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T h e S o u r c e f o r S m a r t B u s i n e s s w w w . l a w n a n d l a n d s c a p e . c o m 

Cliffs Notes on H-2B, Pesticide Regulations, Emissions and More. 

/hat you need to know and what you can do concerning 11 critical industry issues. 

http://www.lawnandlandscape.com


WHAT'S NEXT, TITANIUM 
REINFORCED CUPHOLDERS? 
All-new Dodge Ram 3500 Heavy Duty Chassis Cab wi th an available medium-duty grade Cummins® 

Turbo Diesel engine. When you've got a legendary Cummins Diesel in your Ram Chassis Cab, you've 

got the largest cylinder bore and longest stroke in the c lass* And that means more torque at lower 

rpms, so you can get the max imum done when you've got a max imum load. For more info, visit 

dodge.com/chassiscab or call 8OO-4ADODGE. 

*2007 Dodge Ram 3500 Heavy Duty Chassis Cab vs. 2006 Ford and GM one-ton, pickup-based Chassis Cab models. 
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O * * O u t On A L imb 
Branching out into tree trimming may generate 

added revenue for landscape contractors, but 

are the costs associated with the service worth 

the expense? Lawn & Landscape Message 

Board users debate the merits of going out on 

a limb and adding tree work to their service 

menus. 

Conversat ion Series -
LESCO 
Together, both corporate and field personnel 

plan to return LESCO to its roots. 

Issue Focus 

Landscape Lighting 
Its All in the Details: Shedding some light on 

the intricacies of this popular service offering. 

Maintenance Matters 
A landscape lighting maintenance contract is 

a win-win for contractors and customers. 

Design Consultants: 
Fee or Free? 
One contractor details his system for 

collecting a landscape lighting design fee. 

106 
Perfecting Portfolio 
Photographs 
Nighttime photography is tricky. Follow these 

tips to improve your portfolio. 
media 
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DIMENSION/CONFRONT 
In spring it never seems like rime is on our 

side, until now. Apply ProScape" 19-0-6 

Dimension /Confront" right from the bag to 

control a wide variety of broadleaf and grassy 

weeds in a single labor saving pass. Forget 

about mixing, spraying and worrying about 

weather conditions. Dimension provides 

excellent crabgrass control including early 
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Announcing ProScape Confront Dimension for Spring 2007! 

post control for an extended window of appli-

cation! Confront 3 obliterates broadleaf 

weeds, and MESA gives you brilliant deep 

long lasting green without excess growth or 

clippings. Service more customers, later into 

the season, using less labor and with total con-

fidence. Its like turning your spreader into a 

time machine! Your phone will be ringing 

with referrals instead of call-backs! Visit your 

LebanonTurf Dealer, or call 1-800-233-0628 to 

find out more. For a FREE copy of our weed 

ID booklet visit www.LebanonTurf.com/pro-

motions and enter coupon code 

LL8II6. 

Periodical Reading Room 
DO NOT CIRCULATE 

L e b a n c n T u r f 
I 800-233-0628 • www.LebanonTurf.com 

• Confront is a registered trademark of Dow AgroSciences LLC 

USE READER SERVICE # 10 

http://www.LebanonTurf.com/pro-
http://www.LebanonTurf.com


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

108 Big Productivity, 
L i t t le Package 
Don't let their size fool you - mini skid-steers can perform a 

range of duties with a dizzying array of attachments. 

I r r i g a t i o n 
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State of the 
I r r igat ion Industry 
The irrigation industry continues its growth despite water 

restrictions and some unpredictable economic conditions. 

Beat The Freeze 
Preventing freeze in an irrigation system thwarts 

countless hours of frustration once spring returns. 
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Check out the cutting machines these 

manufacturers are highlighting. 
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OUR COUNTRY. 



THIS IS 
OUR TRUCK 

ALL NEW CHEVY SILVERADO America was built on hard work. That's why we build our trucks to work M 

engines featuring Active Fuel Management,™ letting you tow more and stop at the pump less than ever before.' Plus, a new inteij 

mile/5-year Powertrain Limited Warranty? Silverado. From Chevy.™ The most dependable, longest-lasting trucks on the roal 



Kitti the most payload of any half-ton crew cab. More cargo options than you can shake a shovel at. New 

tiat'll make your muddy boots feel guilty. And now, every 2007 Silverado® is backed by the GM® 100,000 

imerica, meet your truck at chevy.com THIS IS OUR COUNTRY. THIS IS OUR TRUCK™ 
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GREEN INDUSTRY EXPO 
Pro fess iona l P roduc ts , P e o p l e & I d e a s 

he Lawn & Landscape Web site is your home for extensive 

Green Industry Expo coverage throughout the show, which is 

Nov. 1 -4 in Columbus, Ohio. You'll find photos, stories and infor-

mation on the latest products being unveiled at the annual event. 

In addition, log on for the latest information about next year's 

show, which will mark the first combined G I E and 

International Lawn, Garden and Power Equipment 

Exposition and will be held in Louisville, Ky. Then 

sit back and watch for your e-newsletter that will 

recap the weekend the Monday after the show. 

For contractors looking to branch out 

and add a service to their existing busi-

nesses, tree trimming services appear 

to be an attractive option. But first, 

business owners must consider whether 

the benefits outweigh the costs. Will you charge enough 

to cover insurance costs and other considerations? 

Contractors shared their tales of tree service on 

the Lawn & Landscape online Message Board, and we 

summed up those ideas in this months Best o f the Web 

feature, which can be found on page 84. 

The discussion doesn't have to end. Contribute to 

the tree care discussion by logging on to www.lawn-

andlandscape.com/messagcboard. If you're still on the 

fence, others in the online forum may have the answers 

you've been looking for. 

online poll: tee or tree 
When it comes to charging for landscape 
lighting consultation, there is no right or 
wrong answer. Contractors who offer the 
service disagree over whether it's a good idea 
to charge a fee for providing design ideas. 

Turn to "Design Consultation: Fee or Free?" 
on 104, and read one contractor's take. Then 
put in your two cents on our Online Poll 
during the week o f Nov. 13, where we ask, 
" I f you offer landscape lighting, do you col-
lect a design fee?" While you're visiting the 
industry's leading Web site, visit our Message 
Board and expand the conversation. 

\ 
O n l i n e B o o k S t o r e 

Lawn & Landscape is helping to keep you in communication with all your employees. 
New to our online store is " T h e Lingo Guide for Landscapes." The coil bound, pocket-
sized book features bilingual translations of the industry's most commonly used phrases 
to help keep the work flowing. 

To obtain access to translations o f more than 800 words and 4 0 0 phrases, visit www. 
lawnandlandscape.com/store to secure a copy o f the guide. 



The NEW Optimax Blowers from 
Little Wonder® are Tough, Durable and 

G U A R A N T E E D 

UP to 30% 

p o w e r f u l ; 

The best walk-behind blowers 
just keep getting better! 

Little Wonder blowers are the 
industry's gold standard, known 
for unmatched leaf-blowing 
efficiency and superior design. 

Now introducing the Little Wonder 
8 and 9 HP Optimax blowers. 

30% more powerful in moving 
leaves and stubborn debris. 
Now it's easy to aquire the industry 
leader. We are so confident in our new 
Optimax blowers, that: 

If You Don't Like It. 
We'll Buy It Back! 

And why not? Besides the functional, 
ergonomic design and superlative 
engineering, these hurricane-force 
blowers are made of tough, durable 
solid steel. Use them in all climates and 
conditions and they'll perform! 

Besides this fabulous guarantee, 
the Optimax blower comes with a 

5-YEAR warranty. All of the details 
are available at www.littlewonder.com 

or by contacting a 
Little Wonder dealer near you. 

LETTLE WONDER' 
O P T I M A X 
MAXIMUM OUTPUT BLOWER 

Professionals Demand Little Wonder... 
Shouldn't You? 

To Find a Local Dealer Call Toll-Free 

1-877-596-6337 
www.littlewonder.com 

1028 Street Rd. 
Southampton, PA 18966 

©2006 Little Wonder Division of Schiller-Pfeiffer, Inc. 

http://www.littlewonder.com
http://www.littlewonder.com
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Giving Back 

The enthusiasm and passion professional landscape contractors show 
for the green industry is overwhelming at times. 

I've participated in our industry's Renewal and Remembrance 
event, held annually at Arlington National Cemetery, and it makes 
my skin tingle watching and listening to fellow colleagues feverishly 
undertaking their responsibilities to enrich the grounds surrounding 
the graves of our nations heroes. 

In particular, I have great admiration for Phil Fogarty, long-time chair 
of the event, who's energy, optimism and relentlessness shepherded this 
event from infancy to national prominence over the past decade. 

Fogarty, whose wife and sons have also participated at Arlington, said 
he's stepping down as this event's leader, however, he will continue to lend 
his passion to the project. Tom Shotzbarger of Tomlinson Bomberger 
will pick up the gauntlet. 

When Hurricane Katrina hit, a number of suppliers and contrac-
tors throughout the green industry generously contributed to clean-up 
efforts and a variety of relief funds. One discernable example was the 
personal commitment by Scott Brickman, and his wife Patrice, who 
drove a truck full of needed goods from the company's Gaithersburg, 
Md., headquarters to Gulfport, Miss. 

Brickman, C E O and president of The Brickman Group, also chal-
lenged his team to raise half a million dollars for hurricane relief. The 
company agreed to match contributions two for one. 

Natural disasters have an inimitable way of bringing people together; 
both friends and competitors alike. Jack Robertson, president of Jack 
Robertson Lawn Care in Springfield, Mo., was the recipient of unex-
pected offers of help this spring from about a dozen competitors after 
his landscape facility was destroyed by a tornado. Through the generosity 
of family, customers and fellow lawn care operators, Robertson's crews 
were able to make applications within days of the tornado. 

And no matter our individual political views, more than 350 lawn 
and landscape contractors have participated in Project EverGreen's 
Green Care for Troops program which is designed to provide lawn and 
landscape maintenance help for families of armed forces personnel whose 
major breadwinner is serving in the Middle East. Consumer demand 
for this program remains strong as nearly 2,000 families have signed up 
to participate. See www.projectevergreen.com for more details. 

Giving back to the industry is nothing new. Acts of generosity occur 
every day without our knowledge. However, in a time of business belt 
tightening, and demands from all facets of our lives, its refreshing to 
be reminded of forthright acts of kindness. 

With this in mind, we decided to dedicate the theme of our annual 
Leadership issue to "giving back." In this issue, we've highlighted the 
personal experiences of a few of our industry leaders. While the leader-
ship issue comes out once a year, there's no reason we can't continue to 
share your stories in print and on the Web. If you have a story to share, 
please submit it to us and we'll take care of the rest. 

Thanks for giving back to this amazing industry that we work in. 
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www. 
mitfuso.com/ 

compare 

Compare our FE t o ISUZU 's NPR/NQR and see fo r yoursel f . 
Go to our web site and watch them compete, head-to-head. From driver comfort, 
safety and operation to durability and service/maintenance, to its 5-year/175,000-
mile powertrain warranty, our FE cabover will prove why it's the middleweight 
champion for your business. Visit our web site now, then visit your nearest FUSO 
Mitsubishi Fuso dealer! 

THE RIGHT TRUCK FOR THE JOB 
VISIT US AT GIE, BOOTH # 1700 

USE READER SERVICE # 12 
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Viewpoint: 
Pressure-Regulating Sprayheads vs. 

Flow Control Valves 

R e a d e r f e e d b a c k a n d e x p e r t o p i n i o n s o n a c o n t r o v e r s i a l t o p i c . 

Lawn & Landscape received an e-mail from 
reader David Wickham, president of David 
Wickham & Associates, a Lake Mary, Fla.-
based landscape architecture firm, regarding an 
irrigation article in our September issue. Here's 
what he said: 

"I generally enjoyed your article 'Sprinkler 
Smarts' in the September 2006 issue of Lawn & 
Landscape magazine. But there is one item that I 
wish your article had strongly come out against. 
At a minimum, half of all landscape and irriga-
tion contractors usually turn to using the flow 
control device on a control valve to fine-tune 
pressure regulation within an irrigation system 
- without fully understanding the short- and/ 
or long-term operational and maintenance 
problems and costs they have just created. By not 
using a valve's flow control device to control 
pressure regulation, probably another 5 to 15 
percent in operational and maintenance savings 
could be added to the 25 to 30 percent savings you 
mentioned in the article through using proper, and 
manufacturer-available, head pressure-regulating devices." 

We asked for a response from Bill Savelle, sales 
director from Weathermatic, who we quoted in the article as saying 
flow control valves are a viable option in achieving pressure regulation. 
His comments and a response from Andy Smith, the Irrigation 
Associations state and affiliate relations director, appear below 

Bill Savelle, sales director, Weathermatic: 
"Flow control valves are designed to provide static 
regulation/pressure compensation. Typically, a flow 
control valve is more reliable in a residential 
system than a valve with a dynamic regula-
tor because there are fewer moving parts. 

"There are some limitations with flow 
control valves: They are unable to sense 
upstream pressure or adjust dynamically 
if the pressure on the system increases. 
When the pressure on the system is con-
sistent (or lower when tuned during initial 
installation), flow control valves provide a reli-
able pressure compensation device. Flow control 
valves also give contractors an affordable solution 
to improving overall system efficiency. Dynamic 

A pressure regulating 
stem (PRS) sprayhead in 
action (top), physical PRS 
dial (center), valve control 
handle and PRS (bottom). 
Photos: Rain Bird 

regulators - when used on valves or pre-installed 
into sprayheads - are the most accurate devices 
for pressure-regulating irrigation. They provide 
upstream sensing capabilities and allow dynamic 
regulation with pre-tuned specific pressure. 

"However, pre-installed dynamic valve regula-
tors typically require a higher level of crew training 
and a higher level of maintenance for optimum 
performance over the life of the system. Dynamic 
pressure regulators, when purchased pre-installed 
in sprayheads, also require an understanding of the 
overall system hydraulics in order to bring the regu-
lators into ranges where they will perform properly. 

"These hydraulic requirements should be 
clearly indicated by the specifier or the project wa-
ter manager in order for the sprinklers to function 

properly - and to ensure the benefits these more costly devices offer." 

Andy Smith, state and affiliate relations director, the 
Irrigation Association: "They are both right and they are 
both wrong. Without seeing the big picture of the application 

discussed, no one can honesdy say they have the best 
solution. An irrigation system is an assemblage of com-
ponents used to deliver supplemental water to the plant 
on a particular site. Knowing that each site is unique in 

physical features, soil type, available water sources, etc. 
is key. There is always more than one way to irrigate a site and there is always 
more than one way to save water - some are more hands-on than others. 

"As for the specifics of this debate, flow and pressure are two different 
things that have an impact on each other. By reducing pressure, we decrease 
flow; by decreasing flow, we decrease pressure. Where that occurs and how 
that occurs are site-specific and very subjective. I have often said that capable 

hands are what create irrigation efficiency. Too often, irrigation culture 
focuses on what to use rather than who should be using it. You can purchase 
the finest equipment available and create catastrophic results by using it 

incorrectly. Conversely, a skilled individual can take some archaic equipment 
and create outstanding results. 

"There is no question that irrigation equipment has made significant 
strides toward efficiency. In many cases, the equipment has become a means 
to compensate for poor design and installation practices. My opinion? The 

people are far more important than the product. Each site is unique and there 
is no one size fits all. Give me a well educated designer, contractor and water 
manager and we can create efficient irrigation." 

What are your thoughts? Weigh in on this topic or others on our Mes-
sage Board at www.lawnandlandscape.com/messageboard. 

http://www.lawnandlandscape.com/messageboard


Why did I switch to John Deere? 
Two words-Green Fleet. 

Tom Emerson, Professional Landscaper 

I 
3320 COMPACT UTILITY TRACTOR 757 Z-TRACK MOWER HPX GATOR UTILITY VEHICLE 332 SKID-STEER LOADER BH65 POWER BLOWER 

It's a lot to ask to change brands. But GreenFleet was an opportunity I couldn't afford 
to miss. Literally. I've seen firsthand what John Deere can do in the f ield-more productivity, 
which means more money in my pocket. Plus, by purchasing just a few pieces of John Deere 
equipment I qualify for a huge GreenFleet discount. GreenFleet gave me the chance to 
try a trailer full of John Deere, very affordably. And that's what convinced me to take my 
whole fleet green. 

So give your John Deere dealer a call. You'll see making the switch is way easier than 
you think. I know I did. 

J O H N D E E R E 

VISIT US AT GIE, BOOTH # 2216 
USE READER SERVICE # 13 



and marketing 

"Do YOU Plan Before You Call? 
Sales are to a company what gas is to a 

car. If your beautiful convertible has 
an empty tank of gas, you're not going 
anywhere. Sure, you can sit in the garage 
and dream a little, but without the fuel, 
all you can do is dream. A landscaping 
company without sales is just like the pretty 
car with an empty tank of gas. That's why 
I love the statement "nothing happens 'til 
somebody sells something." 

One sales tip is to engage in call 
planning. Call Planning is the process 
a professional salesperson goes through 
before he or she goes on a call. Notice I 
said "before." By planning for the call, 
you can spend your time more efficiently 
and improve your closing ratio. A simple 
sheet can help with this process. 

Create a call planning sheet and for 
each client or prospect, note the date, 
time, address, source of referral and 
any other pertinent information. On 
that sheet note the type of service the 
prospect or client requested as well as 
your objectives in making the call. Under 
those objectives list the reasons that the 
prospect or client should buy your product 
or service. Be clear and concise: the fact 
you have clean trucks is not a reason to 
buy - the fact that you offer a lifetime 
warranty on your plants is. 

Next list all the possible objectives a 
prospect or client might have for hiring 
your company note what your response 
will be for each objection if it is proposed. 
Lastly, list all the things you need to take 
with you on the call: your laptop with 
photos of jobs on it that are similar to 
what the prospect has requested; copies 
of brochures on pavers, plants, lights, 
etc.; and product information. 

Also consider testimonial letters from 
other happy clients and anything else you 
might need to convince the prospect or 
client to buy from you. Yes, this is a lot 

of work, but it is time well spent. 
Planning for a call can and will help 

you improve your sales efforts. In addi-
tion to using the suggested call planning 
sheet, keep in mind the following simple 
tips for sales calls: 
• Be on time for all appointments; 
people appreciate this and, trust me, it is 
noticed. 
• Address clients as Mr. or Mrs. until they 
tell you otherwise. You're showing them 
respect by doing this. 
• Make doing business with you as easy 
as possible - be accommodating with your 
meeting times, meeting places and the 
like. 
• Put all the details in writing for the 
client. Prospects and clients appreciate 
sales professionals who listen well and 
demonstrate their desire to "get it right." 
• Take your time. When you appear to 
be in a hurry, you certainly don't show 
the client you want their business. 
• Never, ever pressure clients to sign up 
right away. Rather, let them know you're 
going to give them a couple of days to 
think it over. Be professionally pushy. By 
the way, I'm amazed at the prospects I 
have that sign up right away when I say, 
"Now why don't you take a couple of days 
to think about this?" Many say, "There's 
nothing to think about, where do we sign?" 
By me making them feel comfortable and 
not pushing anything, I gain their trust. 
• Always say thank you, even if you don't 
get the job. Even though you don't get a 
job now, you might get one later. 

Selling is a critical function in all 
companies. Remember, nothing happens 
till somebody sells something. 

For a copy of the exact call planning 
sheet we use at Grunder Landscaping Co., 
e-mail help@martygrunder.com with "call 
sheet" in the subject line and we'll send it 
to you. l l 

is a speaker, consultant and author, as well as owner of Grunder 
Landscaping Co., Miamisburg, Ohio. Reach him at 8 6 6 / 4 7 8 -
6337, landscapesales@gie.net or via www.martygrunder.com. 

mailto:help@martygrunder.com
mailto:landscapesales@gie.net
http://www.martygrunder.com


WHAT SHOULD I 
PUT DOWN FOR LAST 

TUESDAY? 

HOW MUCH DO YOU 
WANT TO MAKE? 

I I 

* 
Employee Time Card { 

r - M » s . >rtMF 
Day: Suit: Lunch End: Jobsite: Activity: Hours: 

- 7 M. 1 V?* & 
Ttocsday -7 n. T?' * 

7 • H I 
T W v U y 7 V i f ; t i 

Friday 1 i t i 

\Get in control of your manpower. 

THE JOBCLOCK WAY: 

Employee Report 

Burns, David Date Range 12/11/2006 through 12/15/2006 

Day Date Jobsite 

Man 12/11 Brentwood 

Tue 12/12 Brentwood 

Wad 12/13 Brentwood 

Ttwi 12/14 Crestview 

| Fn 12/15 Crestview 

Start 

708 AM 
12:41 PM 
7 12 AM 
12:43 PM 
7:12 AM 
12:46 PM 
7:17 AM 
12:50 PM 
7:13 AM 
12:44 PM 

12:05 PM 
322 PM 
1207 PM 
3 :23 PM 
12.02 PM 
3:49 PM 
12 19 PM 
3:46 PM 
12:07 PM 
3:39 PM 

Imgation 
Irrigation 
Planting 
Planting 
Irrigation 

Hours Total 

4 5 7 
2:41 7:38 hours 

4:55 
2:40 7:35 hours 

4:50 
3:03 7 53 hours 

5 0 2 
2:56 7:58 hours 
4:54 
2:55 7:49 hours 

Total 38:53 hours 

Introducing R o c k e t C I O C k ! 

- 7 T The newest addition to the 
award-winning JobClock System. 

• Easily tracks dozens 
of cost codes. 

• Perfect for workers 
moving between 
jobsites. 

More than 275,000 workers clocked in 
today with The JobClock System. 

Find out why! 

b 
T H E JOBCLOCK? T H E L A N D S C A P E R ' S T I M E C L O C K . " 

Call today: (888) 788-8463 www.jobclock.com 
E X A K T I M E 
INNOVATION AT » O I I 

http://www.jobclock.com


our business 

The 5 Leadership Plateaus 
There are about 100,000 irrigation, 

landscape and tree service contractors 
in the United States. Approximately 11 
percent of these contractors report annual 
sales of $1 million. One percent report 
$5 million or more in annual revenue. 
About 75 percent of the total group 
records annual sales of $500,000 or less. 

I've often asked myself why only 11 
percent make it to the $ 1 million mark and 
why so many contractors get stuck. I've 
found part of the answer by studying some 
industry benchmarks regarding company 
structure and growth patterns. 

There are five structural plateaus in 
a green industry company as it grows 
from zero to $5 million in annual sales. 
Surprisingly, while these levels are general 
in nature, the pattern is fairly consistent 
throughout the U.S. 

Please note, however, this model 
doesn't take into account all administra-
tive staff members such as designers and 
sales personnel. 

Level Is This plateau peaks at about 
$350,000 in annual sales. Owner/CEO 
runs a full-time construction crew of three 
people or a five- to six-member mainte-
nance crew. This company normally has 
a part-time office person. 

Level 2s This level peaks at about 
$650,000 in annual sales. The owner/ 
C E O directs two full-time construction 
crews or 10-12 full-time maintenance 
personnel. The crews need strong crew 
leaders in place who manage labor and 
require minimal supervision. At this level, 
the company normally has a full-time 
office person/manager. 

Level 3s This level takes the company 
to sales of $2 to $3 million. Initially, own-
ers at this level need full-time division 
managers, who in turn manage crew lead-
ers. Field crews increase proportionally 
with sales. The company needs a full-time 
office manager with assistants to handle 

calls, accounting, ordering materials, filing, 
job costing, human resources, etc. 

Level 4s Normally an operations 
manager or general manager is brought 
in; office staff and field crews increase as 
needed. Level 4 should get you to roughly 
$4 million in annual sales. 

Level 5s The final transition occurs at 
about the $4-million level. This is when 
a company brings in a controller, who 
supervises finances, insurance, HR, IT, 
systems, etc. With strong managers in place 
and a solid controller, a company should 
be able to attain sales of $5 million and 
beyond. 

What's the common denominator of 
owners who grow their companies through 
these levels? Its the ability to build, coach 
and sustain a team of high-performance 
professionals. 

Effective CEOs are able to reinvent 
themselves to a new job description as they 
transition through the different levels. As-
suming your market allows you to grow, if 
you build a high-performance team focused 
on customer satisfaction, solid production 
and accurate cost measurement, growth is 
virtually automatic. 

So how do you begin the transition from 
one level to the next level at your landscape 
company? Here are some take-aways: 
• Study the company structure levels; 
• Analyze your company's structure; 
• Identify weak team members who 
require excessive supervision; 
• Plan to make changes in staff or em-
ployee training; 
• Realize that you manage laborers, crew 
leaders and managers differently. This is 
why 75 percent of contractors cannot 
make the transition and grow more than 
$500,000 in annual sales. 

Remember, assume that you operate in 
a market that allows for growth, "If you 
build it right, sales will come!" 

But you gotta build it right. LL 

i i m h u s t o n 
The author is president of J.R. Huston Enterprises, a Denver-
based green industry consulting firm. Reach him at 8 0 0 / 4 5 1 -
5588, benchmarking@gie.net or via www.jrhuston.biz. 

mailto:benchmarking@gie.net
http://www.jrhuston.biz
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ople smarts 

Essential Employee Communications 
Imagine improving overall employee 

communications and, at the same time, 
holding your employees accountable for 
their actions. How about employing 
managers and supervisors who are more 
consistent and impartial in dealing with 
workers? How about reducing your expo-
sure to employee lawsuits? If you would 
like to see any or all of these objectives 
accomplished in your landscape firm, you 
need to know about the benefits of a well-
constructed employee handbook. 

Here are reasons landscape companies 
of all sizes should have one: 

Improved morale and productivity. 
Studies show morale and productivity 
are highest when employees know what 
is expected of them and, in turn, what 
they can expect from the company. A 
carefully written employee handbook 
communicates your expectations in a clear 
and comprehensive way, using language 
(translated in English and Spanish) that 
is easy to read and understand. Once 
employees know what your expectations 
are, then they can be held accountable for 
their behavior. 

Consistent application of company 
policy. Bringing policies relating to em-
ployment, personnel status, compensation, 
safety, training and development together 
in an employee handbook eliminates 
much of the misunderstanding between 
employees and management. Everybody 
in the company would now have the same 
reference point for answering questions 
and interpreting company policy. It also 
promotes the uniform application of 
company policy by managers. 

A cost-effective employee benefit. 
Employee benefits experts consider the 
employee handbook to be one of the most 

important and cost-effective benefits an 
employer can provide employees. An em-
ployee handbook makes it easier to attract 
and retain good employees because good 
employees want to work for companies 
committed to maintaining a positive em 
ployee relations climate. In addition, the 
employee handbook plays an important 
role in communicating to employees all 
of the benefits provided to them, such 
as health and welfare, time off with pay, 
government mandated benefits, etc. 

Reduced exposure to employee 
claims and lawsuits. One of the most 
important benefits an employer realizes 
from an employee handbook is the pro-
tection it provides from employee claims 
and lawsuits. Most of the media attention 
surrounding employee claims and lawsuits 
these days focuses on the multi-million 
dollar awards assessed against major em-
ployers. In truth, more than 90 percent of 
all wrongful termination, discrimination, 
wage and hour and sexual harassment 
complaints are filed against employers 
with fewer than 150 employees. The 
reason for this is smaller employers tend 
to be more arbitrary in their employment 
decisions than large companies and are 
not as well organized in managing their 
workforce. Sometimes having that extra 
bit of documentation will save employers 
months of hassles. 

I t 's good business. Good customers 
want to do business with companies who 
have their act together. Self-motivated 
employees who portray consistent delight 
with and confidence in their employer best 
provide great customer service. 

If you have an employee handbook, 
good for you. If you do not, read this 
article once again and do something about 
it today. LL 

I a r r y is president of GreenSearch, a human resource consulting organization. He can 
be reachcd at 888 /375-7787 , peoplesmarts@gie.net or via www.greensearch.com. 
PeopleSmarts® is a registered trademark of GreenSearch. 

mailto:peoplesmarts@gie.net
http://www.greensearch.com


J W U N T ON 
DIMENSION 

TO CONTROL 
NEWLY EMERGED 

CRABGRASS. 
Early Postemergence Crabgrass Control 

0.25 lb ai/A 0.38 lb ai/A 

a WP - Wettable Powder • EC - Emulsifiable Concentrate cd FG - Fertilizer Granule 

Virginia Tech; Application June 13,2001; 78 DAA 

Dow AgroSciences 

Dimension 
Specialty Herbicide 

W O R K S ALL SEASON | CONTROLS NEWLY EMERGED CRABGRASS | NEVER STAINS 

Visit www.DimensionHerbicide.com for more university trials. 

Trademark of Dow AgroSciences LLC State restrictions on the sale and use of Dimension apply. Consult the label before purchase or use for full details. Always read and follow label directions 
T14-813-001 (8/05) BR 010-60366 510-M2-402-05 
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rnn the field 

Early Planning for Weeds 
Simply put, 2006 was a lousy year for 

crabgrass control. Much of the coun-
try experienced cool, dry spring months, 
followed by periods of heavy rainfall. The 
result was widespread breakthrough that 
created customer satisfaction headaches 
no one wants to revisit in 2007. 

This comes on the heals of a couple of 
other years where preemergent products 
were particularly challenged. As a result, 
its never too early to start thinking about 
new approaches to preemergent weed 
control for next spring. 
WAR OF THE WEEDS. This discussion 
all starts with the assumption that crabgrass 
or goosegrass is your No. 1 target with your 
preemergent application, as is the case most 
often. Crabgrass, in particular, germinates 
when soil temperatures at a 2-inch depth 
hit 55 to 60 degrees Fahrenheit for a few 
consecutive days. 

When will that happen next spring? 
Obviously, no one knows. If anything, 
spring weather seems to be increasingly 
inconsistent over the last few years. 

Crabgrass typically germinates in 
late May/early June in the Midwest and 
Northeast, but this years cooler spring 
delayed germination two to four weeks in 
many areas. That wouldn't be a problem, 
but lawn care firms are always looking to 
get more efficient, which means they are 
applying their preemergent products earlier 
and earlier. In fact, we saw some companies 
in Northeast Ohio making applications in 
late February during a break in the weather. 
Yes, a preemergent application can go down 
this early so long as there's no snow cover 
- especially since most preemergent appli-
cations are a granular fertilizer/weed control 
combination - but remember the following 
when timing your applications: 

1. These products need to be watered 
in - are your properties irrigated? 

2. Product left on the soil level will 
experience degradation due to UV light ex-
posure, which can compromise control. 

3. While label claims vary, most preemer-
gents offer approximately 12 to 16 weeks of 
control (when properly incorporated into 
the soil after application and under normal 
environmental conditions). 

If crabgrass germinates in early June, 
even applications made in early April are 
somewhat vulnerable to poor results. And 
delayed germination can result in what we 
saw this year - widespread infestations. 

SPLITSVILLE. With split applications, 
you make two separate applications of a 
product at a reduced rate. The idea behind 
this approach is that spreading out the ap-
plication of the control product - in this 
case, the herbicide - will provide control 
for a longer period of time. 

Many product labels include directions 
for making split applications, and most 
call for simply making two applications 
at half the labeled rate. By making the 
first of two applications on April 1, for 
example, and the second in mid-May, lawn 
care companies can reasonably count on 
effective control well into July. 

Also, the second application does not 
have to equate to an extra trip to the proper-
ty. Many companies make their round two 
applications six to eight weeks after round 
one. These postemergent applications are 
typically sprayable tank mixes. Why not 
simply include a liquid formulation of the 
preemergent product in the tank? 

In addition to extended control, making 
two applications reduces the odds of prod-
uct not being applied to a particular area 
in a property due to applicator error, and 
it provides insurance against unpredictable 
weather. After experiencing a crabgrass year 
like 2006, a little extra insurance sounds 
pretty good, doesn't it? l l 

i . b . t o o r i s h a n d b r i a n k e II e y 
are part of LESCO's Tech Services Department. They can be reached at 
fromthefield@gie.net or at 8 0 0 / 3 2 1 - 5 3 2 5 ext. 3150 to answer technical questions. 

mailto:fromthefield@gie.net
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KODIAK 
CHEVY OFFERS THE ONLY GASOLINE ENGINE IN CLASSES 6 , 7 AND 8 / It s the 
durable, cost-effective Vortec™ 8.1 L V8. But it's just one way to power the Chevy 
Kodiak. A full range of diesel engines and standard Allison® transmissions are 
also available to meet your needs. 
'Excludes other GM vehicles Based on 2006 GM vehicle segmentation Single axle only. 
<§>2006GM Corp 
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A s s o c i a t i o n N e w s PLANET 
Professional Landcare Network 

PLANET Names First CEO 

The Professional Landcare Network 
(PLANET) named Tanya Tolpegin 
the association's first chief execu-
tive officer, effective immediately. 
The PLANET board of directors 
voted on Oct. 4 to appoint the 
former chief operating officer to 

the organization's helm. PLANET was formed in 
2005 when the Associated Landscape Contractors 
of America and the Professional Lawn Care Associa-
tion merged. 

Since she joined the staff in 2004, Tolpegin helped 
sustain PLANET's alliance with the Occupational Safety 
and Health Administration (OSHA) to provide safety 
resources to the green industry, contributed to mem-
bership growth (from 3,580 in 2004 to 4,400 today) 

and played a role in the alliance between the Green 
Industry Expo/Green Industry Conference and the 
Outdoor Power Equipment Institute's Expo, which will 
debut in 2007, says PLANET President John Gibson. 

Prior to joining PLANET, Tolpegin served as vice 
president of strategic planning at Hillenbrand Indus-
tries' Medeco Security Locks Division and managed 
operations for a distribution team at Pepsi-Cola. She 
received a master's degree in business administration 
from the University of Virginia's Darden School of 
Business Administration. 

"Tanya's unique mix of vision, passion and discipline 
make her the right person to become PLANET's CEO," 
Gibson says. 

In other news, PLANET proposed a new slate 
of board members for 2007. At its annual meeting 

MERGERS & A C Q U I S I T I O N S 

MSD Capital Buys Majority 
Ownership in ValleyCrest Cos. 

This year has been a year of investment for 
the ValleyCrest Cos., which has acquired 
two design/build firms and launched a 
full-service high-end residential business. 

Investment continues today at the high-
profile national firm; however, it's not strictly 
ValleyCrest's capital managing the venture. 

Rather, the Calabasas, Calif-based company announced that 
MSD Capital, the private investment firm of Michael S. Dell, 
founder and chairman of Dell, has obtained a majority owner-
ship interest in the company. Financial terms of the transaction 
were not disclosed. 

Day-to-day operations at ValleyCrest will not change 
as members of its management team, including ValleyCrest 
founder and CEO Burton S. Sperber, President Richard Sper-
ber and Stuart Sperber, CEO of Valley Crest Tree Co., have 
retained significant equity ownership in the company and will 

Richard Sperber 

continue to lead the business. 
"Over our 57-year history, ValleyCrest has 

always made decisions that we feel best benefit 
the people most important to us-our employees 
and our customers - and this new partnership is 
no different," Burt Sperber says. "MSD Capital 
shares our values and long-term perspective 
of the $50-billion landscape industry and we 
welcome them to the ValleyCrest family." 

ValleyCrest, founded in 1949, is ranked No. 
2 on Lawn & Landscape's Top 100 list, report-
ing more than $700 million in annual revenue. 
ValleyCrest remains a privately held company 
and reports no plans to go public. 

"We're really excited about the MSD part-
nership," Richard Sperber says. "They really 
understand what we want to do, which is to 



on Nov. 4 at the Green Industry Expo in Columbus, Ohio (at the 
Greater Columbus Convention Center in room E150 at 3:45 p.m.), 
PLANET will vote to accept the proposed board, which includes: Jim 
Martin for president, Jason Cupp for president-elect, Bill Hildebolt for 
treasurer, John Gibson as immediate past president, Miles Kuperus 
for design/build specialty group, Joe Kujawa for interior plantscaping 
speciality group, Bruce Moore Sr. for landscape management specialty 
group, Fred Haskett for lawn care specialty group, Rachel Kelly for 
KRA I - membership, Rich Wilbert for KRA 2 - products and ser-
vices, Matt Triplett for KRA 3 - certification, Dave Snodgrass for KRA 
4 - industry development, Jeff Korhan for KRA 5 - marketing, Jerry 
Grossi for KRA 6 - business development, Maria Candler for KRA 7 
- leadership development, Gerry McCarthy for KRA 8 - GIE/GIC, 
Norman Goldenberg for KRA 9 - government affairs, Barbara Schiebe 
for state association, and Ron Marcellus and Jim Fetter as supplier 
board members. 

be a world-class customer service company and to continue 
to take care of our employees and customers. Who's better 
at customer service? Michael Dell is an innovator in developing 
customer service. In the end, it came down to a new partner 
who understands our customer base, understands our business 
and will let us continue to do what we want to do." 

Richard Sperber added that the partnership with MSD enables 
ValleyCrest to continue to invest in the capabilities required to 
meet all of its customers' landscape needs, including landscape 
architecture, design/build, installation, maintenance, tree care 
and tree growing and moving. 

With a 95 percent commercial customer base, ValleyCrest 
discovered significant synergies with MSD, which manages a 
large commercial portfolio as well. 

ValleyCrest also plans to test the high-end residential market 
through its new Estate Garden initiative. While ValleyCrest has 
been heavily focused on the design/build service segment of the 
landscape industry for much of the year, the investment from 
MSD may help accelerate its pace. 

"All the impact is positive," Richard Sperber says. "De-
sign/build is really a major focus for us. We have a specific plan 
behind how we will continue to grow that business and we're 
on target." 

MSD Capital was formed in 1998 to exclusively manage 
the capital of Michael Dell and his family. The firm engages in a 
multi-disciplinary investment strategy encompassing traditional 
private equity activities, real estate and investments in publicly 

In October, ValleyCrest Cos. launched Estate Gardens by Valley-
Crest, a full-service residential landscape design, construction and 
maintenance practice. The firm says the division represents a new 
breed of luxury landscaping - from contemporary sanctuaries to 
exotic tropical oases. Photo: ValleyCrest 

traded securities, in each case with the objective of building 
an investment portfolio focused on maximizing long-term 
capital appreciation. 

Eric J. Rosen, head of private equity at MSD Capital, 
considers ValleyCrest "an extraordinary business which has 
a unique service offering and a premier brand within the 
landscape services industry." - Cindy Code 
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Synergy Push Spreader Sprayer 
Available to fit most spreaders 

The tank treats 16,000 ft.2 leaving 
most of the hopper open for 
fert i l izer. 

One low-dri f t , wide-angle nozzle 
covers completely while spreading. 

Gently pulling a lever brings the 
rubber pump wheel against the 
spreader's t ire. 

Effortless Operation Perfect Balance One Trip Weed Control 

Enter for your chance to win a 
PermaGreen Magnum or Synergy Spreader Sprayer! 

j The NEW Magnum & Synergy spreader sprayers are 
/ now available with most popular spreader brands. 
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Vorld Class Power Train Ride or Walk 
)nly the best! Honda 6.5 HP engine Drop the handlebar and walk 
md all stainless steel construct ion dangerous hills and cl imb curbs 
/orks tough all day long. w i th ease. 

Smooth Riding 
Art iculated steering tracks hil lsides 
and smoothes out rough terra in. 

u.s. patent 6,336,600 and patents pending © 2006 PermaGreen Supreme, Inc. LESCO is a registered trademark and LESCO Service Center is a registered Service Mark of LESCO Technologies, LLC. all nghts reserved. 

call for a free InfoPak or dealer location 

800.346.2001 permagreen.com 
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in dustry news 

L A B O R & L E G I S L A T I O N 

H-2B Cap Extension Bill Passes 
Hours before Congress was scheduled to adjourn for recess, Sen. 
Barbara A. Mikulski (D-Md.) announced she successfully included 
language in the Department of Defense authorization bill to extend 
- for one year - a provision from her Save Our Small and Seasonal 
Businesses Act that will allow for the extension of a new portion of 
the H-2B program to be renewed for a year. 

The bill was the very last measure approved before Congress ad-
journed for the pre-election recess in the early hours of the morning 
on Sept. 29. 

The H-2B extension exempts returning workers from fiscal years 
2004, 2005 or 2006 from being counted against each of two 33,000-
person caps in fiscal year 2007. 

Unfortunately, the original bill this year asked for a three-year exten-
sion of the returning worker exemption, but election, border security 
and comprehensive immigration reform issues limited the number of 
cosponsors to the bill, as well as the number of extension years. 

The Save Our Small and Seasonal Businesses Act 
was first signed into law by President Bush in May 
2005. 

"The cap exemption provides significant relief for 
many industries that rely on seasonal and temporary 
workers each year," says Tom Delaney, director of 
government affairs for the Professional Landcare 
Network. "While we welcome the one-year exten-
sion, it may now be time to fight for the permanent 
fix of the cap." 

T H E B E S T G R O O M E D L A N D S C A P E T R A I L E R S . 

USE READER SERVICE # 16 



AN PYP O N PUP I C O S T S 

Low Prices Aren't Causing Windfalls 
Lately, contractors have been seeing 
fuel prices dip lower than they have 
been in months, hovering as low as $2 
in some areas. This came as a relief to 
many who are hoping they will pick up 
more business as they drop surcharges. 
And others who didn't add a charge in 
the first place are relieved. But the chat-
ter on the Lawn & Landscape message 
board suggests most contractors are 
staying alert, skeptical that the prices 
won't stay low for very long. 

Oklahoma-based landscape contractor Nick Auxer has 
been adding a fuel surcharge to clients' bills as long as gas 
has been more than $2.50 per gallon. "I had one commercial 
account tell me they would no longer pay a fuel surcharge 
if it was put on any of my invoices," he says. "Wouldn't 

you know, that's when gas went down to 
$2.19 here in Tulsa. So there's no need to 
surcharge, at least this month anyway." 

Gary Batho, owner of B&B Landscaping 
& Irrigation, Clarkesville, Ga., added sur-
charges as well, but started dropping the 
extra charges as fuel prices decreased. 

Chad Stern, owner, Mowing & More, 
Chevy Chase, Md., has never added a fuel 
surcharge, but is keeping his options open. 
"I have them in my contracts, which allows 

me to recoup if gas doubles over the price at the time of 
the contract," he says. 

Sal Mortilla of Landscaping Unlimited in Farmingville, 
N.Y., doesn't see gas prices getting that high any time soon. 
In fact, he predicts more of a decrease by mid-winter or 
sooner. - Heather Wood 

You Want Cost-Effective, 
Long-Term Results. 

BASF Gives 
You Both. 
(And A Great Deal!) 

VISIT US AT GIE, B O O T H # 1 6 0 1 
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F R A N C H I S E F O C U S \ 

Weed Man Announces Two New Dealers 
Two new Weed Man franchises have recently opened in the United States. There are 
now 95 license agreements in the U.S. covering 208 territories. 

