Bell has witnessed concrete and asphalt taking
over his native San Francisco Bay area. This saddened him, so he took inspira-
tion from the backpacking trips he used to take to bring that scenery back to
the city. The result — the addition of water feature installation and mainte-
nance to his service mix six years ago. “I thought it would be great for people
to have some nature in their backyards,” says the owner of Alliance Land and Water-
scapes in Prunedale, Calif.
Bell enjoys the fact that he can bring ponds and waterfalls to customers’ backyards
and that no two are exactly alike. He, like many other contractors, has discovered an add-
on service that stretches his imagination and his bottom line.

OVERFLOWING INDUSTRY. Small beginnings have become huge for some waterscape |
contractors and the industry as a whole. “It’s a wide-open business,” Bell says. “In the late

1990s, there was a surge of contractors jumping into water features, and I think there are

now 60,000 to 70,000 water garden installers in North America.”

(J y he at her w ocod

lawn & landscape may 2006 www.lawnandlandscape.com




In fact, 30.3 percent of contractors offer wa-
terscape services, according to Lawn & Landscape
research. And while 24.3 percent of contractors
said they purchased water feature products in the
past 12 months, 27.5 percent said they plan to pur-
chase them in the next 12 months — a 3.2 percent
increase.

Bell has been in the landscape industry 26 years
but started designing, servicing and repairing water
features six years ago. For the first five years he was
pushing “a water garden in every home, business
and institution,” he says. “My mantra is that every-
one deserves a waterfall. It’s just natural that people
love the sound.” A customer favorite is a waterfall
with a stream, he adds.

features, like the
one above (Photo:
Alliance Land and
Waterscapes) and
left (Photo: The Pond
Gnome), create back-
yard landscape ele-
ments that appeal to
clients’ senses of sight
and sound. Below left
and on page 134, The
Pond Gnome's crew
installs a residential
water feature.

www.lawmndlandscape.com
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Tools of the

Nowhere else will you find a better and more complete resource for the lawn & landscape
industry than L&L Online (www.lawnandlandscape.com) — containing all the tools you need to
succeed! Daily news and commentary. Product information. Message Boards. All these tools

and more can be found on the industry’s leading website. Visit today for ideas and insights into

how to better manage your business.
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Like Bell, Paul Holdeman, owner
of The Pond Gnome in Peoria, Ariz.,
started installing and maintaining
water gardens six years ago after he
met a professional in the business who
got him excited about the craft.

The first few years were slow be-
cause nobody knew about the product
or had faith in it. “People feared that
ponds would be high-maintenance,”
Holdeman says. “But once we got
some in the ground and had our an-
nual pond tour, that changed things.”

sweetflag coming in close at No. 3.

But as with other landscape areas, some plants should be
avoided, McCurly says. For instance, water hyacinth is invasive in

a pond ecosystem, he warns.

Growing and selling plants for water features can be a profit-
able add-on service for those who want extra revenue, he says.
Floating plants such as lily pads can be stored in tubs of water.
Small children's swimming pools work well, he says, adding that
lily pads should be stored in at least 18 inches of water. Shelf
plants will do well if the bottom of the plant is immersed in water,
he says. Raised benches with rubber liners 6 to 8 inches deep are

ideal for these plants.

McCurly recommends contractors who grow their own plants
only sell them to their installation customers. Starting a separate
plant business can be costly and time consuming, he says.

&

THE TOP 10

10 best-selling

lants are an integral part of a water feature-centered ecosys-
tem, says Kevin McCurly, sales manager at OASE, Corona,
Calif., adding they help to bring balance along with added beauty.
Plants best suitable for ponds vary by availability and region, he
adds. Generally, water lilies are the most popular variety, with

He is referring to his annual Parade
of Ponds, held every April, where
prospective customers tour established
ponds to get a water feature educa-
tion. This helps to ease customers’
maintenance fears and often convinc-
es them to let The Pond Gnome build
ponds in their yards, he says.
Holdeman says the service is going
well. He made $250,000 last year
with the four-man crew. This year he
has seven employees dedicated to wa-
ter features and they plan on making

$500,000. In March, he was already
booked with installation appoint-
ments for the following four months.

Residential water features have
been around for as long as 40 years,
says Sean Murray, national consumer
sales manager of Little Giant Pumps,
Oklahoma City, Okla. But the in-
dustry has only started to really take
off in the past decade, adds Kevin
McCurly, sales manager at OASE,
Corona, Calif.

As the water feature business
booms, so does pond size. It’s not
uncommon today to see 5,000- to
10,000-gallon ponds, Murray says.
While pond size averaged 500 to 800
gallons five ro seven years ago, the
average pond size today is 1,000 to
1,200 gallons, McCurly says.

DIGGING WATER FEATURES.
Installing water features can be chal-
lenging because it is one of the only
aspects of landscaping that combines
light, movement, sound and color,
McCurly says. And because cookie
cutter designs are not appealing to
customers, “‘every pond should be
unique,” he adds, pointing out light-
ing and landscaping as water feature
add-on services.

“It’s about adapting to a particular
setting more than digging a hole and
putting water in it,” agrees Andreas
Szabmfos. North American marketing
manager at OASE.

Likewise, just because the prod-
ucts used to build a pond are of good
quality doesn’t mean a quality pond
will result. That is up to the con-
tractor, Szabados says. For instance,
Holdeman has three criteria for water
features he and his three-man crew
install - they must be beautiful, prof-
itable and low-maintenance.

The tools used to build ponds vary
from company to company. Holde-
man prefers picks and shovels vs.
backhoes and other large machinery.
As a result, the crew can start jobs ear-
lier in the morning because they don't
have to worry about loud machinery
waking the neighbors. The crew
can also fit their tools through rtight
spaces, such as 36-inch gates, which
are ubiquitous with their residential
client base, he says.

The only machinery Holdeman'’s
crew uses is a crane to set boulders
that range in size up to 1 ton for
waterfalls. Other necessities include
wheelbarrows, dirt, rocks, a rubber
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Collect or mulch and trim while you mow for a beautiful look in record time with a
FrontMount™ DuraMax® deck. Aerate, edge, blow, sweep, plow and throw snow in
1/4 the time using 1/4 the labor, thanks to True ZeroTurn™ maneuverability. For more
information, call 620-345-8621 or visit GRASSHOPPERMOWER.COM.
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he most popular fish for ponds are koi, goldfish and

shubunkins, says Kevin McCurley, sales manager at OASE,
Corona, Calif. For some, fish are a prized part of the pond. Koi can
range from $20 to $20,000, he says. Offering fish as part of the ser-
vice takes work and knowledge. Overstocking and freezing condi-
tions are real threats that should be addressed with the customer.

Cold climates result in freezing water, which
can threaten fish habitats if not treated properly. In
most clients’ ponds, fish generally are OK in 18 to
24 inches of water, which is the depth of the average
pre-formed liner, McCurly says. And with ponds that
reach a 30-inch depth, fish have a place to hide from
predators like raccoons. Even an 18-inch-deep pond
can provide solace, as long as there are rocks for
the fish to hide under, says Paul Holdeman, owner
of The Garden Gnome, Peoria, Ariz. Another solution
is a wide pond that doesn't allow raccoons to reach
the middle, where fish can take solace.

During the cold months, keep an area ice-free
for fish with a floating heater, McCurly says. “There
needs to be an area for bad gas to escape and good
gas to get in,” he explains, Be careful with waterfalls
too, warns Christopher Bell of Alliance Land and
Waterscapes in Prunedale, Calif, Waterfalls that are
frozen solid divert water from the fish, giving them
less than they need to survive, he says.

Overstocking of fish is another common mistake
that can lead to bad water quality. “People tend to add fish in a
quite dramatic fashion," says Andreas Szabados, North American
marketing manager for OASE. Keeping toe many fish can cause
stress on the pond. “The general rule is 1 inch of fish length for
every 7 to 10 gallons of water,” McCurly says. "Also, remember that
fish are going to breed and they're going to grow." A maximum of
20 to 25 small fish are considered ideal for a 1,000 gallon pond, he
says.

Once it is realized that there are too many fish in a client's
pond, McCurly suggests contractors use the situation to their
advantage. For instance, as part of a maintenance call, they could
offer to take some of the fish from the pond and, in turn, make a
deal with the customer. The contractor can then sell the fish to
other clients starting a pond. Be sure the fish are healthy first, Mc-
Curly warns.

Overall, healthy fish can be a benefit to the pond ecosystem,
McCurly says. They keep the water moving, which deters mosqui-
toes. And if mosquito larvae end up on the surface of the water,
the fish will eat them.

membrane and a filter system. With a
four-man crew, they can dig a 10-foot
hole in one-half day. It takes about
five days to complete a project.

Bell rents equipment as needed.
One of the best tools is the 24-inch
box dolly, he says, adding that he also
has rented skid-steer loaders and exca-
vators for water feature installations.
In 2005, he spent roughly $10,000 on
rental equipment. He uses the equip-
ment for larger features that involve
lifting a half-ton or heavier boulders.
The customer picks up the cost when
rentals are used on the job. It takes
Bell's crew anywhere from one to four
days to build a water garden.

RETENTION SUGGESTIONS.
While some waterscape contractors
market directly to homeowners, oth-
ers get business from colleagues whose
services stop short of ponds. “Some
landscape contractors realize it's not
their forte and contract the work ro
someone who specializes in water-
scapes,” Bell says. “About 15 percent
of my business comes from other
landscape contractors.”

No matter where they get the
work, contractors should strive for
less maintenance-prone issues and
build for longevity, Szabados suggests.
“Every pump failure is a callback for
a company,” he says, adding callbacks
deplete profit because of the addition-
al labor cost required to fix problems.

Other failures occur when a
swimming pool pump has been
installed, Holdeman says, adding
they are not ideal for ponds because
they are too expensive to be running
around the clock, which is how long
a pond pump should run. Holde-
man is sometimes called upon to fix
jobs other waterscape contractors
left behind, which include concrete
ponds that aren’t balanced and those
that leave rocks rolling to the middle
of the pond. “There are more bad
ponds going around than good,” he
says, adding that the problem usually
isn’t the materials, but the way it was
installed. Last year, half of Holdeman's
business was rebuilds.

And the installation or rebuild
is just the start. “It’s by no means
the end of the relationship with the
client,” Holdeman says, pointing
to pond maintenance as an add-on
Service opportuntty.