Corbin and Audrey Schatter, who bought their first Weed Man franchise in 2003, 
purchased the geographic rights to northwest Franklin County and Delaware and Union 
counties in Ohio. Joe Barone, a first-time dealer, operates his Weed Man franchise in 
Buffalo, N.Y., Kenmore, N.Y. and the southern tier of Erie County. 

Barone just completed several weeks of intensive training in Toronto with the master 
franchiser, Turf Holdings. In the 12-day workshop, the new franchisee learned about 
every aspect of the business from sales and marketing to turf technology and fertilizer 
applications. 

Turf Holdings owns the rights to sell sub-franchises in the United States. The 13 
U.S. sub-franchisors have exclusive geographic rights in which to sell dealerships or 
franchises. Most dealers purchase rights to multiple territories, which are based upon 
population. 

For more information about Weed Man go to www.weed-man.com. 

We Don't Make The Turf. 
We Make It Better. 

Nobody likes re-treats. And everybody likes a deal. So here you go: Buy any BASF branded 
fungicide, herbicide or insecticide — a single product or in combination — in these quantities 
before December 15,2006, and you'll get a credit at your turf supplier so you can save on 
future purchases of anything they sell. These are solutions you and your customers can count 
on. And best of all, the more you buy, the bigger your credit! 

•-BASF 
The Chemical Company 

Buy this much ... Get this much credit. 

$5,000 - $9,999 3 % 
S10,000 - $14,999 4 % 
$15,000 - $19,999 5 % 
$20,000 + 6 % 

http://www.weed-man.com


M O U S I N G STATS 

Housing Market Activity Expected 
To Stabilize by Mid-2007 
The housing downswing still has some distance to go, if only to work off 
excess supply in markets for both new and existing homes, according to the 
National Association of Home Builders. 

Builders are doing their part by cutting back on starts of new units, trim-
ming prices and offering sizeable non-price sales incentives to limit cancellations 
and bolster sales. Furthermore, various economic and financial market fundamentals figure to be supportive of 
housing demand for the foreseeable future, helping to facilitate the inventory correction. 

As long as the economy remains in good shape, interest rates remain close to current levels, energy prices 
remain below recent highs and sellers of new and existing homes adjust prices or offer incentives to meet 
current market realities, the rest of the housing market correction should be of limited depth and duration, the 
NAHB says. 

It's likely that the bulk of the downswing in home sales and housing production will occur this year, with 
market activity stabilizing during 2007 and moving back up toward trend in 2008, the organization adds. The 
cumulative below-trend levels of housing market activity it projects roughly offset the above-trend 
performances in 2004-2005. 

INSIGNIA® FUNGICIDE 
• Controls a broad spectrum of key turf 

diseases for up to 28 days. 
• Offers several rate options, including 

higher options to provide longer residual 
for lawn care. 

• Priced affordably all year long: 

2.4 lb packages 

(only $145/11) everyday) 
7.2 lb packages 

(only $140/11) everyday) 
Insignia not yet approved for use on landscape ornamentals in all states. Prices do not reflect CA State Mill Tax. 

DRIVE® 75 DF HERBICIDE 
• Provides excellent control of the top 

3 weeds for LCOs: 
- Crabgrass 
- Clover 
- Dandelion 

• Delivers up to 30 days of residual 
crabgrass control. 

PENDULUM® AQUACAP HERBICIDE 
• Controls 21 of the most common unwanted grasses 

and 25 of the most troublesome broadleaf weeds. 
• Utilizes industry-leading active ingredient, 

microencapsulated for virtually no odor and reduced 
staining potential. 

For more information, go to www.turfffacts.com or 
call 1-800-545-9525 for a turf supplier near you. 

VISIT US AT GIE. B O O T H # 1601 b USE READER SERVICE # 17 A,ways read and fo|,ow |abe| d i rec t lons. 
Insignia. Drive and Pendulum are registered trademarks of BASF AquaCap. Better Turf and We Don t Make The Turf We Make It Better, are trademarks of BASF ©2006 BASF Corporation. All rigtos reserved. 

Insignia 
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S P A N I S H L E S S O N S 

Considering that more and more 
landscape contractors are em-

ploying Hispanic or H-2B workers, 
improving communication is becom-
ing more crucial to ensure quality 
work done right the first time. 

In an effort to aid industry 
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 
$24, visit www.lawnandlandscape. 
com/store or contact the Lawn & 
Landscape Book Department at 
800/456-0707. If there is a phrase 
you are having trouble with, let us 
know at nwisniewski@gie.net. 

1. ENGLISH: You will plow today. 
SPANISH: Tu guartaras la nieve hoy. (Too gwar-tahr-ahs la nee-eh-bay oy.) 

2. ENGLISH: You will shovel today. 
SPANISH: Tu escavaras hoy./Tu usas la pala hoy. 
(Too s-cah-bah-rahs oy./Too ooh-sahs la pah-lah oy.) 

3. ENGLISH: Clean the sidewalks first. Clean all doorways first. 
SPANISH: Limpia todos los aceras primeros. Limpia todas las portales 
primero. (Leem-p-ah toe-dohs lohs ah-sehr-ahs pre-mare-ohs. Leem-p-ah 
toe-dahs lahs pohr-tahl-ehs pre-mare-oh.) 

4. ENGLISH: Use the salt to melt the ice. 
SPANISH: Usa la sal para derretir la nieve. (Ooh-sah lah sahl pah-rah 
dehr-reh-teer lah nee-eh-bay.) 

5. ENGLISH: Don't/do push snow into the grass. Don't/do push snow into 
the street. 
SPANISH: No/empujes la nieve hacia el cesped. No/empujes la nieve hacia la 
calle. (No/eem-poo-hays la nee-eh-bay ah-c-ah L cehs-pehd. 
No/eem-poo-hays la nee-eh-bay ah-c-ah lah cah-yay.) 

i 
. Growing YOUR Business 

is OUR Business ADVANCED 

A d v a n c e d Nurseries is a commercial wholesale nursery. We 
intend to help you grow your business it's as simple as that! 

. We have been in the nursery industry in the Southeast over 
» " * , the last 16 years and understand the entrepreneurial spirit 

ot our customers. 

We intend to deliver the same spirit as a wholesale 
supplier. 

CALL US TOLL-FREE 866-901-0970 

Headquarters ~ 755 Union Hill Road - Alpharetta, Georgia 30004 
Visit us online at www.advancednurseries.com 

USE READER SERVICE # 19 

http://www.lawnandlandscape
mailto:nwisniewski@gie.net
http://www.advancednurseries.com


R E G I O N A L R E P O R T 

Florida Nursery and Landscape Industry's 
Impact on Economy Soars 

Florida nursery and land-
scape industry sales soared 
to a record $15.2 billion 
last year despite being 
pummeled by the eight 
major hurricanes that hit 
the Sunshine State in 2004 
and 2005, according to 
the Florida Department of 
Agriculture and Consumer 
Services. This 54 percent 
increase in just five years 
eclipsed the $9.9 billion 
in 2000 sales reported by 
the previous University 
of Florida-IFAS economic 
impact study. 

"This study showcases 
the nursery and landscape 
industry as one of Florida's 
most robust economic 
engines," said Ben Bo-
lusky, Florida Nursery, 
Growers and Landscape 
Association's executive 
vice president. "Florida's 
nursery and landscape 
industry is comprised over-
whelmingly of family farms 
and businesses. It is truly 
a small business industry 
with a big business impact 
on Florida's economy." 

Florida's nursery and 
foliage growers generated 
$3 billion in farm gate sales 
in 2005, positioning Florida as the nation's second largest 
nursery crop production state after California. Nearly half of 
all nursery grower sales were to markets outside Florida. 

Landscape installation, maintenance and design services 
represented $5.26 billion in sales, while the garden center 
retail segment racked up sales of $6.97 billion. Total sales 
impacts were highest in the counties of Miami-Dade, Palm 
Beach, Orange, Hillsborough, Broward, Pinellas, Duval, 
Volusia, Lee and Lake. 

In the aftermath of the 2004 and '05 hurricanes, 60 per-
cent of Florida's nursery growing operations suffered costly 
business interruptions for at least three weeks. Business for 
nearly a quarter of all of Florida's nurseries was interrupted 

for four months or more. 
The 2004 and '05 hur-
ricanes hit the industry 
hard with an estimated 
$2.1 billion in nursery crop 
losses, structural damage 
and clean-up costs. 

"To have an industry 
grow so expansively in the 
face of the recent tropical 
punches thrown by Mother 
Nature is a true testimo-
nial to the resiliency of the 
hardworking professionals 
in Florida's nursery and 
landscape industry," said 
FNGLA president Paul 
Polomsky. 

The Florida nursery 
and landscape industry's 
total employment impact 
increased by 131,000 jobs 
in the last five years repre-
senting an average annual 
increase of I I percent. It 
directly employs 294,000 
people statewide wi th 
a value-added impact of 
$5.19 billion in wages and 
salaries. Total employment 
impacts were highest in the 
counties of Miami-Dade, 
Palm Beach, Orange, Hills-
borough, Broward, Duval, 
Volusia, Pinellas, Lee and 
Lake. 

Florida's Commissioner of Agriculture, Charles Bronson, 
joined the Florida Nursery, Growers & Landscape Association 
(FNGLA) as the results were announced during FNGLA's an-
nual industry trade show at the Orange County Convention 
Center. 

The industry's economic impacts were evaluated and 
compared with results from the previous 1997 and 2000 
studies alsoconducted by the University of Florida-IFAS. Each 
study was funded in part by the Farm Credit Associations of 
Florida. 

For a complete version of the 40-page economic impact 
report, access the following: http://economicimpact.ifas.ufl. 
edu. 

Photo: Jay Schulz/Dreamstime.com 

www.lawnanJlandscape.com november 2 Q Q 6 lawn & landscape 33 

http://economicimpact.ifas.ufl
http://www.lawnanJlandscape.com


r ^ 
C A L E N D A R 

L^ J 

To ensure that your 
meeting date is 
published, send an 
announcement at 
least 12 weeks in 
advance to Lawn 
& Landscape 
Calendar. 
4012 Bridge Ave., 
Cleveland, OH 
44113. 

NOV. 14 Lawn & Landscape Benchmarking Your Business Seminar, Detroit. Contact: 

www.lawnbizseminars.com, 800/456-0707 

NOV. 14 - 16 Empire State Green Industry Show, Rochester, N.Y. 

Contact: www.nysta.org, 800/873-8873 

NO V. 16 Lawn & Landscape Lawn Care Seminar, Dallas. 

Contact: www.lawncareseminars.com, 800/456-0707 

NOV. 16 Lawn & Landscape Benchmarking Your Business Seminar, Chicago. 

Contact: www.lawnbizseminars.com, 800/456-0707 

ALWAYS! 

KEEP IT GREEN! 
Exclusively designed 

low profile outlet riser 
and open drum slot 

eliminate hose kinking 
and enable smooth 

even hose wraps 

One piece, always 
welded, "A " frame steel 

construction with full-
flow swivel machii 

from s 
1 

Made with state of the 
art CNC robotics, and 

backed by the industry's 
most comprehensive 

two-year warranty 

8 O O - C O X -
www.coxree is .com 
Toll Free: 800-269-7335'Fax: 800-229-7335 w ' , _ 

| Int Tel: 480-82(̂ 6396 • Fax: 480-820-5132»Email: info@coxreels.com Your Hbb1 Source 

VISIT US AT GIE, BOOTH # 2 7 1 2 
USE READER SERVICE # 20 

TURBO TURF 
HYDRO SEEDING SYSTEMS 

Call us for a FREE video £ info pack! 

TURBO TECHNOLOGIES, INC. 
1500 FIRST AVE, BEAVER FALLS, PA 15010 

800-822-3437 www. Turbo Turf, com 

VISIT US AT GIE, BOOTH # 2504 
USE READER SERVICE # 2 1 
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http://www.nysta.org
http://www.lawncareseminars.com
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e n v i s t a. 
E - L A N D S C A P E 

THE MOST POWERFUL LANDSCAPING 
TOOL YOU'LL EVER OWN 

I N C R E A S E P R O D U C T I V I T Y IN A W H O L E NEW WAY 

Integrated software system designed exclusively for landscapers. 

ESTIMATING 
WITH 

HORTOCOPIA 
PHOTO 

DATABASE 

ADMINISTRATION 
AUTOMATED 

QUICKBOOKS 
INVOICING 

SCHEDULING/ 
ROUTING SALES CUSTOMER PROFITABILITY 

AUTOMATED TRACKER SERVICE ANALYSIS 
GPS 

WORKORDERS& 
TIME'CARDS 

^ new in '06 
Come meet us at booth #222 

866-641-6459 
www.envistainc.com 

http://www.envistainc.com
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DEC. 5 - 7 Rocky Mountain Regional Turfgrass Association 53rd Annual Turfgrass 

Conference and Trade Show, Denver. Contact: www.rmrta.org, 303/770-222 

DEC. 7 Ohio Lawn Care Association Annual Meeting and Breakfast, Columbus, Ohio. 
Contact: www.ohiolawncare.org, 800/510-5296 

DEC. 10-13 Entomological Society of America Annual Meeting, Indianapolis, Ind. 

Contact: www.entsoc.org 

2007 C A L E N D A R 

JAN. 8-11, 2007 Virginia Turfgrass Council Conference and Trade Show, Fredericksburg, Va. 

Contact: www.vaturf.org 

JAN. 9 - 1 1 Canada's International Horticultural Lawn and Garden Trade Show and Conference, Toronto. 

Contact: www.locongress.com, 800/265-5656 

i 

Cutter s Choice 
CHAIN SAW supplies 
a/-2>/sct?ni<it Prices! 

CHAINSAW PARTS 
including guide bars, 
sprockets, saw chain, 
sharpening accessories 
and safety near! 

VISIT US AT GIE, BOOTH # 2048 
USE READER SERVICE # 23 

2008 East 33rd Street P 
Erie, PA 16514 
1-888-288-8371 

. c u t t G r s c h D i c G . c o m 

USE READER SERVICE # 24 

http://www.rmrta.org
http://www.ohiolawncare.org
http://www.entsoc.org
http://www.vaturf.org
http://www.locongress.com


"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 world, I 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 
cut downtime, too, thanks to increased fuel 
efficiency and interchangeable parts. I opened 
my doors with STIHL 2-cycle equipment, now 
I wouldn't use anything less than these 4-MIX 
machines. I have 330 reasons why." 

www.stihlusa.com 1 800 GO STIHL 

VISIT US AT GIE, BOOTH # 1322 
USE READER SERVICE # 25 

STIHL 

http://www.stihlusa.com


Lawn care operators know that 
all weeds aren't created equal. 
Their customers don't always 
recognize this fact, however. 
That's what Phil Fogarty and 
colleagues at his Euclid, Ohio-
based lawn care company 

found out 11 years ago. 
"We were killing weeds for people in 

lawns, and they had the need outside their 
lawns, as well," Fogarty says. "They thought 
'If you can kill them in the lawn, than you 
could kill them in the parking lot.'" 

What these customers were asking 
for isn't as easy as it sounds. Fogarty and 
crew couldn't simply apply a broad-spec-
trum herbicide down in a gravel park-
ing lot like they would to turf. Entirely 
different chemistry is required and, as 
a result, the Environmental Protection 
Agency requires different licensure. Also, 
Fogarty notes, "Its much more difficult 
to kill a weed in a barren area and to keep 
it away." 

What these customers were asking 
for, it turns out, was industrial vegetation 

b y m a r i s a p a l m i e r i | a s s o c i a t e e d i t o r 
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CALL FOR DETAILS 

800-TREES Rx (800-873-3779) ... 877-TREE HLP (877-873-3457) (Tolffrw technical support Line) 

VISIT US AT GIE, BOOTH # 1025 
USE READER SERVICE # 26 
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management, or the eradication or 
control of noxious/invasive weeds at 
industrial, roadside, railway, forestry, 
aquatic and other non-turf sites. 

After identifying this need among 
its customers, Fogarty s lawn care 
company, which operates today 
as a Weed Man franchise, started 
Crowley's Vegetation Control. Today 
Fogarty is the president of Crowley's, 
in addition to his duties as submaster 
franchisor for Weed Man in Ohio, 
Pennsylvania and New York. 

Crowley's two main sources of 
business are industrial bareground 
work and invasive species control 
for small government bodies (cities, 
townships, etc.) that need their road-
ways, ditches, signage, railways and 
natural areas kept clear. 

After Crowley's applicators earned 
vegetation management licenses, 
the company began marketing to its 
current clients. "We started by doing 
work for our commercial customers 
on gravel and in parking lots," he says. 

"We were able to land a big account 
from within our lawn care customer 
base and once we had that, we bought 
a little more equipment and did some 
more marketing and kept selling it." 

The next step was to market exter-
nally. "We started looking for other 
customers and we saw that vegetation 
control could be a division in itself," 
Fogarty says. 

Today, three full-time crews 
provide nothing but vegetation 
management services for the entire 
growing season. "We have grown by 
50 percent a year in this side of things 
for the last four or five years," Fogarty 
says. "We're doing, all told, between 
$350,000 and $400,000 worth of 
vegetation management per year." 

CHALLENGES. One challenge 
Crowley's encountered was a lack 
of information on the service's best 
practices, Fogarty says. "There aren't 
enough people doing it as a core busi-
ness," he says, noting that vegetation 

control is the certification designation 
that pesticide applicators add on most 
frequently, but it's the category with 
the fewest number of primary ap-
plicators. "Consequently, there aren't 
enough seminars, classes and experts 
out there," he says. "We had to learn 
most of this from suppliers and from 
trial and error." 

On the sales side, when Crowley's 
initiated the service it made sense to 
most of its current commercial lawn 
care customers who had weeds grow-
ing outside of their lawns. These cus-
tomers were candidates for Crowley's 
bareground service, as many organiza-
tions' safety and productivity require-
ments dictate that certain industrial 
and utility sites and other commercial 
properties be kept weed-free. 

Acquiring new customers in need 
of baregound work can be difficult, 
however, because one pool of poten-
tial customers includes overgrown, 
abandoned or for-sale properties that 
haven't been used in a while, and as 

CONSERVATION — COST-EFFECTIVE INSTALLATION, WATER CONSERVATION 

Installing Netafim" USA Dripperline 
with Vermeer Is as Easy as 1,2,3. 

The Vermeer multi-blade plow P K | | 

allows irrigation contractors to 

install dripperline more efficiently few 

and cost-effectively. Drip irrigation — another cost 

saver — reduces water usage 

^ ^ by as much as 30 to 70 percent. 

Plus, an extensive distribution 

network ensures access to both 

Netafim USA products and Vermeer equipment. 

For more information, call 1-888-VERMEER, 
Netafim USA 1 -888-638-2346, or contact your local dealer. 

T NETAFIM Vermeer 
VERMEER and CONSERVATION are trademark* of Vermeer Manufacturing Company in the U.S. and/or other countries 
NETAFIM USA is a trademark of Netafim Irrigation Inc 
O 2006 Vermeer Manufactunng Company. All Rights Reserved 

VISIT US AT GIE, BOOTH # 742 
USE READER SERVICE # 27 



FERRIS 

www.Ferr is lndustr ies.com/lawn • 1(800)933-6175 

GIE Indoor Booth #932 • Outdoor Booth #616 

What will you do on your day off? 
Because of the smooth ride on my 
Ferris during the week, I'm able 
to ride more miles on my bike 
every weekend. 
Pete Aceto • Aceto Landscaping • Utica, NY 

Go for a ride - enjoy it! You can because a Ferris mower will 
increase your productivity and take the pain out of mowing. 
Our patented suspension systems have been proven to help 
prevent fatigue when compared to non-suspension machines. 
Ferris owners have been able to increase their productivity by 
as much as 20%! If you mow for a living, that could be an 
extra $1,000 in your pocket every two weeks, from each Ferris 
machine in your fleet! 

And since our patented suspension systems allow the cutter 
deck to follow the contours of the landscape, you'll have a 
beautiful manicured finish every time. 

Contact your local Ferris dealer for a demo today 
and experience the difference suspension makes! 

http://www.Ferrislndustries.com/lawn


business opportunities 

such do not have a decision maker on 
site. "Often, we know we can save the 
customers a lot of money on dam-
age to the building and pavement 
caused by weeds, but we cant find 
the owner," Fogarty says. One tip he 
offers is to contact property managers 
or realtors dealing with vacant proper-
ties. Often, they can name the owner. 

Once a contractor reaches an 
owner, however, he or she may hesi-
tate to invest in vegetation manage-
ment. "You've found someone that's 
not getting any revenue from this 
source," he says, explaining why some 
people balk at the service. Contrac-
tors should stick to the typical selling 
points, Fogarty notes. Vegetation 
control prevents pavement damage, 
reduces the long-term costs associated 
with maintenance and - most impor-
tantly for properties on the real estate 
market - offers aesthetic advantages. 

The other type of vegetation 
control that Crowley's offers - in-
vasive and noxious weed control for 

municipalities - relates more to safety 
and protecting natural areas. For mo-
tor safety-related factors like visibility 
and drainage, rights-of-way, highways 
and railways need to be cleared. Also, 
untreated alien species of weeds can 
take over a once-productive piece of 
land and render it useless, destroying 
the natural ecosystem. 

Another sales challenge, one that 
lawn care operators may be familiar 
with, is beating the weed growth to 
the punch. The value of the service is 
prevention; however that point can be 
difficult to convey to a customer who's 
never experienced the ramifications of 
an overgrown gravel lot, for example. 
"The need is most apparent once the 
growing season is in full gear, but the 
value in what we supply is greater 
before the growing season starts," 
Fogarty says. " I f the customer calls 
after growth begins, even though we 
can kill those weeds, they're still left 
with a stalk they have to deal with." 
As a result, Crowley's focuses on sell-

ing to and servicing current custom-
ers as soon as the weather allows and 
signs up new accounts during the rest 
of the summer. 

In terms of profitability, Fogarty 
says vegetation control beats lawn 
care. "We feel it's more profitable be-
cause the cost of the sale isn't as much 
as it is in lawn care," he says, noting 
that margins vary, but "could easily be 
in the neighborhood of 20 percent." 
However, vegetation control is not as 
reliable as lawn care in terms of recur-
ring revenue. " I f you fix a problem for 
someone, they might not call you for 
several years," Fogarty explains. 

Due to the differences in customer 
and application types, price points 
vary. Crowley's prices bareground 
areas by acreage. Fence lines, however, 
are priced by linear running feet. 
"Each job is based on size, products 
needed, difficulty - sometimes we're 
walking through woods or swamp 
- and customer expectations," Fogarty 
says. Generally, per-acre pricing for 



vegetation control can range from 
$450 to $1,000 depending on prod-
ucts used and degree of difficulty in 
reaching the target site. 

TECHNICAL TALK. Although veg-
etation management has boded well 
for Crowley's, it hasn't been entirely 
seamless. Because of the different 
chemistry required to combat invasive 
species and weeds in unwanted areas, 
the EPA and state regulators require 
applicators to earn vegetation-control 
specific designations on their licenses. 
"Even though it seemed like such a 
natural transition for the customer," 
Fogarty says, "it was very different for 
us to perform vegetation management 
compared to lawn care." 

Although vegetation control uses 
different chemistry than lawn care, 
the equipment and techniques are 
generally the same. Sprayers and spray 
trucks are standard; however, ap-
plicators may need longer hoses and 
platforms on trucks to treat overtop 

of overgrown vegetation. Also, the 
application tends to be lower volume 
to avoid any possible drift. 

Regarding equipment, Fogarty 
stresses one pertinent procedure: 
"You need equipment that's going to 
do nothing but this work," he says. 
"You can't mix hard vegetation control 
products and have them lingering as 
a residual for residential weed control 
on a lawn." 

Crowley's is extremely vigilant 
about this practice, segregating vegeta-
tion control equipment from anything 
that resembles selective and horticul-
tural services to avoid any mix ups. 

Although the company already 
uses different tools, applicators, 
uniforms, shoes and storage, it has 
considered moving the vegetation 
control division entirely off site from 
the lawn care business - just to ensure 
there's no potential for crossover. 

Another technical challenge relates 
to pest resistance. "We definitely 
learned the need for understand-

ing your target pest because Mother 
Nature is an amazing force and she 
adapts and evolves to survive," Fog-
arty says. "For years we would have a 
product that worked fine in a situa-
tion and all of the sudden one year it 
didn't work." 

Monoculture breakthroughs, 
where one weed pops up all over a 
property, aren't unlikely, even after 
expansive, thorough pesticide ap-
plications that have worked in years 
past. To customers, these single weed 
pop ups can look as if the contractor 
didn't do a thing, Fogarty says. "But 
what we did is get rid of everything 
except that one weed that developed 
resistance, but they don't care that just 
this one weed slipped through." 

To combat resistance, applicators 
have to be flexible, Fogarty says, and 
change chemistry from time to time. 
He explains: "In time Mother Nature 
will figure out a way to beat you, so 
you have to stay ahead of her - just 
like any woman.' LL 

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. M rrena 
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 Putting You In Control " 

Arysta LifeScience 

Harmony In Growth 
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W h a t y o u n e e d t o k n o w a n d w h a t y o u c a n d o c o n c e r n i n g 11 

c r i t i c a l i n d u s t r y i s s u e s . 

Sometimes all you want are the cold, hard facts on an issue. 

This month, Lawn & Landscape editors boil down some of the in-
dustry's most pressing topics and provide you with the information you 
need to know to intelligently deal with issues such as labor and immi-
gration, noise and emissions and branded vs. generic pesticides, to name 
a few. Some of the information will come as welcome news, such as the 
one-year extension to the H-2B program. Others, such as the prediction 
of a mild winter, will undoubtedly not be as welcome to some segments 
of the industry, such as contractors offering snow removal services. 

Then we follow each topic up with some action tips on what you can 
do to face each business challenge head-on and, just maybe, influence 

some change for the betterment of the industry and your business. 
But the discussion on these industry issues shouldn't end here. We encourage you to take 

your ideas, beliefs and convictions on these topical issues and post your insight on the Lawn & Landscape Message Board at www.lawn&landscape.com/messageboard. 



the grass just got greener 
Irrigation Direct is transforming the irrigation industry and providing a direct 
manufacturer source for contractors to purchase the best irrigation products 
available at the best prices possible. 

By using Irrigation Direct, contractors benefit from: 

«=> Products priced up to 50% below competitors 

«=> High quality, 100% tested irrigation valves and controllers 

o 100% satisfaction guarantee 

No more complicated supply chains 

Free shipping to their doorstep 

1-Inch Valve 
$7.80 - $9.95 6-Station Controller 

$49.00 - $69.00 

\vwwjrri3ationdirectxom 
the grass just got greener 

g p 

Module 
$14.00 

ID > 
Irrigation Direct 
877.436.6922 



i s s u e # 1 : 

energy costs 

A 

WHAT YOU NEED TO KNOW: 
In addition to affecting operating costs and profitability, rising 
gasoline, diesel and natural gas prices cause landscape contrac-
tors to rethink service areas and routing, increase prices or 
add fuel surcharges and often pay more for products and 
equipment, notably fertilizer. 

The greatest factor that influences gasoline and diesel 
prices is the price of crude oil, which is generally driven 
by supply and demand. But even when crude oil prices are 
stable, seasonality, product supply/demand and location 
cause gasoline and diesel prices to fluctuate. 

After starting out 2005 at about $42 per barrel, crude oil 
prices hit $70 per barrel after Hurricane Katrina in Septem-
ber 2005, and didn't depart from that range until a year later, 
when the West Texas Intermediate Crude Oil Price averaged 
$63.80 per barrel. The Energy Information Administration's 
Short-Term Energy Outlook, released in October, expects crude oil 
prices in 2007 to be only slightly less than their average 2006 levels. 
As a result, the EIA projects retail regular gasoline prices to 
average about $2.65 during that time. 

The West Coast - especially California - generally sees higher, more volatile energy prices than the rest of the 
country, mainly because of supply, but taxes, proximity to the Gulf Coast and foreign refineries and environmental 
issues also come into play. For gasoline, California operates its own reformulated program with more stringent require-
ments than the federal government mandates. There are relatively few supply sources of this unique blend of gasoline 
outside of the state, so California refineries need to be running near full capacity to meet state demand. Supply is the 
main issue affecting diesel on the West Coast. 

Natural gas prices affect contractors who purchase fertilizer, too. Natural gas accounts for as much as 90 percent of 
the cost of producing nitrogen fertilizer, according to The Fertilizer Institute. Due to last year's warm winter, the EIA 
expects this winter's heating season to start with the highest natural gas inventory since 1990. This will create natural 
gas spot prices to be lower than last year. "Low prices now should allow domestic producers to run at full capacity into 
the spring - assuming no major weather changes, such as another hurricane or a cold winter," reports Green Markets, a 
fertilizer industry publication, in its Sept. 18 issue. As economics 101 would dictate, if supply is up, prices are down. 

WHAT YOU CAN DO: 
• Protect profits. Raising prices to keep up with operating cost increases is essential for 
contractors to protect profits. Whether a firm chooses a general "cost of doing business" 
price increase or a fuel surcharge, it's important to set prices based on target profit margins. 
• Research alternatives. While the country's dependence on oil is a national political issue, 
the burden is on the contractor to make changes in his business. Research alternatives - fuel 
sources as well as practices. 

For example, consider using technology like GPS fleet tracking to monitor the location, 
routes and speed of trucks. Conduct routine maintenance on all equipment and consider 
passing on or subbing out work that's outside of a designated service area. 

In terms of fuel sources, contractors should research alternatives. One popular alternative 
is liquefied petroleum gas (LPG), or propane, (several manufacturers make commercial pro-
pane mowers). Propane produces fewer emissions than gasoline and can extend equipment 
lifespan. Another option is biodiesel, or fuel manufactured from vegetable oils, animal fats or 
recycled restaurant greases. B20, or a 20/80 biodiesel to petroleum diesel blend, can generally 
be used in unmodified diesel engines, but users should consult their O E M and engine war-
ranty statement. Ethanol is another alternative fuel that contractors should be familiar with. 
This alcohol-based fuel is made from corn, barley, wheat and other starch crops. E85, or a 
85/15 ethanol to gasoline blend, can reduce emission by 25 percent compared to gasoline. 

To learn more about alternative fuels including the costs in your area, visit the Depart-
ment of Energy's Alternative Fuels Data Center at www.eere.energy.gov/afdc/. - /VI a r i s a P a I m i e r i 

California 

Washington 

Oregon 

Major metropolitan areas 

http://www.eere.energy.gov/afdc/


LONGER _ FASTER 
REACH - CYCLES 

YOU DO T H E MATH. 
The new Case 400 Series Skid Steers combine strength and reliability into one fast and productive package. The 

exclusive Case Power Reach feature* makes for faster cycle times by maximizing reach at any height—so you can 

quickly and easily load farther back into trailers and to the center of high-sided trucks. Optional hydraulic self-leveling 

retains more material for even more speed on the jobsite. And with our exclusive "no tool" 10-second tilt ROPS, 

you'll shave additional minutes off daily maintenance, too. See all the other ways the 400 Series takes your business 

performance to a higher level. Visit the professional partners at your local dealer for a demo, purchase or rental 

options, and details on financing and service plans. See www.caseoffers.com for the latest special offers and 

promotions from Case. 
' 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 

http://www.caseoffers.com
http://www.casece.com
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G u l f Coast states - hurricane 

Northern states - mild/warm 
winter 

Drought states - Montana, 
Dakotas, Oklahoma, Pacific 
Northwest and Southern 
California 

WHAT YOU NEED TO KNOW: 
Weather is one intangible factor that every green industry pro-
fessional must manage. And over the last year, Mother Nature 
proved to be quite unpredictable. 

To the dismay of some and delight of others, the past winter 
of 2005-06 will be remembered as one of the warmest on record. 
Winter temperatures, on average, were 36.3 degrees, making it 
the fifth warmest winter on record. 

And while the nation experienced a handful of significant 
snow storms, including a powerful storm that hit the East Coast 
on Feb. 11-12, for many contractors performing snow removal 
duties it was not enough to sustain a profitable winter. 

Summer 2006 was the second warmest on record, with July's 
blistering heat wave impacting most of the nation. Likewise, 
moderate-to-extreme drought conditions impacted nearly 40 
percent of the United States. The summers heat, combined with 

below-average precipitation, worsened drought 
conditions throughout much of the summer for 
most of the country. 

On the horizon, climatologists report El Nino 
conditions have developed in the tropical Pacific 
and are likely to continue into early 2007. 

While only "weak" El Nino conditions exist, 
weather scientists say there is a potential for this 
event to strengthen into a moderate event by 
winter. El Nino describes the large-scale ocean-
atmosphere climate phenomenon linked to a 
periodic warming in sea surface temperatures in 
the Pacific Ocean. Its sometimes referred to as a 
Pacific warm episode. 

So what do this mean for North American 
landscape contractors? 

For one, weak El Nino conditions help explain 
why this Atlantic hurricane season, the one that 
spawned Katrina last year, has been less active 
than previously anticipated. By design, El Nino 
conditions suppress hurricane activity in the 
Atlantic Basin, which includes the Gulf Coast. 

Original predictions called for no less than 
eight to 10 hurricanes, four to six of which would grow to Cat-
egory 3 strength or higher. So far, hurricanes Florence, Gordon, 
Helene and Tropical Storm Isaac remained far from land. The 
2006 hurricane season runs until Nov. 30. 

Other El Nino-related weather includes 
warmer-than-average temperatures over 
western and Central Canada and over 
the western and northern United States, 
which mean snow contractors are looking 
at another weak winter. Wetter-than-aver-
age conditions are likely to develop over 
portions of the U.S. Gulf Coast region and 
Florida, while drier-than-average condi-
tions may be seen in the Ohio Valley and 
Pacific Northwest. 

WHAT YOU CAN DO: 
• Subscribe to a professional weather 
service. Weather services provide you up-
to-the-minute climate details on current 
and future conditions and helps you better 
plan your operations schedule. 

If engaged in winter snow and ice 
removal, having access to accurate and 
detailed weather information not only al-
lows you to plan your snow services, but it 
assists in defending against billing disputes 
and slip-and-fall claims. 

If you cant afford this investment, 
investigate the free Web-based weather in-
formation available on the Internet. While 
not as detailed as a subscription service, 
free sites can provide a clearer perspective 
on climate conditions and predictions. 
• Educate yourself on how the weather 
impacts landscape services. For example, 
"How much rain must fall for it to be unsafe 
to mow?" or "Will the days high tempera-
ture at noon render a morning fertilization 
or pesticide application ineffective?" 
• Instruct your clients. Educate your 
customers on the limits of what you can 
do when faced with unfavorable weather 
conditions. Clients are more reasonable 
and appreciative when they feel they're 
up-to-speed on all the facts of their service. 
- A l i k e Z a w a c k i 



For when you want it gone 
and you want it gone fast 
Customer callbacks - they're a part of the business. 

Did you spray these weeds? Why aren't they dying? 

These calls take time to answer - time you don't have! 

Razor Burn™ is the new post-emergent, systemic 

herbicide that controls weeds quickly and easily in 

ornamentals, in bed maintenance, for crack and crevice 

treatments, brush and vine clearing and perimeter 

treatments. Visible results occur in 24 to 48 hours! 

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. 

R A 2 2 R < f c B U R N 
Contact a Nufarm representat ive or your local d is t r ibu tor for more in fo rmat ion : 

800-345-3330 • www.turf.us.nufarm.com 

• The complete control ofglyphosate combined with 
the quick burndown ofdiquat - visible results in as 
little as 24 to 48 hours 

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

™ Razor Burn is a trademark of Nufarm Americas Inc. Always read and follow complete label instructions. 

VISIT US AT GIE, BOOTH # 2200 
USE READER SERVICE # 32 

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

• Reduces applicator followup, 
creating more productivity and 
customer satisfaction 

n 
Nufarm 
Turf & Specialty 

Home of Riverdale Brands 

http://www.turf.us.nufarm.com
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WHAT YOU NEED TO KNOW: 
Water is one of the earth s most in-demand - and taken 
for granted - resources. Although 75 percent of the earths 
surface is covered with water, only 1 percent is available for 
human use. An ever-increasing U.S. population (the Census 
Bureau expects it to top 300 million this year) poses serious 
demand on this finite resource, making conservation more 
important now than ever. 

Other threats to the world's water supply include global 
warming, pollution and an inadequate water supply infra-
structure - there's a $224 billion gap in planned infrastruc-
ture investment as compared to needs, reported Joanna 
Kind, a environmental scientist consulting for the EPA's 
WaterSense program at The Intelligent Use of Water Sum-
mit III sponsored by Rain Bird in August. 

Experts estimate commercial and residential outdoor 
water use is responsible for 7 billion gallons of water each 
day, mainly for landscape irrigation. As much as half of that 
may be wasted due to overwatering, Kind said. 

One way municipalities cope with water shortages is to 
enact water restrictions like every-other-day watering pro-
grams or all out landscape irrigation bans. Experts say some 

of these rules are well-thought-out, 
calculated decisions, but others are 
knee-jerk reactions that often back-
fire, spurring increased consumption. 

Thankfully, some locales are 
promoting the industry's available 
technology by offering incentives for 
homeowners and property managers 
to install smart irrigation systems. 
Others have taken incentives to the 
next level. In Las Vegas, the Southern 
Nevada Water Authority has for the 
last several years offered homeowners 
$ 1 per square foot to remove turf and 
replace it with xeriscape. 

Considering 36 states expect to 
suffer water shortages over the next 
10 years, Kind said, restrictions and 
incentives like these are imminent, 
creating challenges for landscape and 
irrigation contractors. 

This summer, the EPA introduced 

its WaterSense program (www.epa.gov/watersense), simi-
lar to the EnergyStar program for energy conservation. 
WaterSense promotes water efficiency and water-efficient 
products and services. 

WHAT YOU CAN DO: 
• TAKE ADVANTAGE OF TECHNOLOGY. Design, in-
stall and sell smart irrigation systems. Manufacturers are 
introducing increasingly efficient products. Research the 
benefits of "smart," ET-based controllers, pressure-regu-
lating devices, automatic shut-off devices, check valves, 
micro irrigation and other high-efficiency products. The 
EPA's WaterSense product labeling program soon will 
help make selecting water efficient products easier for 
contractors and consumers alike. 
• PROMOTE WATER AND COST SAVINGS. Custom-
ers often need to be educated on the benefits of installing 
or upgrading to smart systems. While they may have 
to spend a little more up front, often they will realize 
a quick return on investment as their high-efficiency 
systems shave dollars off monthly water bills. Contact 
manufacturers for estimated water and cost savings 
to demonstrate to customers their expected ROI, or 
consider using case studies (also often made available by 
manufacturers) to show them the cost savings. 
• GET SMART-CERTIFIED. If you're not already certi-
fied with the Irrigation Association, do so. Also look out 
for WaterSense certification specifications, which the 
EPA expects to release by the end of 2006. WaterSense 
certification programs will require experience, examina-
tions and regular renewal. Initially, certification categories 
available for WaterSense labeling include irrigation audi-
tor, irrigation installation and maintenance professional 
and irrigation designer. 
• STAND UP TO REGULATIONS. Some local and 
regional irrigation restrictions are unfair and hastily en-
acted. To combat restrictions harmful to the environment 
and economy, the Green Industries Water Conservation 
Council suggests irrigation and landscape contractors 
form local coalitions to educate water boards and elected 
officials. The G I W C C suggests working with the media 
and lobbying decision makers before they cast their votes. 
For a step-by-step guide, visit www.wateractionguide.org. 
- M a r i s a P a I m i e r i 

http://www.epa.gov/watersense
http://www.wateractionguide.org
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More than 500 Booth Trade Show 
Ohio Dept. of Ag and surrounding states Pesticide Applicator Re-Certification Credits 
GCSAA and STMA Credits 
100+ Hours of Education for 
- Golf Course Turf 
- Sports Turf 
- Lawn & Grounds 
- Landscaping 
New Education Tracks including 
- Landscape Irrigation 
- Human Resources 
- Managing a Low to Moderate Budget Golf Course 
- Turf Back to Basics 
- Mechanics Workshop on the Show Floor 
- Breakfast Roundtables 
Reduced Registration Fees for members of Related Green Industry Associations 
Special Discounts for Groups and Online Registrations 

Sponsored by: Ohio Turfgrass Foundation, The Ohio State University, The Ohio State University 

Extension, Ohio Agricultural Research and Development Center. 

OLCAi 
OHIO LAWN CARE ASSOCIATION 
improving the environment through better lam care 

T • H • E 

UNIVERSITY 

2006 OHIO TURFGRASS CONFERENCE & SHOW 
December 5-7, 2006 • Greater Columbus Convention Center • Columbus, Ohio 

Phone: 888-683-3445 •Fax: (740) 452-2552 • E-mail: info@OhioTurfgrass.org • www.OhioTurfgrass.org 
VISIT US AT GIE, B O O T H # 2247 

USE READER SERVICE # 104 

mailto:info@OhioTurfgrass.org
http://www.OhioTurfgrass.org
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Labor , I m m i g r a t i o n & H-2B 
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Labor is a nationwide issue, 
but states that use the H-2B 
program most include Mas-
sachusetts, Maryland, Ohio, 
Pennsylvania, Texas, Virginia 
and Colorado, according 
to the Professional Land-
care Network. Many states 
wrestle with immigration 
issues, including those that 
border Mexico, as well as 
major metropolitan areas. 

WHAT YOU NEED TO KNOW: 
Hiring immigrant workers with legal-looking documents and 
worrying every night if they are legit. Suffering through painful 
business raids. Dealing with government rules and regulations and 
their renowned slow pace. There is no question that finding people 
willing to work as laborers in the green industry is becoming more 
challenging every year, especially now that the most willing worker 
pool is being threatened. 

With immigration at the top of many politicians' to-do lists, 
solutions seem too far off to rely on. Laws are becoming harder to 
follow and employers are being held more accountable than they've 
been in years. 

H-2B has helped some landscape contractors through these 
tough times, bringing them supplemental labor. But not with-
out having to put in a good fight first. On Sept. 29, hours before 
Congress was scheduled to adjourn for recess and one day before 
the Save Our Small and Seasonal Businesses Act was scheduled to 
expire, a one-year renewal of the bill was sent through. The bill, 
which was approved in the House and Senate by a voice vote, was 
the last measure approved before Congress adjourned for the pre-
election recess. 

The H-2B extension exempts returning workers from fis-
cal years 2004, 2005 and 2006 from being counted against the 

increasingly limiting cap. Originally, the 
extension was supposed to be for three 
years, but because House and Senate 
members refuse to move forward on solving 
H-2B's cap problems before coming to an 
agreement on comprehensive immigration 
reform, they would only approve a one-year 
extension. This means contractors who use 
the program will have to continue fighting 
in order to encourage lawmakers to pass 
another extension of this same bill next year 
to protect their 2008 workforces. 

Since the H-2B program was enacted in 
1990, it bore a cap of 66,000 workers. Em-
ployers question why the number has never 
been adjusted in more than 15 years to 
reflect current economic conditions or meet 
the needs of growing service industries. 

The cap amount did not come into 
question until just before it was first hit in 
2004. The limits and requirements of the 
H-2B program resulted in marginal visa us-
age - for example, in 1995, only 2,398 visas 

i 

were issued. But the program picked up popular-
ity in the last five to seven years. 

According to Chuck Twist, by clinging to the 
current cap the government admits the process is 
flawed. 

"We have to prove to the Department of 
Labor that we can't get American workers through 
expensive advertisements, but then they only give 
us 66 ,000 workers," says the coowner, T N T Lawn 
& Landscaping and president H.O.L.A. Labor 
Consultants, Stillwater, Okla. "That's like saying, 
'We agree you can't find American workers but 
we're going to put a cap on the program anyway.' 
If workers are not available and we can prove we 
need them, there shouldn't be a cap." 

Bob Wingfield, owner, Amigos, Dallas, agrees. 
"I don't understand why the cap is there," he says, 
pointing to an example to show how small the H-
2B program really is. "There are 19,431 cities in 
the United States. If you take 66,000 H-2B visas 
and divide that by the number of cities, that's 
only 3.4 workers per city. When you consider 
that there are 150 million people in the Americai 
workforce, and you take 66,000 divided by that 
you have to move four decimal points (.00044) 
before it has any affect on American workers." 

Some lawmakers have discussed eliminating >r 
raising the cap, points out Libby Whitley, presi-
dent, MAS (Mid-Atlantic Solutions), Lovingston, 
Va. For instance, Congressman Henry Hyde (R 
- 111.) sent a letter to House members discussing 
elimination of the cap, she says, but a dawdling 
government coupled with Hyde's imminent 
retirement meant the idea expired with him. 

WHAT YOU CAN DO: 
The landscape industry remains the largest user 
of the H-2B program. That means the industry 
supports local economies across the country. As a 
result, a politician might consider supporting an 
industry issue if he/she know businesses in his/her 
state will be greatly affected. Stay connected 
with local and national government officials and 
associations, voicing your concerns about labor 
challenges the green industry deals with on a daily 
basis. - N i c o l e W i s n i e w s k s 



PEOPLE 
MAKE THE 

DIFFERENCE 
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www.morbark.com 
inquire@morbark.com 

There are some great chippers, grinders and 
stumpers on the market. And Morbark is 
historically among the very best. So what 

really makes the difference when you make 
an equipment decision? It's the people. That's 

why Morbark is represented by the best 
equipment dealers in the business. Give your 
Morbark dealer a call today and find out how 

they can make a difference for you. 

S M t M i l t i t e j j t e 
Accurate Equipment 
Northeastern GA & Southeastern SC 
912-852-5555 
www.accuratesales.com 

RW Moore Equipment 
Eastern NC 
919-772-2121 
www.rwmoore.com 

RZ Zimmerman, Inc. 
Atlanta & Northern GA 
770-590-1815 

Smith Bros. Contracting Equipment 
East Central FL 
561-689-9880 
www.smithb.com 

Wilder Motor & Equipment Co. 
TN 
615-329-2365 
www.wildermotor.com 

Wilder Motor & Equipment Co. 
Central & Southern KY 
502-966-5141 
www.wildermotor.com 

M l Ht f l iMl : 
Deacon Equipment 
SE/Central/Western PA & NJ 
800-233-2266 • 570-784-1206 
www.deaconequipment.com 

Essco Distributors, Inc. 
Long Island 
631-665-1370 
www.esscodist.com 

Essex Equipment 
VT & Eastern NY 
802-878-5316 
www.essexequipment.com 

The LC Whitford Equipment Co. 
Western NY & Northwestern PA 
585-593-2741 
www.lcwhitford.com/EQHome.htm 

Marshall Machinery, Inc. 
Northeastern PA 
570-729-7117 
www.marshall-machinery.com 

New England Equipment 
MA, RI, CT 
413-284-9933 
www.newenglandequipment.com 

Newton Power Equipment 
Fairfield County, CT 
203-426-5012 
www.newtownpowerequipment.com 

Nortrax Northeast, LLC 
M E & N H 
207-773-3777 
www.nortraxnortheast.com 

Standard Equipment Company 
MD, DE, DC/NorthernVA 
800-423-5059 
www.secol.com 

Af t ih ro i 1 i teDleit: 
Alexander Equipment 
Northern IL, Indiana, Greater Chicago 
630-663-1400 
www.alexequip.com 

Bobcat Plus 
Eastern/Southern/Central WI 
262-781-1199 

Sunrise Equipment Company, LLC 
Ohio & Northern KY 
800-325-9336 • 330-478-9494 
www.sunriseequipment.com 

Luby Equipment Sales 
Southern IL & Eastern MO 
636-343-9970 
www.lubyequipment.com 

Midwest Underground Supply, LLC 

515-967-5656 

St. Joseph Equipment 
Northwest WI,MN 
952-455-5400 
www.stjosephequipment.com 

V/fcSl i i f j j j b i i : 
A-OK Mower Shop 
Eastern Central CA 
805-963-3736 

Great West Equipment 
Greater San Francisco Bay 
408-578-0855 
www.greatwestequipment.com 

DDI Equipment 
AZ, UT, NM, Western CO 
970-243-3422 
www.ddiequip.com 

Hawthorne Pacific 
HI 
808-677-9111 
www.hawthornecat.com 

Enviro "Chipper" Industries 
OR 
541-855-2048 
www.envirochipper.com 

Holt of California 
Northern CA 
877-373-4100 
www.holtca.cat.com 

Fresno Equipment 
Central CA 
559-486-8020 
www.fi-esnoequipment.com 

L & M Power 
Southern CA 
909-676-2990 
www.landmpower.com 

Garvey Equipment 
Greater Los Angeles 
626-285-4150 

Southside Total Power 
Greater Denver 
303-789-4339 

Texas Equipment Sales 
and Services 
Central TX 
254-848-4139 

Texoma Utility Equipment 

800-444-9412 
www.texomautility.com 

http://www.morbark.com
mailto:inquire@morbark.com
http://www.accuratesales.com
http://www.rwmoore.com
http://www.smithb.com
http://www.wildermotor.com
http://www.wildermotor.com
http://www.deaconequipment.com
http://www.esscodist.com
http://www.essexequipment.com
http://www.lcwhitford.com/EQHome.htm
http://www.marshall-machinery.com
http://www.newenglandequipment.com
http://www.newtownpowerequipment.com
http://www.nortraxnortheast.com
http://www.secol.com
http://www.alexequip.com
http://www.sunriseequipment.com
http://www.lubyequipment.com
http://www.stjosephequipment.com
http://www.greatwestequipment.com
http://www.ddiequip.com
http://www.hawthornecat.com
http://www.envirochipper.com
http://www.holtca.cat.com
http://www.fi-esnoequipment.com
http://www.landmpower.com
http://www.texomautility.com


i s s u e # 5 : 

r i s i n g e q u i p m e n t cos t s 
WHAT YOU NEED TO KNOW: 
New outdoor equipment prices rarely go down from year 
to year and 2007 will be no exception, but there's likely 
not going to be much sticker shock. 

The most important material that makes up equip-
ment such as mowers is steel, and luckily for contrac 
tors, steel prices are leveling off. The past two years, 
steel was on a wicked ride upward, increasing by 
more than 60 percent. This year, the increase has 
not been as severe. 

" I f everything holds true, price increases will 
be minimal," says Darwin Parcell, who sells 
equipment for Woods Equipment. "It's not 
going to be anything like a year ago." Steel of 
all types had been rising because demand by 
China left less steel on the market. When 
that happens, prices go up. But China's 
expansion, while still super-hot, has been 
cooling and that's left more steel in the 
mix. 

Ben Overholser, president of Sisco, 
the Greenville, Ohio-based distributor 
of commercial equipment, says other 
material prices such as rubber and 
plastic tend to rise along with steel. 
But so far, the waters are calm. "We've 
haven't seen anything major," Overhol-
ser says. 

Overall, prices for equipment are expected 
to rise between 2 to 4 percent during 
2007, with the bulk of the increases coming 
material costs. Most dealers don't yet have firm prices 
for 2007. "Most of the buy-in programs begin in November, so 
there aren't hard numbers in the hands of dealers on what next year's 
equipment will cost," says Dave Kahler, president of the Ohio Michigan Equip-
ment Dealers Association, based in Columbus, Ohio. Buy-in programs allow 
dealers to order inventory from the manufacturers for the following year. 

WHAT YOU CAN DO: 
So, while 2 to 4 percent may not sound like much, contractors would be well 
served by carefully maintaining their machines to keep them in top running order. 
Many dealers have pre-season maintenance programs available to their commer-
cial customers. These programs usually involve pickup and delivery of mowers, oil 
changes, deck cleanings and blade sharpening. Technicians also will check bear-
ings and belts for wear. These checkups are typically done in the winter months 

when business is slower. 
It's a very smart thing to do, Kahler says. "Many times a commercial mower that goes 

through this pre-season maintenance is going to start the season in very, very good shape," he 
says. "The contractor won't need to worry about downtime. That's something we would highly 
recommend." 

"All of these mowers will vary by line, but they'll tell you how many hours you can run it 
before you need to change the oil and filters," Kahler says. " I f I was a commercial contractor, 
I would follow the owner's manual to the hilt, because that's their bread and butter. They can't 
afford to have a breakdown in the middle of the summer." - M a r k P h i l l i p s 



| Take control of your 2007 business costs now! 

ThcTIESCO Customer's Choice 
Early-Order Program 

\ 
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NEW FOR THIS YEAR: 
• Place orders by January 31,2007! 
• Must take delivery prior to April 1,2007! 
• Take an additional 3% off if delivered by January 31,2007! 

Choose the discounts and terms that best meet your needs. 
Discount Terms O p t i o n s 

• Minimum order of $2,500 1 5% cash payment discount 

• All product categories qualify except ice melt II 3% order discount plus April 2007 terms 

• Receive a 3% delivery discount if delivery is taken by (no interest, no payments) 
January 31, 2007 III June terms (no interest, no payments) 

Q u a l i f y f o r a v o l u m e - b a s e d d iscount in 2 0 0 7 
- S a v e 2% on a 2007 purchase when you spend $5,000 to $ 10,000 
- S a v e 3 % on a 2007 purchase when you spend $ 10,000 to $20,000 
- S a v e 4 % on a 2007 purchase when you spend $20,000 to $40,000 

S a v e 5 % on a 2007 purchase when you spend $40,000 or more! 

Detai ls 
• Orders must be placed between November 1, 2006 and January 31, 2007. 
• Orders must be placed by December 15, if customer requires delivery by December 31, 2006 
• Discounts and terms apply to all LESCO products - with the exception of ice melt products. 
• Minimum order of $2,500 required. ^ * 

^ » Must take delivery by March 31, 2007. J T o find the nearest LESCO Service ¥ " W 

. , , . . . . ccrn t. . U t , Center, visit us at www.lesco.com and 
Ask your soles rep for additional details. LESCO reserves the right to change or 
alter this program at any time u s e o u r s f o r e l o c a t o r o r c o n t a c t u s a t I ^ 
LESCO is a registered trademark of LESCO Technologies, LLC. 800-321 -5325. -

VISIT US AT GIE, BOOTH # 1732 
USE READER SERVICE # 35 

http://www.lesco.com
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WHAT YOU NEED 
TO KNOW: 
Industry professionalism has 
increased significantly over the 
years, according to industry 
members and observers, who 
give today's industry a 7.4 rating 
on a scale of one to 10 - one 
being particularly unprofessional 
and 10 being extremely profes-
sional and highly skilled and 
respected. This is an increase 
from a 3.7 rating 25 years ago. 

"Twenty-five years ago, 75 
percent of other service indus-
tries were ahead of us," says Mike Rorie, president, Ground-
masters, Loveland, Ohio. "Today, I'd say landscape companies 
would meet or exceed 75 percent of the other types of service 
businesses as far as the model we have to manage, which is more 
complex, more technical and more challenging than 75 percent 
of the other service businesses out there. We've come a long way 
in the last two-and-a-half decades." 

The result of this boosted professionalism is enhanced valid-
ity in the marketplace. 

"Society has created a legitimacy for certain businesses that 
wouldn't have existed 30 years ago," says Russell Frith, president 
and chief executive officer, Lawn Doctor, Holmdel, N.J. "I 
think this is because there is a much greater need for our busi-

ness today because the demand for 
leisure time and available time has 
become incredibly stressed." 

One of the factors that boosted 
the industry image is a recogni-
tion of the increasing costs and 
complexity necessary to get the 
work done, resulting in a need for 
landscape projects to be completed 
properly the first time around, 
Rorie says. "From a residential 
perspective, people used to do the 
work themselves," he explains. 
"Now, a large segment of the resi-
dential industry contracts that work 
to companies. Commercially, the 

work used to be done in-house. If you owned a factory 30 years 
ago, you bought a lawn mower and told one of the guys in the 
plant to cut the grass. Now, they outsource that work. As the 
professionalism in the industry has risen, the complexity to try 
to do it yourself became greater because of the equipment, the 
chemicals and the expertise necessary to get the job done. Our 
business has shifted from the humble beginnings of competency 
to people wanting someone else to do it because they know how 
much is involved if they want their landscapes to look great." 

Photo: Serban Enache, Dreamstime.com 

percep t ion 
In addition to increased complex-

ity, higher expectations from consum-
ers has also driven the need for better 
residential and commercial landscapes 
installed and maintained by profes-
sionals. "Developers and home build-
ers started to see the benefits of using 
high-quality landscapes as a way to set 
themselves apart," says Kurt Kluznik, 
president, Yardmaster, Painesville, 
Ohio. "Twenty-five years ago, the 
marketplace wasn't as sophisticated, 
so homes could go unlandscaped or 
minimally landscaped, and it was the 
same with commercial properties. But 

now there are high standards and expectations. The world 
has become educated about the value and necessity of good 
landscaping." 

However, despite the industry's feeling of heightened 
professional growth, some still doubt whether service busi-
nesses are given enough credit from the general public or 
their customers about how technical landscape work can be 
or how much horticultural knowledge is involved. 

This could be attributed to the industry's relatively 
young age, Rorie points out. "I feel like our industry is 
really only 35 to 40 years old in its entirety," he says. "If 
you went back more than 40 years, it's almost rare to find 
landscape companies - our industry barely existed more 
than 40 years ago. The fact that it has become more profes-
sional and has been recognized by the consumer as well as 
the marketplace as a career is what has put us on the map. 
More than 25 to 30 years ago, if you told somebody you 
were a landscaper or gardener or that you worked outside, 
they felt sorry for you. People underestimate the industry's 
abilities. These companies can grow to become substantial 
businesses." 

"We have a good ways to go to present a professional 
image to the consumer market," Frith adds. That's where 
organizations like Project EverGreen are helping boost the 
value and recognition of professional lawn and landscape 
services, says Terry Kurth, Weed Man USA, Middleton, Wis. 

WHAT YOU CAN DO: 
• Keep up with technology. 
• Conduct regular training to advance your employees and 
continue to improve your public image and perception. 
• Stay on top of business trends. Read business magazines 
and books regularly and commit to constant improvement. 
• Become more involved in the industry - it will elevate 
the whole profession. 
• Communicate the environmental importance of lawns 
and landscapes to your clients and in your communities. 
- N i c o l e W i s n i e w s k i 
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i s s u e # 7 : 

b r a n d e d vs. gener ic 

A 

WHAT YOU NEED TO KNOW: 
A change is taking place in the pesticide supplier 
channel, as the 17-yearlong protection period lapses 
on as many as four-fifths of all active ingredients la-
beled for turf and ornamental use. When this occurs, 
the basic manufacturer (the company that discovered 
the active ingredient) no longer has the exclusive 
rights to manufacture and market the chemistry, and 
other manufacturers or formulators may purchase the 
rights to develop "generic" or post-patent pesticides. 

What does this shift mean for lawn care operators? 
Post-patent manufacturers say competition is funda-
mentally good for the industry. In a capitalistic sense, 
it means prices will likely decrease as more formula-
tors introduce products to compete with pesticides 
that were once proprietary. Also, as actives come off 
patent, the marketplace can expect more products 
that mix two post-patent actives to target multiple 
pests or species at different life stages. 

Basic manufacturers argue that one implication 
will be less funding for new classes of chemistry to 
be developed. As generic products chip away at basic 
manufacturers' profits, these companies will devote 
fewer dollars to R & D , and as a result, fewer active 
ingredients will be brought to market in the future. 
Some researchers also say as more of the same active 
ingredients are used, pest resistance may become an 
issue. 

Another possibility is prod-
uct and technical support may 
take a hit. If pesticide manufacturers' revenues decrease, companies may be forced to 
reduce, eliminate or charge LCOs for support they receive. Manufacturers also may be 
pressured to limit industrywide education and stewardship. 

WHAT YOU CAN DO: 

• Know what you're getting. For a true "apples-to-apples" comparison, don't assume 
two products with the same active ingredient will do the same thing. The active ingredi-
ent may not be of the same level of purity - the same active in two different products 
could come from the same U.S. manufacturer or an overseas company. Also the formu-
lations (the active ingredient plus all other chemicals its combined with) will not be the 
same. Formulations can affect the use rate, efficacy, odor and various other factors. 

• Make an educated purchase. In line with knowing what's in the product you're 
purchasing, LCOs should consider who and what stands behind that product. Here are 

several questions to consider to make an informed pesticide purchase: 

1. What customer service, regulatory and sales support and service does the manufacturer provide in the 
event of a problem? 

2. If there's a problem, will the manufacturer help determine the cause and stand behind its product? 
3. How long will it take to get a manufacturer representative on site to evaluate a problem? 
4. Does the manufacturer have other trusted, proven brands in the marketplace? 
5. From where is the active ingredient sourced - from the original patent holder or from overseas? 
6. Does the manufacturer support the lawn care industry in the United States though associations and 

efforts to defend their right to do business? - M a r i s a P a I m i e r i 
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I NEED A MACHINE THAT'S DURABLE, 

RELIABLE AND THAT CAN TACKLE THE MOST 

CHALLENGING LANDSCAPE! 
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NEED GRAVELY! 

THE RESULTS? WE INCREASED 
DURABILITY BY AN INCREDIBLE 
3 0 % OVER OTHER ZERO-TURN 

MOWERS! 

GRAVELY. 
EVERY LANDSCAPER'S DREAM! 

X-TREME TESTING ON ALL XDI 
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MACHINES WITHSTAND EVERY 
LANDSCAPE DEMAND. 

WE RAISED THE STANDARD WITH 
OUR DURABILITY TESTING BY 

COMPARING 3 0 0 % MORE 
COMPETITIVE UNITS AGAINST THE 
XDZ PLATFORM UNDER EXTREME 

CONDITIONS. 
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WHAT YOU NEED TO KNOW: 
Phosphorus and regulating its use in lawn care-related 
products has been a top-of-mind issue for lawn care 
operators. 

Early in 2006, the ban on the use of lawn care 
products containing phosphorus remained intact in 
Wisconsin's Madison and Dane counties. The ban was 
initiated by activist organizations arguing that phospho-
rus has a detrimental effect on lakes and the environment 
and has been challenged by many in the green industry, 
including fertilizer retailers, lawn care companies and 
trade associations. 

What makes the phosphorus issue most frustrating 
for lawn care operators is not only did the local govern-
ments decide they would regulate fertilizers, but they also 
plan to regulate pesticide-fertilizer combination products. 
The basis for this is their claim that they are only regulat-
ing the fertilizer portion of the product. However, federal 

law states if combination products are registered as pesticides - which they are - then these products are 
considered pesticides. 

Pressure to limit phosphorus use has also impacted suppliers. In September, fertilizer manufacturers Scotts 
Miracle-Gro and Lebanon Seaboard committed to reformulating their plant food to eliminate or cut in half 
the amount of phosphorus in their fertilizer products they sell for private use by 2009. The move was in 
response to a recent pledge by states around the Chesapeake Bay region to improve water quality and reduce 
instances of algae blooms that create aquatic dead zones. The companies also announced plans to reduce the 

amount of nitrogen, another nutrient, in their products in 2007. 
Likewise, in 2006 some 300 state bills appeared to threaten the LCO's right to make 

informed pesticide and fertilizer choices to for care customers' turf and ornamentals, accord-
ing to the green industry advocacy group, Responsible Industry for a Sound Environment 
(RISE). The local regulation issue is expected to continue into 2007. 

On Capitol Hill, lawn care operators were keeping watch on "The Pest Management and 
Fire Suppression Flexibility Act," S. 1269 and H.R. 1749, which exempts federally regulated 
pesticides from the Clean Water Act and forces lawn care operators to get permits to apply a 
pesticide to or near water, regardless of EPA approval of the products and ignoring the fact 
that applicators are applying products according to label instructions. 

Industry advocates argue the cost to obtain these permits and then conduct water moni-
toring is not only costly, but wasteful. In addition, the law renders lawn care operators vulner-
able to nuisance litigation if an individual believes an LCO violated the Clean Water Act. 

WHAT YOU CAN DO: 
• Support or become active with industry-advocacy groups such as Responsible Industry for 

a Sound Environment (RISE) and their efforts to protect lawn and landscape profession-
als' rights to apply pesticides and fertilizers. 

• Educate yourself and become better informed on these issues at the national, state and 
local levels. 

• Educate your clients to the facts about responsible pesticide and fertilizer use by trained 
and certified landscape professionals. 

• Educate your local and state representatives on the facts about and science in responsible 
pesticide and fertilizer use, as well as the impact restrictive legislation will have on contrac-
tors and clients. - M i k e Z a w a c k i 
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It's All About The Company You Keep. 

"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 
are never alone in their quest for 
success... from die 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 I do 
business and I want to affiliate 
with people like that." 
Southwest Greens Houston 

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. 

Now you have an opportunity to offer this exclusive 
product to your customers by becoming a part of our 
referral network at Southwest Greens. We're a company 
that can help you grow your business. Call our toll free 
number or visit www.SouthwestGreens.com to locate the 
Southwest Greens professional franchise in your area. 

Join up with a company that cares about the company 
it keeps. Call 1-877-260-7888. We look forward to 
hearing from you. 

Franchise inquiries welcome. 

S O U T H W E S T G R E E N S 
Putting Greens • Synthetic Grass • Play Areas 

Visit us at www.SouthwestGreens.com 
or call us toll free at 1.877.260.7888 
Southwest Putt ing Green Technologies, Inc., 8535 E. Har t fo rd Dr., Suite 105, Scottsdale, A Z 85255 

VISIT US AT GIE, BOOTH # 1949 

http://www.SouthwestGreens.com
http://www.SouthwestGreens.com


i s s u e # 9 : 

noise & emiss ions 
WHAT YOU NEED TO KNOW: 
Noise and emissions regulations, while they have their place, can also be 
like weeds - nipping one in the bud is much easier than dealing head-on 
with already-established laws. 

Landscape contractors have the power to change and stop unneces-
sary legislation, but it takes a mix of education, patience and carefully 
constructed arguments based on facts - not emotions — in order for it to 
happen. The equipment that most often becomes a scapegoat in the battle 
over noise and emissions is the ubiquitous leaf blower. 

The most notable emissions battle is going on right now in Palo Alto, 
Calif. There, landscapers made a deal with the city in 2000 to buy and use 
the quietest and most efficient leaf blowers possible. But recently, the city 
nixed the deal and banned the use of all gasoline-powered leaf blowers. 
Landscapers, to say the least, are stunned. The Outdoor Power Equip-
ment Institute, based in Virginia, and the Bay Area Gardeners Associa-
tion (BAGA), say the ban is illegal under the Federal Clean Air Act and 
contend the city broke its agreement with landscapers. OPEI threatened to 
sue the city and the battle continues. 

A bill brought before the Arizona legislature in 2001 would have 
banned the use of all gasoline and diesel-powers leaf blowers in the central 
portion of the state. But that bill was quashed after contractors came 

photo: Echo together and successfully argued against it. The EPA also is investigating 
the possibility of requiring catalytic converters on outdoor power equipment, saying that engines under 50 
horsepower will account for 18 percent of smog-making emissions by 2020. 

Many noise and emissions arguments tend to be based on politics, without regard to scientifically proven 
facts. For example, many new, efficient leaf blowers which Palo Alto landscapers bought emit noise in the 
mid- to low-60 decibel range. By comparison, the decibel level of a normal conversation between two people 
is between 60 to 70 decibels; a telephone dial tone is rated at about 80 decibels; and practicing the piano 
emits about 65 to 70 decibels. 

WHAT YOU CAN DO: 
The first thing landscape contractors can do to help themselves in the face of restrictive noise and emissions 
laws is to fight them. 

Before a law is passed, a legislative body such as city council will hold public comment sessions. Its impor-
tant to attend and participate in these, but to also do it smartly. Find articulate speakers 
who represent a broad cross section of the industry, including outdoor power equip-
ment dealers, golf course managers and landscape contractors. Its better to use local 
experts, because they have a vested interest in the legislation. A city council in Wiscon-
sin is less likely to listen to someone from California and vice versa. 

Assign specific topics to the speakers in order to address the main points and to 
ensure topics don't overlap. Time is of the essence and arguments need to be made 
succinctly. While the topic is close to contractors' hearts, ensure speakers keep to the 
allotted time limit. Produce handouts that briefly explain the major points and use eye-
catching graphics to illustrate the argument. 

If legislation goes into effect, obey it, but keep fighting. Breaking the law won't 
endear landscape contractors to legislative officials and can cloud the issue when the 
argument is made against highly restrictive laws. Make sure all workers know and 
understand local and state laws and have read the equipment owner's manual to ensure 
proper operation. 

It's important to keep equipment well-maintained, since poorly running machines 
are dirtier and make more noise. Contractors can also lower the throttle speed by a hair 
to stay a little quieter, while staying productive. And it's important to be as safe and 
courteous to others as possible. Complaints by even one disgruntled resident can lead 
to potential legislation. - M a r k P h i l l i p s 
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Catch the spirit! 

Montana Tractors 
Montana Tractors are a breed of hard working, tough tractors with spirit, 

a spirit like Montana. Montana Tractors are rock solid and built to last. 

Available in 4WD compact models ranging from 23 to 49-horsepower 

and 2 WD or 4WD ranging from 43 to 70 horsepower with 

your choice of ROPS or a BIG SKY Cab. 

Montana offers a complete line of loaders and implements 

to complete any job. 

Visit www.montanatractors.com for your nearest dealer. 

A N e w B r e e d o f T r a c t o r 
0% Financing available (on most models)! 
Leasing options on all models! 

©Montana 
T R A C T O R S 

MONTANA 3040 
COMPACT TRACTOR 

4635 N. Thompson 
Springdale, AR 72764 

1-800-872-1910 
www.montanatractors.com 
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4944HST WITH 

CURVED BOOM 

MONTANA 7074 
UTILITY TRACTOR 
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J WHAT YOU NEED TO KNOW: 
In 2000, New York state passed the "Neighbor Notification" bill, 
giving counties the go-ahead to adopt the bill as-is and force lawn care 
operators to notify all abutting properties in wri t ing o f an upcoming liquid pesticide 
application 48 hours in advance. The law, started by a state environmentalist, intends 
to prevent people from being unknowingly exposed to pesticides. 

Since then, New York lawn and tree care applicators from the eight counties that 
have adopted the law have being dealing with an unfair burden - one that challenges 
their scheduling, professionalism and profits. The time involved is an additional 20 to 
30 minutes per day in labor. Initial fines for a first-time offense are $5,000. 

When the issue first appeared on the scene, it was daily news. The past few years 
however, discussion o f the topic has quieted. The other states considering something 
similar instead opted for a state registry o f people who want prenotification. However, 
the issue is expected to intensify after last year when the Breast Cancer Coalition got 
involved in New York. 

"When its environmentalists talking, they stand out as extremists, so they can 
be easier to ignore," explains Bob Ottley, chief executive officer o f One Step Tree & 
Lawn Care, North Chil i , N.Y., and president o f Growing Opportunities, a subfran-
chisor o f Weed Man. "But when a coalition o f normal, professional women from 
all walks o f life who are politically connected start standing up for the cause and are 
emotional about it, i ts hard for lawmakers to see our side." 

This additional push escalated the issue in New York, and Ottley s county of Mon-
roe adopted it in 2005. Now, Ottley expects the issue to intensify. "More counties 
wil l continue to adopt the law and then it wi l l go back to the state and they wil l say 
its no longer an option - it wil l become state law," he says. "Then the next step wil l 
be eliminating the aesthetic use o f pesticides. Environmentalists don t quit. It's like 
fighting terrorists - we can pull out o f Iraq today but they wil l still try to blow us up 
tomorrow. When an environmentalist loses a county one year, they just try again the 
next year. I have no doubt this issue wil l not go away." 

WHAT YOU CAN DO: 
• Some New York contractors switched to an all-granular program to avoid having to 

notify their customers' neighbors. This could be a proactive approach to steering 
clear o f the controversy i f it's feasible for your business. 

• Some lawn care operators like Ottley are regularly communicating with their coun-
ties to find easier ways to notify neighbors in writing. The county approved the 
use o f a once-a-year flag that can be put in people's yards and lists the dates their 
neighbors are receiving applications. Ottley says this is effective in reducing costs, 
but means he has to stick to his schedule religiously, which can be challenging based 
on weather fluctuations. Flags costs 5 or 6 cents each, according to Ottley, adding 
that he has 5,000 customers with homes abutting to 3 to 5 neighbor properties 
each, meaning his technicians deliver approximately 25,000 notification flags. 

• To prevent this from happening in your state, keep in touch with your local elected 
officials and get involved. This can help ensure they wil l ask you questions when 
laws like this are proposed and, i f a bill like this passes, means they might work 
with you to find an easier and less costly way to carry out the law. - N i c o l e 
W i s n / e w s k i 
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i s s u e # 1 1 : 

industry 
certification 

WHAT YOU NEED TO KNOW: 
Earning certification designations may be underappreci-
ated, but they can provide landscape contractors with a 
great deal of personal and business advantages. However, as 
a concept, industry certification remains somewhat of an 
abstract notion that not all contractors are fully aware of in 
terms of its strengths and weaknesses. 

While more contractors are taking the exams to become 
certified landscape professionals (CLP), certified landscape 
technicians (CLT) and even certified snow professional 
(CSP), many working in the industry remain uncertified. 
With in the industry, a strong push is being made to edu-
cate the public on the benefits of hiring a contractor with 
certifications in one or more areas of expertise. 

So what are the advantages of earning a green industry 
certification designation? 

Certification raises the standards of professionalism 
by reflecting the contractors ability to provide a consis-
tent level of customer service and by illustrating he or 
she is highly trained in the tasks they perform for clients. 
Professional certification conveys that the contractor has 

the knowledge and a thorough 
understanding of green industry 
techniques, and maintaining the 
certification reflects the contractors 
vigilance in keep up to date on cut-
ting-edge industry practices. 

Its important to leverage the 
certifications competitive and 
professional advantage in every 
aspect of marketing and sales. 
Contractors should bombard clients 
with certification information and 
certification logos should be placed 
on all letters, proposals, contracts 
and any marketing materials or print 
advertisements. 

WHAT YOU CAN DO: 
Whether you're a business owner eager to earn credentials 
that solidify your business prowess, or a technician ready 
to prove yourself in areas of installation, maintenance or 
irrigation, there's a certification exam waiting for you. For 
more information, contact your state association. 
• Certified Landscape Technician (CLT) - Ideal for 
an exterior technician who wants to establish credentials 
by meeting international standards for safe and effective 
operations of machinery and demonstrating a thorough 

understanding of all facets of the position. 
• Certified Landscape Professional (CLP) -Intended 
for company owners and managers who want to establish 
themselves and their companies as industry leaders. 
• Certified Turfgrass Professional (CTP) - For those 
who wish to be well versed in lawn care best practices, 
including a mastery of weed, insect and disease identifica-
tion/control, and the diagnosis of turfgrass problems. 
• Certified Ornamental Landscape Professional 
(COLP) — A mastery of tree and shrub maintenance pro-
cedures, includes a concentration on landscape trees and 
ornamental woody plant physiology, health care manage-
ment and establishment. 
• Certified Snow Professional (CSP) - For contractors 
who manage snow and ice removal during the winter. 
• Certified Irrigation Contractor (CIC) - For irrigation 
professionals whose principal business is the execution of 
contractors or subcontracts to install, repair and maintain 
irrigation systems. 
• Certified Irrigation Designer (CID) - Evaluates site 
conditions and determines net irrigation requirements 
based on the needs of the project. The designer is then 
responsible for the selection of the most effective irrigation 
equipment and design methods. 
• Certified Golf Irrigation Auditor (CGIA) - Involved 
in the analysis of turf irrigation water use tailored to the 
unique conditions found on golf courses. 
• Certified Landscape Irrigation Auditor (CLIA)-
Analysis of landscape irrigation water use. Auditors collect 
site data, make maintenance recommendations and perform 
water audits. Through their analytical work at the site, these 
irrigation professionals develop irrigation base schedules. 
• Certified Landscape Irrigation Manager (CLIM) -
Irrigation professional familiar with all areas of turf irriga-
tion design and construction management. 
• Certified Arborist - Arborists with three years experi-
ence in some aspect of tree care and have passed an exam 
developed by the ISA. 
• Certified Arborist/Utility Specialist - Certified Arbor-
ists with experience in tree care around power lines. 
• Certified Arborist/Municipal Specialist - Certified Ar-
borists with experience in the specialty area of urban trees. 
• Certified Tree Worker/Climber Specialists - Minimum 
of 18 months experience professionally climbing trees in a 
safe and efficient manner to perform tree care. 
• Certified Master Arborist - Designed for arborists who 
have reached the pinnacle of their profession. - M i k e 
Z a w a c ki 
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JOHN DEERE 
L A N D S C A P E S 

Irrigation 
Equipment 

Regional Nursery Wholesale Centers & 
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Supplies 
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Lighting 

"To compare 

John Deere Landscapes 
to other suppliers is like 

comparing Apples to Oranges..." 

" J D L has better staff, better programs, more communication and faster 
response time. On any given day, I will get at least one phone call from a J D L 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 I 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, l ighting 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 
USE READER SERVICE #41 

http://www.JohnDeereLandscapes.com
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You hear it every year: Landscape professionals love 

to network. Contractors enjoy talking to their peers 

about business projections, upselling opportunities, 

client referral programs, you name it. A con-

versation over the phone, in person or through 

an industry message board is a chance for land-

scape contractors to compare their businesses to others like them. 

When it comes to financial statements, allocating costs and analyz-

ing profitability, networking takes the form of benchmarking. Services 

offered as a percentage of your overall business, what you pay your 

employees, what kind of bonus structure do you have in place and so 

on. These are questions often pondered in the wee hours of the night. 

We recognize that fall and winter mark the important seasons 

when businesses take a close look at their books, reflect on the past 

year's ups and downs, and strategize about how to make the upcom-

ing year even more successful. Knowing that, we're excited to bring 

you this fourth-annual in-depth Benchmarking Your Business report. 

Packed with national and regional data on the business numbers 

you deal with every day, we know this report will be something you 

can use to see where your company stands right now and establish 

goals to help you continue growing your business and your profits. 

At John Deere, this time of year also gives us a chance to introduce 

you to our full line of commercial equipment for the lawn and landscape pro-

fessional that you've come to depend on over the years. Maybe you'll have 

the chance to benefit from some of our equipment offerings on these last few 

projects of the year; or, perhaps the products and plant materials available at 

your local John Deere Landscapes store will come in handy on late-season 

landscape installations. In either respect, all of our John Deere dealers and 

sales representatives are looking forward to working with you. 

As a leading provider of commercial maintenance and installation equip-

ment, irrigation products, landscape materials and other services, we at John 

Deere strive to be more than just a supplier for your business. We're eager to 

be your business partner, helping to meet your goals of improving everything 

from your business systems to your bottom line. This fall, we're sure you'll 

find the 2006 Benchmarking Your Business report to be a valuable tool in do-

ing just that and we look forward to meeting you - perhaps in the spring, or 

even sooner - as you move into your next season of success. 

" W e at John Deere strive 

to be more than just a 

supplier for your business. 

We're eager to be your 

business partner, helping to 

meet your goals." 

- Gilbert Pena 

Gilbert Pena 

Business-to-Business Strategic Manager 

John Deere 



by K r i s t e n H a m p s h i r e | C o n t r i b u t i n g E d i t o r 

Accounting for progress requires regular review of financials and 

understanding of industry benchmarks. 

O U 

"How are you doing?" is a casual question, a conversa-
tion starter that usually earns a thoughtless reply like "not bad" or "pretty 
good." But when we ask our peers this same question during industry trade 
shows - when we reflect on the season and evaluate how we really are do-
ing - the inquiry is more urgent. 

Our radar is on, and our hope is for intuitive feedback. Numbers. Dollar 
signs. Reassurance that our year is on par wi th the competit ion - even better 
(truth be told). 

"A business, by definition and by nature, has to be quantified," says Jim 
Huston, president of J.R. Huston Enterprises, a management consulting com-
pany specializing in the green industry. Partnered wi th Lawn & Landscape, he 
headlines a series of Benchmarking Your Business seminars. 

The message: Strong businesses measure up. In other words, by watch-
ing numbers and understanding key industry standards, landscape contrac-
tors can control their business rather than allowing market forces to control 
them. 

"You want to have a lot of indicators to tell you where the money is go-
ing and what your costs are," Huston says. "But the big thing is that you want 
to take all those costs and make sure your clients pay for them." 

In modest growth years, benchmarking helps landscape contractors stay 
on track. 

"There are more landscape companies out there, and there is more 
competit ion today," Huston notices. 

But was this year on par for the green industry? 
Lawn & Landscape's 2006 Cost of Doing Business survey asked landscape 

contractors to tell us, in numbers, exactly how they are really doing. This 
2006 Benchmarking Your Business report is the culmination of survey re-
sults, benchmarking standards and industry feedback. You'll find charts to 

H o w A r 
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help you compare your business to others and learn 
how peers use these numbers to gauge their perfor-
mance. 

Feedback f rom the field tells us that labor, fuel 
and housing starts are key concerns. " H o w landscape 
contractors per fo rm is not so much dependent on the 
economy, but h o w prepared they are to do the w o r k 
and execute," Huston says. 

Successful landscape contractors w h o finished 
strong in 2006 understand that business is a game 
of checks and balances - and constant change. They 
stayed on top by measuring performance and review-
ing financials regularly. 

A CHECK-UP. Regardless of how you gauge your 
competi t ion, your No . I contender is your o w n busi-
ness. H o w did you per fo rm last year, and what goals 
did you set for 2006? Most importantly, do you mea-
sure your progress? 

" O u r biggest compet i t ion is w i th ourselves," says 
Cindy Vance, vice president, Sunrise Lawn/Landscap-
ing Services, Sterling, Va. " W e compare h o w w e do 
different jobs and ask ourselves, ' H o w can w e do this 
more efficiently next time?' We really t ry to focus on 

our o w n performance." 
Basically, benchmarking is comparing your busi-

ness w i th . . . you r business. But it also includes mea-
suring your performance compared to others in the 
market. Together, internal and external benchmarking 
can help a company increase prof i t and operate more 
efficiently. W i t h benchmarking tools in place, em-
ployees are more accountable, managers are more 
knowledgeable, and owners can set and reach goals 
for g rowth . 

Huston relates benchmarking to gett ing an annual 
physical. Your doc tor tests cholesterol, blood pres-
sure and your temperature, among other vital stats. 
He o r she compares your results this year compared 
to last year, and considers where you stand in the big 
picture. 

"Benchmarking dictates your business health," 
Huston says simply. " I t gives you feedback on your 
health and also reassurance." 

But just like in the doctor 's office, where w e may 
insist that our high blood pressure must be a false 
alarm, o r that our diets are perfectly healthy - "High 
cholesterol, w h o me?" - w e are also guilty of business 
habits that can sabotage our balance sheets. 



Here are some common mistakes that Huston de-
scribes. 

M o r e Iron Than Profit - Is your fleet of equipment 
so large that machines sit idle, not "earning" their keep in 
your business? Equipment should be busy and billable 30 
to 50 percent of the time. 

The Sugar Daddy High- You landed the largest client 
in town, and you dedicate 80 percent of your t ime on this 
project. You know they're good for the money - it's the 

"You want to have a lot of indicators to tell you where the money is going and 

what your costs are. But the big thing is that you want to take all those costs 

and make sure your clients pay for them." - Jim Huston 

these, 88.4 percent review them. Though half of compa-
nies do not receive statements, the industry is gradually 
tuning into benchmarking practices. In 2005, 34.2 percent 
of respondents reported receiving monthly financial state-
ments. (See sidebar, " W h o Reads Financial Statements?" 
on page J8.) 

Until recently, benchmarks for critical line items like la-
bor, materials and equipment were not available, Huston 
says. "I think we are making progress because the industry 

is starting to think about the process 
of benchmarking," he says. "But usu-
ally, the people who need it most 
recognize it least." 

top corporate account. Warning: A client should not ex-
ceed 15 to 20 percent of your business. "Don' t become a 
captive sub," Huston says. 

Faster, Faster - Jobs are rolling in faster than you can 
answer the phone, labor hours resemble a 24/7 super-
store - you're running ragged, so business must be good. 
Business must be great! Stop. If you feel out of control, 
you are, Huston says. Trust your gut, don't crash and 
burn. 

Egomania - You 
focus on being the 
largest game in 
town - in the coun-
try. Your motto: The 
only way to go is to 
grow. But wait just 
one minute. Many 
large green industry 
contractors who are 
masters at produc-
tion, equipped wi th 
expert marketing 
teams and seem-
ingly deep pockets 
leave good old-
fashioned processes 
and measures out 
of their businesses. 
They make their 
mark, but they don't 
benchmark. The 
thing is, size does not matter. But control, quantitative 
and intuitive benchmarking do. 

If these exaggerated profiles resemble any part of your 
business, a little quality t ime wi th your monthly financial 
statements is in order. 

According to our 2006 survey results, 51.6 percent of 
respondents receive monthly financial statements, and of 

T H E RULES. Many landscape con-
tractors admit they didn't enter the 
business to crunch numbers. A pas-
sion for the outdoors or a knack for 

working wi th their hands drew them to the field. N o w 
operating a business, numbers drag them back into the 
office. 

"When I was a smaller company, I never really thought 
about this stuff that much," admits Richard Bare, president, 
Arbor-Nomics, Norcross, Ga. "I was a one-truck start-up 
and I started hiring people. Then I noticed my net profit at 
the end of the year was decreasing something fierce. So I 

INDUSTRY GROSS SALES REVENUE HIGHLIGHTS 
H o w do you project your gross sales revenue to change f rom 2005 to 2006? 