But for contractors not ready to
offer maintenance or for clients who
don’t want it, providing customers
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TOOLS.
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Professionals have relied on Corona tools
for more than 80 years. Each tool is made
to perform under the toughest working
conditions. No matter what you need to
get the job done, there's a Corona tool
engineered to help you work more efficiently
and more comfortably. From pruners and
loppers forged out of premium steel, to rakes
and shovels of all kinds, to wheelbarrows
and more, Corona uses only the best
matenials and adds a lifetime warranty for
confidence. Buy Corona, you'll see why

it's the professional’s choice
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Coromny

Contact Corona today for a free product catalog or to place an order: 1-800-847-7863
www.coronaclipper.com * sales@corona.bellota.com
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Contractors can even become cer- /3 background, '/3 installation and '/3
for a happy customer and long-last- tified waterscapers. No states require business savvy, Szabados says.

ing pond. To communicate with its certification to install and maintain

clients, The Pond Gnome sends outa  water features, but some waterscape PONDERING COST. To stay in the
newslerter that addresses the chang- product manufacturers offer courses business of water feature installation,
ing seasons and pond care. “If you and certification, Murray says. Holdeman recommends keeping
install water features you have got 1o All in all, the ultimate formula for  profit margins up. “People price

stick with the client to make it work,”  a successful waterscape contractor is ponds too low,” he explains. “People

with basic pond care tips is crucial

Holdeman says.

Give customers more informa-
tion than just the cost of labor and
installing the equipment, Szabados
agrees. “Customers feel a contrac-
tor should be able to give informa-
tion about the care of the water
feature,” he explains. “I've seen
many cases where the contractor
builds something only to have the
customer call later and ask why
the pond is filled with algae.”

In fact, before adding water
features to their service menus,
contractors need to “know a little
background on pond biology
and why certain things happen,”
Szabados advises.

maintenance matters

hristopher Bell, owner of Alliance Land and Waterscapes in

Prunedale, Calif., burnped his part-time service technician
position up to a full-time job because of all the business he gets
in the maintenance of water features. Once a pond is established,
pond maintenance can bring a quick profit and become a solid
add-on service,

Bell services 900 water features in the San Francisco Bay area
and says that number is growing daily. He is known around the
industry for his innovative approach to service, he says.

Bell recommends maintenance to water features annually or
every six months. The company sets up regular service visits that
cost customers $75 plus supplies. The average service appoint-
ment is 20 minutes, during which the technician follows a 25-point
checklist. The service technician also performs annual flushings,
which cost $400 to $600.

Service technicians also clean the bottoms of ponds for debris,
says Andreas Szabados, North American marketing manager for
OASE, Corona, Calif. He recommends technicians carry mainte-
nance tools, including shears, a water test kit, a moderate chemi-
cal regimen and a squeegee, to clean live algae,

Knowledge is essential as well. “The best tool is common
sense,” Szabados says. “The main concern, as in all maintenance,
is to maintain the ecosystem.”

think $1,000 for a pond
is enough but not if you
want to be around for
that customer in two
years.” With 50-per-
cent profit margins,
Holdeman'’s jobs average
$8.000 to $10,000 each.
Similarly, Bell’s clients
typically pay about
$8,000 for a pond that
takes one day to com-
plete. The price grows
exponentially for each
additional day of work.
In 2004, he installed 90
water features and the
average cost was $6,580.
Most of the jobs took
one day each. Last year,
his crew completed 55 water features,
with the average job costing $12,500.
While the jobs took longer to com-
plete, which decreased the number of
ponds they were able to install, the
sizes and prices of the ponds allowed
Bell to bring in more money.

Bell starts planning in March for
jobs that run November through Feb-
ruary. He frequently has renovations
scheduled during this time. During
April through August, he's consistent-
ly booked up to six weeks in advance
with new installations.

When setting prices, contractors
should not focus on competitors’
prices. Instead, they should focus on
making a profit, Szabados says.

And getting your feet wet with
smaller jobs at first is best, Holdeman
advises. “Don't feel like you've got to
handle a $25,000 job right out of the
gate,” he says. “Those can put you out
of business.”

The most important key to a
booming business is continued cus-
tomer service and education, Holde-
man says. “If you want good word of
mouth, you've got to stick with people

after the pond is installed.”

Check out the May issue online for more
photos of water feature designs.
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Made by Little Giant®
for better pond filtration.

Little Giant’s WaterMark™ skimmers and biological

waterfall filters are engineered to make it easier for water

garden and Koi pond enthusiasts to maintain balanced ecosystems.

WaterMark biological waterfall filters feature patent-pending BioVort

technology for less maintenance and superior filtration—unmatched by any

other filter. WaterMark skimmers provide an ideal solution to improve surface
cleaning on an existing or new pond. Choose Little Giant’s WaterMark products for

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

Call 888-271-1368 or visit www.watermarksolutions.ws for more information.
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best P
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ractice

To create better growing conditions
on your clients properties and an
easier route for your maintenance
crews, keep enoug}\ space between

certain landscape elements.

arate Irees

From Tur

s you reflect on the composition of your customers’ landscapes, are
there trees growing right in the middle of the lawns? Do you swear
under your breath every time you mow, having to trim around them
and practice some fancy footwork trying to maneuver the mower
around the trunks? If so, perhaps it’s time to sell landscape renova-
tion, focusing on separating the grass from the other plants. If you

are working with a client on a property with little or no landscaping,

as a part of the landscape unto itself. It should be uninterrupted by “stuff” in the middle.

you can avoid this maintenance nightmare by simply thinking of turf

Photos: John Fech
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MOVING HEAVEN AND EARTH.

In the beginning there was the SK500, the original workhorse that launched the

Ditch Witch compact utility line. This family of highly versatile, extraordinarily reliable
machines now includes a complete range of mini skid steers, mini excavators, and the
revolutionary Ditch Witch XT850 excavator-tool carrier. Limited space is no match for
the unlimited imagination of Ditch Witch engineering. For more information about our

full line of equipment, call 1-800-654-6481 or visit www.ditchwitch.com.
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best practices > > >

tion from the trees and shrubs

FIRST THING’S FIRST. Initially, do

site analyses on your clients’ proper- further reduce the vigor of the
ties to determine if there are tree-turf  lawn grasses. Further analysis
conflicts. Walk the property making reveals that some turf areas are
notes about the locations of spe- infected with powdery mildew,
cific plants and hardscape elements, facilitated by the shady condi-
documenting the condition of the tions. Realize that if the trees and
plants. For example, during the first turf were separated, the mildew
pass through the landscape, simply would be less severe or nonex-
jot down that the front yard contains istent. Once you're finished,

a driveway and a light post, as well as charge the customer an hourly
a large silver maple, four lilacs and a rate for the site analysis.

taxus hedge growing amongst the turf,
and the side and backyard landscape CONVINCING THE CLIENT.

spaces are similar, but with a differ- There are three basic points of

ent mix of woody _planrs. all of which rationale to communicate to Hore, tha Sowers and thess o 3 1 for their

seem to be st_rugghng. _ your customer when it comes to o S R S AR R
~ After you've inventoried the loca- separating trees from turf. soparstedl et i Gt Whkch s e e
tions and conditions of the landscape 1. Turf and ornamentals have

elements, make marginal notes about different growing requirements. compromises one set of plants for the
your initial diagnosis for the cause of Lawns require much more ferdlizer other If vou fertilize -and water the
cach of these problematic areas. In the  and water than flowers, trees, shrubs lawn atan appropriate level of input,
front yard situation above, the lilacs and groundcovers — generally about the ornamentals growing among the
and maple create heavy shade, creat- twice as much. Ornamental plants grass plants will R

ing an unsuitable growing environ- require much less mowing than the ;nput. leading to their demise.

ment for the turf. The root competi- lawn does. Growing them together 3 When turband ormnamentals are

e Sales Nationwide

*Quick delivery, many models in stock
* Innovative solutions specific to your needs
*Quality backed by a two year warranty*

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

m;m SPRAYING Call For Our Color Catalog and Parts Specials
ck“-k EQUIPMENT ~800-706.9530 « 585.768.7035 « FAX 585.768.4771

e-mail: Sales @GregsonClark.com * www.gregsonclark.com
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separated, a powerful landscape
technique is utilized, providing
a solid mass of each component.
Called mass/void, the flowers,
shrubs, groundcovers and trees
become the mass, or collective
beauty, while the lawn is the
void, as it takes on the appear-
ance of a big expanse of green
with the same color, texture
and growing height. This
combination is quite attractive.
In most situations, the void
serves as visual relief, focusing
the customer’s attention on the
ornamentals.

3. Maintenance becomes
casier. It’s easier to mow the
lawn without having to trim
around trees and shrubs. It's

easier on the trees and shrubs, as the
mower tends to run into them less
frequently. It’s much easier to mulch
around shrubs and fHowers and ro
water them with drip irrigation when
mass/void is utilized. Point out these

cfficiencies as you pitch the idea of a
landscape renovation.

ALTERNATIVE PLANTS UNDER
TREES. Once the customer realizes
the need to renovate for separation,
present them with three choices:

1. Keep the trees and install
adapred plants under their canopy.

2. Keep the lawn; remove the trees.

3. Both; retain masses of rurf next
to groupings of ornamental plants.

If the preferred choice is “keep the
trees,” or “both,” draw up a sketch to
incorporate some alternative plants
which are adapted to the level of
shade and root competition that the
woody plants create in the landscape.

WATER ZONES. Create zones of
plants with like water needs. To do
this, review plants’ maintenance and
sunlight demands. Each zone should
be designed to be watered and fertil-
ized differently from each other. Just
as the separation of turf and ornamen-

tals is wise, so is the further separa-
tion of ornamentals, i.e. shade-loving
groundcovers should be separated
trom drought-tolerant wildflowers.

Once the zones are in place,
choose the best irrigation equipment
for each. For instance, using turf
irrigation heads for rose beds or wild-
fower areas can lead rto failure of the
installation. In general, drip systems
work well for shrubs and medium and
tall perennials, while fixed spray heads
tend to work best for short perennials
and groundcovers. After the landscape
has been installed, run the system sev-
eral times to observe it's performance.
Make adjustments as necessary.

All in all, separating turf and or-
namentals is a conceprt that will make
a big improvement in the health and
vigor of your customers’ landscapes. @

The author is a horticulturist and
certified arborist at the University of
Nebraska, Lincoln, Neb., and can be
reached at jfech@uninotes.unl.edu.

More Effective

Less Expensive...

Tree Tegﬁ:
-

From Tree Tech® Microinjection Systems comes a full line of nationally labeled
insecticides, fungicides, boctericides and fertilizers in leakproof microinjection units.

Insecticides - Acephate, Vivid®!l, and MetaSystox®R

Fungicides - Bayleton®, Aliette® and Alamo®
Fertilizers - Our proprietary Nutriject™ formulations
Bactericides - Oxytetracycline antibiotic

Herbicide - Dicamba

Deflowering Agent- Snipper®

950 SE 215th Ave.
Morriston, FL 32668
1-800-622-2831

4 e-mail: info@treetech.net
Tree Tech® Environmentally Sound Tree Health Core for the 2151 century and beyoad.