Increase Increase Change 

5 5 % Mean: 22.2% 

Increase Change by Region 

South/Southeast Northeast/M idwest West/Southwest 

17.2% 22.2% 2 9 % 

Decrease Decrease Change 

15.6% Mean: 12.7% 

Decrease Change by Region 

South/Southeast Northeast/Midwest West/Southwest 

12.6% 13.8% 10% 

N o Change 

29.4% 

started looking at costs - labor costs - and I realized that's 
where it was going." 

Today, Bare reviews financials on a weekly basis and 
man-hours on jobs each day. But in the beginning, Bare 
was no different than the majority of new landscape con-
tractors that struggle wi th job costing. He fell into one of 
the t w o major traps that Huston says can choke profit: not 
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Who Reads Financial Statements? 

recovering overhead and not pricing properly. 
"The big question is, are you taking all of your 

costs - labor, overhead, materials, equipment and 
so forth - and are you passing those costs on to 
your client in your bids?" Huston asks. 

Bare checks his progress by reviewing weekly 
income. He knows his expenses are about $52,000 
per week, so he can gauge whether the company is 
on target to meet his growth goal. Even if sales are 
up $30,000 one week, he's still cautious. "In De-
cember and January, we take losses," he notes. 

Most owners don't review financial statements 
on a weekly basis; a monthly snapshot will high-
light weak points and wins so you can plan for the 
following month, and the rest of the year, Huston 
says. 

Focus on t w o keys. "Landscape contractors 
need to make sure they are monitoring the right 
data," he notes. "No . I is budget. Are you meet-
ing your budget for the year? No. 2 is gross profit. 
Is it there? If it is, you are on track." 

More specifically, you'll want to review ex-
penses that can spin out of control if not carefully 
watched, mainly labor and materials. Benchmarks 
for these expenses will vary depending on wheth-
er a business focuses on maintenance, design/build 
or both, Huston explains. General industry stan-
dards are: 

Maintenance Company 
• Labor = 35 to 40 percent of sales 
• Materials = 5 to 10 percent of sales 

Design/build Company 
• Labor = 20 percent of sales 
• Materials = 30 percent of sales (or 
more, depending on the scope of the 
project) 

Back to recovering costs through job cost-
ing, Huston reminds that sales should amount to 
roughly four times that of overhead costs. Twen-
ty-five percent of every sales dollar should go 
toward general administration overhead (GnA). 
Half of this (about 12 percent) includes salaries 
for employees who do not produce billable hours 
- in other words, administrative assistants and the 
"bureaucrats" of the business, Huston says. That 
means the owner and anyone not working in the 
field. 

"If your general administration overhead gets 
higher than 25 percent, you have to work on 
sales," Huston says. (See Industry Gross Sales 
Revenue Highlights on page J10.) 

Also important to consider is equipment costs. 
Is your fleet working for you, or do trucks, mow-
ers and other machines eat your profit? Could you 

Do you receive monthly financial income statements? 

Yes 
51.6% 

If yes, do you review them monthly? 

No 
11.6% 

Yes 
88.4% 

purchase better equipment to ease labor burdens, or do you 
have more machines than man-hours to keep them busy? 

"Contractors often say, 4I have all this equipment. It's busy. 
I'm just not sure if it's paying for itself,'" Huston says. This ques-
tion is best answered by determining equipment costs as a per-
centage of overall sales. 

•Equipment (maintenance and design/build companies) = 8 
to 12 percent of sales 

•Cost includes all maintenance and construction equipment, 
trucks, depreciation on equipment, fuel, repair, insurance and all 
other associated expenses 

Applying this standard, a company with $1 million in sales 
can spend $120,000 on equipment. Most survey respondents 
projected that annual equipment purchases and leases increased 
f rom 2005 to 2006. 

Understanding equipment costs helped Bare determine he 
could potentially purchase another company and operate it 



More landscape contractors receive monthly 
financial income statements this year than in 
2005. 
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more efficiently than the existing owner. The com-
pany has 1,200 accounts and earns $500,000 in sales 
with six trucks. 

"We were instantly able to see where we could fix 
the problem and run the company properly with two 
trucks because of our ability to benchmark," Bare 
says, noting the company's terri tory is tight. 

W O R K I N G THE NUMBERS. No matter the size of 
the company, all business owners face similar budget 
and benchmark challenges. Brent Kelly, operations 
manager of Allentuck Landscaping Co. in Clarks-
burg, Md., found reassurance in this fact and learned 
"you're not the only one out there," after attending 
on of Huston's benchmarking seminars. 

"Even the big companies have the same problems, 
just on a larger scale," Kelly relates. "The key is find-
ing a system that works, and sticking to it." 

For Vance, unconventional financial reports make 
numbers easier to read. "Traditional financial state-
ments are prepared for tax purposes - for bankers 
and accountants," she points out. "That is not how 
we run our business on a daily basis." 

Vance linked up with a consultant/accountant 
who analyzes monthly financial reports and creates a 
customized statement for Sunrise. For example, the 
company separates its construction and maintenance 

What are your company's projected costs in 2006 
for each of the following expense areas? 

Equipment Costs: 

Mechanic Labor: 4 .9% 
Shop Tools: 6 .3% 

Other : 1.7% 

Replacement/ 
Maintenance -
Equipment: 12.1% 

Tires & Tubes: 6 .3% 

Replacement/Maintenance -
Vehicles: 16.2% 

Indirect Job Costs: 

D u m p 
Fees: 17.6% 

O t h e r : 3 .4% 

i 
Uni forms: 9 . 2 % 

Supervisor 
Salaries 
31 .1% 

Administrative Costs: 

(Health, Business): 
12.3% 

Telephones/ 
Radios: 5.2% 

Replacement/ 
Maintenance — 
Office Yard: 4.6% 

Rent: 2.3% 

1.4% 

Other: 6.1% 

Utilities: 6.6% ^ 
Accounting/ 
Legal: 5.8% 

Advertising: 8.3% 

Dues/Subscriptions: 
2.8% 
-Education: 1.6% 

Salaries — 
Office Staff: 1.8% ^ I n t e r e s t 

Office 
Expenses: 
6.4% 2.6% 

Expenses: 
5.9% 

Insurance 



SERVICE MIX: PERCENTAGE OF ANNUAL SALES 

34.3% 

9.3% 

26.4% 

5.8% 

7.3% 

divisions, figuring job costs based on different 
criteria because of the nature of the work . 

"On the construction side, we do a lot of 
job costing, so I need to know in the middle 
of the job where we are (in terms of labor 
hours and materials costs) instead of waiting 
until the end of the project, hoping we made 
a profit ," Vance says. "On the maintenance 
side, we focus more on budgeted vs. actual 
man-hours. For a year-long contract, we can 
key in on our monthly progress." 

What does this type of benchmarking do 
for the bot tom line? 

If Vance notices that actual man-hours ex-
ceed her budget on a maintenance account, 
she knows she will eventually recoup for the 
excess hours during the slow season, when 
grass grows slower and crews can skip a cut 
or two. "So, it's tracking," she sums up. 

Bare watches his bad debts, keeping 
them at less than I percent. While Huston 
recommends an asset-to-liability ratio of 
1:1, Bare says it is difficult to maintain this 
ratio in a business where assets are nursery 
stock, trucks and landscape supplies. Still, 
bad debts that near 5 percent to 10 percent 
are a warning sign, Bare notes. 

He also stays on top of accounts receivables, calling 
customers after 30 days. "Signs of a bad business are old 
accounts receivables and a high bad-debt ratio," Bare 
says. 

W h o should review monthly financials? 
The owner and management team should know 

Lawn mowing/maintenance 

Lawn care 

Construction/design- build 

Irrigation 

Tree & ornamental care 

Snow & i ice removal 

12.4% O t h e r 

The South/Southeast region reported lawn mowing/maintenance as the boon of its annual sales at 
55.2 percent. Irrigation services are strongest in the West/Southwest (6.7 percent of annual sales). 
The Northeast/Midwest led in construction/design-build as the greatest percent of annual sales, 
with 37.2 percent. 

where the company stands, but who tracks performance 
depends on the size of the business, Huston says. Lead-
ers of large companies might involve crew leaders to show 
them how labor hours add up. Managers in training can 
learn the back-end of a business by sitting in on monthly fi-
nancial statement review meetings. His advice for all own-

ers: Develop a managerial 

REVENUES ACROSS REGIONS 
In what range do you predict your company's annual revenue to be in 2006? 

Revenue Total N E / M W 

Less than $50,000 21.5% 24.3% 14% 32.4% 

$50,000 - $99,999 22.4% 24.3% 2 8 % 10.8% 

$100,000-$199,999 15.3% 13.2% 13.8% 19.9% 

$200,000 - $299,999 15.1% 16.3% 17.3% 10% 

$300,000 - $499,999 7 .2% 7 % 6 .9% 8 % 

$500,000 - 749,999 6 .5% 7 % 6 .3% 6 .4% 

$750,000 - $999,999 3 .9% 1% 5 .7% 3.2% 

$1 mil - $1.9 mil 4 .7% 0 .9% 4 .9% 7.7% 

$2 mil - $3.9 mil 1.9% 3 .5% 1.3% 1.5% 

$4 mil - $6.9 mil 0 .9% 0 .9% 1.3% 0 % 

$7 mil or more 0 .6% 1.8% 0 .4% 0 % 

focus. 
And most importantly, 

set goals. 
"A goal well defined is a 

goal half achieved," Hus-
ton relates. "When you 
set goals, you can work 
backward and measure 
your progress as you 
achieve them." 

So next t ime when 
someone asks, " H o w are 
you doing," you can an-
swer, "Right on target." 

Editor's Note: 
For more information about 
the Benchmarking Your 
business seminars, go to 
www. lawnbizseminars. com. 
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by K r i s t e n H a m p s h i r e | C o n t r i b u t i n g E d i t o r 

2006 Cost of Doing Business survey results speak to the green industry's maturation and 

persistence in a tighter economy. 

A S t e a d f a s t 

So how was this year compared to 2005? 
Mild-mannered in their responses, landscape contractors told Lawn & Landscape, 
"not bad," and "actually, really well." 

So 2005 wasn't a big boom, but it certainly wasn't a bust for most respondents, 
who expect to maintain at least the same revenue as last year or enjoy a modest 
increase. Drops of hope. Rather, this measured progress indicates a strong indus-
try in demand, despite flat economies in many regions. 

Call it the year of the turt le - slow, steady and predictable, but reliable. More 
than half of survey respondents (55 percent) projected an increase in total gross 
sales revenues in 2006 compared to 2005. Just 15 percent reported a decrease, 
and 29.4 percent said revenues stayed the same. 

Those companies that experienced spikes in sales and revenues might attribute 
their accelerated growth to geography. Contractor Richard Bare remarks on how 
"Atlanta is really driving." Certainly, performance in 2005 - and every year, for 
that matter - depends entirely on the market, its housing trends and demographic 
makeup. (See Revenue Across Regions on page J10.) 

M A R K E T MATTERS. Brent Kelly says homes that once sold in weeks sit on the 
market for six months in his Clarksburg, Md., service area. Headlines announce 
real-estate slowdowns in some markets - major drop-offs in other regions. 
Whether landscape contractors will feel a "bust" in sales depends, again, on activ-
ity in these micro-economies. 

"The best thing for us to do is keep finding clients like the ones we have - cus-
tomers who will still spend money for landscape services, even if there is a reces-
sion," says Kelly, operations manager for Allentuck Landscaping Co. 

Cindy Vance also targets high-end homeowners' whose home values top $ I 
million. A stubborn house market won' t affect her business, she figures. "The in-
dustry slowed down a little this year, but there will always be a need for what 
we do in our area, and we are surrounded by high-end, professional clients who 
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just need our services," says Vance, vice president of 
Sunrise Lawn/Landscaping in Sterling, Va. "They are 
so used to having them, they wil l find a way to pay for 
them." 

Housing starts are not as strong as in pr ior years 
for markets like Phoenix, observes Jim Huston, presi-
dent, J.R. Huston Enterprises, Englewood, Colo. But 
this doesn't mean the green industry can expect short-
ages in sales. "Some areas wi l l see a wr ink le in housing 
starts, but I think other areas wil l remain strong," he 
says. 

"Last night, I talked to a contractor in California 
w h o has $2.5 mill ion in business already sold for next 
year," Huston continues. "He's in the Silicon Valley 
area, and he said to me, 4We are just not part of the 
national economy.' There are about 16 major regions 
that are micro-economies, and you have to look at 
those individually." 

F U E L I N G C O S T S . Arguably, prices at the pumps 
have garnered more press than they deserve, Huston 

remarks. "But you can bet it wi l l be a hot topic every 
year," he says. 

Many landscape contractors anticipated rising costs 
and built the burden into pricing. Or, they looked for 
o ther ways to recover the expenditure. Rising fuel 
costs inspired Vance to negotiate w i th vendors to get 
the best prices on materials. Something has to give, 
she says, and customers cringe when prices creep. So 
she opted to t inker w i th her budget. 

T v e been at this business for 10 years, and this is 
the first t ime we 've had to pass on a por t ion of the 
fuel prices to customers," Vance says. Sunrise built a 
clause into maintenance contracts that if fuel prices 
exceeded $3 per gallon, the company wou ld institute 
a surcharge. Fuel prices w e r e folded into construct ion 
contracts. 

" W e have longstanding relationships w i th our ven-
dors, which allows us to have bet ter buying power, " 
Vance explains. " W e w e r e able to negotiate w i th our 
vendors and maintain compet i t ive prices in our mar-
ketplace." 



IN A DAY'S WORK.. 
The result was a year of modest 3 percent g r o w t h 

and $3.1 mill ion in revenue, which slightly exceeded 
Sunrise's $3 mill ion goal. " W e continue to g r o w at 
this steady rate each year," she says, adding that the 
company's new facility promises g rowth . " W e don't 
want the company to get crazy - w e don't want t o 
g r o w all at once." 

Meanwhile, d o w n in Atlanta, where Richard Bare 
runs Arbor -Nomics , higher fuel prices weren ' t a loss 
for the company at all. Bare anticipated the summer-
long pressure at the pumps and, as he wou ld do for 
the price of materials o r labor, he figured the fuel in-
crease into his cost of doing business and passed it on 
to the customer. 

"The fuel prices w e r e actually an oppor tun i ty t o 
raise our prices and get away w i th it," Bare points 
out, adding that the stress of work ing in a service 
business is never fully compensated, but direct costs 
like fuel certainly should be. He noticed a 15 percent 
increase in fuel costs for his business during 2006. 

Kelly says a t ight service area prevented Al len-
tuck Landscaping Co. f r o m charging maintenance 
customers for fuel. " W e did add fuel surcharges 
t o landscape jobs, but w e tend not t o do that fo r 
maintenance," says Kelly, operat ions manager. " O u r 
maintenance stops are rou ted so w e aren't dr iving 
all over t o w n . " 

C O N T R O L L I N G L A B O R . Over t ime costs wi l l do a 
disappearing act on your prof i t dollars. But only 20.1 
percent of respondents said that workers clock an 
average of 40 hours o r less per week. Most repor ted 

How many paid days off does your company provide? 

HOURLY/SEASONAL LABOR 

Paid vacation - 3 days 

Paid personal days - 1 . 3 days 

Paid sick days - 1 . 2 days 

Paid holidays off - 2.8 days 

SALARIED LABOR 

Paid vacation - 5.7 days 

Paid personal days - 1.5 days 

Paid sick days - 2.8 days 

Paid holidays off - 3.5 days 

EXECUTIVE MANAGEMENT TEAM 

Paid vacation - 6.7 days 

Paid personal days - 1.9 days 

Paid sick days - 2.3 days 

Paid holidays off - 3.9 days 

H O W M U C H O N AVERAGE, DO YOUR COMPANY'S EMPLOYEES EARN IN EACH POSITION? 

ANNUAL SALARY (Figures are projected, assuming full-time, year-round; president/CEO/owner figures are actual.) 

T O T A L REGION REVENUE 

RESPONDENTS S/SE NE/MW W/SW Less than $100k $IOO-$299k $300-$999k $1 million + 

Entry-level mower operator Mean $16,988 $16,424 $17,765 $15,679 $17,618 $16,784 $16,965 $16,656 

Senior mower operator Mean $21,657 $20,220 $22,905 $20,359 $19,851 $22,503 $21,809 $21,963 

Entry-level spray technician Mean $17,232 $15,682 $16,888 $21,461 $ 6,538 $17,087 $20,682 $18,742 

Senior spray technician Mean $24,555 $21,204 $28,932 $22,140 $24,000 $27,581 $23,887 $21,777 

Entry-level irrigation Mean $16,979 $14,398 $16,008 $21,417 $13,333 $12,648 $19,380 $19,188 

Senior-level irrigation Mean $23,290 $15,606 $30,155 $27,328 $26,007 $10,961 $26,438 $23,322 

Entry-level laborer Mean $17,794 $16,317 $18,402 $18,354 $15,425 $17,778 $18,897 $19,039 

Senior laborer Mean $25,013 $20,050 $25,759 $28,560 $23,789 $25,032 $25,172 $26,016 

Crew foreman/supervisor Mean $31,662 $26,869 $32,487 $40,441 $27,429 $32,892 $30,979 $32,385 

Field supervisor/account Mean $30,071 $30,348 $28,802 $32,282 $25,104 N/A $31,278 $38,621 

Equipment mechanic Mean $32,488 $28,710 $29,322 $46,619 $29,000 $22,000 $43,773 $30,656 

Landscape Mean $44,615 $36,631 $31,946 $78,335 $33,875 $64,768 $34,234 $41,373 

Salesperson Mean $20,308 $20,737 $18,080 $40,000 $22,500 $10,000 $20,782 $27,990 

Operations manager/vp Mean $38,61 1 $28,500 $32,397 N/A N/A N/A $46,884 $44,500 

President/CEO/owner* Mean $70,240 $74,960 $63,134 $79,271 $75,000 $53,977 $71,792 $97,444 



WHICH OF THE FOLLOWING BENEFITS DOES YOUR COMPANY PROVIDE TO EACH EMPLOYEE GROUP? 

TOTAL REGION REVENUE 

tmm-nnm S/SE NE/MW W/SW Less than $ 100k $ 100-$299k $300-$999k $1 million + 

Paid vacation 28.5% 44.4% 26.8% 21.1% 2.5% 38.2% 41.8% 61.5% 

Paid personal days 14.5% 26.5% 10.4% 13.4% 2.5% 30.2% 16.4% 11.5% 

Paid sick days 16.8% 26.3% 13.6% 15.9% 0 % 32.4% 20.2% 26.8% 

Paid holidays off 27.6% 49.2% 26.6% 15.7% 2.5% 42.2% 30.5% 69.1% 

Health insurance 22.7% 35.2% 24.2% 12.9% 2.5% 27.8% 26.9% 69.1% 

Dental insurance 7.6% 2.1% 11.6% 5.1% 0 % 12.0% 2.4% 34.6% 

Vision insurance 6.8% 0 % 10.7% 5.1% 0 % 12.0% 2.4% 26.8% 

Life insurance 5.0% 0 % 5.1% 7.8% 0 % 0 % 8.2% 26.8% 

Disability insurance 5.3% 2.4% 6.7% 5.1% 0 % 8.0% 4.3% 19.0% 

401 (k) plan 10.5% 8.4% 16.5% 2.7% 0 % 8.0% 13.0% 46.8% 

Profit sharing 4.2% 0 % 8.6% 0 % 0 % 4.0% 7.2% 1 1.8% 

Company-supplied uniforms 29.9% 22.4% 33.2% 29.4% 0 % 32.9% 60.1% 53.9% 

Use of company car 10.8% 33.1% 7.0% 2.7% 0 % 22.0% 15.7% 7.7% 

Use of company cell phone 21.9% 20.3% 26.6% 15.9% 0 % 26.5% 35.5% 54.0% 

Raise/salary increase in 2005 34.9% 47.1% 39.0% 21.1% 2.5% 50.2% 57.6% 53.8% 

Performance bonus 15.5% 32.9% 16.9% 2.5% 0 % 26.0% 20.1% 30.9% 

Year-end holiday bonus 31.5% 45.0% 38.3% 13.0% 2.5% 39.8% 59% 46.0% 

a w o r k w e e k of 40 to 44 hours (44.8 percent), and 
17.6 percent said workers average 50 to 60 hours. 
(See "All in a D a y s W o r k " on page J14). 

Business owners contro l labor hours in a num-
ber of ways. Unlike manual labor, equipment always 
shows up to w o r k on t ime, and workhorses like 
skid-steer loaders might reduce hours on a site o r 
expand a company's service capabilities to include 
higher-margin projects. Also, hiring a mechanic en-
sures that d o w n machines are up and running - and 
making money - as fast as possible, Vance says. 

An in-house service technician also helps main-
tain equipment so the fleet lasts. Though just 4.5 
percent of respondents employ a technician full-
t ime, and 6.4 percent keep a mechanic on the ros-
ter on a part- t ime basis. 

" O u r crews want t o beat their man-hours, too, 
and they have to have their equipment work ing 
perfectly to do their jobs," Vance says. " W e do a 
lot of training w i th them to make sure they under-
stand how to operate equipment properly." 

F O C U S O N T H E F U T U R E . Internal factors dic-
tate g row th and success for a business more than 
what Huston labels as "macro" market indicators, 
such as geography o r economy. "Just because your 
geographical o r industry market is going through a 
recession does not mean that you have to partici-
pate in it ," he reminds landscape contractors. 

Bare takes this advice seriously. 
" I f you w e r e to really listen to everything go-

ing on in the wor ld , you could w o r r y yourself into 
not expanding at all," he says. Health insurance, gas 

prices, global unrest - you name it. "I could make a 
list of all the things the press has on the news every 
night," Bare adds. 

Instead, Bare focuses on his business - and busi-
ness is good. " I think 2007 in the Sun Belt, south-
eastern U.S. wil l be very strong," he says. 

Huston says landscape contractors w h o start-
ed the 2006 season of f shaky w e r e more opt imis-
tic by the end of summer. " I hear that it's tu rned 
ou t t o be a stronger year than ant icipated," he 
reports. 

As for 2007, "pipelines look good," Huston 
adds. Architects are busy, housing starts haven't 
halted, even if they are slower in some markets. 
The industry is steadfast, stronger even than last 
year. " W e are doing a little better," Kelly says. " I 'm 
not always sure what wi l l come around the next 
year, but there are plenty of good jobs out there." 

Voicing a careful confidence that he shares w i th 
industry peers, Kelly adds, "Either way, we' l l get 
through it ." 

How We Did It 

In September, 3,000 Lawn 8c Landscape readers re-
ceived an invitation to take part in our annual Bench-
marking Your Business survey, conducted by ABR Re-
search, an independent firm. 

We received 676 responses to the survey The mar-
gin of error based on these 676 returned surveys is cal-
culated to be no greater than +/- 3.8 percentage points 
at a confidence level of 95 percent. 



Scott S w a y z e thought 
all decks clog in tall, w e t grass. / 

This one changed his mind. i. 

. • . v ; 'i-u? > • \ M r , w w 

The New John Deere 7-lron 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-lron II deck, we didn't have to slow 
down, not even once." With a higher blade tip speed, the 
7-lron II makes short work of even the tallest grasses 

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

See more of what Scott Swayze has to say at www.mowpro.com J O H N D E E R E 

http://www.mowpro.com


B e n c h m a r k i n g Your 
BUSINESS SEMINI 

1 

If Your Company Is Looking To 
Benchmark Its Future Success, 
This Is A MUST Attend Event 

• A unique one-day educational seminar dedicated solely 

to helping landscape contractors benchmark their 

businesses for improved efficiency and growth. 

Seminars will deliver valuable take home information 

that will help you initiate positive change in your 

company's performance and growth. 

Each registered attendee receives a take-home prize 

package from John Deere with valuable 

discount offers. 

L a i 6 M 
Featured Speaker 

Jim Huston, JR Huston Enterprises 

Seminar Topics Include 
• Employee Bonuses & Incentives 
• Financial Statement Benchmarks 
• Analyzing Growth Patterns 
• Company Structure 
• Equipment Costs 
• G&A Overhead 

Benchmarks 
• Setting Sales & Marketing 

Goals 
• Buying & Selling A 

Business 

Win A John Deere 
757/60" Mower! 
Register and attend a 
seminar and you are 

i eligible for a drawing 
l to win a John ^ ^ : 

- i 
X i 

ovember 14, 2006 Detroit, Michigan 

member 15, 2006 Chicago, Illinois 

HOW TO REGISTER? 
Call 800/456-0707 

www.lawnbizseminars.com 

Sponsored 
Exclusively By 
John Deere 

J O H N D E E R E 

http://www.lawnbizseminars.com
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Branching out into t ree tr imming may generate added revenue 

(or landscape contractors, but are the costs associated with 

the service worth the expense? Lawn & Landscape Message 

Board users debate the merits of going out on a limb and add-

ing t ree work to their service menus. 

mm 

Tree tr imming is an attractive service addition 
for landscape contractors looking to expand 
their service menus and strengthen their bottom 
lines. 

In fact, tree and ornamental care makes up 
about 5 percent of landscape contractor s annual 
sales, and 17 percent indicated the services 

gross sales revenue grew from 2005 to 2006, according to 
recent Lawn &C Landscape research. More than 54 percent of 
landscape contractors indicate they offer tree tr imming and 
removal service and nearly 6 percent say they plan to begin of-
fering the service in the coming year, according to the research. 

So, do the rewards outweigh the risks? Its a question Chad 
Freed, owner of Philadelphia-based Sycamore Landscaping 
recently posed to fellow professionals for debate on the Lawn 
Sc Landscape Message Board. 

"Around here all of the big companies have a tree service 

division," Freed posts. " I subcontracted 
out some tree work a few weeks ago and 
three guys made $2,200 in six hours. I 
was thinking of starting a tree division. 
Good idea or bad idea?" 

STEEP COSTS. To do it right, a contrac-
tor will need to spend some money, says 
Todd Patton, president of Patton Property 
Maintenance in Heymarket, Va. Tree 
climbers, the guys getting into the trees 
to do the cutting, make very good money 
because the work is dangerous, Patton 
says. But a contractor needs to invest in 
the proper equipment in order to experi-
ence these benefits, posts George Iannac-
cone, director of operations at Innovative 

www.lawnandlandscape.co 

http://www.lawnandlandscape.co


"It's great to see how 

John Deere Landscapes 
is working toward becoming our 

True Business Partner..." 

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

extremely pleased with the thousands of dollars my company will save 

with the Sprint discount." 

- Rich Angelo, Owner, Stay Green Inc. 

John Deere Landscapes wants to be more than just your supplier - we want to be a partner in your business. That's why 
we've developed the Partners Program Business Solutions. From cell phone discounts to a 3-year nursery warranty, 
there's never been a better t ime to be a member of the Partners Program. We are adding more Business Solutions 
everyday, so check out what we have to offer you! 

• Sprint/Nextel Phone, Service & GPS System Discounts • OfficeMax Volume Discounts 
• Moveable Cubicle Discounts • 3 Year Nursery Warranty from Plant Health Care 
• GreenCAT® Electronic Catalog • Electronic Data Exchange 
• John Deere Credit • Employee Training through GoTrain 
• Travel & Merchandise Rewards 

For more information contact the Concierge Hotline at 800-820-4848. email us at 

info@johndeerelandscapes.com. or visit us online at www.JohnDeereLandscapes.com/BusinessSolutions 
VISIT US AT GIE, BOOTH # 2216 

, USE READER SERVICE # 4 5 

mailto:info@johndeerelandscapes.com
http://www.JohnDeereLandscapes.com/BusinessSolutions
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Designs & Maintenance, Syosset, N.Y. 
Landscape companies successful in 
tree t r imming and removal need a de-
cent chip truck, a basic chipper, some-
thing wi th which to haul wood such 
as a skid-steer loader, and a stump 
grinder, he posts. Altogether, Iannac-
cone says an interested contractor is 
looking at a $100,000-plus investment 
wi thout buying a single saw, which he 
wi l l need in mult iple sizes. 

"All the things that make short 
work o f tree removal," Iannaccone 
posts. " I know companies that show 
up to the job w i th over $250,000 in 
equipment. 

Likewise, that doesn't account for 
personnel costs, Iannaccone adds. 
"Just so you know, a good climber 
wor th between $25 and $30 an hour 
wi l l beat the crap out o f a $500 
cl imbing saw in a season. A n d this 
doesn't including bars and chains." 

I f a contractor stays away f rom 
heavy tree work and concentrates on 
pruning services, Iannaccone suggests 

a chipper and a dedicated chip truck 
wi l l be a contractor's biggest expense. 

"There's a lot o f money to be made 
shaping pines, pruning frui t trees and 
especially formative pruning on young 
trees," Iannaccone posts. "Theses 
are areas often neglected by many 
landscape companies and not always 
cost effective for the tree men w i th the 
big machines. You can do a lot o f this 
work in the winter and you can get by 
w i th a 6- inch chipper or none at all. 

I N S U R A N C E IS VITAL. Then 
there's the matter o f costly insurance. 

"Liabi l i ty isn't so bad, but the 
workman's compensation sucks," Pat-
ton posts. "Worker's comp is a litt le 
more than 20 percent o f payroll for us 
and some places are much worse." 

Iannaccone agrees, adding New 
York worker's compensation on tree 
workers is in the neighborhood o f 
33 to 36 percent o f payroll. Liabil i ty 
insurance, he adds, is still vital to a 
tree guy. 

" I f I hire you to prune my maple 
and two weeks or moths later the 
thing splits in half and kills some-
one. .. hope you have a good lawyer 
and lots o f insurance," he posts. 

Despite the investment drawbacks, 
Patton posts tree work has been prof-
itable for his firm and, although he's 
raised his prices, he continues to sell 
the service. "We make out a lot better 
on the tree work than mowing, but 
landscaping is right up there wi th it," 
he says. I f you can sell the work for 
what it's wor th and then keep a crew 
busy, you'll do well." 

Iannaccone posts tree t r imming 
is a worthwhile decision i f done 
correctly and suggests contacting the 
Tree Care Industry Association (www. 
natlarb.com) or a contractor's local 
International Society o f Arboriculture 
(www.isa-arbor.com) for assistance. 

"You'll find plenty o f people who'l l 
be more than happy to point you in 
the right direction," he posts. LL 

sidebar on page 88 
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t all the above 
h a ZSPRAY. 

in tour different models 
|paying and fertilization needs. 

ich Products Inc. 
www.z-spray.com * sales@2-spray.com 

VISIT US AT GIE, BOOTH # 643 
USE READER SERVICE # 46 

Eliminate 
Wate r Waste 

WATERMARK 
Control any Irrigation System 

by soil moisture 

£ SAVE WATER, MONEY, ENERGY 
& FERTILIZER 

IRRIGATE ONLY WHEN NECESSARY 

GROW HEALTHIER 
LANDSCAPES 

No Maintenance -
Simple to Install! 

IRR6METER 
BOX 2424, RIVERSIDE, OA 92516 
951-689-1701 • FAX 951-689-3706 
www.irrometer.com 

http://www.isa-arbor.com
http://www.z-spray.com
mailto:sales@2-spray.com
http://www.irrometer.com


VISIT US AT GIE, BOOTH # 2708 
Contact Corona today for a free product catalog or to place an order: I -800-847-7863 

www.coronaclipper.com • sales@corona.bellota.com 
USE READER SERVICE # 48 

THE TOUGHEST 
TOOLS. 
THE LARGEST 
SELECTION. 

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 

materials and adds a lifetime warranty for 

confidence. Buy Corona, you'll see why 

it's the professional's choice. 

http://www.coronaclipper.com
mailto:sales@corona.bellota.com
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timber! 
Landscape contractors may not have tree pruning and removal divisions, but they do encoun-

ter sizeable fallen branches during their daily maintenance routines. 
So how do landscape contractors handle fallen limbs, participants wondered recently on the 

Lawn & Landscape Message Board. Should limbs be loaded into the truck free of charge and 
hauled away or should it be charged to the client as an additional service? 

Here's how some weighed in on this issue: 
• Todd McCabe, president, McCabe Landscape Group, Wrightsville Beach, N.C.: "Generally, 

we will pick them up and haul them." 
• Chad Stern, owner, Mowing & More, Chevy Chase, Md.: "Haul 'em and charge 'em." 
• James Binns, president, Earthworks Landscape Gardening, Fayetteville, Ark.: "Either we take 

them at the time of mowing, or stockpile them in a corner of the property and take them 
away on a regular maintenance day." 

• Kelly Tohill, owner, Tohill Landscape Management, Atlanta: "If it's big and I have to cut it 
up, I charge them. One buck a minute no less than $10." 

• Frank Connerney, president, Castle Lawn Care, Tampa, Fla.: "If it's just one limb we'll throw it in the back 
of the 1-ton dump free of charge. If it's more than one, or large enough that it has to be cut to be moved 
or fit into the dump body, we'll charge 'em." 

More Profitable by Design 

Visit us online today for details! 

www.raincad.com 

RainCAD 
S O F T W A R E R E P U B L I C . L L P . 

Phone: (281)463-8804 • Fax:(281)463-1404 • Email: sates@raincad com • Web Site: www.ratncad.oom 

USE READER SERVICE # 49 

• Simply drag and drop pre-sized symbols 
to effortlessly create landscape designs. 

• Easily calculate your cost estimates and print 
the descriptions, features and color pictures 
of the plants included in your plans. 

• Impress your clients with stunning before/after 
photos, create panoramic views, and more! 

Get a 50$ rebate 
off your final purchase by mentioning this ad 

+ FREE 1 year maintenance 

www.soft3d.com 

D S D international 
1 888 334-8001 
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http://www.raincad.com
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The Intelli-Sense ET Controller 
Saves Water And T i m e — T h a t Will Make You Look Good. 

M l * 4 

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

Within one monthy they can see 
•BfcA how much water they save." 
VJ !^ » J — Eric Anderson, President, Valley Soil 

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

Eric Anderson, president of California-based Valley Soil 
understands that water resources are limited. That s why he's 
installed more than 300 Toro Intelli-Sense controllers in the 
past year for his residential and commercial customers. 

Toros WeatherTRAK-enabled Intelli-Sense controller will make m r k w u ^ k 
landscapes look lush and beautiful, while saving water and money at l U l i l A Count on it. 
the same time. Call 888.878.9067 for special purchasing programs. 
€) 2006 The Toro (Company 

TORO 



S h e d d i n g s o m e l i g h t on t h e i n t r i c a c i e s of t h i s p o p u l a r s e r v i c e o f f e r i n g . 

Landscape contractors pride themselves on creating environ-
ments that enrich their clients' lives by allowing them to 
enjoy the outdoors and entertain friends and family. 

Contractors have found that a natural solution to making 
the most o f their customers' landscape investments is to ex-
tend the hours homeowners may enjoy their gardens, patios 
and pergolas by offering outdoor lighting. 

"People are staying home and creating outdoor rooms," 
says Dave Hoffman, president o f Grafton, Ohio-based Life-
style Landscaping. "For most people, both man and wife are 
working all day and when they come home it's dark and they 
want to enjoy their yard at night, too." 

The question today isn't "Do I add outdoor lighting?" 
Contractors acknowledge that landscape lighting can be 
highly profitable - more than one-third of design/build con-
tractors provide this service, according to Lawn & Landscapes 

2006 State o f the Industry research. But many report they 
don't make the most of this side o f their business. Some only 
market it to their current customers; others barely market it 
at all. Contractors say the service is highly competitive - with 
landscape companies, electricians and general contractors 
vying for business - but that the level o f professionalism isn't 
up to par. Lighting manufacturers report that many compa-
nies install lighting but never offer follow-up services, which 
benefits no one - the customer sees only short-term satisfac-
tion from their investment and the contractor misses out on 
a substantial revenue source. 

The articles that follow address how to make the most of 
your outdoor lighting business - how you can best serve your 
customers by maintaining their systems, how you can position 
yourself as a lighting expert in your market and how you can 
greatly improve your portfolio with nighttime photography, l l 

b y m a r i s a p a l m i e r i | a s s o c i a t e e d i t o r 



Get a clean sweep and professional, manicured results by adding an optional PowerVac™ 
collection system to your Grasshopper True ZeroTurn™ mower. Choose from rear-mounted metal 
hoppers or twin or triple mesh bags for easy handling of clippings. The exclusive DuraMax® deck design 
converts easily from vacuum collection to optional mulching or standard side discharge with the same deck! 
Call 620 -345 -8621 orvisi tGRASSHOPPERMOWER.COM for details 



c o n t r a c t o r s a n d c u s t o m e r s . 

Would you spend several thousand dollars on a refrigerator 
or dishwasher for your home without an extended service 
contract? Probably not. "Just like you have a service contract 
for your appliances in the home, i ts important wi th lighting, 
too," says Eric Borden, vice president of product manage-
ment and market research for Sea Gull Lighting, Riverside 
N.J. 

It should be the same for landscape lighting, contractors 
and lighting manufacturers say, but not all contractors sell 
the add-on service to their customers as a standard practice. 

"More contractors just put the lighting in and never go 
back," says Michael Southard, director of sales for Kichler 
Lighting, Cleveland. "Most homeowners don't maintain it, 
half the light bulbs go out and the fixtures are going every 
which way. Its important installers sell a maintenance agree-
ment. I would definitely recommend it be incorporated one 
way or the other." 

Because lighting is a service typically purchased by high-
end residential customers, contractors note that extended 
maintenance should be an easy sell. "For the money that 
they're spending, it's pretty important to buy a maintenance 

package," says Vince Del Vacchio, president o f Del Vacchio 
Landscapes, Edgemont, Pa. " I f you're going to spend thou-
sands on lighting, then it makes sense to spend hundreds to 
keep it working.'' 

Joe Lendo, president and owner o f Elite Lawn Irriga-
tion and Maintenance, Rochester Hills, Mich., agrees. "It's 
easy for a lighting system to go into disarray due to wear 
from soccer balls, pets - you name it," he says. "Fixtures 
get knocked over, bumped. I f you're spending that kind of 
money it seems silly not to maintain it." 

Lendo notes another important reason for contractors to 
sell maintenance. "That's where a fair amount of the money 
is, for one," he says, noting his company's annual mainte-
nance package includes two visits, a system cleaning, fixture 
adjustment and bulb replacement. In addition to being a 
profit center in itself, annual or twice-yearly maintenance 
gives contractors the opportunity to up-sell their clients. 

"It's a way to make money and be out there in front 
o f the homeowner to say, 'Let do the backyard this year,'" 
Southard says. Even i f the customer is not home to pitch 
ideas to, it's still an opportunity to drop off literature about 

Maintenance Matters 

b y m a r i s a p a l m i e r i | a s s o c i a t e e d i t o r 



Discover a higher i 
standard o f water gardening. ^ ^ ^ ^ ^ 

Our experts work closely wi th real-world 
contractors to create complete water gardening 
so lu t ions—f rom falls and Koi care to water features 
and product training. Each component has been tested and 
competit ively priced to deliver the results you and your clients 
desire. Increase customer satisfaction and prof i tabi l i ty , or add 
t ranqui l i ty to your own backyard—ask about WaterMark™ today. 

Call: 888-271-1368 Go to: www.watermarksolut ions.ws 

USE READER SERVICE # 53 

http://www.watermarksolutions.ws


• make it easierto
 r u n v o i r 

lawn.& landscape 
business. 

ServiceCEO® - the leading 
business management software solution 

for lawn care andJandscape professionals 
t's affordable and easy to use. 

increase revenue 
lower costs 
boost efficiencies 
enhance productivity 
increase customer retention 

fn more about the 
ct ServiceCEO is 

having on other 
lawn and landscape 
usinesses and sign up 

for a free demo today. 

Visit www, i n siq htd i nestfejoririi/lawrii mag 
for a special offer to Lawn & Landscape Magazine 

readers, or call 8001471 

"ServiceCEO has done wonders for our company. Not only has it helped us to 
increase revenue, but it has produced tremendous results for our 
operational efficiencies." 

"We were looking for a program to aid in dispatching our service technicians and 
ended up with the ability to do things we had only dreamed of but never thought 
possible without hiring new staff. And with ServiceCEO, unlike other companies, you 
dont spend a fortune to get the latest improvements." 

"We searched long and hard for the right software and nothing compared to 
ServiceCEO. With the rising cost of fuel, the mapping feature atone has more than 
paid for the cost of the software." 
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iHooK-AU; Hookufts See"sat 
Increase Your Truck Utilization by Using One Truck for Multiple Purposes. 
Units available for single axle, tandem axle and triaxle trucks. 

Lift, Load, 
Leave or 
Dump! 

G IE! 

800-851-8938 
COME VISIT US AT WWW.AMERICANROLLOFF . COM 

MANUFACTURED EXCLUSIVELY BY: 

AUTOMATED WASTE EQUIPMENT 
K3 BOM 5757. 3 Tenn.% Court, Trenton. MJ O H M 
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any new product lines or special of-
fers, contractors say. 

Though the specifics of contrac-
tors' maintenance packages vary 
widely, a typical contract includes an-
nual or biannual visits that cover lamp 
replacement, fixture cleaning and 
adjustment and transformer cleaning 
and inspection (see Double Check on 
page 96). 

For cleaning, manufacturers 
recommend contractors clean internal 
components by using cans of com-
pressed air to blow out bugs, dirt 
and debris and wipe down external 
components with a damp cloth and 
standard household cleaner. Another 
trick to preserving your customers' 
system is to apply a corrosion-preven-
tive compound to sockets and electri-
cal contacts and weather protectant to 
exposed metal components. 

Many metal decorative fixtures 
are designed to patina naturally, but 
this weathered look can concern 
some customers, notes Fred Richards, 
general manager of Cleveland-based 
Hinkley Lighting's architectural divi-
sion. "There's a lot of copper used in 
low-voltage landscape lighting," he 
says. "Some people like for it to be 
cleaned up, but it's really supposed 
to age nicely. So whether or not to 
clean it up is whatever the customer's 
preference is." 

In terms of frequency, lighting 
contractors typically offer annual or 
twice-yearly service visits, and many 
begin the contract only after the prod-
uct warranties are up or offer deals 
like "free service for one year." 

"We include it for the first year 
with the installation, and then we go 
to them with a continued package 
after that," says Del Vacchio, noting 
that the package he offers is a twice-
yearly one that includes cleaning, 
adjustment and replacement of any 
bulbs that are burned out. 

Lendo's package is annual and he 
prefers to replace all lamps at once, 
rather than just the ones that are 
burned out. Elite charges customers 
a yearly discounted labor rate of $20, 
waives the per-visit fee and charges 
customers for the materials. Although 
paying for all lamps at once can be a 
little pricey for customers that have 
extensive systems, most customers 
prefer this method. "It's pretty suc-
cessful for us," he says. "It takes care 
of a lot of people from having to call 

continued on page 98, sidebar on page 96 
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your yard, isn't the envy 
of the neighborhood, 
your using the wrong mower.. 

1 2D D/7\ OHj UOD1UO J 2oOU 
T H E W O R L D ' S 

* '"7W 

S T E S T L A W N M O W E R 

^ r c r 

HORSEPOWER 

INCH CUT WIDTH 

ACRES PER HOUR 
LT2700-40D SHOWN 

" H i mm 

To f ind out how to cut m o r e acres of g r a s s per hour 
using a genuine Made in USA mower, Visit: 

d i x i e c h o p p e r . c o m 

Over 25 Years Dixie Chopper has been building the most productive machines in the 
industry. Experience the difference today at your nearest Dixie Chopper dealer. 
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USE READER SERVICE # 56 



Use this irrigation maintenance checklist, compiled from lighting manufacturers' tips, annually or 
semi-annually to inspect your clients' systems. 

Lamps 

y Replace any lamps that are burned out or scheduled for replacement. 

Fixtures 
y Remove lenses and clean out any dirt, bugs and debris from the socket. Canned compressed 

air is one way to do so. 
y Apply a corrosion-preventative compound to all sockets and electrical contacts. Replace any 

sockets that show advanced corrosion. 
y Apply weather protectant to exposed metal parts. 

y Readjust fixtures as necessary, especially if plant material has grown. Pay special attention to 
mounts and fasteners for tree-mounted fixtures. 

y Clean powder-coated fixtures with a spray cleaner and wipe off with a damp rag. Clean bird 
droppings off copper and brass fixtures, otherwise let them patina naturally. 

y Repair or replace broken or damaged stakes or mounting elements. 

Transformers 

y Clear debris out from transformer cabinet. 

y Trip and reset all breakers. 

y Check transformer wire connections for snug fit. 

y Tighten common and voltage tap lug, as they can vibrate loose over time. 

y Check amperage on each common lug (maximum amperage = 25 amps/per common). 

y Check all switching devices and reset timers if necessary. 

Electrical components 

y Test GFCI receptacles and cover plates. 

y Check visible electrical connections, j-boxes, switches, etc. 

y Inspect exposed wire/cable for nicks, wear or damage. Repair, replace or bury if necessary. 

y Inspect cable and ties in trees for girdling. 

y Ensure cable connections are waterproof to prevent moisture and corrosive build up within the cable. 

Miscellaneous 
y Attach a sticker on the inside of the transformer with your company name, phone number, date of 

service and technician name. 
y Use the maintenance visit as an opportunity to up-sell customers on additional fixtures - even if it's 

just to drop off literature. 
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Providing The Most Powerful Suite of Tools 
to Manage and Grow Your Business 

SOFTWARE 
LA.Net 

Lawn Assistant III 

Mapping Assistant 

TOOLS 
Pocket LA.Net 

GPS Truck Tracking 

Handheld Data collection 

SERVICES 
Mailing Services 

Marketing List Creation 

Custom Printing 
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for service five times a year. We just 
go out and take care o f it at one time. 
They pay for the cost o f the bulbs, 
but they don t get nickeled-and-dimed 
on multiple service calls." He keeps 
his customers happy by knocking it all 
out at once, saving himself a few trips 
and making a profit on lamp mark-
ups. " I f we're making a good bulk 

buy, we can get them a little cheaper," 
he notes. "And i f they have 15 bulbs 
at nine bucks a piece, there's a little 
bit o f money there." 

Whereas Lendo chooses to profit 
from lamp mark-ups, others charge 
their typical labor fee plus the cost o f 
materials. 

At Lifestyle Landscapes, many 

Hlgj f * 
t i W 

Huge Profit for Dealership 
First Innovative Product in 30 Ye<| 
Sets New Benchmark for Industry 
Exclusive Dealerships Available 
Models from 61" to 86" 

Need We Say More. 
Call 1.800.515.6798 

L A S T E C 
www.lastec.com 

Articulating Rotary Mowers for a World that isn't flat 

wm?L 
MORE. 

l ighting customers are also lawn main-
tenance customers, so the company 
works the cost of lighting services into 
customers' annual landscape mainte-
nance contracts. 

Early spring is the most popular 
time of year for annual outdoor light-
ing checkups. 

"A lot o f times people are shovel-
ing snow and fixtures get bumped 
around and snow has fallen on the 
fixtures. Even though its melted off, 
dirt has accumulated," Lendo says, 

"For the money that 

they re spending, its 

pretty important to buy 

a maintenance package. 

If you re going to spend 

thousands on lighting, then 

it makes sense to spend 

hundreds to keep it 

working. 

- Vince Del Vacchio 

explaining his rationale for favoring 
early-spring maintenance. 

Also, Hoffman points out, "The 
Apri l-May timeframe is good so we 
can change all o f the bulbs so custom-
ers are not calling during the busy 
growing season." 

For companies that offer biannual 
service, spring and fall are the natural 
times to do so, experts say. One 
reason is its the time of year they're 
performing other pre- and post-winter 
preparation services. " In the irriga-
tion business, this is when people do 
the start-ups and the shut-downs," 
Southard says. "That's a good time to 
do your lighting maintenance, too.' l l 
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Maximizing Herbicide 
Effectiveness 

L . / 
a Sponsored by 

BASF 
The Chemical Company 

Taking the guess work out of cost and labor-effective 
year-round weed control. 

When it comes to providing year-round control of 
turf-attacking weeds and enhancing your reputation 
as a trusted turf care expert, you simply have to follow 
proven steps for success. These include identifying 
targeted weeds, checking the herbicide label, cali-
brating spreaders and sprayers, understanding water 
source pH, mixing products correctly and understand-
ing safe product handling, application and disposal. 
Your effort prior to and after applying herbicides can 
save labor and product costs, while building a satisfied 
customer base. 

• Identify Your Targets 
Correctly identifying the visible and anticipated 
broadleaf and grassy weeds in the treatment area is 
step one. Identifying broadleaf weeds during their 

flowering stage is easy, but they're much harder to 
identify in early growth stages. 

The type of herbicide needed depends on correct 
identification of broadleaf and grassy weeds. Phenoxy 
herbicides, for example, control broadleaf weeds but 
have little to no effect on grasses, while a preemergent 
herbicide, such as pendimethalin, can be used to con-
trol both grassy and many broadleaf weeds with one 
application. 

First, correctly identify weeds. Second, understand 
each specific weed s lifecycle to determine which 
pre- or postemergent herbicides will provide the best 
control. In addition to the product label as your guide 
in determining which herbicides will work best to 
control your targeted weeds, other basic consider-
ations include the following: 



• Preemergent control: 
• Annual grasses and broadleaves 
are best controlled with preemer-
gent herbicide applications in 
early spring prior to weed seed 
germination. 
• When the turf is well estab-
lished, a number of preemergent 
herbicides can be used to provide 
broad-spectrum seasonal weed 
control. This represents the most 
effective and least costly means of 
weed management. 
• If the turfgrass is significantly 
thin or will require large areas 
of turfgrass replacement, choose 
herbicides labeled for use during 
or directly following seeding, sod-
ding or sprigging. 

• Postemergent control: 
• Generally speaking, this is 
more costly and more difficult 
than preemergent weed control 
programs. 
• Many post-applied herbicides 
can only be used on specific cool-
or warm-season grasses. Do not 
assume your turfgrass is safe until 
you check the label. 
• Applications should be made 
when weeds are small. You can 
generally use a lower rate on 
newly germinated weeds. 
• Lower use rates equate to 
greater turfgrass safety. 
• Many post-applied herbicides 
can be used as spot-spray applica-
tions - an economical approach 
to treating growing weeds. 
• Some tank-mix combinations 
can be used for broader spec-
trum weed control, but some 
mixes may cause an antagonistic 
effect or may cause injury to the 
turfgrass. Always consult the 
labels on each of the products 
being used prior to tank mixing. 

• Check the Label 
Often overlooked by applicators, 
the herbicide label provides in-
formation to help achieve better 
weed control and avoid use on 
non-targeted plants. The fol-
lowing label information should 
always be reviewed prior to any 
application: 

Precautionary Statements. 
Safety should always be your top 
priority. Take the necessary time 
to ensure that proper safety and 
first aid equipment is available 
prior to use. This section also 
provides proper clean up, storage 
and disposal information. 

Uses. In addition to where the 
herbicide can be used (residential 
and commercial vs. golf courses, 
sports fields or sod farms) spe-
cific use rates are stated by weed 
species and/or site and type of 
turfgrass (cool- or warm-season). 
The product maximum rate re-
strictions associated with the type 
of site and recommended reappli-
cation intervals are listed for uses 
through the season. 

Look for additional informa-
tion that warns the applicator of 
turfgrass sensitivities as well and 
other restrictions that indicate 
trees, ornamental plants or home 
gardens that are part of the 
landscape that should be avoided 
during application because of 
potential plant injury. 

Weeds Controlled. Simply 
stated, cross reference your list 
of targeted weeds against the 
broadleaf and grassy weeds listed 
on the label. Chances are if the 
weed isn't listed, the product will 
provide no control against it. For 
postemergent products, consult 
the label for the growth stage or 
weed height restriction at the 

time of application. 
Application Instructions. 

This section is critical for maxi-
mizing the efficacy of the prod-
uct. It also provides details on 
the best methods and application 
techniques, and will help you 
avoid mistakes such as damage 
to sensitive plants, drift and poor 
coverage. 

Always use recommended 
nozzle types and gallonage for 
best performance of the product. 

• Calibrate Sprayers and 
Spreaders 
Consistently ensuring your ap-
plication equipment is in good 
working condition and properly 
calibrated is critical to product 
coverage, which prevents herbi-
cide under- or over-application. 

Properly functioning spray 
equipment must be able to main-
tain constant pressure and flow to 
allow the even chemical distribu-
tion at labeled rates throughout 
an entire application. Before 
conducting a calibration test, 
carefully check the spray tank and 
lines for leaks, the pressure regu-
lator and flow meter for proper 
operation and spray tips for clogs 
or excessive wear. Worn spray tips 
will cause erratic coverage. 

Handheld and backpack 
sprayers that do not function 
properly can typically be traced 
to corroded metal parts, clogged 
nozzles or damaged seals. This is 
usually caused by leaving chemi-
cal solutions in sprayers and can 
be easily prevented by cleaning 
after each use. 

Whether mechanically driven 
or handheld, making sure your 
sprayer is triple rinsed follow-
ing an application is the key to 



Mechanical Sprayer 
Cal ibrat ion Tips: 

preventing cross contamination 
between chemicals that can cause 
plant injury. Always store your 
spray equipment clean and, if 
possible, do not store unsprayed 
pesticide mixes overnight. 

Walk-behind spreaders, while 
generally simple machines, can 
easily cause poor product applica-
tion when not working correctly. 
Applicators should check to 
ensure that the hopper is opening 
and closing properly and that the 
product spreader is rotating freely. 
Additionally, a calibration test can 
ensure that the spreader settings 
match product application rates. 

• Knowing Your pH 
Manufacturers of sprayable pes-
ticide products recommend that 
the water used to make the spray 
solution should be in the pH 
range of 5.6 - 6.5. While this is 
generally the range of most city 
and well water, a water quality 
check is a good precaution in re-
gions with highly acidic soils or if 
the source is reused or grey water. 
Simple water test kits are avail-
able through water conditioning 
retailers and municipal water 
treatment plants regularly test the 
water so they would also be able 
to provide pH measures. 

When working with extreme 
spray solution pH environments 
(under pH 5 and over pH 8), 
applicators should consider add-
ing a buffering agent to the spray 
solution to maintain product 
efficacy. 

• Mix It Up - Correctly. A 
common technique used to save 
application time is tank mixing 
products. This is generally a safe 
practice assuming the applicator 

knows in advance that the prod-
ucts are compatible and can be 
mixed together without negating 
efficacy. Again, the product label 
is the best place to determine 
product compatibility and pro-
vides specifics on products that 
should and should not be mixed. 

When it comes to tank mix-
ing, the most common mistake 
is the order that applicators 
combine products in the tank. 
The quick reference below is a 
proven sequence that will ensure 
that you don't end up with a 
congealed mess in the bottom of 
your spray tank: 
1. Fill tank 1/2 full of water; 
begin agitation. 
2. Add soluble packet products 
3. While agitating, add products 
in the following order: 
WP, DG, LF or DF formulations 
S or L formulations 
EC formulations 
NIS, C O C or MSO 
Liquid fertilizers 
4. Fill remainder with water. 

A simple method to prove 
correct mixing order is to con-
duct what is known as the 'jar 
test'. Using an empty container, 
fill it with representative quanti-
ties of water and products that 
you intend to use in the mixing 
order stated above. After agitat-
ing the ingredients, check the 
consistency of the mix to verify 
that it is a sprayable solution. 

• Always Play It Safe 
The health and safety of the 
applicator should always be a 
primary objective. Applicators 
should never cut corners when 
it comes to wearing protective 
equipment required on the her-
bicide label. 

1. Record the type and capacity 
of the nozzles being used. 

2. Select a speed and pressure setting. 

3. Turn pump on. 

4. Check for leaks in the system, 
including hoses, connections 
and nozzle assemblies. 

5. With the sprayer parked in place, 
collect water from the nozzles for 
one minute in calibrated collection 
vessels. These are available from 
your fertilizer/pesticide dealer. 

6. Record the amount of liquid 
collected from each nozzle. 
Calculate an average volume per 
nozzle (in gallons). 

7. Repeat steps 4-5 until water has 
been collected from all nozzles. 

8. Record the average output from 
all nozzles. If any nozzle varies 
more than 10% from the average, 
check the nozzle and/or strainer 
for wear or clogging. Replace the 
nozzle if necessary, and be sure 
to use the exact same type and 
size (rated output) of nozzle. 

9. If output from all nozzles is 
acceptable, operate the sprayer for 
one minute while traveling at a 
designated speed. For lawn care 
operators using a hand gun 
connected to a vehicle-mounted 
sprayer, walk at a constant speed 
and measure your swath width as 
the 'throw' coming from the 
hand gun. 

10. Measure the distance traveled. 

I I. Determine the area covered = 
boom width x distance traveled. 

12. Determine the output rate using 
the formula: Rate = ([average 
volume per nozzle x number of 
nozzles] / test area ) x unit area. 



BASF Means Better Solutions...Which Means 

\ ' i i * ; 

(And everybody loves better turf.) 
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Weeds and disease can ruin more than your reputation, they can kill your 

business. But you can protect them both with BASF. From the industry's 

leading preemergent active ingredient to broad-spectrum disease solutions, 

your BASF distributor can provide the tools you need to make your customers' 

turf the envy of everyone in the neighborhood. 

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

We Don't Make The Turf. 
We Make It Better. 

• - B A S F 
The Chemical Company 

Always read and follow label directions. 
Better Turf and We Don't Make The Turf. We Make It Better, are trademarks of BASF. 
© 2006 BASF Corporation. All rights reserved. APN 06-14-002-0036 
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water management includ-
ing practical hands-on 
techniques. 
$12.95 per copy 

Destructive Turf 
Insects 2nd Edition 
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The revised, definitive, practical 
guide to destructive turf 
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Design Consultation: 
Fee or Free? 

O n e c o n t r a c t o r d e t a i l s his s y s t e m f o r c o l l e c t i n g a l a n d s c a p e 

l i g h t i n g d e s i g n f e e . 

Contractors often ask whether or not they should collect 
a fee for design consultation. I decided some years ago to 
implement a nominal hourly fee, which ranges between $60 
and $150, determined by how far I must travel, for all new 
prospect design consultation meetings. Personally and profes-
sionally, it has had a huge positive impact on the growth o f 
my business since then. 

Before establishing my fee schedule, I would travel out to 
meet with what I thought were serious, qualified prospects to 
find they had no inclination to invest the kind of money it 
costs for one of my lighting systems. Some even had no inten-
tion o f hiring me no matter what I did since they were do-
it-yourselfers out for some free design and installation tips at 
my expense. I would return home feeling rejected and angry 
that I just wasted another three hours or so and burned $10 to 
$15 dollars o f gasoline in the process. Being the single-person 
operation that I am, I realized I had to make a change in the 
way I conducted business. I could no longer spend unbillable 
time with prospects who might not buy from me. It just made 
sense to collect a fee at the end of our meeting and then credit 
it back to the client upon completion of their project. 

Since collecting for design consultations, a mere 15 to 

20 percent o f the inquiries I get from prospects each year are 
unwill ing to pay my fee. I have no way of knowing for sure 
how many of them would have bought from me, but I be-
lieve very few o f them would have i f they were unwill ing to 
pay a nominal fee for consultation. Have I lost a few projects 
because of it? Maybe, but the financial and psychologi-
cal costs to meet the numbers o f those who wouldn't have 
bought from me far outweigh those that would. 

I f you think your market won t pay a consultation fee, 
first you must overcome your own preconceived beliefs and 
notions. They wont pay for free estimates but they wil l 
pay for a design consultation that has greater perceived and 
actual value. There is a big difference between the two. In my 
immediate service area o f southern California there is intense 
competition from landscape contractors, electricians and 
other general service trades who offer one form of outdoor 
lighting or another. It took courage for me to implement a 
fee since prospects have got such freedom of choice. This is 
precisely the reason you should collect a fee. You should be 
doing things differently than your competitors. 

Perception is reality. The perception is that you must 
be successful and busy i f you can afford to risk losing some 

b y m i c h a e l g a m b i n o 



prospects by charging for your time. 
You are positioning yourself as an 
expert and valued advisor in the 
marketplace. I f you are just starting 
out new in the business o f outdoor 
lighting then in the beginning you 
may not be very busy. But when you 
are perceived as the expert in your 
area who is compensated for his time 
rather then someone who runs all 
over town chasing down every lead, 
the calls from qualified customers wil l 
start coming in. 

I f you have any doubts, implement 
the policy that says customers not 
satisfied with the consultation do not 
have to pay the fee. To date, I have 
not gotten every project that I've gone 
out on, but I've never been denied the 
consulting fee. 

I f you experience constant resis-
tance to your fee then perhaps you are 
not presenting it at the right time or 
in the right manner. I f you still experi-
ence resistance than maybe you are 
marketing to the wrong clients and 
should make changes that wil l bring 
you more qualified prospects. Your 
quality o f work and service after the 
initial sale should solidify your posi-
tion in the marketplace. 

You should waive your fee for any 
client who has done business with you 
before. I f you have treated them right, 
you should be positioned in the role 
of trusted advisor by now. It should 
be a matter of when you can do the 
additional work and not if. Competi-
tors should not even be in the picture 
by then and a meeting should simply 
be a formality to discuss details and 
the cost o f their planned project. 

In the end, the decision is ulti-
mately yours. I f your outdoor lighting 
sales are lacking, this may be the kick 
you need to jump-start your business. 
Even i f you are doing well, charging a 
fee for your time adds to your bottom 
line and wil l bring you more qualified 
prospects. It has for me LL 

The author is owner of Gambino 
Landscape Lighting, a Southern Cali-
fornia-based outdoor lighting design/ 
installation business. Reach him at 
mike@gambinolighting. com. 

MANAGE your BUSINESS 
the SMART WAY... 

P^TCL/P Software 
• Schedules customer's jobs 
• Routes crews in best order 
• Tracks employees 
• Finds your profitable customers 
• Can bill from QuickBooks® 

Why do 10,000+ companies run 2 Billion 
$$$ through CLIP every year? 
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Perfecting Portfolio Photographs 
N i g h t t i m e p h o t o g r a p h y is t r i c k y . F o l l o w t h e s e t i p s t o i m p r o v e y o u r p o r t f o l i o . 

Ideally, an outdoor lighting contractor would hire a profes-
sional photographer to take shots o f his best work for his 
portfolio and promotional materials. However, a contractor 
just adding the service or one who only does it minimally 
might want to test the waters with his own digital photog-
raphy before investing in a photo shoot that can cost several 
thousand dollars. 

Amateur photographers beware - nighttime photography 
isn't as easy as point and click. Here are some simple tips 
from photo experts and CAST Lightings Media and Market-
ing Director Steve Parrott. 

1. Camera selection. An eight megapixel camera (the high-
est quality available for less than $1,000) is ideal for an ama-
teur nighttime photographer, Parrott says. When placed on 
its highest quality setting, this camera wil l allow contractors 
to shoot photos at 300 pixels per inch - the ideal resolution 
for high-quality 8Vi-by-l 1-inch prints. Remember, a cameras 
memory card may hold only a few images taken at this level; 
contractors should purchase the largest memory available or 
keep several cards on hand, Parrott adds. 

2. Set the stage. Before dark, walk the property making sure 
no trash cans, toys, etc. are left out; don't shoot photos when 
cars are in the driveway. Also, request that the homeowner 
turn on the lights in the rooms that wil l be visible in the shot. 
"L i t windows give the house a warm and welcoming appear-
ance," Parrott says. Dusk is the best time to take landscape 
lighting photos because the sky is dark, but some sunlight 
wil l still get through. Parrott says there's a 15- to 20-minute 
window where the light is just right. "This is the time to get 
the big picture shot that shows the entire house, surrounding 
property and a dark sky." 

3. Exposure issues. The longer the shutter exposure, 
the longer the camera has to absorb the available light. A 

daytime photo might require a camera shutter to remain 
open for 1/250th or 1/125th o f a second, nighttime condi-
tions may require decreased shutter speeds of 1/15th o f a 
second or longer. W i th digital cameras, try using the camera's 
automatic nighttime setting. Based on how the image looks, 
Parrott says to add to the exposure using the camera's expo-
sure adjustment system on the menu. "You'll need to read 
the manual carefully to be sure you can adjust the settings 
quickly in a dark situation," Parrott warns. "Don't forget to 
bring a flashlight." 

4. Avoid "camera shake." Use a tripod. During nighttime 
photography, any shaking can result in blurred photos. 

It's difficult to hold a camera steady for the exposure time 
length. Because even the smallest motion can cause a camera 
to shake, experts suggest using a tripod in addition to an 
external shutter release or the camera's self timer. The button 
release is when shake is likely to occur. Also, using optical 
zoom features can add to "camera-shake" conditions. Avoid 
using it i f possible. 

5. Consider composit ion. For the "big picture shot," which 
is best to take right at dusk, include the entire house, being 
careful not to cut of f any o f the roof. "You may need to stand 
across the street and deal with traffic," Parrott says, "but the 
shot is essential." As it gets darker, focus on the details. 

For these shots, Parrott suggests contractors make sure 
they include an object in the foreground to give depth to 
the shot. "Likely foreground candidates include overhanging 
branches, bushes or gardens," he says. "Include just enough 
to be interesting, but not so much as to be distracting. The 
foreground image can be slightly out o f focus, but it cannot 
be unrecognizable." Another tip from Parrott: "Avoid black 
holes. Good landscape lighting design wil l create a scene 
composed of focal points that naturally lead the eye from one 
place to another." IL 

by m a r i s a p a l m i e r i | a s s o c i a t e e d i t o r 



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. 

So when you're here, m 
you're in CARLISLE COUNTRY. 

'~ecial Tires for Special Purposes 
USE READER SERVICE # 6 1 

D4RLISLE 
Tire & Wheel Company 

23 Windham Boulevard I Aiken SC 29805 11.800.827.1001 I www.carlisletire.com 
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construction equipment 

D o n t l e t t h e i r s i z e f o o l y o u - m i n i s k i d - s t e e r s c a n p e r f o r m 

a r a n g e o f d u t i e s w i t h a d i z z y i n g a r r a y o f a t t a c h m e n t s . 

magine a skid-steer wi thout the cabin, boasting 360-degree views, and a myriad 
o f attachments that would make any contractor green w i th envy. YouVe just cre-
ated a min i skid-steer, also known as a stand-on compact ut i l i ty loader. 

The landscape industry began buying up min i skid-steers and compact ut i l i ty 
loaders in the mid-1990s, when contractors saw that they were useful for more 
than just material handling. M i n i skid-steers were first used in countries like 
Australia and Canada, dur ing the late 1960s and early 1970s, where they were 
used to move di r t and clean out barns, says Kevin Smith, product manager for 
compact ut i l i ty for D i tch Wi tch , Perry, Okla. "They began to see the benefit 
and the versatility o f mult ip le attachments, and mult iple functions w i th a single 
uni t , " he says. 

b y m a r k p h i l l i p s | a s s o c i a t e e d i t o r 
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It s Time 
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"Dixon's rugged construction and reliable mowers 
mean I have more cut time and less down time, 
that's money that I see on my bottom line." 
Frank ft, Kansas 

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

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

http://www.dixon-ztr.com
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The use o f min i skid-steers 
by landscape contractors gained 
prominence in the mid-1990s 
largely because the market began 
to focus on more than just upper-
end clients. "They were looking for 
a machine that could help reduce 
their dependence on hand laborers 
and bulkier pieces o f equipment that 
didn't perform well in many o f their 
applications," says Greg Lawrence, 
marketing product manager at Toro, 
Bloomington, M i n n . A n d landscape 
contractors were looking for ways to 
reduce their costs and increase their 
productivity. 

"When they started looking 
around at the jobs and tasks at hand, 
they needed a productive, compact, 
versatile piece o f equipment and mini 
skid-steers began to answer that," 
Smith says. "From that, manufactur-
ers have continued to evolve those 
units to help contractors perform 
better on those jobs." 

Since the machines are stand-on or 
walk-behind, the operator can see 360 
degrees around the equipment while 
working. "The 360-degree visibility 
that you get when you're on these ma-
chines is something that we continue 
to hear contractors raving about," 
Lawrence points out. " I f you're work-
ing in tight, confined areas, the ability 
to see all the way around you while 
you're working continues to be a posi-
tive on these machines." 

M i n i skid-steers allow contractors 
to work in even more confined and 
congested areas than larger, sit-down 
skid-steers. "Landscaping is not just 
happening in rural American any-
more," Smith says. "It's in urban areas, 
downtowns, subdivisions that have 
10 feet o f room between the houses. 
You just don't have the room to put 
traditional, bigger equipment in there. 
That's part o f why there's been a shift 
to these smaller machines." 

Because min i skid-steers can ac-
cess these areas, they allow landscape 
contractors to mechanize jobs that 
could only be done by hand before, 
completing jobs faster and wi th less 
manual labor, says Aaron Kleingart-
ner, loader product specialist for 
Bobcat, West Fargo, N . D . "Instead 
o f hir ing two or three extra work-
ers to dig holes for trees and shrubs, 
one operator can mechanize these 
tasks in half the time wi th an auger 
attachment on the min i track loader," 
Kleingartner says. 

lawn & landscape november 2 

Having over 1,500 acres to maintain can be challenging and over- i 
whelming at times. The all-in-one ability of the SEED A- 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 
I got this job. I believe it pays for itself in the first year. 

g R o d u c ^ t s C A L L F 0 R A F R E E V , D E 0 T 0 D A Y 

MTTVt TURF EQUIPMENT 800-363-8780 
WWW.lSTPRODUCTS.COM • SALES@1STPR0DUCTS.C0M 
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MATT MAMMERSTEIN 

GOVERNOR S LAND 
AT TWO RIVERS 
WILLIAMSBURG, VA 
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It's Just a Pump! 
CDS-John Blue Company is the only company 
to offer a complete line of polypropylene pumps. 
Our patented Poly Millennium Series pumps will handle acid and other highly 
corrosive products. The patented thick poly walls will also withstand abrasive 
products, which causes pump failure in other product lines. 

Plus we have a complete line of diaphragm and piston spray pumps to fit your every turf, 
lawn and landscape need. With pressures available up to 725 psi and flow rates from 
4.3 to 67 gpm, these are some of the most versatile spray pumps on the market today. 

When the time comes for you to buy a spray pump - Buy More Than Just a Pump. 
Take a closer look at the CDS-John Blue Diaphragm Spray Pumps. 

CDS-John Blue Company 
Division of Advanced Systems Technology 

800-253-2583 • 256-721-9090 • Fax:256-721-9091, 
www.cds-johnblue.com 

If it's Not a 
CDS-John Blue 
Spray Pump... 
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The uses for mini skid-steers con-
tinue to grow as new attachments are 
designed. "Though mini track loaders 
don t have the l ift ing capacity o f a 
full-size skid-steer loader or compact 
track loader, they are able to easily l ift 
materials and perform smaller jobs," 
Kleingartner explains. A landscape 
contractor might use a mini skid-
steer for grading in a constricted area, 
digging holes for trees or fence posts, 
installing irrigation, demolishing a 
concrete patio or steps, hauling sod or 
paving stones, or sweeping driveways 
and sidewalks. 

One of the more unique du-
ties Smith says mini skid-steers are 
being used to perform is in building 
trails. "We've had an opportunity to 
have them used in a fair amount o f 
building recreational trails that people 
are used to seeing in parks," Smith 
says. " I ts one of those applications 
that many contractors may not think 
about." 

Also, space limitations continues 
to push the use o f compact uti l i ty 
loaders. "Over the years, residential 
lot sizes have decreased - homebuild-
ers are maximizing land by placing 

larger homes on smaller lots and 
building homes closer together," Kle-
ingartner points out. "Because of this, 
landscape contractors have less space 
to maneuver when completing tasks 
such as grading, sod and irrigation 
installation, and placing hardscape 
materials." 

EVOLUTION OF A MIGHTY MIN I 
MACHINE. While the basic design 
of the mini skid-steer or stand-on 
compact uti l i ty loader has remained 
the same over the years, manufactur-
ers have introduced a wide variety o f 
attachments that radically change the 
duties that can be performed. M i n i 
skid-steers come in both wheeled and 
tracked varieties and offer a range of 
horsepower. "The evolution o f the 
compact uti l i ty loader means more 
choices," Lawrence says. "Landscape 
contractors can select a model based 
on the type o f fleet they currently 
have, ground/soil types, altitude and 
climate, and the attachments they wil l 
be operating." 

The small size o f mini skid-steers 
and low ground pressure means the 

continued on page 114 

on the right track 

There are a number of daily and weekly maintenance tips that crews 

should be mindful of to ensure their equipment runs efficiently, and 

for as long as possible, says Greg Lawrence, marketing product man-

ager at Toro, Bloomington, Minn. 

On a daily basis, crews should walk around the machine and make 

sure all bolts appear t ight; hoses aren't worn; and tired are properly in-

flated. If it's a track unit, make sure the track tension is good. Engine oil 

should be checked daily and all pivot points on the machine should be 

greased daily. Ensure that locking pins that hold an at tachment onto the 

machine are in good repair and that the at tachments have no hydraulic 

leaks. Also, make sure the teeth or tines on an at tachment aren't worn 

or loose. 

All fi lters should be inspected on a weekly basis. Other weekly main-

tenance items include: 1. Checking the hydraulic oil and filter; if hydrau-

lic oil is a milky color, there is water in the hydro system and it should be 

drained. 2. Belts should be inspected and should be t ight wi th a 1/4-inch 

deflection; belts showing wear should be replaced. 3. In the long-term, 

the hydraulic oil and fi l ter should be changed every 400 hours, spark 

plugs should be checked every 100 hours and changed on a yearly basis 

and battery cable ends should be checked and cleaned regularly. 
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Landscape Lighting 
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on Earth, No one can 

match our prices, 
inventory, or product 
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The Contractors' 
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Same Day Shipping 
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Industry. 
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"We chose Hustler because of the speed, 
quality of cut, and because Hustler holds up 

to our mowing demands better than any 
other brand we tried. Also, we really love 

the way Hustler stands behind their product -
customer service is very important to us." 

Steve Miller, Top Cut Lawn Services, Lake Worth, Florida 
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continued from page ill 

machine is very unlikely to break 
up concrete on a sidewalk or tear up 
grass or turf. "A lightweight, versatile 
machine has the ability to solve the 
needs o f the job while min imiz ing 
tu r f damage," Lawrence says. "This 
gives the contractor the peace o f m ind 
knowing they wi l l not have to go back 
and replace sod on a job." A n d the 

machines size makes it easy to load 
and unload on trailer and transport 
f rom the jobsite. 

What started as a simple bucket 
machine that hauled dir t f rom one 
side o f a jobsite to the other has 
grown into a true mult i - funct ion 
machine. It has hundreds i f not thou-
sands o f duties it can perform while 

^ I 
A revolutionary new design 

with removable, 
t ^composite housing. 

i 

f*r 
w 
a 

EASY! 
NEVER BEFORE HAS A 

BACKFLOW PREVENTER BEEN SO EASY! 

• TO FIT IN A VALVE BOX 
• TO SERVICE 

• TO WINTERIZE 

Wilkins new small Backflow Pre-
venters are revolutionary. The new 
350 Double Check Assembly along 
with the 375 Reduced Pressure Prin-
ciple Assembly, feature unsurpassed 
servicibility and performance in a 
smaller, shorter package. 

Designed to provide top access 
to test cocks, shutoff valves and the 
check assembly, winterizing, clean-
ing and repair are a snap. 

By removing the entire composite 
housing between the shutoff valves, 
you're able to reduce the t ime it nor-
mally takes. 

And, with a shorter lay length, as-
semblies are easier to fit in smaller 
valve boxes. 

The new 350 and 375 assemblies 
are available in 3 / 4 " and 1" sizes. 

Check www.zurn.com for more detailed information. 

WILKINS 
a ZURN company 

1747 Commerce Way, Paso Robles, CA 93446 

Customer Service Representatives available Mon. - Fri. 7 am to 5 pm PST. 

Call 805-238-7100 or 805-226-6297 
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on the job. M i n i skid-steers can mini-
mize contractor investment on the 
job, while increasing productivity. " I t 
allows a contractor to take one unit to 
the jobsite one day and do all o f the 
tasks that he needs in that day," Smith 
says. " I f you take a crew o f guys wi th 
shovels, and you give them a powered 
piece o f equipment, their productivity 
wi l l go up." 

Many times, contractors buy min i 
skid-steers intending to reduce their 
labor force. But sometimes that's not 
the result. "So they actually end up 
expanding their businesses, taking 
on more work, while still being able 
to maintain their same labor force," 
Smith says. "These machines have 
evolved and can do anything from 
clearing the land prior to hardscaping, 

Instead of hiring two or 

three extra workers to 

dig holes for trees and 

shrubs, one operator can 

mechanize these tasks 

in half the time with an 

auger attachment on the 

mini track loader. 

- Aaron Kleingartner 

all the way down to laying sod." 
Compact ut i l i ty loaders are ideal 

for landscaping, general construction 
or virtually any application where ef-
ficiency can be improved through the 
replacement o f hand labor to bolster 
profits, Lawrence says. The most 
popular attachments are earth augers, 
trenchers, soil cultivators, under-
ground boring units, tillers, vibratory 
plows and power rakes. "The breadth 
o f attachments enables these compact 
units to perform big-machine applica-
tions like grading soil or carrying large 
rootball trees," Lawrence says. 

The stand-on design o f the min i 

continued on page 118, sidebar on page 116 

http://www.zurn.com


These free Marketing Seminars are presented by Joe Kuclk, owner 
of Real Green Systems. At this seminar, you can learn first hand 
how Joe, and other businesses that have consulted him, have 
dramatically Increased revenue and profitability using his proven 
marketing techniques. If you are Interested In growing your 
business, this is an event you cannot afford to mlssl 

IndustnflMarketing 
miliars} fltmi m 

Attend this 
mm. • 
Attend this K Green In 
Marketing seminar to learn pro" 
marketing techniques such as: 

• Building a Marketing List 
• Door-to-Door Sales 
• Telemarketing 
• Block Leading 
• Direct Mail 
• Neighborhood Marketing 
• Internet Advertising 
• Web Site "The 24 Hour Store Front" 

Joe, I would like personally thank you for your seminar. 
You truly are on the cutting edge.7t^..^Mike T 

I really appreciate the marketing seminar. We came back 
energized and full of new ideas. We have started with a new: 
marketing plan for the next 9 months Amanda F 

r ^ 

Coming to a City Near You! 

Dallas, TX 10/25/06 

Columbus, OH 11/1/06 

Detroit, Ml 11/7/06 

Memphis, TN 11/15/06 

Atlanta, GA 11/16/06 
West Palm Beach, FL 12/1/06 

Raleigh, NC 12/5/06 

Newark, NJ 12/6/06 
Cincinnati, OH 12/13/06 

Indianapolis, IN 12/14/06 

Tampa, FL 12/19/06 

Pittsburgh, PA 1/4/07 

San Diego, CA 1/10/07 

Myrtle Beach, SC 1/18/07 
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Sign up for this I 
Seminar Today! 

Call 1 - 8 0 0 - 4 2 2 - 7 4 7 8 or 
sign up at www.realgreen.com 

space is limited, lunch will be provided 
"Dates and venues subject to change. Call for details. 
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EdgePro Ultra construction equipment 

PVC landscape 
Border 

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

» Competitive price 

•• Versatile anchoring options 

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

» Custom-designed connectors 

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

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

C DiriE 
MANUFACTURED BY OIMIX LLC 

1.800.EDGEPR0 11.800.334.3776 

28305 St. Rt. 7. Marietta. OH 45750 

PH: 1-800-334-3776 FAX: 1-740-374-2700 www.edgepro.com 
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staying safe on the job 

While they are small, the power of a mini 

skid-steer should not be underestimated. 

Working in confined areas presents a range of 

challenges not faced by operators in places like 

open fields. 

"Understanding what's around you, where any 

hazards may exist, and understanding the terrain 

around you is important," says Kevin Smith, prod-

uct manager for compact utility for Ditch Witch, 

Perry, Okla. An operator must understand or seek 

training for these units, since they'll likely be used 

in a host of working conditions. "A bucket is going 

to act differently than if you put a backhoe on the 

machine," Smith says. "Understanding how the at-

tachment is going to affect the unit, and how that 

reacts on the terrain, will allow you to have safer 

operation throughout the day." 

Aside from paying attention to the conditions 

around them, operators should acquaint them-

selves with the range of safety features available 

on most mini skid-steers. Mini skid-steers include 

a reverse-travel stop panel, which is located on the 

back of the machines, says Aaron Kleingartner, 

loader product specialist for Bobcat, West Fargo, 

N.D. When the panel is pushed in, it will return 

the drive control to neutral, stopping the machine 

and preventing it from moving backward. 

A neutral start interlock will prohibit the engine 

from starting if either the drive/steering control, 

lift arm control or auxiliary hydraulic control lever 

is engaged. With the lift arm and tilt lockout sys-

tem with manual bypass, if the lift arms are raised 

and the engine is off, the lift and tilt functions are 

locked. This prevents accidental movement of the 

lift arms or attachment, Kleingartner says. A park-

ing brake also will keep the mini skid-steer from 

unintentionally moving. 

Manufacturers strongly encourage operators 

to view safety videos associated with the mini 

skid-steer and to read the owner's manual before 

jumping in the driver's seat. 

http://www.edgepro.com


rtfuji BLMS 

a m n m W © M F § J 1 1 
MIKE MMJERIPUR TOM1 
M M M O H f M U C K M E M 

"Im GMCIV-3500 D/ESEil 
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skid-steer gives the operator imme-
diate access to the jobsite without 
having to exit the machine from a 
sitting position. The same applies to 
walk-behind versions. "Walk-behind 
machines deliver an added degree of 
comfort because the operator is not 
actually on the machine and does not 
need to 'hold-on to secure themselves 
while operating the equipment," 
Lawrence says. "For some, it may be 

operator needs to get a lot o f traction 
on the ground. Turf-friendly track is 
smoother and is designed to be used 
on sidewalks and turf. W i th this type 
o f track, less or no damage is done to 
the ground because the tracks don't 
grip as hard. 

Whi le mini skid-steers could be 
considered expensive, the benefits 
should be weighed before thinking 
the price is out o f the ballpark. The 

" W h e n they started looking around at the jobs and tasks at hand, 

they needed a productive, compact, versatile piece of equipment 

and the mini skid-steers began to answer that." - Greg Lawrence 

less intimidating to walk behind a ma-
chine than to ride on one." 

A MYRIAD OF USES. Many land-
scape contractors look to mini skid-
steers as an entryway into expanding 
the services they provide. "The range 
o f attachments that contrac-
tors can purchase and rent 
makes the list o f applications 
almost endless," Lawrence 
points out. 

Lawrence has seen irriga-
tion contractors using mini 
skid-steers with a variety o f 
attachments, such as trencher 
attachments or vibratory plows 
to install pipe, trench fillers 
for covering an open trench, 
underground boring units for 
pull ing pipe under driveways 
and sidewalks, augers for 
installing valve boxes and 
buckets for hauling materi-
als. Still other contractors use 
attachments such as backhoes, 
pallet forks and buckets to 
build decorative ponds. M i n i 
skid-steers equipped with 
hydraulic breakers can be used 
to take out walls on demoli-
tion jobs and then to clean up 
after the job is complete with a 
broom or bucket attachment, 
Lawrence says. 

The terrain on which 
the mini skid-steer wi l l be 
operated wi l l determine the 
track. Aggressive track is used 
for hardscape work, such as 
digging out a pool, where the 

typical unit wi th a bucket attach-
ment can range in price from less 
than $10,000 to more than $20,000. 
Most machines landscape contractors 
use range in size from 1,000 pounds 
to 2,500 pounds. The final price wi l l 

depend on the horsepower, size and 
attachments purchased. 

Contractors should try to accu-
rately match the machine to the job 
for which its needed, Smith says. "A 
fencing contractor who's dril l ing post 
holes all day doesn't need the high 
horsepower performance that some-
one who is using a high-consumption 
attachment - like a tiller or a stump 
grinder - would use," he says. 

I f there's one 
drawback to using mini 
skid-steers, it's that some 
landscape contractors get 
too ambitious and try to 
use them for a larger job 
than intended, Smith 
says. "They are so produc-
tive that people try to do 
more with them than they 
should." l l 

Visit the Lawn & Landscape Message Board 
to discuss your best practices for using mini 
skid-steers and compact utility loaders. 
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Water is the Earth's most precious resource, and the need to use it responsibly has never been 
greater. Rain Bird is dedicated to developing products and technologies that use water in the 
most efficient manner possible, whi le providing the necessary moisture for landscapes to 
thrive and crops to grow. This vision is what we call The Intelligent Use of Water. 

There are four key cornerstones that make up The Intelligent Use of Water, and they are also 
the foundation to our business: Leadership, Education, Partnerships and Products. 

LEADERSHIP: Rain Bird is taking a lead role in water conservation efforts. We have sponsored 
four international summits, br inging together some of the world's leading experts on water, 
irr igation and conservation to openly discuss and debate important issues. Additionally, our 
annual part icipation in the Tournament of Roses Parade provides a global forum, drawing 
attention to the importance of water to various animal species and natural habitats. 

EDUCATION: Rain Bird is commit ted to teaching others about The Intelligent Use of Water. 
We have published two whitepapers, Water for a Growing World and A Homeowner's Guide to 
Water-Efficient Landscapes and developed water conservation curr icula for teachers. And we 
continue to develop and sponsor educational Public Service Announcements that air all 
over the country. 

PARTNERSHIPS: Recognizing that there is power in numbers, Rain Bird partners w i th 
thought leaders, organizations and governmental agencies to achieve meaningful results. 
From industry-related activities w i th the Irr igation Association to our inclusion in the 
development of the Environmental Protection Agency's new labeling program, Rain Bird 
demonstrates that no one can do it alone. 