Tree Tech®

microinjection systems
-
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spotlight on engines
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Engine-uit

quipment in the lawn care industry has come a long way. "It used to be that a
guy would buy mowers, and to an extent, that would be his lawn care business,’
says Bruce Farrar, manager of off-highway communications at Cummins, Co
lumbus, Indiana. “Now landscape contractors are buying skid-steer loaders and
other equipment, so the field is getting more diverse.’
Even the mower industry is getting more diverse. And to fit the different types of mowers
and the operators’ expectations of the equipment, engines are becoming more diverse and

advanced.
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€iTH Wi TE STRIFE MORE PROFESSIONALS DEMAND KOHLER POWER

+ THIS IS WHY:

(C(% EXCLUSIVE Closed Loop EFI. Automotive-inspired

2 8 ¥ technology. The most precise fuel mix across the entire
JIY rpm range. Instantaneous adjustments to changing load.
ﬁ}{{; Incredible power and response. An astounding 25% fuel
BLACK EF1 LEAD = Ssavings. KOHLER. Command PRO. engines. Inside and out,

they're all-pro. Call us at 1-800-544-2444, ext. LL8,
or see your KOHLER dealer.
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Whether it's engines, plumbing products or world-class resorts, Kohler sets the most demanding
standards for design, engineering and innovation. For the most demanding professionals.

©2005 by Koher Co,, KohlerEngmes.com
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MORE HORSEPOWER. Power in
mower engines now reaches 33 to 36
horsepower, says Cam Litt, product
manager of twin cylinder engines for
Kohler, Kohler, Wis. When riding
mowers became common among
contractors about 20 years ago, the
typical engine had 12 to 14 horse-
power, Litt says, adding that the high
end of horsepower has gradually
increased since then. Engines are still
made as low as 14 horsepower, adds
Ron Weber, product manager of com-
mercial engines at Briggs & Stratton,
Milwaukee, Wis., but many of today’s
mowers demand more power.

The increasing mower deck is
one advancement driving the rise in
horsepower, Litt says. “Cutters are
running bigger decks, so they need
more power to run them.” Higher
horsepower also aids in the powerin
of mowers with attachments, he adds.

Power boosts productivity, which
is important to landscape contractors
and manufacturers alike, Weber adds.
“Outdoor equipment manufactur-
ers are telling us that with the cost
of the machines, they need to cut as

“The landscape contractor needs the product to run when he
needs it to run. At the end of the day, what people really look

for is low initial cost, low maintenance and high reliability.”

e BﬂlCG F‘l’l’&l’

much grass as possible in the short-
est amount of time to maximize the
investment,” he says.

And horsepower should not be
judged by the package in which it’s
contained, Farrar says. Some engines
have increased horsepower without
increasing in size, giving the contrac-
tor a mower with more power that
isn't bigger or heavier. Because of the
smaller engine the manufacturer may
have room to include noise or vibra-

tion control in the mower, Farrar adds.

Orther engines that up the power
quotient include the twin-cylinder va-
riety, which are common in mowers.
Those who want more power gener-
ally opt for twin-cylinder engines
because they have the capabi%ity for
more horsepower than single-cylinder
engines, Litt says.

FUEL UP. Engine companies may tout
the newest technology on their prod-
ucts, but sometimes all that is lost on
the end user. “From the operator’s

oint of view, with smaller equipment
ike mowers the concern is whether
they'll be able to get through the work
day on a tank of fuel,” Farrar says. As
a result, engine makers take that into
account when they consider fuel-ef-
ficient engine designs.

Higher fuel efhciency is achieved
by changing an engine’s configuration,
Weber says. Internally, steps are taken
to reduce friction. And, externally,
letting the engine breathe as much as
possible helps save fuel. “All outdoor
equipment manufacturers expect us
to have a smoother running engine,”
he says. “Ir allows them to run more
efficiently.”

Another potential fuel saver is elec-
tronic fuel injection (EFI), Litt says.
The feature eliminates the engine’s
carburetor because fuel is injected
right into the cylinder. Engines with
EFI cost abour $1,000 more than
engines without the feature, but this
can save the contractor $400 to $500

in fuel per engine in one season over a
carbureted engine, Litt says.

“Contractors who have a fleet of
equipment with EFI see the biggest
benefit at the gas station,” Litt says.
“If a small operator has only one unit,
there will still be a gas savings but he’s
not going to notice it as much.”

Anotﬁcr advantage of EFI is that
the engine is easier to start in all
weather conditions and offers more
powerful acceleration, Litt says.
“Once you step on the throttle, you
get a faster response,” he says, adding
that starting an EFI engine is similar
to starting a car in the sense that there
is no learning curve. “With a non-EFI
engine, you have to choke the engine
and move the throttle a certain way,”
he says. “Here you can get on, start it
up and drive away like a car.”

The type of fuel an engine uses can
also save contractors money. Gaso-
line and diesel engines burn fuel in
different ways — the main difference
being the fuel, Litt says. Gas engines
are convenient [o some CONtractors
because the fuel is readily available.
But some operators like diesel engines
because they have several in their
fleets, making it convenient to fill
them all at once, Litt points out. Die-
sel engines can be more efficient, but
the fuel is more expensive, he adds.

LIQUID/AIR DEBATE. Most engines
used in the landscape industry are
air-cooled, Weber says. But these
aren’t the only option. Liquid-cooled
engines, which are more common

in large construction equipment, are
sometimes found in smaller machines,
such as mowers.

Liquid-cooled engines are per-
ceived to be quieter and have a longer
life, Litt says, adding they can rctaif
at $300 ro $500 more than air-cooled
engines. Another benefir of liquid-
cooled engines is that the technology
can allow a quieter engine than some
air-cooled models.

There are tradeoffs,
though, Litt says. Lig-
uid-cooled engines have
more parts than their
air-cooled counterparts,
including a radiaror,
fans and belts, which
means they require
more maintenance.

The most ideal
engine for a mower
is determined by the application,
Weber says, adding that liquid-cooled
engines are often preferred by contrac-
tors in warm, southern states because
they are thought to cool better and
last longer than air-cooled motors.

But the life of the engine depends
on the operator, Litt says. “If you
take care of any engine, you will get a
decent life out of it — no matter which
one you use.”

Ultimately, the operator only
thinks about whether the engine is go-
ing to be reliable and up to the task,
Farrar adds. “They need the product
to run when they need it to run,” he
sars, adding that the operator wants
a low total cost of ownership. “Ar the
end of the day, what people really
look for is low initial cost, low main-

tenance cost and high reliabilicy.” @




Today when you choose a Cummins A Series* engine for your equipment needs, you are getting
technology for Tier 4 interim designed to last through 2012. These clean-running, highly efficient
engines deliver power you can rely on. Every day. Every job. In every type of equipment. See
everytime.cummins.com or call 1-800-DIESELS (1-800-343-7357) for

additional details. With Cummins A Series you can plan ahead, and

stay ahead. Every step of the way.

*Under 48 horsepower .
©2006 Cummins Inc., Box 3005, Columbus, IN 47202-3005 U.S.A.

USE READER SERVICE # 112




Revved Up

A variety of engines provide solutions for every application.

compiled by heather wood

Briggs & Stratton Vanguard <
V-Twin Big Block Engines

» Two vertical-shaft models available:
895 cc and 993 cc

» Feature an advanced debris management
system incorporated into the air-cooling system

» Steel-backed aluminum bearings increase
load capacity and reduce engine noise

» Intake and exhaust system and large-volume
muffler are designed to reduce noise

» Lightweight aluminum block increases
power-to-weight ratio

» Include a centrifugal, multistage industrial

air cleaner
» Briggs & Stratton Commercial Power — 414/259-5333,
www.commercialpower.com

Circle 200 on reader service card
Cummins A Series Engines

« Five models available for tractors, turf equipment,
power units and compact construction equipment

« Ratings range from 31 to 60 horsepower with up
to 135 pounds per feet of torque

« Feature low-noise, integrated and cold-start
capability down to -22 degrees Fahrenheit

* Include the ability to extract power from the front
or rear hydraulic locations, in addition to the
flywheel and the front crankshaft

e Cummins — 414/259-5333, www.cummins.com

Circle 201 on reader service card

m lawn & landsmpe may 2006 WWW, awnou(“andsmp«.com



http://www.commercialpower.com
http://www.cummins.com

Look around this beautiful country we call America.
Chances are for every square foot that has been
traveled, tilled, transported or mowed, there’s

been a Carlisle tire close by.

For lawn and garden alone we manufacture hundreds
of product options so there’s a solution for every
situation. Take your pick, smooth tread to big biters,
tires and wheels are our business.

o when ynu’r; here, -
you're in CARLISLE COUNTRY.
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 Special Tires for Special Purposes Tire & Wheel Company
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Honda GX35 Engines <

» Replaces GX31 as Honda's most
powerful engine for handheld
applications

» Consists of a 4-stroke
handheld engine

» Available in 35.8 cc

» Includes oil-immersed timing
belt and overhead cam architecture

» Honda Power Equipment
- 800/426-7701,
www.honda.com

Circle 202 on reader service card

v

Kohler Command
Pro Line Engines

» Air-cooled, 747-cc overhead

valve engine
» Features a twin-cylinder and 30 hp
Includes a new high-flow fan

designed to keep oil
temperatures cool

Heavy-duty air cleaners come
standard

Kohler — 800/544-2444,
www.kohlerengines.com

Circle 203 on reader service card

International VT 365 Engine

» Diesel 4-cycle engine designed to maximize cost efficiency

* Ratings range from 175 to 230 horsepower

* Pulis 460 to 620 pounds per feet of torque

« Total engine weight is 1,062 pounds

» International Truck and Engine — 800/448-7825,
www.internationaldelivers.com

Circle 204 on reader service card

Subaru Robin Mini Four-Cycle Engines

* Include the EHO035 and EHO35V mini four-cycle overhead
valve engines

* |deal power source for handheld equipment

« Feature compact oil tank and crankcase-based design

* Weigh 8 pounds each

¢ Provide maximum power output of 1.6 horsepower

e Subaru Robin — 800/277-6246, www.subarupower.com

Circle 205 on reader service card
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TRUCK COM

OVER 200 TRUCKS IN STOCK

WE SHIP ANYWHERE!
Ask Us About Our Used Truck Inventory

2006 ISUZU NPR 2006 ISUZU NPR Diesel
Auto, A/C, 6.0L 300hp. 454 Auto, A/C, 14ft Dovetail 564
Pwr Windows & Locks Mo Mo

16ft Landscape Body 48 MONTHS 48 MONTHS

2006 ISUZU NPR DIESE GUC TS e
Aokt A/C. 16l laidione B CREW CAB DIESEL 3 5 766
Auto, 16ft Landscape Body

2006 ISUZU NPR GAS
| e 528,956
1-800-543-5109 OR 770-496-1000

FAX: 770-270-6774
email: TKPisciotta4 @ aol.com
www.kelleytrucks.com

“Call our Parts Department for Overnight Nationwide Shipping”
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Bright ldeas

Don't be left in the dark when it comes to landscape lighting.

compiled by heather wood

Allscape Scanlite Lighting 4

¢ Constructed from spun and cast aluminum

* Low-glare outdoor area lighting at
pedestrian levels

« For building facades, entryways and
landscaping

o Evenly distributed energy-efficient
reflected light

¢ Vertical cylindrical light head with various
decorative top shade and louver designs

o Allscape — 714/668-3660,
www.alllighting.com

Circle 206 on reader service card

Kichler Garden Collections 4
Landscape Lighting

» Coordinates landscape lighting fixtures into families of
original designs

¢ Includes six collections: Ainslely Square, Oak Trail,
Vintage Park, St. Croix, Gate House and Zen Garden

« Each features a 12-volt, lit centerpiece accessory

* Made to withstand harsh weather

« Kichler Lighting — 800/659-9000,
www.kichler.com

Circle 207 on reader service card
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2140 EASTMAN AVE. OXNARD, CA S3030 WWW.DABMAR.COM
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Nightscenes Brass Fixtures

o Solid cast brass <

» |Includes the Palmliter and Venice designs

¢ Includes 48 inches of direct burial cable

* Low-voltage transformers, from 150 to 900 watts,
are available in black or stainless steel and include
automatic timers and photocells

« Nightscenes — 813/854-3703,
www.nightsceneslighting.com

Circle 208 on reader service card

Nite Tyme Illuminations Island Lighting 4

* Designed to stand up to the harshest environments

o Features brass, bronze and copper fixtures

» Includes stainless steel transformers

« Pathway, in-ground, directional and deck lighting available

« Nite Tyme llluminations — 513/242-8963,
www.islandlighting.net

Circle 209 on reader service card

Kalas Landscape Lighting Cable

» Consists of a two-conductor black cable

¢ Constructed of annealed bare copper wire
insulated with high quality polyvinyl chloride

» Conductors are laid parallel and one leg has
raised ridges to identify polarity

e Available in several put-ups

» Carries a 150-volt rating

» UL listed product suitable for direct burial in
low voltage landscape lighting applications

o Kalas - 717/336-3048,
www.kalaswire.com

Circle 210 on reader service card

lawn & !andscape may 2006 WWW. awnand]nndscape.com



http://www.nightsceneslighting.com
http://www.islandlighting.net
http://www.kalaswire.com

STOP PAYING SHIPPING CHARGES ---- WE SHIP FOR FREE
BUY FROM THE CONTRACTOR'’S #1 CHOICE FOR QUALITY FIXTURES

-
N\

Model# DA400
Only SIB 10ea

0(@ *

Model# Lv41

only $30ea

Model# V323
Underwater Fixture
Up to 50w MR-16

Only $30ea

Lamps & Spikes
lnclll(le(l
NO SALES TAX OutsiDE OF CALFORNA
Free Sllipping’ on
Orders over $750.
(Continental US ()tl))l

2%°
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Model# DBSO1 Model# V30
Only $20ea Only $30ea
=
o
Model# V45 Model# V215
Only $3()ea Only $3()ea
e%®
AoV Multi-tap Transformers

2!

St 12v, 13v, 14v, 15v Output

Stainless Steel Housing
10 year Warranty

Model# PRO300 - 300w

Only gZOOea

Model# PRO600 - 600w

Only $Z50ea

Model# PROZ00 - 900w

only $300ea
FACTORY DIRECT

rou rree (888)544-4880

(818)782-4853 FAX

WWW.FDLIGHT.COM
PRICES SUBJECT TO CHANGE WITHOUT NOTICE.

\
v\;G w e§§
s"“‘\

Model# IG115

Only $ 1 ()ea

«““‘“‘o

’\o/\

l

Model# V214

Only $ 18ea

Single-Tap Transformers
Model#

C-300 - 300W $59¢a
C-500 - 500W $69¢a
C-750 - 750W $89¢a

Hours
M-F 10a-6p PT
We accept
Visa, MC, Amex

USE READER SERVICE # 116


http://WWW.FDLIGHT.COM

Vista Model 3216 Uplight -

» Features ultra-wide aperture shroud

» Designed to maximize super-flood MR-16 lamps

» Allows the total spread of the lamp light to flow uniformly along the
inner walls of the shroud for more uniform illumination

» Allows up to 360 degrees of rotational adjustment

» Includes 10-year warranty against corrosion

» Vista Professional Outdoor Products — 800/766-8478,
www.vistapro.com

Circle 211 on reader service card

Touchstone H2 LED Solar Powered Light 4

» Automatically turns on at dusk / ‘ ‘ ‘ ‘ \\

» Lights eight to12 hours when fully charged

* Includes non-replaceable battery

» Said to be durable and weather resistant

» TouchStone Accent Lighting — 888/475-2112,
www.touchstonelights.com

Circle 212 on reader service card

Little Giant WaterMark UV Lighting

» Designed to promote clean, clear water for a healthier aquatic

environment in a water garden or koi pond
« Ultraviolet light waves filter water by destroying harmful
bacteria, disease-causing pathogens and other contaminates
« Said to be easy to install
» Light-driven filtration systems also have a safety feature to
prevent UV-C radiation exposure
» WaterMark — 405/947-2511,
www.watermarksolutions.ws
Circle 213 on reader service card

lawn & landscape may 2006 www. awnandlandscape,com
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arm-Weather

Weeds

Spurge, knotweed and clover are no match for the
power of new Surge® Broadleaf Herbicide For Turf.
Energized with sulfentrazone, Surge has the power
an:\speed to knock out tough broadleaf weeds
\ fast. And it even suppresses yellow nutsedge!
\ Visual rgsults in 48 hours — now that has a
powerful effect on call-backs.

Your customers will be pleased with the speed and
performance. You'll be pleased with the economy
of Surge’s water-based amine formulation!

Put the power of Surge to work
for your business this year!

F Energized with Sulfentrazone
f Warm Weather Weed Control
f Reduces Call-Backs

J Rain-Fast in Just 6 Hours

f Designed for Residential
and Commercial Turf

J Low Odor
\
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From the makers of
TRIMEC Herbicide
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ArborSystems Mastiff PGR ‘

Circle 214 on reader service card

Caterpillar E-Series 420 E <
Backhoe Loader

Designed to manage tree growth, improve
tree health and boost stress tolerance
Said to condense shoot elongation and
stimulate root development

Single application said to reduce growth
40 to 70 percent over three years

Ideal for trees planted too close together,
along sidewalks or under utility lines
ArborSystems — 800/698-4641,
www.arborsystems.com

Equipped with 89 net horsepower
Features backhoe digging depth of 14 feet,

4 inches when equipped with a standard stick
New cab with curved glass and contoured fenders

Treated

Redesigned operator station said to maximize comfort

Caterpillar — www.cat.com

Circle 215 on reader service card

Choice Products Dual-Flo Nozzle

Circle 216 on reader service card

Patented internal valve and two-outlet design allows

user to control both water pressure and volume

by turning the knob

Performs multiple tasks when connected to

sprinklers, spray bottles, wands and other attachments
Spray patterns range from gentle shower for watering

seedlings to a jet stream for cleaning vehicles

Made from die-cast aluminum
Choice Products — 270/554-8500,
www.choiceproductsinc.com

MOLE o071

Dr. T's Nature Products Patent

« Patent gives exclusive rights to Dr. T's
to incorporate an active ingredient into a
solid matrix for any granular mole
repellent

» Solid matrix includes granular clay,
sawdust, grass pellets, wood chips or
similar compound

« Said to be rainfast, odorless and
formulated for easy application

e Dr. T's Nature Products — 800/299-6288,
www.repell.com

Circle 217 on reader service card

v

Easy Gardener Embossed
WeedBlock Landscape Fabric

» Said to reduce weed growth

» Evenly spaced embossings designed
to help landscapers plant evenly

» Features patented Microfunnels
designed to direct water, nutrients and
air into the soil while blocking sunlight
and preventing weed germination

* Available in ready-to-sell rolls of
varying widths and lengths

* Easy Gardener — 800/327-9462,
www.easygardener.com

Circle 218 on reader service card

lawn & |nndscape may 2006 www.lownand'andscape.cum
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This Month, win EARTHSCAPES Lamlscape Deszgn Software

With Eartascapes Landscape Design Software, valued at *1,095%, you can
create a complete, high quality landscape design in less time than it used to
take to draw a hard-to-read site-plan by hand.

<q< ‘
visual HHP 1ct 1ms l"ll]"

| Dy ARTHSCAPES ',.

Redefine professionalism in your market!

* High Resolution Imaging ¢ Remove Old Landscape
* Easy to Use * Paint On Textures
* 12,000 Image Library * Night Lighting

* Use GPS Mobile Mapper * Irrigation design
with Site-Plan Designer
3533 W. Bath Road

Va] Ued at $1 ,09500! . 'Akmnt Ohi.u 44333

www.visualimpactimaging.com

SWEEPSTAKES

Chc.mces to Win New Products Que StiOl’l S?