PRODUCTS: Rain Bird's products exemplify the state-of-the-art in water conserving 
irr igation technology. From features like pressure regulating stems on spray heads and 
the industry's most efficient nozzles to cut t ing edge technology like our new ET Manager, 
Rain Bird's products w i l l save water. 

This past year as president of the Irr igation Association has been extremely rewarding. It has 
been an honor to serve this industry, and I look forward to cont inuing to work towards saving 
water for now and for the future. 

Ken Mil ls 
Rain Bird Corporation 
General Manager for Landscape Irr igation Division 
Contractor SBU 

Use 
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BUSINESS 
as usual 

The irrigation industry continues its growth despite water 
restrictions and some unpredictable economic conditions. 

The economy, weather and legislation 
- these are the three wobbly legs 
holding up the irrigation industry. 
And if one of those three legs of 

the tripod fails to support, business can 
collapse. 

Contractors all over the United States are 
feeling pressure from all three areas. Some 
are struggling with less building going on 
in their regions, while other areas suffer 
droughts. Many are under water restrictions 
and regulations. 

Yet the irrigation industry grows on. 
An impressive 80.9 percent of contractors 

polled expect their company's gross sales to 
increase by an average of 15.52 percent in 
2007. Only 1.3 percent of irrigation contrac-
tors expect their sales to decrease. 

In Richmond, Calif., business is thriving, 
according to Jessie West, owner of Jessie West 
and Associates. "Business has gotten better 
- people are buying houses like crazy," she 

says, noting that this factor has led her to 
increase her irrigation business. West's com-
pany provides irrigation design, installation 
and repair services for residential customers. 
About 75 percent of her business comes from 
irrigation design and installation, which she 
feels is more profitable. 

JeffBowen, president of Stuart, 
Fla.-based Images of Green, also 
says that despite challenges the 
state of the irrigation industry 
is "strong and getting stronger." 
He attributes this growth to the 
amount of real estate develop-
ment in his area. Bowen's irriga-
tion division is about 80 percent 
irrigation maintenance and 20 
percent irrigation installation, 
but like West, he says installation 
is his most profitable. "It's easier 
to sell," he says. 

For areas where people aren't 

building as many houses, it can be more dif-
ficult to stay busy. Sometimes, this is where 
another leg of the tripod kicks in. Droughts 
are a clever way for nature to remind custom-
ers to purchase irrigation systems. 

"In central New York we had such a drought 
season last year that the cost of irrigation 

The Average 
Irrigation Company 
Full-time employees 21.20 

Part-time employees 5.96 

Years in business 13.42 

Years providing irrigation services 10.86 

2005 gross revenue $692,601 

2006 gross revenue $789,720 

Increase expected in 2007 15.52% 



price check 
If a contractor charges too much, he is cheating his customers, 

and probably won't get enough business. If he charges too little, 

he is cheating himself and his employees and will probably have 

too much business to handle properly. A balance must be struck 

to keep pricing fair for all parties involved. 

As living expenses, labor costs and material costs increase, 

contractors should adjust their prices to reflect those changes. 

Fuel prices can affect contractors that must travel a lot for service 

calls, as well as the cost of petroleum products like plastic. Many 

contractors have found that the increase in fuel costs has forced 

them to up the bill for customers. 

"We had to. The price of fuel went up. The price of materials 

went up. It was not a fun deal," says Michael Hornung, president, 

Valley Green Cos., Sartell, Minn. Hornung adds his prices in-

creased about 7 to 10 percent over last year's. 

Jeff Bowen, president of the Stuart, Fla.-based Images of Green, 

had to raise his irrigation prices by about 12 percent because 

material costs went up. 

As prices continue to rise for contractors, it is likely they will rise 

for customers as well. To avoid upsetting clients, some contractors 

opt to enter into a contract with their customers that has a fixed 

price for a certain number of years. 

"A lot of our contracts we do a one-year or two-year agreement 

and we sell the vol-

ume of time," Bowen 

says. "That gives 

you the opportu-

nity to create a good 

relationship with the 

customer where they 

don't get surprised 

in the middle of the 

year by increases." 

doesn't really seem to matter," says Aaron 
Smith, irrigation division manager, Lakeview 
Lawn and Landscape, Canandaigua, N.Y. 
"Last years weather scared a lot of people so 
more people are considering irrigation who 
weren't before." 

In these instances, Smith reports that ir-
rigation maintenance services tend to drive 
up the revenue more so than irrigation design 
and installation. 

"Our irrigation installation side of the 
business has been down 22 to 25 percent," 
says Michael Hornung, president, Valley 
Green Cos., Sartell, Minn. " I think a lot 
of that is attributed to not as much new 
construction as we've seen in the past because 
of the economy. We are now in a buyer's 
market." 

Hornung says one of the biggest chal-
lenges to building his business in 2006 was 
the overbuilding of the area from a housing 
standpoint. 

Smith claims there's a different reason 
behind his services being more profitable 
than the installation. "There are fewer un-
knowns. I f somebody calls with a problem, 
you know what the problem is. Whereas 
with install, everything is underground and 
you don't know what you're going to run 
into," he says. 

Overall, the irrigation industry is growing. 
Despite other factors, people are proving that 
there is still a demand for irrigation by con-
tinuously increasing the average company's 
revenue year after year. 

A LOOK AT PRICING 
According to Lawn & Landscape irrigation research, the majority of contractors (77.1 percent) offer 
irrigation services to both residential and commercial customers. Only 12.5 percent offer services 
to just residential customers and only 10.3 percent of contractors offer services to just commercial 
customers. 

While most contractors reported average residential property sizes of 1/a to V2 acre, the average 
commercial property for both irrigation installation and maintenance services was between 5 and 6 
acres, according to the research. 

PRICING DETAILS 

Average price for complete 
design and installation of 
an irrigation system (including 
labor, materials and markup) 

Average cost per hour for service 
calls or maintenance 

Residential Site (1/3 acre) 

$52.66 

Commercial Site (1 acre) 

$12,776 

$55.71 



SPENDING SPIKES Contractors are spend ing more each year on 

equ ipment and parts for irr igation systems. 

To keep up with the growing irrigation in-
dustry's demands, contractors are buying 

more irrigation equipment and components 
every year. The purchases have lead to a 23.6 
percent increase of average annual expendi-
tures for irrigation systems and components 
from 2005 to 2006 (from $21,265 average 
annually to $26,285, according to Lawn & 
Landscape irrigation research. And it may not 
be the end just yet - irrigation contractors 
predict at least another 9.3 percent increase for 
2007 (from $26,285 average spent annually 

to $28,742). 
Most contractors are put-

ting their money into neces-
sities like pipe, rotors, spray 
heads and valves. Everyday 
parts like these have allowed 
for 27.9 percent of contractors 
to admit to spending more 
than $50,000 on irrigation 
systems and components 
this year and 32.3 percent 
planning to spend more than 
$50,000 in 2007. 

"I've spent more money on everything," 
says Jessie West, owner of the Richmond, 
Calif.-based Jessie West and Associates. 
"Pipes, controllers, electrical valves - there was 
more work, so I had to buy more stuff." 

And many contractors don't feel too bad 
about increasing their expenditures because 
they feel the products are higher quality than 
they were years ago. "I think the products 
are much better," says Michael Hornung, 
president, Valley Green Cos., Sartell, Minn. 
"They're more in tune efficiency-wise, they 
last a lot longer, they're quieter and they don't 
require as much maintenance to keep them 
running. And because the parts are more 
efficient, there is less maintenance required, 
so the price of a sprinkler system 15 or 20 
years ago isn't a lot more than it is now. This 
is also leading to more people hiring irrigation 
contractors to install systems in their yards. 
It's not just an option for wealthy people 
anymore." 

The rise in water restrictions and regula-
tion also has helped boost sales in irrigation 
equipment with some contractors now invest-

ing in more components like drip systems and 
smart controllers to conserve water. 

Where The Money Went 
What percentage of your irrigation system 

and parts purchases in 2006 were for the 

following? 

SYSTEM 
COMPONENT 

% OF 
PURCHASES 

Pipe 21.28 

Rotors 17.52 

Spray Heads 16.85 

Controllers 13.9 

Valves 11.70 

Drip Systems/ 

Components 
8.39 

Other 4.45 

Rain Moisture 

Sensors 
2.97 

Pumps 2.95 

A DROP IN THE BUCKET 
Think water restr ict ions were bad a year ago? Contractors say 

regulat ions are likely to increase in the coming years. 

b y h e a t h e r d e a n g e l i s | c o n t r i b u t i n g e d i t o r 

Water conservation has become increas-
ingly significant in the past several years 

as legislation has been passed to restrict water 
usage. With drought-stricken areas thirsting 
for enough water to satisfy lawns and irre-
sponsible watering increasing waste, irrigation 
contractors have been subjected to laws and 
regulations to keep from misusing water. 

This year, 44.2 percent of contractors 
polled claim new water use restrictions and 
regulations have come into effect in their area, 
a 3.2 percent increase over 2005. 

"The water situation in our area is not 
very good," says Brian Vinchesi, president of 
Teppdress, Mass.-based Irrigation Consult-
ing. "We have at least eight cities that have 
banned automatic irrigation. We even have 
a state that is trying to eliminate outdoor 
water use." 

While Massachusetts is on the more 
extreme side of regulation, other states are 
also feeling some effects. "A few years ago 
they actually went to an odd/even watering 
schedule in a lot of communities in our area 
where if a house number ends in an odd 

number, they water on odd days, and even 
numbered homes are watered on even days," 
says Michael Hornung, president, Valley 
Green Cos., Sartell, Minn. 

Increasing restrictions have even influenced 
some companies into changing their practices. 
Approximately 27.6 percent of contractors 
install more drip irrigation - a 3.8 percent 
increase over last year - and 23.2 percent 
install more automatic shut-off devices - a 4.3 
percent increase over 2005. The biggest jump 
was in self-adjusting or "smart" irrigation 

products, with 19.1 percent of contractors 
saying they are using more of them - a 5.4 
percent increase over 2005. 

Most predict water restrictions won't be 
going away any time soon, according to those 
interviewed. In fact, Smith believes there will 
be more water restrictions and more drip ir-
rigation installations in the Northeast in the 
next 25 years. As such, irrigation contractors 
will have to adapt to meet the water conserva-
tion regulations in the coming years or risk 
business survival, Vinchesi says. 

Handling H20 
What impact have new water use restrictions had on your business in the past two years? 

IMPACT % OF CONTRACTORS 

None - it did not change our business practices 48.9% (2.9% less than 2005) 

We install more drip irrigation 27.6% (3.8% more than 2005) 

We install more automatic shut-off devices 23.2% (4.3% more than 2005) 

We began using more self-adjusting or "smart" products 19.1% (5.4% more than 2005) 

Other 8.2% 

^ S i S I 



SMOOTH 
operators 

Contractors need quality irrigation 
technicians for their businesses 

to be successful. 

W ith the irrigation industry growing 
at an ever-increasing rate, knowl-
edgeable and reliable technicians 

are becoming more important than ever. In 
order for a business to thrive, each employee 
must be able to perform the job quickly and 
thoroughly. 

With 89 percent of the contractors polled 
claiming that they train by allowing techni-
cians to learn from others on the job, the 
language barrier can be a speed-bump in 
efficient training. 

In the future, "there will be even more 
people for whom English is a second language 
- specifically Spanish - coming into irriga-
tion," says Jessie West, owner of Richmond, 
Calif.-based Jessie West and Associates. "As 
a result, more irrigation training needs to be 
offered in Spanish." 

Jeff Bowen, president, Images of Green, 
Stuart, Fla., agrees. "Ten to 20 years from 
now, the percentage of irrigation company 
owners who are Hispanic will have increased 
dramatically. Currently, I don't have any ir-
rigation technicians who are not Hispanic." 

Because of this changing irrigation work-
force, more contractors are learning Spanish 
to meet their employees half-way. 

Despite the influx of Hispanic workers and 
their growing knowledge of irrigation tasks, 
some contractors still find it challenging to re-
cruit and retain quality irrigation technicians. 
As a result, "we need to educate young people 
being brought up in high schools and grade 
schools, and let them know that irrigation is 
a good career area," Bowen says. 

Michael Hornung, president, Valley Green 
Cos., Sartell, Minn., suggests other methods 

Teaching Techniques 
How do you train your employees on irrigation maintenance and installation? 

TRAINING METHOD % OF CONTRACTORS 

Learn on the job, observing others 89.3% 

Professional training and/or certification classes 38.9% 

Instruction manuals 34.5% 

Online services 4.7% 

Other 2.2% 

of attracting capable technicians. "We need 
to provide better opportunity for year-round 
employment for them. There are some differ-
ent things you can do - maybe you're doing 
snowplowing, maybe Christmas decorating, 
maybe you're doing some of these other 
things that allow you to keep your employees 
employed year-round." 

Money is a powerful incentive to gain 
the edge over competing companies when 
it comes to attracting technicians as well. 
On average, contractors offer entry-level 
irrigation technicians with less than three 
years experience $10.39 per hour, according 
to Lawn & Landscape irrigation research. 
If the technician has more than three years 
experience, the average jumps to $14.69 per 
hour. The average irrigation foreman earns 
$31,690 per year. 

In Florida, Bowen ups the ante to keep 
employees attracted to his business. He pays 
new technicians about $ 14 per hour. To make 
his deal a little sweeter, he makes sure the 
employees are well taught. 

"We cross-train all of our technicians," he 

says, adding that he teaches them everything 
from how to run a clock to how to service 
various irrigation system components. 

Many contractors hope that by providing 
competitive pay rates, superior training and 
good communication, quality irrigation em-
ployees should become easier to retain. 

"Ten to 2 0 years from 

now, the percentage of 

irrigation company owners 

who are Hispanic will have 

increased dramatically. I 

don t have any irrigation 

technicians who are not 

Hispanic. - Jeff Bowen 



We wouldn t trust our 
reputation to anyone else 

Ray and Scott Ostronic 
Granulawn Inc. 

grwuisxiiJ 

Install Confidence.® Install Rain Bird® 
1800® Series Spray Heads and Nozzles. 

For nearly 30 years, professional irrigation cont rac tors like Ray and 
Scott Ost ronic have t rus ted their bus iness to the proven p e r f o r m a n c e 

a n d reliability of Rain Bird. 

T h a n k s to all t he cont rac tors w h o have done the same, m a k i n g 
Rain Bird the most prefer red spray head a n d nozzle b r and out there . 

Visit www.rainbird.com/1800 and tell us why you t rus t your 
reputa t ion to Rain Bird. 

PA/N^B/rd 
VISIT US AT GIE, BOOTH #1010 

USE READER SERVICE # 70 

http://www.rainbird.com/1800


The 
Intelligent 

Use of Water 

Water. It's wha t keeps the world alive. 

As the world's largest m a n u f a c t u r e r of 

irrigation products , we believe it is our 

responsibil i ty to develop technologies 

tha t use water efficiently. Over the 

past seven decades , our p ioneer ing 

efforts have resulted in more t han 130 

patents . From central control sys tems 

and au toma t i c shut-off devices to 

pressure regulat ing c o m p o n e n t s 

and low vo lume dr ip irrigation, Rain 

Bird designs p roduc t s tha t use water 

wisely. And our c o m m i t m e n t ex tends 

beyond p roduc t s to educa t ion , 

t ra ining and services for our indus t ry 

and our communi t i e s . 

The need to conserve water has 

never b e e n greater. We wan t to do 

even more, and with your help, we 

can. Visit www.rainbird.com for 

m o r e in fo rmat ion abou t 

The Intelligent Use of Water." 

Rain^BIRD 
www . ra inbird .com 

© 2006 Rain Bird Corporation 

VISIT US AT GIE, BOOTH # 1 0 1 0 
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P r e v e n t i n g f r e e z e i n a n i r r i g a t i o n s y s t 

t h w a r t s c o u n t l e s s h o u r s o f f r u s t r a t i o n 

o n c e s p r i n g r e t u r n s . 

Every year, contractors in colder climates 
must prepare for winter's wrath. For those 
who offer irrigation services, broken pipes 
and sprinkler heads are not an option - so 
they offer winterization services to their cli-
ents to prevent these occurrences. During 
this process, proper steps must be taken to 

ensure that water is sufficiently evacuated from systems to 
prevent freezing and cracking. 

FREEZE FRAME. Winterizing an irrigation system is 
absolutely necessary in climates where the ground freezes 
because low temperatures cause the water in pipes to turn 
to ice and expand, causing cracks and ruptures in the 
equipment. 

"If you don't winterize irrigation systems, you're 
going to end up with broken main lines, broken later-

als and broken sprinklers," says Don 
Cooper, corporate account manager, 
Weathermatic, Dallas. "Then all of those 
parts are going to have to be replaced or 
repaired the following year." 

Knowing exactly how to perform 
this service is important so that no 
equipment is damaged in the process. 
"If irrigation systems don't get winter-
ized properly, you can still leave pockets 
of water in them that can freeze and 
cause things to break," says Sam Moore, 
national Northwest field service manager, 
TheToro Co., Riverside, Calif. "Or you 
can damage the pipe by using too much 
air pressure or improper winterization 

continued on page 73O 



TIRED OF RUSTED OUT HOPPERS? 
Junior 325 (SP325) Mini Pro 575 (sp575> 

THE IDEAL SOLUTION FOR PERSONAL USE 
SPREADING 

• Polyethylene hopper eliminates corrosion 
• 2.7 cu. ft. hopper capacity 
• Lightweight for easy maneuverability 
• Low Maintenance 
• Attaches to any 2" receiver hitch 
• All-weather variable speed controller for 

spread pattern control 

GREAT SPREADER FOR SMALL TO MID-SIZE 
COMMERCIAL CONTRACTORS 

• Polyethylene hopper eliminates corrosion 
• 5.75 cu. ft. hopper capacity 
• Receiver hitch mount is standard 
• Variable speed controller for spread 

pattern control 
• Top screen standard 

Micro Pro 375 (sp375> Pivot Pro 1075 <spio75) 

THE WORRY-FREE ANSWER THAT INSTALLS 
EASILY WITH STANDARD RECEIVER HITCH 

MOUNT 
• Polyethylene hopper eliminates corrosion 
• 3.25 cu. ft. hopper capacity 
• Lightweight for easy maneuverability 
• Spreads wide range of melting material 
• Attaches to any 2" reciever hitch 
• On/Off switch with manual flow-gate control 

S N O W 

THE PERFECT SOLUTION WHEN ADDITIONAL 
CAPACITY IS REQUIRED 

• Polyethylene hopper eliminates corrosion 
• 10.75 cu. ft. hopper capacity 
• Top screen standard 
• Variable speed controller for spread 

pattern & material flow control 
• Optional pivot mount or reese mount for full 

tailgate access. Required mount sold 
separately, starts at $359.99. 

COME SEE US AT THE GIE SHOW! 
BOOTH # 1553 



MO RUST! NO FUSS! WITH SNOWEX ALL POLYETHYLENE HOPPERS! 

Sand Pro 1875 <SPIS75) V-Maxx 8500 (SPSSOO) 

SALE $5499.99 
SAVE $1000 

$ 6 4 9 9 . 9 9 Sugg. Lisi 

THE ULTIMATE ANSWER FOR SPREADING 
SAND & OTHER BULK MATERIALS 

• 9.0 cu. ft. hopper capacity 
• 12-volt electric drive and transmission system 
• Dual-variable speed controller for spread 

pattern & material flow control 
• Pivot mount for full tailgate access sold separately. Sugg. 
List $399.99 

CAPABLE OF S P R E A D I N G A N Y BULK MATERIAL 

• 2.0 cu. yd. hopper capacity 
• 12-volt electric drive and transmission system 
• Heavy duty dual-variable speed controller 
• High capacity direct auger system for 

consistent feed of sand or salt 
• Capable of spreading 100% salt or 100% sand 

with optional flow kit (sold sep.) 

Own the 1 8 7 5 for less t h a n $ 7 5 / m o n t h 
•To qualified buyers through Advance Acceptance. See dealer for details. 12.95% for 36 Months. D C O w n t h e 8 5 0 0 for less t h a n $ 1 8 9 / m o n t h 

'To qualified buyers through Advance Acceptance. See dealer for details. 9.9% for 36 Months. J 
NEW! Walk Behind Spreader 

GREAT FOR SIDEWALK DE-ICING! 
• Handles bagged de-icing products and rock salt 
because of the exclusive slot and flow-gate 

Sealed Transmission 
Zirk fittings for axle bearing lubrication 
Made of durable materials 

• Cover and Sidewalk Deflector 
• SnovvEx 2 year warranty at no charge 

AccuSpray! 

NEW! Salt Boxes 

GREAT FOR STORING 
SAND & SALT! 

Outdoor-rugged and weather-resisitent 
Heavy-duty lockable lid and fork lift 

pockets 
• Available in 3 sizes -

5.5 cuf t , 11.0 cu ft & 18.0 cu ft. 
• Constructed with the same UV-
protected, polyethylene material 
as the SnowEx spreaders. 

STAINLESS 
I STEEL NOZZLES 

COMPLETE SELF-CONTAINED 
DE-ICING SYSTEM CAPABLE OF 

DE-ICING OR PRE-WETTING 
• Directly apply de-icing products to pavement 
or pre-wet bulk material like sand or salt 
• State of the art digital control 
• Dual-rotary 3 position spray nozzles for either 
high-flow streamer, low-flow streamer, or wide 
fan spray 
• 12 Volt dual head high-flow pump 
*V-Maxx 8500 Sold Separately 

SALE $2199.99* 
SAVE $400 

$ 2 5 9 9 . 9 9 Sugg. L i s t 



winterization dos and don'ts 
continued from page 127 

techniques, and you won't know you 
were incorrect until the spring when 
things aren't working properly. You 
can also break things through surges." 

Techniques also differ based on 
geography, Cooper says. "Say you're 
in northern Colorado and draw 
a line basically across the United 
States through Colorado. Most of 
the winterization techniques north 
of that line are called blowouts," he 
shares, explaining that in a blowout, 
compressed air is used to empty the 
system of water. 

Southern states that experience 
light freezing generally practice a 
draining technique that uses auto-
matic and/or manual drains in the 
system, Cooper adds. Typically, 
no winterization is required in the 
South. 

The best time to perform irriga-
tion winterization is dictated by loca-
tion. In Northern states, winteriza-
tion could begin as early as Septem-
ber. But in the South, contractors 

Irrigation system manufacturers recommend the following tips for 

irrigation winterization services. 

Do 
•Wear safety goggles. 

• Use a commercial-grade compressor appropriate for the jobsite. 

• Blow out the system a second time to rid the pipes of all water. 

• Leave the controllers powered, but in the "off" position. 

• Remove the back-up battery if you choose to power off completely. 

• Start at the valve closest to the water source. 

Don't 
• Use too much pressure. 

• Stand over component parts while the system is pressurized with air. 

• Leave the compressor unattended. 

• Blow the system out through a backflow or pump. 

• Leave the manual drain valves open after the blowout. 

• Run air for more than 30 seconds after water has been removed. 

H ^ V ^ ^ V Vis i t I A B o o t h 4 1 2 f o r m o r e i n f o r m a t i o n 
•Gationproducts o r ' ° 9 o n t o w w w . D I G c o r p . c o m 

USE READER SERVICE # 73 

http://www.DIGcorp.com


Ewing: Keeping you informed of the latest Water Management Products and Trends 
Water availability will continue to be an issue we must face as we progress; water delivery systems and infrastructure can't 
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winterization wonders 

H enry DeBoer, owner, Epping Well & Pump, Epping, N.H., explains 
the ease of adding irrigation winterization services to a business. 

Q: Why should one add irrigation winterization? 
A: If you're not just a part-time irrigation contractor who does only six 
or seven irrigation installations a year on the side, then winterization is 
a necessary component of the complete package of installing irrigation 
systems in cold areas. 

Q: How do you operate the service? 
A: We have three dedicated crews for winterization. They perform irriga-
tion services throughout the season, so these same crews are doing 
that once winterization has commenced. 

Q: What challenges should contractors adding the service expect? 
A: Apart from the initial cost factor of buying air compressors, winter-
ization is probably one of the easier services we can provide because it 
doesn't require a tremendous amount of technical expertise. As for our 
crews, we have Nextel phones so that we have instant communication 
with all of our crews. We have GPS tracking in our vehicles so we know 
where they are at all times. So if we have one particular crew that has a 
problem we can send another to replace them. 

Q: How can a company perform this service efficiently? 
A: Sometimes the scheduling aspect of coordinating 10 people to be 
home at certain times can be difficult. So efficiency of scheduling is 
extremely important, especially in times when gas prices are as high 
as they are. And it just has to be an efficient scheduling process where 
you'd like to do 10 in a day if you could. 

should begin anytime after the first 
freeze - before the ground surface 
freezes - because after that irrigation 
services are no longer needed. 

"Generally, we start around 
September 15, and depending on the 
year and the weather, hopefully we're 
all done doing them before we get our 
first hard freeze in the ground," says 
Henry DeBoer, owner, Epping Well 
& Pump, Epping, N.H. "It doesn't 
always work that way. It can be diffi-
cult when you do 1,300 jobs and you 
start on September 15 and you want 
to be done before November." 

DOING IT RIGHT. The blow out 
method is the most common for 
contractors in colder climates. Other 
options are available, however. The 
manual drain method involves one or 
more manual drains on the main line 
and several automatic drains on the 
lateral lines. According to Hunter In-
dustries, this method should be used 
when manual valves are located at the 
end and low points of the irrigation 
piping. 

Automatic drain methods are 
used when automatic drain valves 
are located at the end and low point 

mailto:rotadaironemrex@aol.com


of the irrigation piping. These will 
automatically open and drain water if 
the pressure in the piping is less than 
lOpsi. 

To drain these systems, contrac-
tors should: 

• Shut off the water supply and 
open all the manual drain valves (auto-
matic valves will open on their own). 

• When the water has drained out 
of the mainline, the boiler drain valve 
or the drain cap on the stop and waste 
valve should be opened. 

• Contractors should then drain all 
the remaining water that is between 
the shut-off valve and the backflow 
device. 

• Open the test cocks on the back-
flow devise, and then pull up on the 
sprinklers to allow the water to drain 
out the bottom of the sprinkler body. 

• When all of the water has drained 
out, close all the manual drain valves 
(automatic valves will once again close 
on their own). 

• Depending on the location of 
the drain valves, there could be some 
water left in the backflow, the piping 
and in the sprinklers. 

For a more thorough water evacu-
ation, experts suggest the blowout 
method. When done correctly, there 
should be no water left in the system 
to freeze. Cooper explains the step-
by-step process needed to successfully 
blow out an irrigation system: 

• Shut down the water source to the 
irrigation system. 

• Plug the air compressor in; make 
sure the pressure is at a maximum of 
50 to 75 psi. Use a high volume com-
pressor, preferably a 100 cubic feet per 
minute (cfm) compressor or higher. 

• Start at the valve closest to the 
water source. Evacuate that valve 
until the sprinklers start blowing air. 
If you're on a system using rotor gear 
drives, make sure the first gear drive 
that starts blowing water runs no 
longer than 30 seconds on air. 

• Move to the next one and so on 
until the last one you do is the furth-
est from the water source. 

• Make a short run through the 
second time to pick up any water you 
missed previously. 

• Shut down system entryways. 
• On the middle belt where you use 

drains, make sure the drains are open 
and unblocked so that any water that 
penetrates back into the system from 
an outside source can drain during the 
winter. Close those drains during the 
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spring start-up prior 
to reactivating the 
system. 

• Turn the control-
ler to the "off" posi-
tion, or if you decide 
to completely shut 
down the controller 
make sure you remove 
the back-up bat-
tery on an electronic 
controller, rather than 
leaving the controllers 
powered year round. 

In addition, 
Hunter Industries 
suggests that contrac-
tors disconnect the 
air compressor and release any air 
pressure that may be present once 
the water has been removed from the 
irrigation system. If your backflow 
device has ball valves, open and close 
the isolation valves on the backflow 
device a few times to make sure that 
any trapped water has escaped from 

Photo: Hunter Industries 

the upper areas. Leave the isolation 
valves open at a 45-degree angle and 
open the test cocks. 

It's vital that contractors avoid 
using too much pressure and not 
enough volume to blow out the sys-
tem. "We recommend using no more 
than 50 psi," Moore says. "If they 
over-pressurize, they can damage gear 

drives by running 
them dry on air," 
he explains. "Gear 
drives are basi-
cally waterproof, 
and you can burn 
those out by just 
running them on 
air for an extended 
period of time. 
Once a system 
starts blowing air it 
needs to be turned 
off - maximum 
run time on air is 
probably about 
30 seconds once 
a sprinkler starts 

spewing air." 
Volume usually should be at a 

minimum of 300 cfm for larger jobs, 
he explains, noting pipe size also plays 
a role. 

But each job is be different. "Typi-
cally we'll use anywhere from 80 cfm 
all the way up to 160 cfm, depending 
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on whether we're doing a small resi-
dential system or we're doing a golf 
course," DeBoer says. 

"Not having the lines properly 
graded on auto-drains is another 
problem when you're not doing blow-
outs," Cooper adds. "But when you 
are doing blowouts in particular, the 
one thing that you need to do is start 
at the valve closest to the water source 
and work outward to the furthest 
valve from the water source. Never get 
the air in front of the water." 

SELLING THE SERVICE. Selling 
winterization services is a good idea 
for any contractor who works in 
climates where the ground freezes; 
however the service does not grow on 
its own. It's an established service that 
grows proportionately with the rest 
of a contractor's irrigation business, 
irrigation service providers say. 

Contractors should tell the client 
about winterization upfront in the 
design process, suggests Dan Rog-

ers, extension agricultural engineer at 
Kansas State University. 

Moore believes contractors should 
sell the service when the system is 
installed by signing a client for a 
long-term contract including spring 
start-up. When everything checks out 
in the spring, sign them up for next 
year, Moore says. 

"When we do a new installation 
we include the first year's winteriza-
tion as part of the installation," De-
Boer says. "After that, we offer service 
contracts that will start the system up, 
provide them with service throughout 
the summer and winterization as part 
of the contract." DeBoer sends out his 
service contracts in February and has 
approximately 1,300 customers that 
buy a $250 contract at the beginning 
of the season. Epping Well & Pump 
charges $100 to $300 to winterize a 
system based on its size. Customers 
pay for the service in February, so it 
provides the company great cash flow 
when business is slow. 

DeBoer's company averages 
$ 150,000 per year with a 5 percent 
annual growth rate and a 65 percent 
gross profit margin for winterizing 
irrigation systems, which is a similar 
profit to its other services. 

For contractors looking to offer 
winterization services, selling the idea 
to a customer is fairly easy, service 
providers say. "Simply explain the 
cost to them if they don ' t winterize," 
Cooper says. 

Winterization has been a service 
landscaping and irrigation contractors 
have relied on for years. Today, they 
enjoy advancements in such areas as 
the quality of drains, higher volume 
compressors and more accurate pres-
sure regulation valves. 

"One of the advancements that has 
been made is a test water cycle called 
a manual test program," Cooper says. 
"Contractors can set those up so the 
system walks through it automatically. 
The newer controllers all have that 
feature built into them." i l l 
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To g e t h e r , b o t h c o r p o r a t e a n d f i e l d p e r s o n n e l p l a n t o r e t u r n 

L E S C O t o i t s r o o t s . 

With 114 LESCO Stores-on-Wheels vehicles, more than 
325 LESCO Service Center locations, a growing team 
of sales reps and a presence in 39 states, i ts hard not 
to be familiar with the name LESCO. If you're in the 
lawn care, sports turf, golf course maintenance or snow 
removal business you've probably bought a product from 
LESCO, or certainly know someone who has. 

LESCO has headlined the news in the past year as it 
has worked to transition from its dual focus as both a 
distributor and manufacturer and struggled to maintain 

its stock price. Throw in some turmoil over a field sales strategy that resulted in the loss of 
more than 50 salespeople, and the news from LESCO hasn't been all that positive. 

Over the past year, however, a new corporate attitude led by C E O Jeff Rutherford and 
his management team have initiated a turnaround that has people inside and outside of the by c i n d y c o d e | e d i t o r i a l d i r e c t o r 
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company taking notice. 
Rutherford, 45, joined LESCO 

in 2002 as chief financial officer 
and he was named C E O in October 
2005. Prior to joining LESCO, he 
spent four years with OfficeMax, a 
publicly held company, starting as the 
company's senior vice president and 
treasurer and advancing to senior vice 
president and C F O . Prior to joining 
OfficeMax, Rutherford spent 14 years 
with the accounting firm Andersen. 

Rutherford recently sat down with 
Lawn & Landscape to discuss culture 
and other changes at LESCO that are 
repositioning the company for the 
long-term. 

L&L: LESCO has experienced quite a 
bit of transition in the last 18 months. 
In addition to the divestiture of your 
manufacturing business, key people in 
your management team and in the field 
have moved on. How do you explain the 
personnel shifts, particularly in the sales 
area? 

JR: As a company, we lost a bit of our 
customer focus for a while. Not in the 
field as much as in our corporate direc-
tion. So, if you went on our Web site 
today, you would see under culture it 
says "under construction" because we 
are really trying to change the culture 
back to what it was. Historically, our 
Service Centers and Stores-on-Wheels 
offered a high level of customer 
service. We (corporate) got away from 
that in the last five years, and now 
we are trying to get back to that level 
of customer service. So what we are 
going through is not about 'fixing' our 
field people, it is about the people who 
support them who lost their focus. As 
a result of our lost focus, we lost some 
good people both in the field and in 
the corporate office. 

Last year, a decision was made to 
expand our Stores-on-Wheels from 73 
to 111. We tried to take some outside 
sales people and put them into Stores-
on-Wheels or regional management 
positions, and we lost more than 50 

key salespeople as a result. We have 
said publicly to our shareholders that 
if we could turn back time we would 
have done things a lot differently than 
the way they were done. The people 
who made that decision and executed 
it are gone. 

I can't stress enough that we 
haven't lost that commitment to cus-
tomer service in the field. We lost it 
corporately, which made it difficult for 
our field personnel to service our cus-
tomers the way our customers require 
and the way our salespeople want to 
service them. We kind of split the 
company culturally between those in 
the field who are focused on custom-
ers every day and those at corporate 
who were focused on other things. 

L&L: What business concerns caused 
the management team to shift focus, and 
how is the situation improving? 
JR: In the last five to 10 years, we 
have gone through a series of strategic 
moves. The company had historically 
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been focused on Service Centers, 
Stores-on-Wheels, sales reps and 
serving customers. In a company 
with multiple business units, there is 
a tendency to put your capital into 
the unit that struggles. In the late 
1990s, we decided to put our capital 
into manufacturing, pulling it out of 
the stores. One immediate result was 
that we stopped opening new Service 
Centers. That hurt our ability to grow 
sales, so the new management came in 
shortly thereafter. 

Our first initiative was to strength-
en the balance sheet and the capital 
structure side of business by partner-
ing with GE Business Credit Services 
to offer our customers a stronger 
credit program. In that process and 
the subsequent process of finding a 
partner to purchase our manufactur-
ing and distribution facilities, we 
focused totally internally and lost our 
focus on customers and helping our 
salespeople. As a corporate staff, we 
left our salespeople out on their own 
without the support they needed or 
deserved. 

Quite literally, what happened 
was that the field was focused on the 
customer but the corporate focus was 
on the executives and CEO, and the 
decision making moved from field as-
sociates toward the CEO. As a result, 
there was a split in our culture along 
the field support functions, which left 
the field on their own. 

Today, we are getting back to the 
customer focus. We have formed 
a culture committee, which I am 
involved in. And through a series 
of surveys and discussions with our 
people and our customers, we are get-
ting back to being a company where 
everyone is focused on the customer. 

L&L: Explain how your relationship 
with GE Business Credit Services works. 
JR: Our partnership with GE is 
fairly simple and straightforward. GE 
provides us with money so that we 
can offer our customers various credit 
programs and delayed payment terms. 
When a customer makes a purchase 
at LESCO and pays for that pur-
chase right away, then we collect that 
money. But when a customer elects 
to delay the payment for a certain 
period, say 90 days because of a pro-
motion we're offering, then GE pays 
us for that purchase minus a financing 
fee. Then GE assumes the risk for col-
lecting that receivable. 

Before we partnered with them we 
were essentially operating a bank by 
funding our own credit program. But 
we are not a bank and are not capital-
ized properly to be a bank. Partnering 
with GE and gaining access to their 
capital allows us to offer more credit 
and delayed payment options to our 
customers while still being able to in-
vest our capital in areas that will drive 
our growth, like new Service Centers. 

L&L: What authority do LESCO s field 
sales personnel have? 
JR: By moving decision-making 

I can t stress enough 

that we haven t lost that 

commitment to custom-

er service in the field." 

- Jeff Rutherford 

authority away from the customer 
toward the CEO, our salespeople 
lost not only the authority to make 
decisions but the confidence in their 
decisions. We have given them the au-
thority to make decisions to serve the 
customer, but we are trying to rebuild 
their confidence in that decision mak-
ing. Our salespeople know what they 
need to do - they just need to trust 
that they are allowed to do it. 

For example, we had a customer 
come to us looking for some Bayleton 
fungicide, and the Service Center 
was out. Being out of the product is 
obviously a problem, but that's for 
a different day. The Service Center 
manager told the customer to go get 
the product from the competition 
since we didn't have any. When I 
heard this, I asked the manager why 
he didn't just go buy the product him-
self and then sell it to the customer to 
keep him from going to the competi-
tion. His answer was that he thought 
he would get fired for doing that. 

He knew what the right thing to 
do was, but he didn't trust the com-
pany that we would support him for 
doing it. We need to fix that. 

Our No. 1 value is customer focus. 

That is not just for field associates but 
for everybody in the organization. 
We are getting back to being a place 
where people can make decisions. 
We are working to change the culture 
back to what it was. This is a com-
pany with a long history of customer 
service, but we lost our way for a little 
while. 

L&L: Is there a time frame? 
JR: It's both short- and long-term. 
The culture is going to take some 
time - time for people to trust that 
they can do the right thing to take 
care of the customer. 

For the last few years, this was a 
command-and-control scenario where 
everyone was afraid to make decisions. 
That's not how good companies work. 
Historically, LESCO was a good place 
to work. We want to get back to that. 
We want to get back to a point where 
not only are we a good place to buy a 
product, but a good place for people 
to come and work. 

L&L: What are your plans for Service 
Center growth? 
JR: After opening 79 Service Cen-
ters the last three years, we will open 
about 40 more Service Centers this 
year. We continue to conduct studies 
relative to how many stores we can 
have and where they should be. 
Before we go into a market, we ana-
lyze the market based upon the num-
ber and location of golf courses, where 
the lawn and landscape customers are 
and where the competition is. We not 
only look at where our customers are 
but where their customers are not. 

We have studied demographic 
information as well as customer cover-
age and determined we can open at 
least 250 more Service Centers. Our 
strategic plan calls for us to open 10 
to 15 percent of our base every year, 
and we evaluate that plan annually. 

The new Service Centers continue 
performing very well, and the biggest 
obstacle to opening more is a people 
issue more than a capital issue. Open-
ing 40 new Service Centers this year 
means hiring 80 to 100 new people to 
work in them. We are at a point now 
that we are self-funded. The Service 
Centers we have opened the last few 
years generate sufficient cash flow to 
allow us to open as many stores as 
we want. The bigger issue is finding 
the right, solid people to put into the 
stores so we provide the level of ser-
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vice our customers expect when they 
walk into a LESCO Service Center. 

L&L: Because LESCO sells both 
branded and post-patent products, how 
does your sales force talk to and educate 
customers on product choice and avail-
ability? 
JR: I wouldn't say there is an over-
riding philosophy other than to 
make sure they understand all of the 
products we carry. O n the post-pat-
ent products, we try our best to make 
sure we have comparable field tests 
so the chemistry side is balanced with 
the performance side. Then making 
the proper recommendation comes 
down to understanding the customer 
need - is the pest an annual recurring 
event or is it a one-time thing? There 
will be different answers to those 
questions. 

Plus, the ability to partner with 
our vendors for technical training and 
product education is critical so we can 
make our customers comfortable with 
the products we offer. Our vendors 
do a great job supporting our business 
and our people. In fact, I think it is 
fair to say we have vendors on our 
Stores-on-Wheels or in our stores 
everyday. 

L&L: What is the relationship between 
LESCO and Turf Care Supply Corp. 
(your former manufacturing division)? 
JR: We are very happy with Turf 
Care Supply and its leadership. The 
C E O , Bill Milowitz, is as focused 
on customer service as anyone in 
our organization. He is changing the 
culture of our old supply chain. When 
we owned those manufacturing plants 
and distribution warehouses, the busi-
ness was run as a cost center. Now it 
is a profit center, so customer service 
means a lot more to them. 

We will still have service failures at 
times, and we apologize for those. We 
always try to make them right. But we 
are happy with the direction Turf Care 
is heading. Actually, it is humbling to 
say this, but they probably do a better 
job with customer service than when 
we owned them. 

We have a long-term agreement 
with them, and there is no reason why 
we shouldn't be closer to them than 
when we owned the business. The rea-
son is there is no longer a battle over 
capital. They have their own capital-
ization. They make there own capital 
decisions, and we have sufficient 

capital for our business. But there 
used to be a struggle between the sales 
organization and manufacturing orga-
nization of who got the limited capital 
that was available to LESCO. In the 
late 1990s, manufacturing won the 
battle and we stopped opening stores. 
Sales suffered. 

A few years ago we could see 
another battle was brewing, and we 
were not going to hurt sales again. So 
we sold the business to an organiza-
tion with sufficient capital to make 
the necessary investments. Everybody 
wins, including our customers, who 
will continue getting the best possible 
products from LESCO as those plants 
are continually upgraded. 

Now we are both profit-oriented 
and customer-oriented. We should be 
better aligned now then we ever have. 

L&L: With the sale of your manufac-
turing assets and the overhaul of your 
Stores-on-Wheelsy has LESCO recovered 
from the financial applications of those 
moves? 
JR: Our stock trades around $8 now. 
When the company was in its liquidi-
ty crisis in 2001 and 2002, it dropped 
to about $6. Last year it got as high as 
$17, which was based upon all of the 
changes we have made and where the 
company is heading. We do not have 
any liquidity issues, and we haven't for 
a number of years. Our balance sheet 
is very healthy. We just need to get 
the sales organization squared away 
and get back on the growth track we 

L&L: The professional lawn and 
landscape market is competitive at many 
levels. What are you doing to separate 
yourself from the competition? 
JR: We differentiate LESCO in the 
market place through our Service 
Centers and the expertise and service 
provided by our personnel. Addition-
ally, because of our size, we have the 
ability to bring to market LESCO-
branded products to differentiate 
ourselves in the marketplace. These 
products include patented fertilizers 
with sulfur-coated urea, turf seed 
varieties that are exclusive to LESCO, 
our industry-leading spreaders and 
sprayers, and our full line of control 
products. 

But, in the end, it really all comes 
down to the customer's relationship 
with our people in our Service Cen-
ters. It always comes down to people. 
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L&L: Nearly every successful company 
attributes a big part of its success to its 
people. What is it about your people that 
distinguishes LESCO in the market-
place? 
JR: It is not just the people - its the 
right people. They have the knowl-
edge, the incentive and they have the 
desire to help. 

Our people are trusted by their 
customers. Our people know the 
region and they know the turf issues 
there, which enables them to help 
their customers. That's how they build 
relationships, and through relation-
ships comes trust. Our customers 
know we are going to be here for 
them; we are not going anywhere. 
This is our business. 

No one else can serve the customer 
with the convenience, quality and 
technical expertise we have. 

L&L: What is LESCO doing on a 
national level to defend continued 
pesticide and fertilizer use? 
JR: We recognize we haven't been 
a very good industry participant as 
a company. We relied on our sales 
associates to do it on their own at the 
local level. But we have made the de-
cision to be a better industry partner. 
I'm committed to the industry for the 
long-term, and we will get involved. 
So we have created a position focused 
on industry affairs, and we are work-
ing to increase our support of groups 
like PLANET, RISE, STMA, NPMA, 
GCSAA, Project EverGreen and many 
state and local chapters across the 
country. 

Everyone at LESCO is concerned 
about these issues, but our activity 
hasn't been very organized. We should 
be able to mobilize all of our people 
and our 150,000-plus customers on 
these issues. That's what leaders do. 

L&L: What is your management style 
and how has it been good for LESCO? 
JR: I don't know if I would say I 
have a particular management style 
so much as a management focus, 
although I believe leaders should serve 
an organization rather than control it. 
That's why my focus thus far largely 
has been on rebuilding our culture. 
Our corporate staff s focus had been 
directed internally away from our 
customers. I simply want us to be as 
customer-focused as possible. And we 
still have a way to go to get there. 

Fortunately, our sales team never 
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let the problems at the corporate 
office distract them too much from 
serving our customers. And there were 
plenty of times when they could have. 
We really did make it much more dif-
ficult for them to sell and serve their 
customers. 

Our customers come to us for 
solutions to their problems, and the 
people closest to the customer are 
better positioned to identify those 
solutions than people in a corporate 
office somewhere. That's why the 
salespeople need independence and 
a feeling of control so they can take 
initiative and even risk failure. 

Our salespeople are creative, 
thoughtful and trustworthy. They 
are capable of making important 
decisions, and they expect to be held 
accountable for those decisions. 

Empowering them to make 
decisions is how we best serve our 
customers, even though we know that 
people occasionally make the wrong 
decisions. 

L&L: Where do you see the lawn care 
industry in three to five years? 
JR: I don't think there are many op-
portunities for dramatic changes, but 
the one that stands out is what you 
referred to earlier - legislation. 

The products our customers use 
- whether that means mowers, fertil-
izers, seed or control products - are 
good products. They can always be 
improved, but there probably isn't the 
tremendous room for improvement 
there everybody would like to see. 

But there are clearly individuals 
and organizations that don't approve 
of many of our products, regardless 
of the science, research and gov-
ernmental regulation that supports 
them. These people want to ban our 
products, plain and simple. All you 
have to do is look at what happened 
in Canada. 

We need to do a better job of 
working together as an industry to 
promote the value of our services. We 
also need to do a better job defending 

our interests. As an industry leader, 
LESCO needs to be more actively 
engaged in this work, as we discussed 
earlier. 

L&L: How will post-patent products 
change the way lawn care professionals 
purchase pesticides? 
JR: Post-patent products do two 
things for the market that ultimately 
benefit our customers. 

First, they give the customer more 
options. Second, they create more 
competition among suppliers. The 
winners, as a result, are the product 
users. 

Having said that, I don't think that 
the increasing number of post-pat-
ent products has had any significant 
change on customers' buying behavior 
other than allowing them to purchase 
the same chemistries at a better value. 

The key for the suppliers is the 
same as with any product - you have 
to provide value to your customers. 
You can see this in our business. !LL 
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ranchisor grows on two decades of customer intimacy and service excellence. 
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We would like to say congratulations to 
U.S. Lawns on their 20th Anniversary. 
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Time Passes, 
Passion Remains 

The celebration of U.S. Lawns 20th anniversary represents 

a milestone for the company, as well as for me personally. It 

allows me an opportunity to reflect back on the challenges, 

the opportunities and the excitement of the past and to use this 

experience as we prepare for future opportunities as they arise. 

In reflecting back to earlier years, I vividly recall the energy, the ideas, 

the dreams and the lofty goals shared by the U.S. Lawns team. While some 

of the names and faces may have changed over the years, the dreams, 

ideas and, most importantly, the energy, remain. Additionally, the newer 

members of the team, corporate support staff and franchisees alike, have 

a level of passion that is reflective of the early days. This passion, coupled 

with the strong foundation laid by the first generation of staff and owners, 

ensure future success for those involved with U.S. Lawns. 

As part of the U.S. Lawns management team, and as its president, I am 

proud to have witnessed the exceptional growth of our dream and watched 

as the team delivered on its promise to all its stakeholders - the customers, 

employees, franchisees and to the company as a whole. 

There have been many memorable moments during the last 20 years; 

some good, some not so good. Early growth was slow as the concept was 

tested and refined. Through 1995, a small group of franchisees along with 

a dedicated support staff pioneered many of the procedures and systems 

that make up the foundation of the company today. The good news was that 



these founding franchises and staff were committed to the concept and to 

the industry, and they stuck with it. 

Becoming a part of ValleyCrest Cos. in 1996 allowed us to drive the 

concept faster and more professionally. From 15 franchises in three states 

in 1996, to more than 100 in 24 states in 2003, we now stand at more than 

170 U.S. Lawns franchises in 29 states. Most importantly, our franchisees 

and support staff remain as committed as ever to the concept, to the 

industry and to our mission: to serve each one of our customers with the 

highest level of trust, quality, value and service. 

We may be more sophisticated today than when we started out. We 

may have more resources, more volume and more locations than we did 

in 1986, but our passion for the idea and the entrepreneurial energy and 

commitment that is our foundation have not only remained intact, but 

have grown even stronger. 

Observing the individual growth of the U.S. Lawns team has been 

exciting as well. The quality of our facilitators, professional staff and 

customer support team is on a level with the best companies in the 

landscape and franchise industry. 

As we continue to grow our organization, we will continue to focus 

on creating a culture that encourages their success. Staying ahead of the 

market is an obligation we have to the franchisees and to our landscape 

customer. Our goals remain lofty, but are achievable by combining national 

strength with local commitment. Its what we believed possible in 1986; its 

possible today and it's possible tomorrow. 

I am proud to be a part of U.S. Lawns. I look forward to watching it, and 

our great teams, continue to grow. Allow me to close with a sincere thank 

you to the team. 

Ken Hutcheson 

President 

U.S. Lawns 

We may have 
more resources, 

more volume and 
more locations 
than we did in 

1986, but our 
passion for the 

idea and the 
entrepreneurial 

energy and 
commitment that 
is our foundation 

have not only 
remained intact, 
but have grown 

even stronger. 

Ken Hutcheson 
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U.S. lawns Turns 20 
The industry's only commercial maintenance franchisor emerges from its teen years healthy, 
successful and primed for growth. 

•fltftfl 14 

The daily challenges of any 
burgeoning business can 
bogdowntheowner. Start-up 

landscape contractors know 
this best. Sooner or later, the owner -
who entered the green industry with 
the vibrancy and growth potential 

i § WWW.UJ _ I 

of the very landscapes he maintains 
- gets tired. And it takes a toll on his 
personal life, his employees and on his 
client relationships. 

In 1986, the Oyler Bros. Co., 
an Orlando, Fla.-based landscape 
company, identified a need in the 
commercial landscape market 
created when owners of landscape 
firms struggle to maintain client 
relationships as their organizations 
grow. 

As the company grew during the late 
1970s and early 1980s, management 
layers developed and the company's 
owners, cousins Tom and Ken Oyler, 
realized they were losing some of their 
older commercial accounts. 

Although the quality of service may 
never have faltered, the customers 
disliked the fact that they no longer 
saw the owners regularly. This 
bothered the owners of Oyler Bros., 
which was founded in 1973 on the 
principle of customer intimacy. 

This chain of events led to the 
founding of U.S. Lawns, the green 
industry's only franchise network 
dedicated specifically to commercial 

http://WWW.UJ


landscape maintenance. The founders 
believed franchises could outperform 
big companies because the resources 
provided by the corporate support 
staff enables the branch owners to 
stay close to their customers and 
businesses. 

"It was that need to get an owner 
involved again that spawned the 
concept," explains Ken Hutcheson, 
president of U.S. Lawns, who served as 
a franchise consultant to the company 
in 1986. 

"U.S. Lawns was founded as a 
model for the franchisee to build a 
sustainable business - one that's large 
enough to endure the ups and downs 
created by employees, customers 
and distractions to owners - and 
most importantly to fill a need in the 
commercial landscape market that 
was clearly identified by the founders," 
Hutcheson says. 

Two decades later, in terms of 
company principles, not much has 
changed. Sure, U.S. Lawns has grown 
leaps and bounds since then - from a 
handful of franchisees in the 1980s to 
more than 170 in 29 states today. But 
the values are the same as they always 
were. They highlight two components 
essential for customer satisfaction: 
service excellence and customer 
intimacy. 

One important distinction that 
U.S. Lawns understood from the 
beginning is business owners 
enter the landscape maintenance 
marketplace from diverse career paths. 
Some are horticulture-loving green 
industry veterans with little business 

management experience. Others are 
fleeing corporate America, looking to 
be their own bosses. Either way, the U.S. 
Lawns model allows them to preserve 
their entrepreneurial passion. 

"One of the great features of this 
industry is the passion that so many 
lawn and landscape professionals 
have for the work they do," says Sidney 
Hinson, national accounts manager for 
Cleveland-based LESCO. As a vendor, 
Hinson has worked closely with U.S. 
Lawns support staff and franchisees 
for more than a decade. "Many of 
them find the business operations side 
much more challenging than caring for 
landscapes, so any organization that 
helps interested professionals increase 
their business management skills truly 
helps the entire industry grow." 

Whether it's providing accounting 
skills or agronomic ones, U.S. Lawns' 
values have remained intact for more 

U.S. Lawns was founded as a 
model for the franchisee to 

build a sustainable business 
- one that's large enough to 
endure the ups and downs 

created by employees, 
customers and distractions 

to owners - and most 
importantly to fill a need in 

the commercial landscape 
market that was clearly 

identified by the founders. 

- Ken Hutcheson, U.S. Lawns 



than two decades. "We've always had 
some strong core values," Hutcheson 
says. "You can do things the right way 
in business. You can treat employees 
right, treat customers right, treat 
the market right, treat your family 
right and win. Those things are not 
mutually exclusive." 

Those ideals fall within an informal 
motto U.S. Lawns Vice President of 
Marketing Paul Wolbert promotes. 
"Remain close to the customer, close 
to the employees and go bowling on 
Friday night." 

That last component is an 
important one, Wolbert says. "Having 

a life is part of running a sustainable 
business." 

Hutcheson explains, "That's the 
model, that's the culture, developed 
in 1986 and we're very proud of the 
fact that that model has not changed." 
he says. "It has evolved, but it has not 
changed." 

FRANCHISE EVOLVES. 

In the early years, the U.S. Lawns 
concept was beta-tested and 
several branches were sold. But the 
growth really kicked into gear when 
ValleyCrest Cos. (then operating 
as Environmental Industries) of 
Calabasas, Calif., purchased the U.S. 
Lawns network in 1996. 

At the time, U.S. Lawns had 16 
franchisees who were scattered 
around the nation. This group of 
"first-generation" owners, who mostly 
came from the landscape maintenance 
industry, is credited with developing a 
sound business model on which the 
system could grow. 

"They helped build U.S. Lawns," 
Hutcheson says."They are passionate, 
totally entrepreneurial - very much 
industry-type people. They tested 
and built many of the processes we 
use today." 

"Its been fun seeing the company 
grow," says Todd Moerchan, one of 
those early pioneers. "We've come a 
long way from our first conference in 
a 12-by-12 foot room with the ceiling 
tiles falling in," he jokes. 

Over the years, Moerchan served 
as a facilitator in the field and on the 

THE SYSTEM IS THE SECRET 
"The system" is an answer most U.S. Lawns franchisees give when 
asked why their businesses prosper. What exactly are these systems 
they refer to? They're a variety of processes and resources designed 
to support an owner in building a sustainable business. "The best way 
to describe it is like a big tool box," says franchisee Bryant Jernigan 
who owns the Northwest Mississippi and Memphis, Tenn., territories. 
"There are things in there that you need at different stages and you have 
those available to you as you go through the phases of growth." 

Plus, the system works for both franchisees with green industry 
experience and those without. Happy Lindeen, owner of U.S. Lawns 
of New Orleans and Baton Rouge is an example of that. "Without the 
systems I don't think I'd be as successful as I am today," says the former 
automotive technician of 25 years. "They managed to change me from 
a mechanic into a successful businessman." 

Some components of "the system," as they've evolved over the years, 
include: 
• Bidding and estimating formulas; 
• P&L/balance sheet management; 
• Agronomic and horticultural training; 
• Sales training; 
• Safety training; 
• Access to in-the-field facilitators; and 
• A Partner Program that offers purchasing power and training from 

select vendors. 



Congrats, U.S. Lawns, on 20 great years. 



corporate staff as vice president of 
operations. Today, he and his partner 
Mike Carlo operate the largest U.S. 
Lawns franchise ownership group 
with six total territories in south 
Florida. 

"He was one of the early guys who 
survived and evolved his company into 

a true franchise business," Hutcheson 
says."As a corporate person, he would 
build processes and then test and 
polish them in his own branch." 

"Since then, it's been an effort 
between the support staff and 
franchisees to build the systems," 
Hutcheson says. 

The reason the systems work, he 
adds, is simple. "It was a very sound 
model to begin with - it's a vision 
that was timeless," he says, referring 
to the formula of service excellence 
plus customer intimacy and the 
company's four ideals: trust, quality, 
service and value. 

FRANCHISEE SPOTLIGHT: DAVID PURSELL 
In November of 1998 David Pursell was in Nashville, 
Tenn., at the Green Industry Expo, wandering around 
the trade show floor. At the time, he was owner of a 
struggling 6-year-old landscape maintenance company 
in Ridgeland, Miss. 

"I saw a U.S. Lawns booth and thought, "Whats this?" 
he says. "I had no idea who they were or what they were 
and I wasn't seeking a franchise." 

He inquired about what the Orlando, Fla.-based 
commercial landscape maintenance franchisor had to 
offer and liked what he heard about systems and resources 

Basically, I was able to 
buy the wheel instead of 
trying to reinvent it on my 
own. They gave me all of 
the systems I needed and 
that I would have spent 

years developing, like an employee handbook 
and safety training. 

- David Pursell 

that would allow him to focus on "cutting grass and 
taking care of customers." Another thing that intrigued 
Pursell was the fact that U.S. Lawns is a subsidiary of the 
ValleyCrest Cos. 

As an adjunct faculty member in the landscape 
management program at Hinds Community College (he 
teaches equipment operation and maintenance), Pursell 
takes students regularly to PLANET Student Career 
Days and has visited many large contractors' operations 
across the country. "I had toured ValleyCrest and knew 
what they were about in terms of systems and training." 
he says. "When I found out U.S. Lawns was owned by 
ValleyCrest and I realized what they had to offer, it's like I 
already knew what I was buying." 

Pursell had arrived in Nashville with no intention to 
purchase a franchise, but he left with a different attitude. 
"I don't know if you're familiar with the success rate 
of small businesses, but last time I looked it was at 95 
percent failure rate within five years," Pursell says. "I was 
in my sixth year and struggling and I didn't want to be 
one of those numbers. 

"My wife and I came back home and thought about it 
and prayed about it and we felt like it was what we were 



GROWTH SPURT. 

Polishing the processes and systems 
was U.S. Lawns goal for two years 
after ValleyCrest purchased the 
system. The year 1998 marked the 
beginning of an era of growth. Before 
then, systemwide sales were less than 

$10 million. Today, systemwide sales 
top $80 million. 

In its 15th anniversary year - 2001 
- the company achieved a notable 
milestone: 50 franchisees in 25 
states. The next year, Hutcheson was 
promoted to president of the company. 
Growth ensued from there. 

In 2003, the company hit the 100-
franchisee mark. Two years later, U.S. 
Lawns broke 150 and currently the 
system is made up of more than 170 
franchisees. 

The strides U.S. Lawns has made in 
recent years has allowed it to expand 
its franchisee offerings. For example, 

supposed to do," Pursell explains. 
That was November 1998. His company became U.S. 

Lawns of Jackson, Miss., in early 1999. 
Before converting to a U.S. Lawns franchise, Pursells 

company grossed about $250,000 annually. "I don't 
remember what the bottom line was because I'm not 
even sure I knew what the bottom line was then," he says. 
"I knew how to cut grass and the horticultural part of it 
and I had all the books and QuickBooks, but I just didn't 
know what I was looking at. I knew I was making money, 
but as far as saying we were making 10 percent net profit 
then - 1 just couldn't tell you that." 

U.S. Lawns named Pursell the "rookie of the year" in 
2000, franchisee of the year in 2001 and in 2002 Pursell 
won the Million Dollar Volume Ring Award - just three 
years into the system. 

Pursell attributes a lot of his success to "the U.S. Lawns 
systems," like the bidding and estimating formulas and 
balance sheet management in addition to the in-the-
field facilitator. 

"Basically, I was able to buy the wheel instead of 
trying to reinvent it on my own," he says. "They gave me 
all of the systems I needed and that I would have spent 

years developing, like an employee handbook and safety 
training. I could have bought stuff from PLANET or other 
places, but they just had the proven systems in place." 

Being a franchisee also had allowed Pursell to step 
back a bit from his business. Before he joined U.S. Lawns, 
he made the mistake that a lot of small business owners 
make - he did everything himself. "Before, the company 
was a lot smaller," he says. "I was actually physically 
cutting grass during the day, bidding and talking to 
customers in the afternoon and working on financials at 
night. The hours were extreme." 

Now, Pursell, who has 20 employees including 10 H-2B 
workers, knows how to delegate. "U.S. Lawns taught me 
not to do everything," he says. Although its not beyond 
him to hop on a mower if need be, Pursell typically works 
from about 7 a.m. to 4 or 5 p.m., focusing on managerial 
duties. Its given the family man more time to be with 
his wife, Suan, and son, David Jr., and to engage in his 
community, as well. In addition to serving on the U.S. 
Lawns advisory board and teaming with his wife to lead 
their churchs children's ministry, Pursell works year-
round to prepare Hinds Community College students for 
the PLANET Student Career Days. 



not more than five years ago, U.S. 
Lawns was spread relatively thin, with 
150 branches in 25 states. Today, with 
170-plus in 29 states, market density 
has improved, creating opportunities 
and efficiencies. 

Bryant Jernigan, an ex-FedEx 
manager, is a member of what 
Hutcheson and Wolbert consider U.S. 
Lawns "second generation." Generally, 
these owners joined during the last 
eight years and have roots outside the 
green industry. They're ex-corporate 
types seeking a second career, and U.S. 
Lawns has been their answer. 

Jernigan, who owns territories in 
Northwest Mississippi and Memphis, 
Tenn., and is about to buy a third, 
says his business reaps the benefits of 
U.S. Lawns' excellent market density. 
"Property manager jobs change hands 
a lot," he says, explaining that U.S. 
Lawns brand recognition helps in the 

event that a new property manager 
comes to town. 

"If they're from Nashville and the 
person gets transferred to Memphis, 
it's made a difference in us getting that 
work and continuing the relationship," 
he says. "The more trucks the better." 

Brenda Gagas, co-owner of U.S. 
Lawns of Phoenix and a former 
aerospace industry executive, agrees. 
"When we bought this business, 
we had the only existing franchise 
in Arizona and we had maybe 25 
accounts," she says. "Now there are 
four franchises in Arizona and I 
consider it very beneficial. Overall, 
the presence in Arizona has grown 
significantly and we alone have about 
135 customers." 

Thanks in part to their drastic 
increase in volume, Gagas and her 
partner Tami Swearingin are one 
franchise that will be inducted into 

the U.S. Lawns Hall of Fame this year. 
The density has allowed U.S. Lawns 

to extend the educational, marketing 
and sales opportunities available to 
franchisees by developing regional 
teams. 

In 2003, U.S. Lawns refocused its 
marketing efforts and began national 
marketing on behalf of the franchisees. 
Part of that marketing includes a 
presence in national organizations like 
the Building Owners and Managers 
Association International (BOMA), 
the Community Associations Institute 
(CAI) and the International Council of 
Shopping Centers (ICSC). 

In 2004, when U.S. Lawns developed 
a renewed focus on education, it 
became possible for seminars and 
training programs to take place 
regionally. 

"We've always done training, but 
now we've really focused on education 

1986 1996 2061 2662 

U.S. Lawns founded 
in Orlando, Fla.. 

ValleyCrest Cos. 
acquires U.S. Lawns 

U.S. Lawns signs first vendor 
partnership with LESCO 

• At right: Ken Hutcheson, LESCO's 

Sidney Hinson, Paul Wolbert and 

1 U.S. Lawns Baltimore Operation 

Manager Kevin Kraft shake on 

another vendor-partnership deal 

in 2002. 

The U.S. Lawns network 
surpasses the 

50-franchisee mark 

Ken Hutcheson 
becomes U.S. Lawns 

president 

U.S.LAWNS-PAGE 12 



While it's a national company, there's a very personal level to helping a contractor grow his business. 
- Scott Cornwell, The Toro. Co. 

and motivation," Wolbert says. "It 
goes back to market density. Were in 
a position to be effective regionally." 

A renewed educational focus also 
allowed U.S. Lawns to add a full-time 
training director. Training programs 
include sessions on agronomics, 
equipment, management, sales and 
irrigation - all carried out regionally. 

SUPPORT SYSTEM. 

Much of U.S. Lawns other training 
is done in conjunction with vendors 
in its Partner Program. "Today we 
have 15 partners that work with 
our franchisees on everything from 
equipment to labor to H2B and 

business services," Hutcheson says, 
noting the company's first official 
vendor partner was LESCO. "In 1996, 
this partnership gave U.S. Lawns the 
resources to build out the model more 
effectively and completely." 

Because some U.S. Lawns franchisees 
begin their businesses with little or 
no industry experience, its vendors 
take a proactive approach to training. 
"Because some of these people are new, 
we get engaged with safety training, 
making sure they keep operating costs 
low, showing them how to maintain the 
equipment and do it in a safe manner," 
says ExMarks Dan Dorn. 

In addition, growth has allowed 
U.S. Lawns to hire more full-time 

specialists. The support staff at the 
company's Orlando headquarters has 
grown from three full-timers in 1995 
to more than 20 people today who are 
experts in a variety of fields beneficial 
to franchisees including accounting, 
sales, agronomy and training. 

Gagas attributes individual 
franchisees - and, in turn, the entire 
company's - success to the behind-
the-scenes support. 

"Its just the overall support 
structure in place that keeps the 
franchisees on their feet to keep 
running and growing," she says. 

Hutcheson agrees. "This concept 
has grown around a passionate, 
committed group of franchisees and 

2003 2004 2005 

The company breaks the 
100-franchisee mark 

U.S. Lawns begins 
its educational and 

motivational mission, 
hiring a full-time 

training director and 
implementing regional 
training programs on 

agronomics, equipment, 
management, sales and 

irrigation 

U.S. Lawns surpasses 
150-franchisee mark 

U.S. Lawns operates 
in 25 states 

National marketing 
presence creates 

partnerships with 
BOMA, CAI and ISCS 

U.S. Lawns begins 
its educational and 

motivational mission, 
hiring a full-time 

training director and 
implementing regional 
training programs on 

agronomics, equipment, 
management, sales and 

irrigation 

The company 
recognizes 12 

franchisees with the 
U.S. Lawns Gold Ring 
award, which is given . 

to members who reach 
$750,000 in gross sales 

2006 

More than 170 
U.S. Lawns franchisees 

are in operation in 
29 states 

System wide sales 
top $80 million 



an equally passionate and committed 
group of U.S. Lawns support staff?' he 
says."Its great that we've hit this 20th 
year mark, this revenue and volume, 
but observing the individual growth 
of the team - franchisees, staff and 
facilitators - has been exciting. Its 
really cool to look at a franchisee and 
remember what they were like when 

you had dinner with them before they 
became a franchisee. And to look at 
them today and see what they are 
now. It'll just knock your socks off." 

Scott Cornwell, corporate accounts 
manager for The Toro Co., adds to 
that. "What intrigues me most about 
U.S. Lawns is their franchisees bring 
a passionate entrepreneurial spirit 

to this industry," he says. "You think ! 
about a business that's just starting 
out and the owner has put everything 
on the line to make this work. While 
it's a national company, there's a very 
personal level to helping a contractor < 
grow his business. That personal level 
is really the essence of the U.S. Lawns 
story." • 

: HAPPY LINDEEN 
Last September, when Hurricane Katrina ravaged 
the Gulf Coast, taking homes and lives, it took many 
businesses, too. But it didn't take U.S. Lawns of New 
Orleans and Baton Rouge. 

"It was pretty scary," says 
owner and operator Happy 
Lindeen. "We evacuated and 
took eight H-2B employees 
with us to Dallas. I wasn't real sure we would have a 
business when we returned." 

Thanks to Lindeen's resilience and the assistance he 
received from U.S. Lawns franchisees and support staff 
nationwide, his business was back up and running 
about three weeks after the storm. "Everybody that's 
in the U.S. Lawns family did everything they could to 
help," Lindeen says. 

U.S. Lawns headquarters set up a "help fund" 
that franchisees and support staff donated to, which 
allowed Lindeen to keep three key employees on the 
payroll during the several weeks of downtime. 

"Other franchisees offered people, equipment and 
advice during a very stressful time," Lindeen says. 
Thankfully, his equipment was safe because he had 

"Other franchisees offered people, 
equipment and advice during a very 

stressful time." - Happy Lindeen 

evacuated it before the storm. "But anybody who was 
within shouting distance offered equipment and a 
place for people to stay." 

Keeping H-2B employees 
on the payroll was a major 
concern of Lindeen's during 
this difficult time. "These 
guys would have had to go 

back to Mexico or else they'd be illegal if they weren't 
working," he says, noting his peers stepped in to help 
him. Franchisees in Indiana and Alabama took in 
eight of Lindeen's H-2B employees for three weeks. In 
addition to providing them with a steady paycheck, 
these franchisees provided them with a place to stay 
and took care of them. When Lindeen's business was 
back up and running, his H-2B employees returned to 
Louisiana. "It was nice to have these guys come back 
to work, otherwise we wouldn't have had anyone," 
Lindeen says. 

Today, his greatest challenge is still finding qualified 
employees. He's up to 16 employees, but needs 22 to run 
at full capacity. But he's optimistic: He's on his way to 
purchasing a third U.S. Lawns territory. 

U.S. LAWNS-PAGE 14 



THE UNFAIR ADVANTAGE 
OF THE METRO* 26. 

26" cutting deck. 

3-bushel bag. 

1-gallon gas tank. 

25% more productive than a 21" 

The new Metro' 26. It's the only walk-behind 
o u t t h p r p H p ^ i o n p H t o n i v p VOII a h p ^ H c f a r t ^ 

EXMARK.COM 



a U.S. LAWNS 

Superior Financial 
Management 
Low Capital Investment 
Financial Assistance 

Protected Territories 
Ongoing Support 
Corporate Purchasing Power 
Sales & Marketing Guidance 

To find out mono about us and the opportunity U.S. Lawns cs 

U.S. L a w n s 
4407 Vineland Road • Suite D-15 
Orlando, FL32811 'Toll Free: 1-800-USLAWNS 
Phone: (407) 246-1630 • Fax: (407) 246-1623 
Email: info@uslawns.com • Website: www.uslawns.com 
USE READER SERVICE # 9 1 

offer you, contact: 1 

U.S. LAWNS 

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


oro duct sno ilie 

Mower Options 
Check out the cutting machines these manufacturers are highlighting. 

compi led by heather wood | web edi tor 

Bobcat Mower Attachment ^ 

• Recommended for rough-cut applications, 

including road ditch right-of-way, golf course 

roughs and large acreage mowing 

• Eliminates driving over the grass before 

cutting 

• Provides visibility to the work area 

• Features three overlapping blades for 

clean cutting with no skips 

• Adjustable cutting height ranges from 

2 to SVi inches in '/2-inch increments 

• Bobcat-701/241-8700, 

www.bobcat.com 

Circle 2 0 0 on reader service card 

Bush Hog Zero-Turn Mowers 

• Include Bush Hog TOUGH features 

• Frames are built of structural steel; 

decks are fabricated and reinforced 

for extra strength 

• Powered by a 21 - or 25-horsepower 

Kawasaki or a 23-horespower Kohler 

command Pro engine 

• Include three-year commercial use limited warranty 

• Bush Hog-334/874-2700, 

www.bushhog.com 

Circle 2 0 1 on reader service card 

Cub Cadet TANK Line with 
Diesel Options 

• Includes two new models; one with a 

60-inch deck and one with a 

72-inch deck 

• Powered by the 28.1 -horsepower 

Caterpillar C I . I diesel engine 

• Mowers feature fully-welded steel 

frames and ladder-type construction 

• Special dampeners facilitate zero-turn 

operation 

• Mowers offer dual 7-gallon tanks 

• Cub Cadet-800/348-2424, 

www.cubcadet.com 

Circle 2 0 2 on reader service card 

http://www.bobcat.com
http://www.bushhog.com
http://www.cubcadet.com


syngenta 

Important: Always read and follow label instructions before buying or usmg this product 
© 2006 Syngenta. Syngenta Professional Products, Greensboro; NC 27419. Barncade'and the Syngenta logo are trademarks of a Syngenta Group Company 



24 hr. support • 1 -8j 
syngentapccrcssio^ 

VISIT US AT GIE, B O O T H # 1222 

They're wha t referrals are made of. Keep the weeds out and customers 

happy w i th Barricade? the longest-lasting pre-emergence herbicide for 

crabgrass and more than 30 other weeds. It lets you work on your o w n 

schedule. Apply it in the fall, early or mid spring and ^ ^ 

select the desired rate to give you the length of " " S j L 

protection needed. You also get a choice of quality 

formulations, f rom wettable granule, f lowable, or 

on-ferti l izer in a variety of sizes to f i t your needs. 

I 'Barricade I 

Syngenta is here to help you in your pursuit of -j A 1 

perfection—thicker, healthier, hardier lawns. A lawn ," 1 ' — I 

can never be too eye-catching. ' 4 H H H H P 



Online 
Management 
System 

Commercial 
Turf Sites 

rw 
I 7:15 PM mm 
Sandra uses eConstellation to 
put her controllers into rain 
shutdown from her living room 

Use e C o n s t e l l a t i o n for online access to your 
flow data and reports 

Use e C o n s t e l l a t i o n to program your irrigation 
controllers from any computer or location 

Use e C o n s t e l l a t i o n to automatically adjust your 
irrigation using local weather conditions 

Use e C o n s t e l l a t i o n to put your controllers into 
rain shutdown from office, home or anywhere 

emiIWMlM 
ONLINE MANAGEMENT SYSTEM 

S I G N A T U R E C O N T R O L S Y S T E M S , I N C . 
4 Mason, Suite B, Irvine, California 92618 
Toll free: 866 .4SIGNATURE 
Local: 949.580.3640 • Fax: 949.580.3645 
Web: www.S ignatureCont ro lSystems.com 

USE READER SERVICE # 93 

Dixie Chopper LP 3000 Propane Mower 

• Capable of 15 miles per hour ground speed 

• Can mow 7'/2 acres per hour 

• Includes a Generac Power Systems 992-cc liquid 

propane engine 

• Fueled by two 40-pound metal cylinders that hold 

7.9 gallons each 

• The Gaseous Alternative Power can cut ozone-forming 

emissions by more than 50 percent when compared to 

conventional gasoline engines 

• Dixie Chopper - 765/246-7737, 

www.dixiechopper.com 

Circle 2 0 3 on reader service card 

Encore X-treme 

• Two additional deck sizes - 48- and 60-inch -

recently introduced 

• All versions designed for power and versatility 

• Can mow up to 10 miles per hour 

• Mowers feature bigger tires, a foot pedal lift and 

built-in comfort 

• All mowers include the 10-year deck warranty and 

two-year parts and labor warranty 

• Encore - 800/267-4255, 

www.seriousred.com 

Circle 2 0 4 on reader service card 

http://www.SignatureControlSystems.com
http://www.dixiechopper.com
http://www.seriousred.com


WITH THE WRIGHT STANDER'S NEW RAPID 
HEIGHT ADJUSTMENT, YOU CAN CHANGE DECK 
HEIGHTS WITHOUT BREAKING A SWEAT. 
THAT'S WHAT IT MEANS TO RIDE WRIGHT 

Now, Wright's Stander RHM 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. 

, So J 

jrm. /ess . 

Yr%* ^ ~U/t- c. 

To cut different types of grass in 

sun and shadow, you have to change the deck 

height quickly and easily — because in lawn maintenance, 

time is always money. 

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

Check out our Seasonal Buying Program to receive 18% off the MSRP on any mowers 
you purchase in November and December of this year! Just visit www.wrightmfg.com 
to see how. Financing available with no interest for 6 months and no payment 
for 7 months or 9.99 APR from Sheffield Financial LLC. 
VISIT US AT GIE, BOOTH # 2300 USE READER SERVICE # 94 

THE WRIGHT WAY TO MOW. 

f r i g h t 
^commercial products 

For more information, call 
1.301.360.9810 or find our dealer 
locator at www.wrightmfg.com. 

http://www.wrightmfg.com
http://www.wrightmfg.com


s p o t l i g h t 

EverRide Scorpion FX 

• Fixed-deck, stand-on mower 

• Quicker, lighter, smaller version of the Scorpion 

• 30 percent more efficient than a walk-behind 

• Features faster trimming speeds and increased rider visibility 

• EverRide - 402/274-8600, www.everride.com 

Circle 2 0 5 on reader service card 

Exmark FrontRunner 

• Equipped with a hydraulic push-button power deck lift 

and fold system 

• Designed to cut grass in hard-to-reach places 

• Powered by a 27-horsepower Kohler Command Twin 

engine or 25-horsepower diesel Kubota engine 

• Available in either a 52- or 60-inch deck width 

• Exmark-402/223-6300, 

www.exmark.com 

Circle 2 0 6 on reader service card 

B r i n g i n g Intelligence 
to the Smart Controller... 

g f ^ S M A R T = ( E A & u E - f Z i F E T + l N T E R N & T ) 

EZi* 
...because a Smart controller 

without Intelligence 
is like a sprinkler 

without water. 
Hrnolkz molf fe. 

R / l l l t f l V i / I S T £ R 

3910-B Royal Ave., Simi Valley, CA 93063 • 805.527.4498 • www.rainmaster.com 

USE READER SERVICE # 95 

http://www.everride.com
http://www.exmark.com
http://www.rainmaster.com


First to Start. Last to Quit 

Increase your productivity with the tried-and-true power 

of Shindaiwa blowers featuring exclusive C4 Technology^ | 

C4 engines combine the best qualities of 2-stroke and 

4-stroke to deliver increased power, improved fuel economy 

and reduced engine noise and emissions. EB85I0 
Backpack Blower 

Save $30 or $50 on selected handheld and backpack 

blower models (EB25I0, EB34I0, EB85I0). See your 

Shindaiwa dealer today for more power, increased 

productivity and instant savings. Offer ends 12/31/2006. 

EB25I0 & EB34I0 
Handheld Blowers www.shindaiwa.com 

VIS IT US A T GIE, B O O T H # 1706 
USE READER SERVICE # 96 

http://www.shindaiwa.com


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

f W E L L S l 

i F s l 

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 + 50 (or 100) gallon fiberglass auxiliary 

tank 4 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 
bags of fertilizer..... 
and the hose reelL 

Complete systems, 
or we can supply the — 
components and you » _ 
can build your own. 

New for '05... 
Tanks & spray systems 
for VANS! Callus. 

Lehman Mfg. Company, Inc. 
800.348.5196 

www.l lc-equipment.com 

WELLS CARGO 
"Never Look Back" Warranty 

VISIT US AT GIE, BOOTH # 1454 
USE READER SERVICE # 98 

Ferris IS 2000 Z Mowers 

• Two models were added to the lineup 

• First new model features a 26-horse-

power liquid-cooled Kawasaki engine 

• The other new option features a Briggs 

& Stratton Vanguard Big Block engine 

• Both models will be available with either 

a 52- or 61 -inch deck 

• The IS 2000Z series also features a 

25-horsepower unit with a Kawasaki 

engine and a 27-horsepower unit with a 

Kohler engine and a 61 -inch deck 

• Mowers also feature four-wheel IS 

independent suspension 

• Ferris Industries - 800/933-6175, 

www.ferrisindustries.com 

Circle 2 0 7 on reader service card 

Wells Cargo builds every LS Series Landscape Trailer with rugged 
durability and hassle-free performance as standard features. No 
shortcuts. No cutting corners. Just the best built trailer you can 
own and customized the way you want it. Thousands of trailers 
on the job is our proof. Over fifty years in the trailer business and a 
comprehensive 6-Year Warranty is your protection. And remember, 
"With a Wells Cargo Behind . . . You Never Look Back!" 

VISIT US AT GIE, BOOTH #2123 
USE READER SERVICE # 97 

Billing 
Made Easy 

GRA$$ 
A service that automates 

your Lawn Maintenance billing 
with a handheld terminal. 

Get Paid Faster 

Save Time & Effort 

Bills Go Out On Time 

Look More Professional! 

RUGGED, LONG-LASTING, 
PERFORMANCE DRIVEN TRAILERS 

Request a free sample bill and brochure by calling 

800-464-6239 

USE READER SERVICE # 99 

Great Dane Brutus 

• Available with a 25-horsepower 

Kawasaki engine or a 27-horsepower 

Kohler engine 

• Includes a 52- or 61 -inch deck 

• Features 12-cc hydraulic pumps and 

cushioned full suspension 

• Includes a high-back operator seat 

• Twin-lever between-the-legs 

transmission controls included 

• Great Dane - 402/274-8600, 

www.greatdanemowers.com 

Circle 2 0 8 on reader service card 

lawn & landscape 

http://www.wellscargo.com
http://www.llc-equipment.com
http://www.ferrisindustries.com
http://www.greatdanemowers.com


Can you really see a difference in anti-transpirants? The photo above shows that Transfilm 
(left) remains emulsified while leading competitive products have separated 48 hours after 
mixing. Separation can cause spray tank problems as well as uneven coverage. Transfilm's 
stable emulsion provides even coverage that resists cracking and peeling. For complete test 
details, see our web site at www.pbigordon.com. 

Uniform Emulsion... 
Uniform Protection! 

In the landscape or on the golf 
course, loss of trees, shrubs and 
turf from winter desiccation is 
costly. Protect plants from dry cold 
winds with late fall applications of 
Transfi lm® A n t i - t r a n s p i r a n t . 
Transfilm's stable emulsion pro-
vides a durable "overcoat" that 
r e s i s t s c r a c k i n g and p e e l i n g . 

Whether you're protecting fall transplants or golf greens, it's the 
best winter protection possible. 

And Transfilm's protection is so strong it can even protect plants 
from snow and ice melt products. 

WILT-PRUF is a registered trademark of Wilt-Prut, Inc. VAPOR GUARD is a registered trademark ot Miller Chemical and Fertilizer Company. 
TRANSFILM is a registered trademark of PBI/Gordon Corporation. 

© 2004. PBI/GORDON CORPORATION. Always read and follow label directions. 0 0 1 1 2 

VISIT US AT GIE, BOOTH # 622 
USE READER SERVICE # 100 

T r a n s F i l m 

Transfilm lengthens effective-
ness of fungicides and repellents 
by reducing the chances of the 
active compound removed by 
irrigation, rain or wind. 

G p b i / G o f l d o n 

An Employee-Owned Company 

1-800-821-7925 
www.pbigordon.com 

http://www.pbigordon.com
http://www.pbigordon.com


Grasshopper True ZeroTurn ^ 
100 Series Mowers 

• Available in a new compact size 

• Line includes 41 - or 48-inch MidMount DuraMax 

decks that side discharge or convert to optional 

mulching or vacuum collection using the same deck 

• Operator station includes shock impact reduction 

system, low center of gravity and operator 

protection structure 

• Cutting heights can be set between 

I Vi and 4'/2 inches 

• Powered by a 20-horsepower V-twin 

gasoline engine 

• Carries a 6-gallon fuel capacity 

• Grasshopper - 620/345-8621, 

www.grasshoppermower.com 

Circle 2 0 9 on reader service card 

Hustler XR-7 Mowing Decks 
for the Super Z 

• Has a top speed of 15 miles per hour 

• Line includes 54-, 60-, 66- or 72-inch decks 

• Decks include high-capacity hydraulic pumps and 

wheel motors for reduced pressure and longer 

system life at high speeds 

• Hydraulic oil cooler is designed to increase 

system life 

• Features a wide stance and a low center of gravity 

• Powered by Honda, Kawasaki or Kohler engines 

• Hustler Turf Equipment - 800/395-4757, 

www.hustlerturf.com 

Circle 2 1 0 on reader service card 

x / 

^ a r r A ^ -

SKID SPRAYERS • COMPLETE TRUCK SYSTEMS • PARTS & ACCESSORIES 
•Sales Nationwide 

•Quick delivery, many models in stock 

•Innovative solutions specific to your needs 

•Quali ty backed by a two year warranty* 
'Our goal is to 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 total satisfaction. 

SPRAYING 
EQUIPMENT 

Call For Our NEW Color Catalog 
8 0 0 . 7 0 6 . 9 5 3 0 • 5 8 5 . 7 6 8 . 7 0 3 5 • FAX 5 8 5 . 7 6 8 . 4 7 7 1 

e-mail: Sales@GregsonClark.com • www.gregsondark.com 

V I S I T US A T GIE, B O O T H # 1 5 1 8 
USE READER SERVICE # 101 

http://www.grasshoppermower.com
http://www.hustlerturf.com
mailto:Sales@GregsonClark.com
http://www.gregsondark.com


A t W a l k e r M a n u f a c t u r i n g t h i s is h o w w e t h i n k a b o u t w h a t w e d o — w e d o n ' t m a k e l a w n m o w e r s , w e m a k e 

b e a u t i f u l p l a c e s . T h a t t h o u g h t h a s i n s p i r e d u s f o r n e a r l y 3 0 y e a r s o n o u r q u e s t t o d e s i g n a n d b u i l d t h e b e s t 

p o s s i b l e m a c h i n e t o m a k e a b e a u t i f u l p l a c e . A n d t h e W a l k e r is m a d e f o r l a n d s c a p e c o n t r a c t o r s w h o h a v e 

t h e s a m e t h o u g h t — w e d o n ' t " m o w g r a s s " , w e m a k e b e a u t i f u l p l a c e s . A s k t o s e e a W a l k e r d e m o n s t r a t i o n 

if y o u a r e n o t u s i n g W a l k e r a n d w o u l d l i k e a l i t t l e h e l p i n m a k i n g y o u r o w n b e a u t i f u l p l a c e s . 

ml 

V 

V, ^ 1tf>. *\r 

If you have a beautiful place that is mowed by 
a Walker Mower, you can win $1,000 in our 

2007 Beautiful Places Calendar Contest 
Visit www.walkermowers.com for details 

u - * V , V 

m - * A . 