Daily News
Archived Magazine Articles Call 800/456-0707

Message Boards
Sign Up for Your Personalized My Lawn&Landscape Account




Echo 2006 Master < | o First Products Aera-vator
Products Catalog v '

« Vibrating action designed to loosen soil without

» Includes detailed information on Echo's tearing established turf

product line including chain saws, string » “Patented” swing hitch allows turns

trimmers, blowers and hedge clippers  Ideal for spot aeration in high traffic areas

» Features new additions including two top * Seeder attachment optional
handle chain saws and two string trimmers * Leaves behind no cores
» Products can be purchased at more than e First Products — 800/363-8780,
8,000 dealer locations throughout the www. 1stproducts.com
United States and Canada Circle 222 on reader service card A

» Dealer network is a resource for matching
equipment choice to application

» ECHO - 800/432-3246, -
www.echo-usa.com y/ ﬂ =
Circle 219 on reader service card :
.
Bio-1

Espoma Bio-Tone

Natural Plant Food
: , Heil Yardbird Light-Duty Dump Body
» Provides a blend of beneficial

bacteria combined with an
o Features new handles for the sides that allow

operators to close and latch them in a single motion
» Powered by a 5-inch cylinder for lift and
payload delivery
¢ Body includes a heavy-duty platform hinge and
quick-release upper tailgate pins

all-natural organic plant food

» Additional product offers same
blend with Ecto and Endo Mycorrhizae fungi added

» Said to improve soil quality

» Available in a weatherproof, 25-pound plastic bag
with handles and bilingual directions

» Espoma - 800/634-0603,
www.espoma.com

¢ Electric and PTO drive available

« Sizes range from 2 to 4% cubic yards and
lengths from 8 to 12 feet

« Heil Environmental Truck Equipment Group
— 800/255-4345,
www.duraclass.com

Circle 220 on reader service card

Hunter ACC Decoder

Controller Circle 223 on reader service card

A

e Separate model within Hunter’s
new ACC modular controller family
¢ Includes two-way decoder line communication
* Includes 99-station capacity
« Can be equipped with integral
grounding to protect the system
from power surges or lightning strikes
e Hunter — 919/467-7100,
www.hunterindustries.com

Circle 221 on reader service card

lawn & |andscape may 2006 www_lawnandlandscape.com
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Seminar Schedule

August 10, 2006
Orlando, Florida

September 14, 2006

Improving Your

September 28, 2006

Lawn Care Service

October 12, 2006

s\ Bottom Line

Northern New Jersey

November 16, 2006 What Will You Learn?
Dallas, Texas y Add-On sm vice Opportunities

Sponsor Partners
. Gold Level

Landscape Contractors
—_ . = = : Training & Technical
Bronze Level Directors
: Crew Foreman
Technicians

LE SCO ; ) Lawn Car;a Professionals

Call A Lawn & szijd'scape Event)' __ 1 tive ‘ £
800/456-0707 or go t re"'séhj_inars.com :



http://www.lawncareseminars.com

Husqvarna NASCAR Chain Saw

» Features an 18-inch bar with the NASCAR logo
imprinted in full color

o Packaged in a collector’s edition carton and includes
a NASCAR authentication numbered hologram on

v

the power head Irritrol Smart Dial 24

o Powered by a 3.2-horsepower engine

¢ |Includes Husqvarna's LowVib vibration
dampening system

e Husqvarna - 800/487-5962,
www.husqgvarna.com

Circle 224 on reader service card

LA7RESS MOWER PARTS

v
S.COM

EXPRESSMOWERPARTS
7658 Philips Highway, Suite 700
Jacksonville, FL 32256

Serving the Commercial Landscaper
Unbeatable Prices and Availability
On the Parts You Use Every Day!
18" standard lift blade

Ss&e

62

18" muiching blade

Free freight on orders over $100
Order by 4:00 pm eastern for same day shipping
Huge on-hand inventory
Nationwide shipping « Next day delivery to all of Florida

To place an order or request our new catalog:
Toll Free: 866-516-6937
Order Online:
www.expressmowerparts.com

USE READER SERVICE # 118

Features a station count of 24
Automatically adjusts to watering
schedules based on daily weather

patterns and local evapotranspiration levels
Designed to save water and minimize
irrigation runoff

Uses ET Everywhere Data Service to get
real-time information from 14,000 weather
stations and satellites

Irritrol — 800/883-1234, www.irritrol.com

Circle 225 on reader service card

UGLY SPRINKLER
\ﬁi'%"n

"

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

RID O'RUST

Call for an information package, including a
FREE product sample

1-800 - 347-7487

www.ridorust.com

www. americanhydro.com
e-mail: info@americanhydro.com

Petershura, FL

USE READER SERVICE # |19

m lawn & landscape may 2006 www.lawnandlandscape.com
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John Deere 7-Iron Il Deck 4

« Offers an increased blade tip speed
(more than 18,000 feet per minute)

« Features spindle pocket reinforcements
and double captured anti-scalp wheels v

¢ Available on all 2006 commercial mowing Little Giant WaterMark
models except the F687 Front Z-Trak mower : 3 , =

« Additional enhancements include a B'°Ioglcal Filtration
redesigned front baffle to better manage
airflow and a raised discharge chute to
evenly disperse clippings

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

* Designed to promote the growth of
beneficial bacteria

» Said to improve water clarity

* Provides multiple stages for maximum filtration

* BioVort filters combine biological and
mechanical filtration

» Little Giant/WaterMark — 405/947-2511,
www.watermarksolutions.ws

Circle 226 on reader service card

Circle 227 on reader service card

7 o

; S 29 .
Were You Featured
In This Issue? |

Reprints enable you o 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 10 your message.

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

Use Reprints As:

» Sales Aids « Educational Programs

* Recruitment Tools « Employee Training

+ Managed ePrints « Sales Presentations

« Trade Show Handouts « Conference Materials , ‘
» Media Kit Supplements + Direct Mail Campaigns

all the above
th a Z-SPRAY.

| in four different models
Ca;lolgesan ';ioe_’s @ | g and fertitzation needs.
-456-0 ch Products Inc.
NWW.z-spray.com ¢ sales@z-spray.com

USE READER SERVICE # 120

www‘{awnandhndscape.com may 2006 lawn & lm\dscape
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Mi-T-M CWC Series
Pressure Washers

Features cold water belt drive
pressure washers

Series produces 4,000 to 6,000 psi
at 3.7 to 5 gpm

Powered by a 16-horsepower Vanguard

OHYV or a 24-horsepower Honda

OHV engine

Includes triplex ceramic plunger pump
with forged brass manifold

Electric start is standard

Mi-T-M — 800/553-9053,
www.mitm.com

Circle 228 on reader service card

Monterey Herbicidal Soap

New contact herbicide based on naturally

occurring fatty acids

Designed to control algae, moss and
annual weeds

Said to give fast burn down even in
cool weather

Packaged in a 130-ounce container
labeled in both English and Spanish
Monterey — 559/499-2100,
www.montereylawngarden.com

Circle 229 on reader service card

Morbark Model 1600 Tub Grinder

» Said to be capable of grinding up to
10-foot stumps at unprecedented
production rates

» Designed to manage tree growth, improve
tree health and boost stress tolerance

» Hammermill is nearly 6 feet in length

s Base diameter measures 11 feet, 2 inches
with a tub capacity of 20 cubic yards

» Offers standard 22-hammer pattern

» Morbark — 800/831-0042,
www.morbark.com

Circle 230 on reader service card

Mower Jack Model MJ2005

» Designed to safely lift mower decks

» Fits most walk-behinds and zero-turn
mowers

» Made of heavy-duty steel

» Features a powder-coated finish

» Covered by a one-year warranty

» Havener Enterprises — 815/935-8383,
www.havenerenterprises.com

Circle 231 on reader service card

Novozymes Lake Relief

o Lake and pond clarifier with a proprietary blend
of Novozymes Microbes

e Designed to improve water clarity, reduce odors
and restore natural balance to the ecosystem

« Not harmful to humans, fish, wildlife, etc.
when used according to directions

+ Most effective when water temperatures
exceed 50 degrees Fahrenheit

* Novozymes — 800/342-6173,
www.novozymes.com/roots

Circle 232 on reader service card

Jawn & landscape  may2006
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PBI/Gordon Q4 <
Turf Herbicide

« Said to be a single product control
option for nutsedge suppression and
grassy and broadleaf weed control in
established turfgrass areas

« Offers an enhanced speed of a
protox inhibitor

o Designed for use on cool-season turf

» PBIl/Gordon — 800/821-7925,
www.q4.pbigordon.com

Circle 233 on reader service card

PDS Stainless Portable 4
Stainless Steel Tank Sprayers

« Available in 3- and 5-gallon capacities

« Designed to last 20 years or more

« Feature large oval openings for quick fi

* Include polyurethane non-kink type
coiled hoses and Viton-sealed
spray guns

* Professional Dispensing Systems — 888/386-1247,
www.pdsweb.net

Circle 234 on reader service card

Vermeer 1400T Brush Chipper

* Mid-sized chipper
» Can process wood up to 15 inches in diameter
* Powered by a 122 horsepower
CAT 3054 DITA engine
« Flexible track undercarriage allows
operators to steer chipper through uneven
terrain or confined working areas
¢ Vermeer — 888/837-6337,
www.vermeer.com
Circle 235 on reader service card

Reemay Lawn and
Garden Blankets

« Made of a lightweight, spunbounded
polyester fabric

» Designed to retain warmth so gardeners
can begin earlier in the season

* Retained warmth said to promote early
germination and rapid plant growth

« Said to keep pests such as carrot rust
flies, cabbage maggots, caterpillars and
loopers from getting in to lay eggs on
plants

e Available in a 12-foot by 15-foot size

o Reemay - 800/321-6271
www.typarlandscape.com

Circle 236 on reader service card

Scag Sabre Tooth Tiger
> Zero Turn Riding Mower

» Features 3-cylinder,
liquid-cooled, 31 horse-
power Vanguard

turbo diesel

engine; includes 61- or
72-inch cutter deck

» 22cc hydraulic pumps and 22ci wheel motors standard

¢ Said to have ultra-low center-of-gravity and wide stance for
positive traction and stability

* “Command-Comfort" operator station includes adjustable
“Quick-Fit" steering levers and an adjustable deck lift pedal

* Scag Power Equipment — www.scag.com

Circle 237 on reader service card

www.lawnandlandscap@.com may 2006 lawn & |andscape
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Maximize your advertising dollars by reaching:
* The Industry's Largest Print Audience.
« The Industry’s Largest Media Web Audience.
» The Industry’s Largest Classified Section.

We offer the industry’s lowest costs to be seen in both
Lawn & Landscape Magazine and
lawnandlandscape.com
for one low cost.

All classified ads must be received seven weeks before the date of publication.
We accept Visa, Mastercard, American Express and Discover. Payment must be
received by the Classified closing date.

Please contact Bonnie Velikonya at 800/456-0707 or bvelikonya@gie.net. =4

n e

Business Opportunities

WYTHLCETEHEITYSY - TAKE NOTICE --

Are you interested in MAKING MORE MONEY & HAVING MORE ting
FREE TIME? The information contained in our manuals and the templates $24.95
on our CDs are being used every day in our lawn service and by hundreds of =3 7.8
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

PNy & Procaduires. and i LET US HELP YOU EARN WHAT YOU DESERVEI

PROFITS UNLIMITED Since 1979

Call 800-845-0499 » www.profitsareus.com

Synthetic Back-Yard Putting Greens

* Huge Profits - Up to 65%

“ Synthetic greens are one of the fastest
* Year Round Installations

growing segments of the $50 Billion a
* Carry NO Inventory

year golf industry.”
* Utilize Existing Equipment
* Buy Manufacturer Direct
* Online Certification
m T Training Now Available
e J

N

i

o

p =
-
e

00-334-0005

WWW. allprogreens.com

FREE
VIDEO

Business Opportunities

SELLING YOUR BUSINESS?

FREE NO BROKER
APPRAISAI FEES

Professional Business Consultants

usineg
2® “G,
;,\0 o~
P / <
& S [~
8 . %
a @

Merger & Acquisition Specialist

Professional Business Consultants can obtain purchase
offers from qualified buyers withour disclosing their
identities. Consultants” fees are paid by the buyer

CALI

708/744-6715

FAX: 508/252-4447

US.LAWNS

NO ONE KNOWS THE
LANDSCAPE MAINTENANCE
INDUSTRY LIKE WE DO.

Power
Mark ating

To find out more about e=—— v
us and the epportunity }
U.S. Lawas can offer, call ——
1-800-USLAWNS or visit — s
us at www.uslawns.com US.LAWNS

Business for Sale

Landscape construction company for sule. Excellent

reputation with Arizona contractor and resale licenses
15 year business located in booming housing marker
arca (Phoenix metro), Current gross $150,000 + or -
unlimited potential. Truck, tools. clients, supplicrs, sub
contractors, etc. Don't miss this opportunity for only 45K

Contact Raymond at 480/963-5018. Will help train

|awn & lnn(‘lscnpe Www., awnandlandscape,(om
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PRODUCT INFORMATION

visit us at

r

lawnandlandscape.com

Name,

Title

Company.

Address

City, State Zip

Phone

Fax E-mail Address

LawnérLestape

l:l YES, | would like to receive/continue to receive Lawn & Landscape free of charge.

D No, | would not like to renew.

How do you want to receive your subscription?

1. Digital and Print 2. Print Only

CHECK OFF

the reader service numbers that you're interested in.
It's fast and convenient or mail in this card.
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1. What is d business Pesticide Application
at this locchonm P;T‘qm only one) Q 16. Turf Disease Control
CONTRACTOR or SERVICES Q 17. Turf Insect Control

Q 18. Turf Weed Control

|
Q 1. londscape Contractor
o Q 19. Tree & Ornamental Pesticide Application

2. Chemical Lawn Care Company

(excluding mowing maintenance service) Other
Q 3. lown Maintenance Contractor Q 20. Mowing
Q 4. Ornomental Shrub & Tree Service Q 21. Hydroseeding
Q 5. Irrigation Contractor Q 22. Snow Removal
Q 6. londscape Architect Q 23. Interior Landscape Services
Q 7. Other Confract Services Q 24. Structural Pest Control
[please describe). Q 25. Holiday Lighting
Q 26. Other
Il. INHOUSE LAWN/CARE 3. What is the service mix %?
MAINTENANCE Mowing/Maint, Design/Build

Q 8. InHouse Maintenance including
Educational Facilities, Health Care
Facilities, Government Grounds, Parks &

Chemical Application

o : H Military Installations, Condominium
3. Digital Only (No print copy received) e Mo Bt A.Wﬂcwmy ::l—ﬁm .'(“pwynrmnd)
Private Estates, Commerciol & Industrial Parks s
1 i T NUFACTUR | ical Applicati "
slgnamre |‘|]| D{I?STRD'.BuUbeR/MA UFACTURER 5.1s C
Q 10. Distributor 1. Outsourced 2. Done by own employees
rﬂ Q 11. Formulator
itle Q 12 Manufacturer 6. What are your company’s
$ A % °
IV. OTHERS ALLIED TO THE FIELD: " "1.Less than $50,000
Name Date Q' 13. Exension Agent (Federal, Siate, T 2.$50,000 1o $99,999
County, City, Regulatory Agency) — 3.5100,000 10 $199,999
Q 14. School, College, University —  4.5200,000 10 $299,999
Q 15. Trode Association, Library —_ 5.$300,000 o $499,999
Company Q Others (please describe), T 6.$500,000 to $699.999
—_ 7.$700,000 to $999,999
. — 8.$1,000,000 1o $1,999,999
Address City 2. What services does you business offer? 982,000,000 1o §3.999.999
Q 1. londscape Design Landscape Installation — 10.$4,000,000 1o $6,999,999
. Q 2. Seeding or Soddi — 11.$7,000,000 or more
State Z|p Q 3. Turf & Omamental Installation
Q 4. Bedding Plants & Color Installation 7. What percentage of growth do you
Q 5. Irrigation Installation i ?
Q 6. londscape Lighting w
Phone Fax O 7. Hordscape insiollaion 2
O 8 Woler Feotures l.‘th'Jy?r was your business
E-mail Q 9. londuope Removal
scape Renovation " . .
Q 10. Turf Fertilization 9. What is your business mix? (%) )
! e - " A Q 11. Turf Aeration Residential __ Commercial___ Other____ i
GIE Media will only use your e-mail address to contact you with relevent industry Q 12. Tree & Oramental Care o
intion i 2 Q 13. Tree & Stump Removal 10. Is thi: [0}
or subscription information. 014, nkaon Mo MhGRWM? rters or
Q 15. Erosion Control

If you do not want to receive e-mail from trusted 3rd parties, please check here. D

What is the best way to contact you for future renewals?
Email Fax Telephone

1. Headquarters 2. Branch 3. Single Office
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Business Opportunities

ARE THE RooTts OF
Your BusINESS DYING?

Revive them with the #1 Natural
Organic-Based Lawn Care
Opportunity!

* Proven Marketing Accelerates Growth

+ Differentiate Yourself Using Proprietary,
Organic-Based Fertilizers

Successful Training Tools and Programs
Over 18 Years of Success

We can make it easy for you to join the
Leader in Organic-Based Lawn Care.
Call Marcus Peters at:
800-989-5444

Business for Sale

Rising Star

PROPERTIES, LI

For Sale

Tarrant County, Texas

nursery/landscape business

and property

* 5.285 acres

* 10,000 sf building

* 5,000 sf covered area

* 5 green houses totalling
15,000 sf

* well and booster pump,
pipe system

* 300ft. frontage

* 35,000 vehicles per day

* established clientele

817/991-9298

Business for Sale. Grear opportunity 1o relocate
in beaudiful 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, ctc. Turn
key. 50% construction, 40% maintenance. 10%
spraying. $250,000. Serious only need respond, fax
707/268-3839.

Business for Sale

APPLICATING/LAWN MAINTENANCE
COMPANY

Located in the Beautiful Rocky Mountains!
Owners retiring after 15 years in business. Well,
established company in a booming & fast growing
market, Good quality equipment-Excellent Reputa-
tion-many multi year contracts. Owner will help train.
Lawn Spray-Tree Spray-Deep Root Feed-Pest Control-
Noxious Weeds-Lawn Mowing/Irrigation maintenance
program. Gross over $500K/ in 7 months.(May - Octo-
ber.) Serious Inquires only. Call (970/904-1890)

SMALL ESTABLISHED LANDSCAPE COMPANY,
IN THE NORTHERN VIRGINIA AREA IS SELL-
ING BUSINESS, ACCOUNTS AND EQUIPMENT.
FOR YOUR CONSIDERATION PLEASE, CON-
TACT: MR. COOPER AT 571-283-2268.

Full service commercial landscape maintenance
located in Central Indiana since 1986.
Asking: $450,000 Gross: $734,000
Cash Flow: $177.000.

Contact Steve Pierce
Sunbelt Indiana Business Resource
Phone: 317/573-2100

Well established for 18 years specializing in design/build
and maintenance in Columbus, OH. Very well known,
well managed and highly organized operation. An-
nual sales in 2005 over $800,000. Excellent growth
in a growing communirty. Business includes: employ-
ces, equipment, advertising, etc. Turn key. Possible
financing available. Owner will assist with training.
Call 614/848-6500.

BUSINESS FOR SALE
Northeast Florida, Fastest growth area in State!
Commercial Landscape Company,
established 12 years.

Excellent reputation with all major area contractors,
Owner sclectively bids, growth opportunities
By increased job selection
Climate provides year round work
2005 Revenue $1,600,0004+
Owner Benefits $500,000+4
Contact Debi (904)996-1666
904/386-7108, dandrews@ciibrokers.com

For Sale: Landscape Construction & Maintenance
business in fast growing Las Vegas, NV. Established
in 1982. Annual sales for 2005 over $1.2 mil. 75%
Construction, 25% Maintenance. No Brokers
Please! Will help with transition. Contact via
e-mail ar Ivlandscapesale@aol.com. Fax information
requests to (702/565-6576)

200 Acre Sod Farm 90 miles E of Chicago
50x170 bldg with offices
2-40x80 bidgs w/shops — 2 homes
Sand Sod inventory/Machinery
Serving major athletic fields 269/695-5505

Business Wanted

WANTED TO PURCHASE

Chemical lawn & tree care companies,
any area reply in strict confidence.

laurelcompanies@aol.com

kbKUBOTA.com
-FAST

DELIVERY ON
IKyhola, parts

1-877-4KUBOTA

This website “kKbKUBOTA com” is operated
by Keller Bros. Tractor Company, an authorized dealer

of Kubota Tractor Corporation since 1972

iKuhota,

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.

EngineerSupply
Measuring wheels, surveying equipment, blue print
storage. Shop Online for your AEC Ofhice Equip-
ment, Large Document Storage Solutions, Specialty
Calculators, Surveying Equipment and more.
www. EngineerSupply.com.

TrakMats~

Ground Cover Mats for Professionals

* Tough, Lightweight

* Cleats for Traction

* UV protected

* Light color prevents
burnt grass

* Hand cutouts for
lifting

800-762-8267
SVE Sales, Inc.

Charlotte, NC 28216

emall: sales@trakmats.com

Call At 800/456-0707 To Advertise Today!

www.lownandhndscape.com
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866-290-7295
_Factory Direct

NEW

Quick 36"

The great cutting, compact, easy-
turning, reliable 36" hydro mower
Proudly made in the USA
Starting at $1895
www.quick36.com

LANDSCAPE
DESIGN STAMPS
Rubber stamp symbals of trees, shrubs,
plants, rocks, pavers, ponds, and more

AMERICAN STAMP CO.
TOLL FREE 877-887-7102 Local 816.687-7102
Call Tue, Wed ot Thur, 8-4:30 PM Pacific Time for Info

Tree Moving Equipment: Red Boss tree spades,
Tree Boss, Tree Tie, Tree Planters.
Call Tree Equipment Design at 877/383-8383.
mln(d'ln‘ccqulp.uun. www.irceequip.com.

Made in USA.

Stop guessing square footage! Measure area quickly and
accurately. Just wheel the DG-1 around any perimeter
and instantly know the area inside. $399 + $7 ship
CA add rax. www.measurearea.com 760/743-2006.

Help Wanted

BRICKMAN

Enhancing the American Landscape Since 1939

Brickman is looking for leaders
who are interested in growing their
careers with a growing company.

Nationwide career and internship
opportunities available in:

* Landscape Management

* Landscape Construction

* Irrigation

* Accounting

* Business Administration

Start growing your career at:

brickmangroup.com

Wanted

KEY EMPLOYEE SEARCHES

Florapersonnel, Inc. in our third decade of performing
confidential key employee searches for the landscape
industry and allied trades worldwide. Retained basis
only. Candidate contact welcome, confidential and
always free. Florapersonnel Inc., 1740 Lake Markham
Road, Sanford, Fla. 32771, Phone 407/320-8177, Fax
407/320-8083. E-mail: Hortsearch@aol.com
Website: hrtp//www.lorapersonnel.com

GOTHIC LANDSCAPE, INC./GOTHIC
GROUNDS MANAGEMENT

Since 1984, we have been creating long-term relation-
ships with clients through outstanding personalized
service and problem solving. We are one of the largest
landscape contractors in the southwestern US operating
in the greater Los Angeles, San Diego, Phoenix and Las
Vegas markets. The Company specializes in landscape
construction and maintenance for residential master-
planned community developers, and industrial com-
mercial developers. We offer an excellent salary, bonus
and benefits package. Outstanding career opportunities
exist in each of our fast growing branches for:

* Account Managers

* CAD Designers

* Estimators

* Irrigation Technicians

* Project Managers

* Sales Personnel

* Foreman

* Spray Technicians (QAC, QAL)

* Superintendents

* Supervisors

For more information, visit: www.gothiclandscape.
com or Email: hr@gothiclandscape.com or
contact Elisabeth Stimson, HR Director ax:
Ph: 661/257-1266 x 204
Fax: 661/257-7749

Join a company whose
Business is People and

g

!
thecareoftrees.

We care about providing career
opportunities and have openings
for passionate and committed
candidates at all levels.

We value safety first, provide
ongoing training, and have an
excellent compensation and benefit
package that includes a 401K with
company match and ESOP.

Please apply online at www.thecareoftrees.com
or contact Melinda Torres at (877) 724 7544
mitorresé thecareofireescom
Fax (847) 459 7479

Their Love for Trees'

Help Wanted

Consultants

Know Us ... Know Success

Your recruiting firm for the Landscape Industry

ARE YOU A HIGHLY QUALIFIED EXECUTIVE
OR PROFESSIONAL WHO 1S READY TO CON-
FIDENTIALLY TAKE YOUR CAREER TO THE
NEXT LEVEL?
v Call JK Consultants - your recruiting firm for

the Landscape Industry.
¥ We are currently doing business with several top

national Landscape firms who have maintenance

and construction opportunities - excellent

compensation and excellent locations.
v Take your career to the next level with

JK Consultants, Know us ... Know success.
v Put our statement to the proof and call us right

now to confidentially discuss your career.
¥ Do you know other professionals ready to make a

change? We offer a referral fee if the person you

refer to us is hired by one of our clients.

You never know where professional
[friendships may lead.
Call us right now to find our confidentially how
we can take your career to the next level.
E-mail: contact@]KSuccess.com
Phone: 209/532-7772
Visit our website at www.]JKSuccess.com

IRRIGATION DESIGN & INSTALLATION

Golf Engineering Associates of Phoenix is seeking itrigation de-
signers, installation supervisors and skilled workers for projects
in U.S., Mexico and Asia. GEA is an established, expanding
international design/build firm. Design applicants must know
AutoCAD, have construction expenience and college degree
in related field. Travel is required. Spanish speaking preferred.
Please send resume to gary@geagolf.com or call 623/551-1919

THE CARE OF TREES - NORTHEAST REGION
Sales Arborist Representative Sccking

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 obrain.

Plant Health Care Technician/Coordinator
Secking 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

District Foreperson Sccking a candidate with tree care
experience and a CDL to help lead our team in Samford, CT.
Duties include maining the field staff, managing production
and safery, and oversecing daily operations

Send resume to artn: Tanisha Hardison Fax 203-840-8328
email thardison@checarcoftrees.com or apply online www,
thecareoftrees.com
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HicaGrove

PARTNERS

HighGrove Partners, LLC is growing and
we need Leaders who want to grow
with us and have fun along the way.

Atlanta and Charlotte career opportunities
are available in:
* Sales
* Landscape Architecture
* Landscape Design

* Irrigation

Grow Your Bright Future Today!
Contact Keith Worsham ar 678-298-0582
Or keith.worsham@highgrove.net

www.highgrove.net
T ————— e

Exciting Career Opportunities For
Service Industry Managers

Come join one of the largest Vegetation
Management Companies in the United States.
DeAngelo Brothers, Inc., is experiencing tremendous
growth throughour the Country creating the
following openings:

Division Managers
Branch Managers

We have immediate openings in:

VA, New England, FL, MO, TX, CO, LA, IL

Responsible for managing day to day operations,
including the supervision of ficld personnel. Business/
Horticultural degree desired with 2 minimum of 2 years
experience working in the green industry. Qualified
applicants must have proven leadership abilities, scrong
customer relations and interpersonal skills. We offeran
excellent salary, bonus and benefits packages, including
401(k) and company paid medical coverage.

For career opportunity and confidential consid-
eration, send or fax resume, including geographic
preferences and willingness to relocate to:

DeAngelo Brothers, Inc.,
Attention: Carl Faust,

100 North Conahan Drive, Hazl PA 18201.
Phone: 1-800-360-9333. Fax: 570-459-5363 or
email-cfaust@dbiservices.com
EOE/AAP M-F

GREENSEARCH

GreenSearch is recognized as the premier provider
of professional executive search, human resource
consulting and specialized employment solutions
exclusively for interior and exterior landscape com-
panies and allied horticultural trades throughout
North America. Companies and career-minded
candidates are invited to check us out on the Web at
http://www.greensearch.com or call toll free at
888/375-7787 or via e-mail info@greensearch.com.

THE HIGHRIDGE CORPORATION, A TOP
SEATTLE AREA FIRM, OFFERS REWARDING
OPPORTUNITIES IN THE FOLLOWING AREAS:

* Landwape Conmtruction o Harducape Construction

* lrrigation Installation & Service * Landscape Design

* Landwape Mantenance ¢ Water Feature [nutallavion & Service
e

Please apply online @ www. highridge.com
Or mall / fax resumes to
The Highndgr Carporation
PO, Box 260 = luaquah, WA Y8017
Fax: 425.391.3654

U.S.LAWNS

Are you looking for a job or Looking for
qualified employees to:

* Climb ir

* Design it

* Plant it

* Grow it

* Landscape it

* Sell ir?

JOBS In Horitculture, Inc.
Employment Advertising
In Print and Online
800/428-2474
www.hortjobs.com

GENERAL MANAGER
LANDSCAPE MANAGEMENT

JAMES MARTIN ASSOCIATES

Career Opportunity with a Progressive,
Industry Leading Company.

If You Have: a Minimum of 10 Years of
Landscape Management Experience;
A Track Record of 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. 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 45
Vernon Hills, 1L 60061
Phone: 847-876-8044
Fax: 847-634-8298
E-mail: b.mcelroy@jamesmartinassociates.com

EOE and Smoke Free Work Environment.

<4 Benchmark

Landsoape Companies

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)

Established, growing irrigation company in Lake
County looking to fill the following positions:

» Irrigation Salesman

# Irrigation Foreman

» Irrigation Service Technicians

» Installation crew members

Benehits include Hospiralization, Dental,
and Retirement Plan

Lasko & Ohio Lawn Irrigation
6215 Heisley Road
Mentor, OH 44060
440/639-1700 — fax 440/639-9300
www. Warter YourGrass.com

Call At 800/456-0707 To Advertise Today!

wwaawnandlandscape.com
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Get your bllls out on time

w_faitgr
with

GRASS

Landscaper Billing

Call for a free sample bill and brochure

800-464-6239

COMMERCIAL INSURANCE
FOR THE GREEN INDUSTRY

Competitive rates, comprehensive coverage
and payment plans designed for your
specific business needs.

If you provide any of the following services we can
design a program for your company:

* Installation * Right of Way

* Snow Removal * Holiday Lighting
* Renovation * Irrig, Install./Serv.
* Fertilization * Mowing & Maint.
* Herb./Pest. App. * ‘Tree & Shrub Serv.

« Spill Clean Up

Contact one of our Green Industry
Specialists for a quote at
1-800-886-2398 or by fax at
1-740-549-6778
M.EP. Insurance Agency, Inc.

rick@mfpinsure.com

* increase revenue
* lower costs

boost efficiencies
#enhance productivity
B increase customer retention Ladadit: 3 J

free demo

I

: erEOJ

Visit www.insig tdlrect com/lawnmag

for a special offerta M% W
readers,orcal S0QATANA200] NN

“ServiceCEO has done wonders for our company. Not ¢
increase revenue, but it has produced tremendous
el aickciag S

Landscaper Accessories
Equipment

Marketing Services

Stop Wasting $$ On Ineffective
Marketing Methods!

Powerful proven marketing systems creared
specifically for LCO's thar grow your business
100-500% fast. Results Guaranteed! FREE report.
Call toll-free, 24 hrs a day for automared message.
877/454-0125.

“At last. . .How to collect money from your lawn customers with practically no work!
Amazing NEW technology gets you paid, while you enjoy your time offl”

Sebring, FL - A newly released free report reveals the quick and casy way to stop the monthly billing grunt work!
Don't spend another evening or Sunday afternoon sending out monthly invoices. Why put yourself through it
anymore? Get this free report so you'll know exactly what to do.

Call the roll-free number to get your copy, 1-800-832-0743 (Toll-free, 24 hour recorded message)

“ lawn & landscape may 2006
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Check out the software
that is revolutionizing the
green industry!
www.wintac.net
or call

1-800-724-7899

™ The all-in-one software

« Unlimited Customers & Properties e Print Pr s, Invoices, Work
« Automatic Scheduling, Routing

» Automatic Invoicing, Job Costing
» Service History & Profit Tracking
« Labor and Productivity Tracking
» Material & Chemicals Tracking

« Automated Marketing Manager:
Send Sales and Service Nolices

for lawn care and
landscaping contractors

Orders, Statements, Purchase
Orders, Reports, Labels. Even
design your own forms in Word"

« Full Accounting: GIL, AR, AP,
Payroll, Checking, Inventory,
Financial Reports and Graphs

« Built-in links to QuickBooks®,
Peachtree ™, MapPoint ® Street

Mapping, Emailing, and more!

ERMETER

. Equipment
Maintenance Software
’ Designed for the
Green Industry
® Scheduling
® Tracking

@ Costing
@ Parts Inventory e

Free Demo 800-635-8485

WWW.MOWERMETER.COM

Software Solutions
for the Green Industry

Lawn Care Tree Care Landscaping

Irrigation Pest Control Holiday Lighting

The
Service

Solution

www.TheServiceSolution.com
614-436-9066

Educational Training

Do They Have The
Right Answers?
Provide knowledge to your
customer service and salespeople

» To save customers
» Attract new

One customer save pays for 1 years use

800-328-4009

Go Paperless! TurfGold Software
Manages phone messages, appointments, proposals,
scheduling and invoicing. 100% 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.

ustry Web Sites

BUSINESS RESOURCES
LawnSite.com — Where Business Owners Meer
PlowSite.com — For Snow & lce Professionals
LawnCareSuccess.com — Books, Templates,
Tutorials, Proposals, Contracts, Flyers, Door
Hangers, Letters, How To Estimate Properly,
Advertising, & More.

412/415-1470

Website Design Services

Avtomated, Profit-Pulling Sales Force
That Works 24/7 and Never
Takes a Day Off!

Today's consumer is going online to find their service
providers. If you're not there, you're missing out on
100,000+ searches every month
Get your automated sales force today!

Results Guaranteed. FREE report.

www.lawncarewebdesignmagic.com

Web Designers

Web Design, Brochures, Logos, Lettering and
Printing Services for Landscapers. Your single
source for marketing your landscape business.
Samples online: www.landscapermarketing.com
or call 888/28-DSIGN.

GPS Vehicle Tracking

No monthly fees
Call 800/779-1905

www.mobiletimeclock.com

GROW YOUR BUSINESS

With One or Both Of These
Great Service Offerings!

’ "'-r' o
E 1IME

W/

In'du’sitry,

» |iip '

I'raining ~ Products ~ Support
www.nitetimedecor.com

1-877-552-4242

375 Locations in 48 States
$2000 Daily Production
Per Crew!

Call Today!

1-800-687-9551

Ww \\.Chl"i.\'lI\\‘.\.\'dt‘k'()l'.llt‘(

Landscape Equipment

TREE STAKES

Doweled Lodgepole Pine

CCA Pressure Treated
2" Diameter, Various Lengths
Economical, Strong and Attracrive
Phone: 800/238-6540
Fax: 509/238-4695
JASPER ENTERPRISES, INC.
We ship nacionwide.

Web site: www.jasper-inc.com

e e
It Pays To
Advertise in Lawn &
Landscape Classifieds

WWW. lawnandlandscape.com
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mGarden Show Success at
Lifestyle Landscaping

S

hen most of your business
comes from landscape instal-
lation, a lot of your time is

spent generating new work. At LifeStyle
Landscaping, Grafton, Ohio, one tried-
and-true way we've found to attract
new customers is exhibiting at our local
home and garden show. Since 1976,
our company has participated in at least
one home and garden show annually,
the most recent of which has been the
Cleveland Home & Garden Show,
where we've exhibited for the last 15
years. These shows have been an integral
part of our sales and marketing strategy;
we invest significant resources in them.

While our garden designs change
year after year, one thing that remains
the same is the necessity to plan in the
months leading up to an event. Some
of the planning is determined by the
show’s producers; things like the event’s
theme, show floor layour and garden
sizes are outlined by the event coordina-
tors. From there, what happens inside
our garden is entirely up to the Lifestyle
Landscaping staff.

Knowing that the Cleveland Home
& Garden Show generally takes place

in early February, with input from
many members of the company and
our design staff, we generate a proposed
garden design for the event producers’
approval by July the year prior. From
there, with an approved proposal, our
staff generates a hinal design that must
be submitted by October. The produc-
ers will often ask for a plant list and
overall design layout to make sure the
concept we ve run with reflects the over-
all theme and flavor of the event.

With a few months between submit-
ting our proposal and the dates of the
show, the entire Lifestyle Landscaping
staff bands together to make the design
a reality. Beyond serving as a marketing
tool, participating in home and garden
shows in the winter allows us to keep
our staff busy during the slow season.

Ultimately, event organizers provide
about four days of on-site installation
time before the first weekend of the
event. However, a lot of work goes into
the project before that time. Generally,
our team creates a garden anywhere
from 1,200 to 1,500 square feet —a
large space to fill, and one that requires
a lot of hands. Right away, our plant

The author is a

|andscape desngner [or

Li[esty|e Landscaping,
Grafton, Ohio, and
can be reached at

440/748-4848.

I. Plan your display garden well in advance of the home and garden show
event. This will also give you plenty of time to force plant material, if necessary,
and design any special structures.

2. Involve staff members from all parts of the company to maximize creative
input and keep employees busy during slower winter months.

3. Ensure that one or two staff members are on hand during the event to meet
and greet potential clients, answer questions and begin the sales process.

4. Avoid committing to a garden size or style that you may not be comfortable
installing for a potential client.

5. Participate in home and garden shows as regularly as possible. Attending the
same show year after year shows consistency in your company and lets poten-
tial clients follow the progress of your work over time.

lawn & ’andsc&e may 2006 www 1awnand|andscape com




experts will get started on forcing
perennial plant material to be ready to
bloom during the show.

Meanwhile, the rest of our staff
members take on other tasks. Some
staff members are responsible for col-
lecting the stone and hardscaping ma-
terials we'll use. Also, we may have ar-
bors, fences, water features and other
special focal points to build. Much of
this development process takes place
at our own facility where we'll build
the structures and then determine the
best way to disassemble them so we
can quickly re-assemble them on-site
during our four-day setup period.

Come setup time, we generally
have four to six staff members on-site
at the convention center to erect the
special features we've built at the shop.
As it gets closer to the day of the show
we may have as many as eight or 10
staff members on hand to help install
the plant material. To make sure our
presence is felt during the event, we
have one staff member on hand art the
display during the week days and two

people during the weekend days.
Overall, Lifestyle Landscaping
spends $30,000 to $50,000 annually
on the design and implementation
of our display gardens. While some
participants may use stipends of-
fered by the event organizers as the
budgets for their gardens (sometimes
up to $12,000), we choose to invest
more because we want to put our best
foot forward in this marketing effort.
While the cost might seem excessive,
it's important to remember that in or-
der to create the established-landscape
look, more plant material is neces-
sarily than what you would normally
use for a landscape installation. For
the 2006 Cleveland Home & Garden
Show, Lifestyle Landscaping planned
for 1,000 perennials, 50 to 60 shrubs,
five flowering trees and seven cut trees
for our large garden. Additionally,
while much of our plant marterial may
be sold to the public at the end of the
show, we retain the stone, pavers and
other hardscape materials in the de-
sign for use in future landscape jobs.

For this year’s Cleveland
Home & Garden Show, Life-
style Landscaping incorpo-
rated stone steps, a creative
fence design, hyacinths and
thistle to include a variety
of textures in the landscape.
Photos: Lawn & Landscape

Also offsetting the cost of the
show is the return on investment
(ROI) we receive in terms of generat-
ing new work. Admittedly, sales can
vary widely from year to year based
on the show’s attendance, the econ-
omy, etc., While one year you may
earn one new client that turns into a
$300,000 job, another year you may
make 30 new sales of $10,000 or
$15,000 each. Overall, the volume
of work we can traditionally generate
from a home and garden show ranges
from $200,000 to $500,000.

Beyond that, there also can be a
great residual effect — new clients that
call in July to say they saw our work
at the February show and are now in
a position to make an investment in

their landscapes. — Kevin O'Brien

i,
wwaav.:nancl[andscape.cor' ’

Visit the May Online Extras section for ad-
ditional photos of Lifestyle Landscaping's
trade show c}isplay as well as more tips.
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BObGE CO.srvevrreeem iresserwrt www.bobcat.com.........c.ceun 08 ey 85
Calfornia Landscape Lighting

WWW.CalIte.COM ..oviaiiiiinnnn www.sprinklersdless.com
67,40, 12, 108 ....49, 29, |5, 89

............... www.cascadelighting.com .....
Case Construction Equipment

Corona Clipper ...............www.coronaclipper.com.......

Cub Cadet.......... ;

Dimex Corp. . 81,153, 50...... 62, 117,37
Ditch Witch ....... Perma-Green Supreme..... www.permagreen.com......... 2 e ivivansos 22
Dide Chopper.................www.dixiechopper.com......... Pine Hall Brick

Factory Direct Lighting .....www.fdlight.com & Signature Control Systems
................. wwwi ferrisindustries.com......37 ..o www.signaturecontrolsystems.com

Ford Motor Co. .......cccuuns
Frontier Equipment
GME s nas divss

Gregson-Clark....... VoA
Hunter Industries ..............
Hustler Turf Equipment .....
Include Software ....

*Denotes regional advertising. This listing provided as a courtesy to Lawn &
Landscape advertisers.
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http://www.arystalifescience.com
http://www.turffacts.org
http://www.bayerprocentral.com
http://www.dowagro.comAurf
http://www.proproducts.dupont.com
http://www.exmark.com
http://www.expressmowerparts.com
http://www.grasshoppermower.com
http://www.kohler.com
http://www.kubota.com
http://www.lmelson.com
http://www.z-spray.com
http://www.legendmfginc.com
http://www.llc-equipment.com
http://www.littlebeaver.com
http://www.sprinklers4less.com
http://www.newhollandconstruction.com
http://www.turf.us.nufarm.com
http://www.pbigordon.com
http://www.projectevergreen.com
http://www.rainbird.com
http://www.toro.com
http://www.treetech.net
http://www.trulynolen.com
http://www.tygarmfg.com

.. Howy,
easy has it been
finding service

[ . -
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SiSoWhy,
ywould you

niwvir niinnnern
| ESEMA i CxFEUF F I=FT
The World’s Fastest [Lawn Mower

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,

.Q\ ' www.dixiechopper.com

er has been bullding the most productive machine

USE READER SERVICE # 121


http://www.dixiechopper.com

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).

Extra strong
body cap won't
stress cracking in high pressures and extreme leak or crack

The body cap is built strong to resist

temperatures. And, the superior engineering of
Pro-Spray fixed-pattern nozzles features precise
Convenient edges, optimum droplet size, and the industry’s

pull-ring flush cap ! ;
easiest, as well as most aesthetically pleasing,

color-coding L.D. system. Visit your Hunter
Co-molded
wiper seal
eliminates leaks
and “flow-by"

distributor to make a change to Pro-Spray

and make a change for the better.

®
Hunfer
%R The Irrigation Innovators

www.HunterIndustries.com

USE READER SERVICE # 122
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