5925 E. H A R M O N Y ROAD, F O R T C O L L I N S , C O 80528 - (970) 221-5614 
W W W . W A L K E R M O W E R S . C O M 

V I S I T US A T GIE, B O O T H # 2422 
USE READER SERVICE # 102 

http://www.walkermowers.com
http://WWW.WALKERMOWERS.COM


John Deere Mulch-On-Demand Deck 
• Installed as a factory option for both the 757 and 777 Z-Trak mower 

• Baffle system blocks the discharge opening and separates individual cutting chambers 

• Designed to ensure grass clippings circulate, mulch and drop quickly 

• Operators can switch into mulch mode to mow near parking lots or pedestrian areas without 

having to worry about thrown objects or "dusting" cars 

• Three blade options are available 

• John Deere - 800/537-8233, www.johndeere.com Circle 2 1 1 on reader service card 

Kubota F-Series 
Front-Mount Mowers 

• Line includes three new mowers 

• Powered by Kubota liquid-cooled 

diesel engines 

• Two models are equipped with 

28-horsepower engines while the 

other has a 36-horsepower engine 

• Mower options include the Hi-PR03 

high-capacity 60- and 72-inch side 

discharge decks 

• Decks can cut up to 5 inches in 

'/4-inch increments 

• Features a larger operator platform 

for more leg room and a deluxe 

high-back suspension seat with 

adjustments 

• Kubota Tractor - 888/458-2682, 

www.kubota.com 

Circle 2 1 2 on reader service card 

V I S I T US A T GIE, B O O T H # 1232 
USE READER SERVICE # 103 

http://www.johndeere.com
http://www.kubota.com


www.Ferr is lndustr ies.com/lawn • 1 (800 )933 -6175 
VISIT US AT GIE, B O O T H # 932 

USE READER SERVICE # 33 

What will you do on your day off? 
44 Ever since I started mowing with 

my Ferris IS® 3100Z, my weekend 
starts on Friday.} } 
Richard Hale • R.L. Hale Landscaping • Suffield, CT 

Relax - enjoy it! You can because a Ferris mower will increase 
your productivity and take the pain out of mowing. Our patented 
suspension systems have been proven to help prevent fatigue 
when compared to non-suspension machines. Ferris owners have 
been able to increase their productivity by as much as 20%! 
If you mow for a living, that could be an extra $1,000 in your 
pocket every two weeks, from each Ferris machine in your fleet! 

And since our patented suspension systems allow the cutter 
deck to follow the contours of the landscape, you'll have a 

beautiful manicured finish every time. 

Contact your local Ferris dealer for a demo today and 
experience the difference suspension makes! 

http://www.Ferrislndustries.com/lawn


^ ^ ^ j ^ d u r i s p o i l 

Lastec 2861 AGC Zero-Turn Mower 

• 61 -inch commercial articulating rotary mower 

• Features three 21 -inch fully-articulating decks 

• Helps to eliminate turf damage and scalping 

• All points of articulation include urethane bushings 

to help eliminate the wear points 

• Mower deck has a height of cut range from 

I to 4!/2 inches 

• Powered by either a 28-horesepower 

fuel-injected or carbureted Kohler engine 

• Lastec- 317/892-4444, 

www.lastec.com 

Circle 2 1 3 on reader service card 

Massey Ferguson 
Zero-Turn Mowers 

• Available in mid- and rear-mount models 

• Deck sizes range from 54 to 84 inches 

• Designed to get the job done fast with 

reliable power, versatility and consistent 

cut quality 

• Massey Ferguson - 770/813-9200, 

www. masseyferguson .com 

Circle 2 1 4 on reader service card 

LOOKING FOR A WAY 
TO DIVERSIFY 
YOUR BUSINESS? 
(SAY NO AND WE KNOW YOO'RE LYING.) 

Face it, everyone is looking for a way to diversify their business. 

And you can do it by investing in a Weed Man franchise. You'll get 

unrivaled support from a company with 35 years of proven industry 

experience, not to mention a tangible way to maximize your growth. 

Call 888.321.9333 for more information or for a free consultation. 

OLDHAM 
C H E M I C A L S COMPANY, INC. 

OVER 40 Y E A R S O F 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 

i E s a 

www.weed-man.com 

V I S I T US A T GIE, B O O T H # 2605 
USE READER SERVICE # 105 USE READER SERVICE # 106 

http://www.lastec.com
http://www.weed-man.com


"I hardly noticed" 
a I 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. Outstanding performance 
In fact, odor studies have shown that the formulation is 

preferred 30% more than Trimec® Classic. Imagine, turf 

and chemical storage areas that don't stink! 

The best thing about Triplet® Low Odor is its performance. 

This unique formulation of 2,4-D, Mecoprop-p and Dicamba 

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-lastingcontrol. 

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. 

»TRI PLE TLow Odor 
Contact a Nufarm representative or your local distributor for more information: 

800-345-3330 • www.turf.us.nufarm.com 
® Triplet is a registered trademark of Nufarm Americas Inc., Trimec is a registered trademark ofPBI-Gordon Corporation 

VISIT US A T GIE, B O O T H # 2200 
USE READER SERVICE # 107 

t \ 
Nufarm 
Turf & Specialty 

Home of Riverdale Brands 

http://www.turf.us.nufarm.com


RedHawk Hydro Drive Mower 

• Cutting heights range from I Vi to 4 inches 

• Comes with a one-year commercial warranty 

• Includes a 7-gauge fabricated steel deck 

• Fuel tank holds 5 gallons 

• Mulch kit, grass catcher and stand-on sulky optional 

• Includes a parking brake 

• RedHawk - 800/508-3246, www.redhawk-usa.com 

N E W P R O L A N D S C A P E ™ 
VERSION 1 2 PREDICTS THE 
FUTURE WITH 1 0 0 % ACCURACY 
It's software so easy to use, you won't believe you waited this 
long. Specifically designed for landscape professionals, 
PRO Landscape enables you to sell, plan and bid more 
accurately and efficiently, all to improve your bottom line. With 
more than 12 years on the market, it's the most popular 
professional landscape design software available today. 
It's simple, it's profitable and it's power you've never had before. 

Easy-to-Use 
CAD 

Realistic Photo Imaging 

Professional 
Proposals 

Night & Holiday 
Lighting 

l BP" — . 1 

• 
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60 Day Money-Back Guarantee 
drafix software, inc 

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

www.lawnandlandscape.com/prolandscape 
8 0 0 - 2 3 1 - 8 5 7 4 or prolandscape@drafix.com 

Sell Better • Plan Better • Bid Better 
V I S I T U S A T G I E , B O O T H # 2 3 3 8 

USE READER SERVICE # 108 

Circle 2 1 5 on reader service card 

Rich Mfg. Convertible 

• Engine has been relocated from 

under the seat to the rear of the 

machine 

• The seat pedestal has been lowered 

5 inches 

• Reconstructed position and size 

of the control arm allow for a what is 

said to be a more compact walk-

behind and comfortable zero-turn 

rider 

• Includes a quiet canister muffler 

• Other changes include color, engine 

options, tire size, deck, lift system, 

foot rest contour and choke location 

• Rich Mfg. - 765/436-2744, 

www.convertiblemower.com 

Circle 2 1 6 on reader service card 

http://www.redhawk-usa.com
http://www.lawnandlandscape.com/prolandscape
mailto:prolandscape@drafix.com
http://www.convertiblemower.com


High velocity discharge plus a beautifulI manicured cut! 

Maximum blade tip speed is perfectly matched to deck air flow. 
NEW 40% larger discharge opening for enhanced discharge & even dispersal. 
NEW replaceable trim-side wear pad protects the deck and landscape from damage. 
Patented Custom-Cut Baffle for customized performance in all grass conditions. 
1/2" thick Tri-Plate construction ensures strength and long life. 
Scag's super-tough, cast-iron, greaseable spindles with dual tapered roller bearings. 
Highly flexible discharge chute is durable and easy on the landscape. 
Available in 48", 52" and 61" cutter deck sizes. 

"Nothing disperses clippings and manicures the lawn like the Velocity Plus cutter deck from Scag." 

Visit your local Scag dealer today 
to see the Scag difference for 
yourself. To find the authorized 
Scag dealer in your area, visit 
www.scag.com. 

www.scag.com 
Scag Power Equipment, Division of Metalcraft of Mayville, 1000 Metaicraft Drive, Mayville, Wl 53050, www.scag.com 

VISIT US AT GIE, B O O T H # 1923 
USE READER SERVICE # 109 

http://www.scag.com
http://www.scag.com
http://www.scag.com


Toro Z Master Diesel Zero-Turn Riding Mowers 

• Includes 52- and 60-Inch decks 

• Powered by a 23-horsepower Kubota liquid-cooled diesel engine 

• Diesel engine said to be under less stress in hilly terrain, dense grass 

• Feature a 12-gallon fuel capacity 

• Ground speed reaches 11 miles per hour 

• Toro - 800/348-2424, www.toro.com/professional 

Circle 2 1 8 on reader service card 

Scag Turf Tiger Zero-Turn Rider 
4 

• Powered by either a 27- or 35-horsepower 

air- or liquid-cooled engine 

• Includes a 52- or 61 -inch Velocity Plus or 

72-inch Advantage cutter deck 

• Features 16-cc hydraulic pumps, auxiliary oil 

double tube steel mainframe and a driveshaft 

powered cutter deck 

• Operator station includes adjustable Quick-Fit steering 

levers and adjustable deck lift pedal 

• Features a two-year limited mower warranty with a 

three-year limited cutter deck and spindle warranty 

• Scag-920/387-0010, 

www.scag.com 

Circle 2 1 7 on reader service card 

RNPSIGNS 
Marketing, Design & Print 

PROMOTE 
Y O U R 

C O M P A N Y 

BUSINESS SOFTWARE " 
Lawn Care 'Landscaping^ 'A 

p h r p r o 

Scheduling Estimating 

Routing 

Contracts 

Invoicing 

Income Reports 

Accounts Receivable 

Pesticide/Herbicide 
Tracking & Reporting 

Expenses/Costs 

Time & 
Materials 

rat inai at: www.adkad.com/ f reedemo.htm * 1-800-586-4683 
USE READER SERVICE # 110 

100 - 1200 GAL 
JET AGITATION 

ROBIN SUBARU ENGINES 

EASY TO OPERATE 
LOW MAINTENANCE 

HOLDS MORE MULCH 
6 d / y V 

L a u j n / J 
WWW.EASYLAWN.COM 

900 - 3300 Mechanical Agitation Units also available 

V I S I T US A T GIE, B O O T H # 1004 
USE READER SERVICE # 111 

Pr in t ing • Signs • M a r k e t i n g • Design 

VIEW HUNDREDS 
OF PROMOTIONAL 

IDEAS ONLINE! 
www.rndsigns.com 

8 0 0 - 3 2 8 - 4 0 0 9 

VIS IT US A T GIE, B O O T H # I 125 
USE READER SERVICE # 112 

http://www.toro.com/professional
http://www.scag.com
http://www.adkad.com/freedemo.htm
http://WWW.EASYLAWN.COM
http://www.rndsigns.com


ISUZU 
T R U C K 

cm * #/ 

E Q U I P M E N T 
C O M M E R C I A L T R U C K C E N T E R 

FORMERLY KNOWN AS KELLEY COMMERCIAL TRUCK CENTER 

OVER 200 TRUCKS IN STOCK 

"V < 
rune* 

2006 ISUZU NPR A m A m 
Auto, A/C, 6.0L 300hp. V A X f t . . A 
Pwr Windows & Locks f ^ l l V M O 
16ft Landscape Body 4 8 M O N T H S 

Auto, A / C , 14ft Dovetail £ 
2006 ISUZU NPR Diesel 

" " " MO 
4 8 M O N T H S 

2006 ISUZU NPR DIESEL 
Auto, A / C , 16ft Landscape Body 

A < k U s A b o « » * 

£ r k U s e d t r u c k 

MO 
4 8 M O N T H S 

O u r inventory 

2007 ISUZU NPR 
CREW CAB 
Auto, 16ft Landscapi 

: u N P R A n m m m w 
DIESEL C 3 7 1 1 n 
IscapeBody f W # / l I V 

A H r W H e R e ; 

i i n i r i i i f t f t i f l i i i w m m m 
Due to more stringent emission laws on commercial vehicles, the price of 
trucks produced after January 1 st 2007 will increase $3,000 to $5,000. 

Dont wait, order your trucks now and beat the rush!!!!! 

1-800-543-5109 OR 770-496-1000 
FAX: 7 7 0 - 2 7 0 - 6 7 7 4 

email: TKPisciotta4@aol.com 
www.adobetrucks.com 

"Call our Parts Department for Overnight Nationwide Shipping 

mailto:TKPisciotta4@aol.com
http://www.adobetrucks.com


Woods MZ-Series Mow'n Machine 

• Equipped with a 61 - or 72- inch commercial deck 

• Powered by a 33-horsepower Generac industrial 

V-twin engine; speed reaches I V / i miles per hour 

• Full-float deck features 7-gauge skirts 

• Oil cooler said to reduce wear and extend the life 

of hydraulics and drive system 

• Cutting height is adjusted from the operator's seat 

• Low center of gravity aids in greater stability 

• Available with a 12-gallon fuel capacity 

• Woods Equipment - 800/319-6637, 

www.woodsequipment.com 

Circ le 2 2 0 on reader service card 

Walker Riding Mowers 
< 

• Eight models are offered and range 

from 13 to 31 horsepower 

• Gas and diesel engines are available 

• Eleven mower deck sizes are available, ranging from the 

36- to the 74-inch deck 

• Include grass collection, side discharge or mulching capability 

• All decks tilt up to 90 degrees for maintenance and 

compact storage 

• Walker Manufacturing - 970/221 -5614, 

www.walkermowers.com 

Circle 2 1 9 on reader service card 

w^m 

L I G H T I N G , I N C . 
T h e W o r l d s F i n e s t D e c o r a t i v e O u t d o o r a n d L a n d s c a p e L i g h t i n g 

Hadco Nightlife 
Nightscaping 
Kim Lighting 

Lumiere 
Coppermoon. Inc 

Kichler 
RSL Professional Landscape 

Lighting 
Hinkley Lighting 

Stone Manor Lighting 
Escort 
Dinico 

Designers Fountain 
Maxim 

Focus Landscape 
Lighting 

B-K Lighting 
X-10 Pro 

Flexilight - Rope Lighting 
Vista Landscape Lighting 

Tahoe 
Oase 

Dabmar 
Al's Garden Art 

Llumitech 
Light Craft 

Arroyo Craftsman 
Hanover 

Hunza 
Progress Lighting 

Greenlee 
Satco 

Evening Lights 
Holiday Litesource 

Call for a complete List 

1 . 8 0 0 . 7 5 8 . 6 3 5 9 

or visit us on the web on I , rip

 ; 

k i c h l e r Lumiere J k . KIM LIGHTING 

USE READER SERVICE # 114 

You Can See 
the Difference 

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

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

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

www.savatree.com 

USE READER SERVICE # 115 

http://www.woodsequipment.com
http://www.walkermowers.com
mailto:careers@savatree.com
http://www.savatree.com


A 

Spell doom for insects above and below ground with one application. 

The end is near for grubs, chinch bugs, sod w e b w o r m s , b i l lbugs and m o r e than 70 
other t u r f - e a t i n g pests. Nothing on the market gives you better control of surface and 
subsurface insects. Allectus,M is a revolutionary new product that provides deadly broad-
spectrum control that's both preventative and curative, with a long residual effect. For insects, 
it's eternally long. To learn more, call 1-800-331-2867 or visit BayerProCentral.com. 

Bayer Environmental Science, a business group ol Bayer Crop Science I 2 T W Alexander Drive. Research Triangle Park. NC 27709 I Allectus and Backed by Bayer are trademarks of Bayer. 

Always read and follow label directions carefully. I 02005 Bayer CropScience 

V I S I T U S A T G IE , B O O T H # 2 0 3 2 

aUecTus 
BACKED 
by BAYER 



YOU 
SAW 
MY 

DRIVER 
PARKED 
WHERE? 

• 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. 

«jiavtrak 
Driving Business Productivity" 

www.navtrak.net 
866.590.9903 

SPECIAL OFFER 
for Lam & Landscape subscribers! 

You can get 
your copy of 
Street Suite™ 4.0 
absolutely free (a 
$199 value), with 
a new activation! 
Call us now at 
866.590.9903, 
or find out more online at: 
www.navtrak.net/landscaping 

USE READER SERVICE # 116 

Wright Sentar Standing/Sitting 
Zero-Turning-Radius Mower 

Features cutting widths up to 61 inches 

Padded seat with mono spring suspension folds out of the way 

Operator Balance Control lets the operator shift his/her weight as the terrain changes 

Includes a 2-cylinder, 19-plus-horsepower engine 

Carries a I0.7-gallon fuel tank capacity 

Speed reaches up to 11 miles per hour and 5 miles per hour in reverse 

Wright - 301 /360-9810, 

www.wrightmfg.com 

Circle 2 2 1 on reader service card 

Ventrac 4131 

• Articulating and oscillating frame design gives the operator 

enhanced maneuverability and stability 

• Each attachment is placed in front of the operator in easy view 

• Attachments connect in about a minute, without tools 

• More than 30 attachments are available 

• Other features include an air-cooled engine and all-wheel-drive 

• Ventrac - 866/836-8722, www.ventrac.com 

Circle 2 2 2 on reader service card 

Yazoo/Kees Mid-Max Mower 

• Series has expanded to include the ZMKH61251 

• Features an 11.2-gallon fuel capacity 

• Full-floating cutting deck is constructed of 10-gauge steel 

with reinforced 7-gauge skirts 

• Offers a low center of gravity and wide wheel stance for what is 

said to be increased stability and smooth performance 

• Includes large pneumatic tires 

• Ground speed reaches 9.5 miles per hour 

• Yazoo/Kees - 877/368-8873, www.yazookees.com 

Circle 2 2 3 on reader service card 

http://www.navtrak.net
http://www.navtrak.net/landscaping
http://www.wrightmfg.com
http://www.ventrac.com
http://www.yazookees.com


All for mowing less 
and making more, 
please stand. 

THE N E W COMPACT 

SURFER 
Quicker, smaller, lighter. 
And insanely affordable. 

Find out more or locate a dealer 
at GreatDaneMowers.com 

Great Dane is afegistered trademark of Aubbrn Consolidated Industries 

VISIT US A T GIE, B O O T H # 649 
USE READER SERVICE #117 



r y j o d u c ^ D o t l i g h t 

Daily Grind 
Cut your workload while using these chippers and grinders for tree tasks. 

compiled by heather wood | web edi tor 

Bandit Model 4000 stump grinder 

• Includes a hydraulic system and wheel cutter 

• Features a hydrostatic drive system with a 

rotating planetary case motor 

• Cutter wheel is 40 inches in diameter, 2 inches 

thick and has 48 buck teeth 

• Recessed pockets help to prevent wear 

to the bolts 

• Operates with a three-speed track drive 

• Cab features a display panel with warning 

leads and a 6-inch display screen 

• Bandit Industries - 800/952-0178, 

www.banditchippers.com 

Circle 2 2 4 on reader service card 

Extreme Service Stump Harvester 

• One-person machine can excavate, split, ^ ^ 

stockpile and load 

• Uses combinations of quenched and tempered 

multi-alloy Swedish steels 

• Designed to endure decades of the toughest 

applications possible 

• Produces a uniformly-cut product 

• National Attachments - 800/839-9981, 

www.nationalattachments.com 

Circle 2 2 5 on reader service card 

JP Carlton Self-Propelled 
Stump Cutter 

• Four-wheeled self-propelled unit 

• Designed to deliver maximum cutting 

power in hard-to-reach areas 

• Dual speed ground system allows the 

cutter to travel quickly from one jobsite 

to another 

• Features a I -inch thick, 21 -inch 

diameter cutting wheel 

• Includes heavy construction, hydraulic 

steering and four-wheel stance 

• Machine has a width of 35 inches 

• JP Carlton-864/578-9335, 

www.stumpcutters.com 

Circle 2 2 6 on reader service card 

http://www.banditchippers.com
http://www.nationalattachments.com
http://www.stumpcutters.com


The SG65 Woodchuck grinds stumps 
and cuts down underbrush. 

Specs: Honda 6.5hp GX Engine 
Centrifugal 'Wet' Clutch 
Weighs 160 pounds 
Folding Handles 

V -
E-Z Trench Mfg. 

# 2315 Hwy 7 0 1 S 
Loris, S.C. 29569 

( 8 4 3 ) 7 5 6 - 6 4 4 4 
www.eztrench 

Equipment that you can 
depend on to perform day 
in and day out. Our goal is 
to provide you with high 
quality products that will 
help you get more done 
in less time. 

17 7 T H-ZTl r v i ^ t n (843) 756-6444 www.eztrench.com 
USE READER SERVICE #118 V I S I T U S A T G I E , B O O T H # 1 6 5 4 

GlQlNDSAIN 
Redefine Beds 

Create New Beds 
Install Lighting 

Irrigation 
Prune Roots 

http://www.eztrench
http://www.eztrench.com
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Morbark 4600XL Wood Hog 

• Redesigned with a 14 percent larger hammermill 

• Tip swing is increased to 36 inches 

• Infeed opening has been expanded to 60 inches 

• Power options reach up to 860 horsepower 

• Includes an internal planetary drive feed with no chains 

• Morbark - 800/831 -0042, www.morbark.com 

Circle 2 2 7 on reader service card 

Rayco RC 12 Brush Chipper 

• Drum-style chipper 

• Powered by an 86-horsepower Cat diesel engine 

• Includes Rayco's PULSE down pressure system 

• Has a self-adjusting hydraulic clutch 

• Weighs more than 6,000 pounds 

• Planetary feed wheel included 

• Rayco Mfg. - 800/392-2686, www.raycomfg.com 

Circle 2 2 8 on reader service card 

With more than 50 attachments, the Ramrod Taskmaster is a very 
versatile tool that wifl get the Job done fast and right1 

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

• 
• • 
* • 

yearn H»H<> _»(>,» 

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

USE READER SERVICE # 119 

Tooth Buckets 

Back Hoes dig down to 8' Pallets with safety guard Carry-all Levelers 

3-in-l Mute-Purpose Toolbar 48" Rotary Angle 

1 1 5 0 / / " ^ ? 

http://www.morbark.com
http://www.raycomfg.com


AMERICA'S #1 LCF TRUCK. 

Isuzu trucks have 
been America s 
# 1 selling low cab 
forward truck for 20 straight 
years for a lot of reasons. 
With their panoramic visibil-
ity and incredible handling, 
they easily get you around the 
tightest traffic. 

And for 2006, our 
N-Series LCF diesel 

trucks offer even more 
t productivity enhancing fea-

tures and a p remium 3-year / 
I- unlimited warranty Visit us at 

www.isuzucv.com/ll or call 
be 800-785-5445 ext. 2379 for 

full details. 

SINCE 1986. 

I n T T M n 

Tilt/Telescoping Tachometer Standard Power Door 
Steering wheel for Diesel Engines Locks Standard 

Power Windows 
Standard 

Washer Fluid 
Refill in Dash 

Air Filter 
Indicator 

VIS IT US A T GIE, B O O T H # 1632 USE READER SERVICE # 120 

http://www.isuzucv.com/ll


j B L / s w s i i m s w n f t s ! 

U.S. Praxis Stump Machine 

• Portable, 103-pound stump machine 

• Powered by a 5.5-horsepower Honda GX160 engine 

• Cuts from 10 inches above ground to 10 feet below 

• Has a recommended maximum diameter cut of 24 inches 

• Features the same replaceable, carbide-tipped "Quadublades" 

as the original Stump Machine 

• Blade replacement takes less than 10 minutes 

• U.S. Praxis-888/316-8200, 

www.stumpmachine.com 

Circle 2 2 9 on reader service card 

Vermeer BC1500 Brush Chipper 

• Hydraulically-fed drum-style brush chipper 

• Has a 15-inch diameter chipping capacity 

• Powered by a 125-horsepower John Deere Tier 2 

diesel engine 

• Features 341 feet-per-pound of torque for high 

production chipping projects 

• Equipped with a 45-gallon fuel tank for up to 17 hours 

of continuous operation 

• Vermeer Mfg. - 888/837-6337, 

www.vermeer.com 

Circle 2 3 0 on reader service card ^ ^ 

T 

£ 

0 
i n n o v a t i o n p o w e r 

v a l u e p e i f o i m a n c e 
Demand more. Because good enough i s n ' t good enough. 

Demand Maruyama. Because extraordinary qua l i ty , proven 

d u r a b i l i t y and super io r performance s t i l l matter . 

Because commitment to serv ice and support s t i l l count. 

Because we bui ld the tools of your trade, the tools you 

depend on, everyday. Demand Maruyama. Because anything 

less just i s n ' t good enough. A l l commercial outdoor 

power equipment i s not created equal . 

maruyama. extraordinary. 
P R E M I U M O U T D O O R P O W E R E Q U I P M E N T 

w w w . m a r u y a m a - u s . c o m 

PREFERRED SUPPLIER OF PORTABLE OUTDOOR POWER EQUIPMENT 

U N I V E R S A I ^ M w ^ 

USE READER SERVICE # 121 

http://www.stumpmachine.com
http://www.vermeer.com
http://www.maruyama-us.com


Atlas Copco Hydraulic Handheld Breakers 

• Features a line of nine models 

• Models span five different weight classes 

• Heaviest model is 71 pounds 

• Each breaker comes standard with a 

1.3-foot hydraulic twin hose 

• Optional oil flow divider and extension hoses 

are available for running the breakers off 

hydraulic-powered carriers 

• Atlas Copco - 800/760-4049, 

www.atlascopco.com 

Circle 2 3 1 on reader service card 

Bayer Injectable Formulation of 
Merit Insecticide for Tree Care 

• Contains a higher concentration of imidadoprid, the 

active ingredient said to improve efficacy 

• Product is injected directly into the tree trunk or root 

flare tissue 

• Translocates throughout the tree for systemic protection 

• Professionals can apply through soil drench or soil injection 

or through Merit's new method 

• Provides yearlong control of a variety of insects 

• Availability is expected in fall 2006 

• Bayer Environmental Science - 800/331 -2867, 

www. bayerprocentral .com 

Circle 2 3 2 on reader service card 

Caterpillar Hydraulic Hammer 

• Pulls 700 feet-pounds of torque 

• Carries an impact frequency of 2,000 Bpm 

• Enclosed housing protects the power cell, eliminates 

side plate bolts and reduces noise levels 

• High and low pressure accumulator protects the carrier 

from damaging reflective forces 

• Caterpillar design means the hammer is matched to a Caterpillar carrier 

• One-piece body eliminates tie rods 

• Caterpillar-309/675-1000, 

www.cat.com 

Circle 2 3 3 on reader service card 

MERIT* 

http://www.atlascopco.com
http://www.cat.com


Danfoss Cycle Card CI Series 

Control Valve ^ 

• Single, chamber pilot-operated constant 

pressure pump control valve 

• Automatically adjusts to provide constant 

pressure at different flows 

• Works with any pump 

• Designed to save electricity, eliminate water 

hammer and extend service life of the pump 

• Size ranges from I Vi to 8 inches 

• Available with a 2-inch groove connection 

• Danfoss Flomatic - 800/833-2040, 

http://www.flomatic.com 

Circle 2 3 4 on reader service card 

DuPont Advion M o l e Cricket Bait 
i 

• Targets difficult-to-control, late-stage nymphs and adults, 

including egg-laying females ^ ^ 

• Features the new ingredient indoxacarb, powered by the 

MetaActive compound 

• Combines a bait matrix with the potent, nonrepellent active 

ingredient indoxacarb 

• Has been shown to perform despite significant rainfall 

• DuPont Professional Products - 888/638-7668, 

www.proproducts.dupont.com 

Circle 2 3 5 on reader service card 

Landscape Design Software 
thai makes ail impact ! 

\ v 
y \ isnal i m p a c t i m a g i n g 

Landscape Design Software 

^ ^ i j j Plois your site plan automatically! 

M ^ M . > i s i i a l i m p i K » i m a g i n g , c o m 

\ isii our website for a free demo or call 3 3 0 . 6 6 5 . 9 0 8 0 

VISIT US AT GIE, BOOTH # 2547 
USE READER SERVICE # 122 

You'll never get tired of the 
"Same Old Grind"! 

The Sundance KID III Grinder 
A n e c o n o m i c a l c o m p a c t ho r i zon ta l g r i n d e r 

w i t h a h u g e appe t i t e f o r y a rd was te . 

• No screens to plug or change 
• Load by hand or with up to 1 yd bucket 
• Produce mulch or compost from your yard waste 
• Curbside processing possible 
• Enclosed grinding chamber for improved safety 
• Easily towable with 3/4 ton truck 
• Excellent particle reduction in a single pass 
• Automatic load sensing controls 

.A. SUNDANCE 
E Q U I P M E N T , LLC 

(800) 570-3551 • fax (316) 283-3063 
www.sundancegrinders .com 

USE READER SERVICE # 123 

http://www.flomatic.com
http://www.proproducts.dupont.com
http://www.sundancegrinders.com


Project EverGreen-2007 Report to Stakeholders 

Join Us in Telling Millions of Americans about the Benefits of Green Spaces 

- P R O J E C T -

EverGreen 
Because Green Mat ters* 

By Den Gardner 
It's critical for our industry to educate 
Americans about the value of your company 
and the benefits you provide. 

As the green industry equivalent of the 
"Got Milk?" campaign, Project EverGreen's 
very existence is based on a mission to 
raise awareness among consumers. The 
message is simple: the promotion of the 
environmental, economic and lifestyle 
benefits of green spaces. 

Project EverGreen was founded two 
years ago by an alliance of large and small 
companies, associations, contractors and 
others who provide services and products for 
green spaces and the people who work 
in them. Our purpose is to promote the 
significance of those who preserve and 
enhance green spaces at home, work and 

play and to bring an alternative voice from 
those criticizing these areas. By doing so, 
we support the thousands of American 
landscapes, lawn care operators, sod 
producers, arborists, nursery and greenhouse 
growers, golf course superintendents, sports 
turf managers, irrigation contractors, 
professional grounds managers and others. 

But we don't lobby or represent any 
one segment or product category. Project 
EverGreen encompasses all the people, 
products and services used for green spaces 
and the benefits of maintaining them. 

Project EverGreen Tells 
the Green Industry Story 
Midway through 2006, we had already 
touched more than 115 million Americans 
through exposure in the news media. 

We have told your story in hundreds 
of newspapers and radio stations, from 
the weekly paper in the Parkersville, 
W. Va. Sentinel to New York Newsday. 
Here is a small sampling of the 
national media that have covered 
Project EverGreen nationwide: 

• New York Newsday 
• The Tennessean 
• The Cincinnati Enquirer 
• The Daily Oklahoman 
• The Denver Post 
• The Minneapolis Star Tribune 
• Detroit News 

Partnering with 
Like-Minded People 
We've created partnerships with 
organizations such as Habitat for 
Humanity and America in Bloom that 
give us a solid story to tell consumers, 
while simultaneously working directly 
with the public. 

(jrct* 
7 M« Hers, 

ALL RIGHT AMERICA: 
Show Us Your Green Spaces 
In 2006, Project EverGreen went in search 
of the best photos of well-maintained green 
spaces with a contest awarding publication 
in our Because Green Matters Calendar. 

The photography contest was inspired 
by our Because Green Matters Award, which 
recognized the University of Akron (Ohio) 
and Southern Land Company (Tennessee) 
for their efforts to develop green spaces. 

Your Support is Crucial 
As a non-profit organization, Project 
EverGreen relies on contributions to relay 
our message to consumers and your help 
is needed! Volunteer, contribute and get 
involved! Sign up online at 
www.projectevergreen.com. 
Or call toll-free at 1-877-758-4835. 

(Editor's Note: Den Gardner serves as executive 
director of Project EverGreen and helped found its 
current mission and strategies just two years ago.) 

Do the Right Thing 
Our highest profile campaign to date is GreenCare for Troops. 
This public service initiative provides free lawn care for families 
of armed forces personnel serving in the Middle East. 

How does that help the green industry? GreenCare for Troops' 
slogan is "Serving You While You Serve Us." It puts a face on the 
green industry, and identifies us as people who care, by matching 
affected families with local lawn and landscape contractors who 
have volunteered their services. Are you a volunteer yet? 

Project EverGreen enlisted former Marine Gunnery 
Sergeant, R. Lee "Gunny" Ermey, as its spokesperson. 
Well-known for his roles on screen and TV, Gunny supports the 
program because, "The lawn and landscape industry recognizes 
the financial and emotional sacrifices being made by our men 
and women serving overseas." 

Word about GreenCare for Troops spread like wildfire through the international 
military community by our media relations. We give daily interviews about the 
program, and connect the media with local contractors and families for a truly 
personal perspective. A soldier in Iraq even asked that we send a Project EverGreen 
banner to him. It is now displayed in Saddam Hussein's former palace. 

http://www.projectevergreen.com


Gehl 383Z Zero-Tail-Swing 
Excavator ^ 

• Model weighs 3 tons 

• Zero-tail-swing maneuverability allows the 

machine's superstructure to rotate entirely 

within the tracks 

• Can operate close to walls and 

obstructions without the risk of contact 

• Includes a 29-horsepower Yanmar diesel 

engine on the side of the machine 

• Hydraulic and fuel tanks sit on the rear of the machine to 

provide the operator with more legroom 

• Controls and instruments are economically located 

for easy use 

• Gehl-800/628-0491, 

www.gehl.com 

Circle 2 3 6 on reader service card 

GoldenLook Vortex Flooring 

• GL Epoxy Stone is installed over bare ground 

without concrete over wood decks and flooring 

• Formulation uses a reinforced resin matrix designed 

to add strength 

• Available in more than 60 varieties of designer GL Epoxy Stone 

• Flooring is salt-, freeze- and thaw-resistant 

• Usually walk-ready within 24 hours 

• GoldenLook International - 800/433-5397, 

www.goldenlook.com 

Circle 2 3 7 on reader service card 

More Effective 
" i f 

-

From Tree Tech® Microinjection Systems comes a full line of nationally labeled 
insecticides, fungicides, bactericides and fertilizers in leakproof microinjection units. 

Insecticides - A c e p h o t e , V i v i d ® l l , a n d M e t a S y s t o x ® R 
Fungicides - B a y l e t o n , Al iette® a n d A l a m o ® 

Fertilizers - O u r p r o p r i e t a r y Nutr i ject M f o r m u l a t i o n s 
Bactericides - O x y t e t r a c y d i n e antibiot ic 

Herbicide - D i c a m b a 
Deflowering Agent- S n i p p e r ® 

Tree Tech• 
microinjection system* 

V 

9 5 0 SE 215th Ave. 
Morriston, FL 3 2 6 6 8 

1 - 8 0 0 - 6 2 2 - 2 8 3 1 
e-mail : info@treetech.net 

Tret Itch* Environmentally Sound Tret Health (are lot the 21st (Mary and beyond. 

Labels, MSDS Sheets and Other information Available at www.treetech.net 

V I S I T U S A T G I E , B O O T H # 2 7 1 I 

USE READER SERVICE # 126 

http://www.gehl.com
http://www.goldenlook.com
mailto:info@treetech.net
http://www.treetech.net


Hannay N700 Spring 
Rewind Hose Reel 

• Non-sparking ratchet assembly unit made 

of machined, forged and stamped parts makes the reel safer 

• New design affords better access to the pawl and pin 

• Can accommodate single 3/8- or '/2-inch I.D. hoses 

• Standard inlet is a 90-degree swivel joint with 

'/2-inch female NPT threads 

• Standard outlet is '/2-inch female NPT threads 

• Operates at pressures to 300 psi and handles 

temperatures from -20 to 225 degrees Fahrenheit 

• Hannay Reels - 877/467-3357, a 

www.hannay.com 

Circle 2 3 8 on reader service card ^ 

Havahart Liquid Critter Ridder ^ 

• Available in granular for perimeter protection or ready-to-use and 

concentrate formulas for multiple surface direct application 

• Designed to repel skunks, squirrels, groundhogs, raccoons, cats and dogs 

• Active ingredients include oil of black pepper, piperine and capsaicin 

• Repels by odor and taste 

• One application lasts as many as 30 days 

• Havahart - 800/800-1819, www.havahart.com 

Circle 2 3 9 on reader service card 

Hiniker Scoop Plow 

• Conclave shape of the plow provides 

greater capacity, less spillage and faster, 

more efficient plowing 

• Plow's 20-degree fixed-angle outer ends help 

the plow capture snow, making it ideal for 

clearing lots and parking areas 

• Available in 8- and 9-foot lengths 

• Features a high-impact polyethylene moldboard 

that creates a low-friction, corrosion-free surface 

• Three-section trip-edge with a 9-inch high pivot point 

provides protection from high obstacles 

• Hiniker-507/625-5883, 

www.hiniker.com 

Circle 2 4 0 on reader service card 

Howard Leight AirSoft 
Redesigned Earplugs 

• Designed to be easier to insert and fit better 

in the ear 

• Features an internal air pocket design with 

noise-blocking fins 

• Fourth flange was added to the profile 

• Center shaft has been stiffened to facilitate 

insertion and removal 

• Original PVC material was replaced with a 

more user-friendly TPE 

• First introduced 30 years ago 

• Howard Leight - 800/430-5490, 

www.hearingportal.com 

Circle 2 4 1 on reader service card 

http://www.hannay.com
http://www.havahart.com
http://www.hiniker.com
http://www.hearingportal.com


Hudson Super Sprayer 
Compression Sprayer ^ 

• Features a 2-gallon capacity 

• Built with all Viton O-Rings and 

Gaskets that stand up to 

harsh chemicals 

• Uses a professional grade flat 

fan and cone pattern nozzles 

• Includes a Kern Oil 250 

chemical-resistant hose, poly pump and 

heavy-duty angled wand 

• Sprayer is metal-free, eliminating 

any concerns when used with 

herbicides 

• H. D. Hudson - 800/523-9284, 

www.hdhudson.com 

Circle 2 4 2 on reader service card 

Husqvarna HUV 
Utility Vehicles 

• Ten HUVs available in three platforms: 

all wheel drive, two-wheel drive and compact 

• Constructed with corrosion-resistant 6061 aircraft grade 

aluminum frames 

• Can reach 25 miles per hour ground speed and stop 

smoothly with four-wheel hydraulic disc brakes 

• Fully independent double-A arm front suspension and 

swing-arm rear suspension with coil-over shocks 

• Husqvarna - 704/597-5000, www.husqvarna.com 

Circle 2 4 3 on reader service card 

SMARTER WAYS TO WORK SINCE 1935. 

HYDROSEEDERS 

i • • » * 

\ F i N N 
1 T90 Sucki 

1 
m. jPL 

I . l i t l l 

HYDROSEEDERS I STRAW BLOWERS I BARK BLOWERS I CONSUMABLES 

As the inventor of the HydroSeeder* in 1953, FINN 
understands the keys to hydroseeding better than 
any other company in the world. With 8 
HydroSeeder models ranging from 300-3300 
gallon tank capacities, there is a FINN machine to 
tackle any size project. 

All FINN units are standard with 100% hydraulically 
driven, mechanical paddle agitation designed to 
enhance loading, mixing and discharge. FINN 
HydroSeeders are designed to save time, labor and 

material costs, while increasing your profits and 
productivity. All FINN machines are available with a 
number of options, mounting configurations and 
versatile applications. 

Contact FINN to find out which HydroSeeder is right 
for you. www.finncorp.com 

FiNN 

IL i ' / ' T t m H 

VISIT US AT GIE, B O O T H # 2208 
USE READER SERVICE # 127 

http://www.hdhudson.com
http://www.husqvarna.com
http://www.finncorp.com


Ingersoll Rand Box 
Blade Attachment 

• Hydraulic box blade designed for 

rough grading applications m ma 

• Has the ability to fill in low spots and 

fill in material to bring the surface closer to grade 

• 32-inch high blade has a reversible cutting edge that 

can be flipped over when the wear limit is reached 

• Moldboard allows for grading an 84-inch wide pass 

• Foam-filled tires are standard on the BSX-210 for 

added flotation 

• Ingersoll Rand - 877/472-7263, 

www.attachments.ingersollrand.com 

Circle 2 4 4 on reader service card 

Irritrol PC Control System M 
r 

7>ci2r,rrrrrr 

• Allows homeowners to control their 

irrigation schedules from a personal computer 

• Three-part, PC-based system 

• Includes 12-station controller, 2-way wireless handheld 

remote and a Windows-based software package on disk 

• Allows users to schedule automatic irrigation programs, 

check the system's real-time status and issue manual 

commands 

• Minimizes contractor visits 

• Irritrol - 800/883-1234, www.irritrol.com/pccontrol 

Circle 2 4 5 on reader service card 

STATEMENT OF OWNERSHIP 

The following is a statement required by the Act of October 1962, Section 4369, 
Title 39, United States Code, showing ownership of Lawn & Landscape, published 
monthly at 4012 Bridge Ave., Cleveland, Ohio 44113-3399 Cuyahoga County. 

The Publisher of Lawn & Landscape is Ron Lowy, 
4012 Bridge Ave., Cleveland Ohio 44113-3399. 

The Editor is Cindy Code, 
4012 Bridge Ave., Cleveland Ohio 44113-3399. 

The owner is Richard J.W. Foster, 
4012 Bridge Ave., Cleveland Ohio 44113-3399. 

The known bondholders, mortgages and other security holders owning or 
holding one (I) percent or more of the total amount of bonds, mortgages 
or other securities are: Publishers Press, 100 Frank E. Simon, 
Shepherdsville, Ky. 40165. 

Average number of copies each issue during proceeding 12 months, and of single 
issue nearest to filing date (September 2006), respectively, are as follows: Total 
number of copies printed (net press run) - 75,238 / 74,701; paid circulation sales 
through dealers and carriers, street venders and counter sales - 0; paid and /or 
requested mail subscriptions - 72,892 / 71,777; free distribution by mail, carrier 
or other means (samples, complimentary or other free copies) - 1,621 / 1,673; 
Free distribution outside the mail - 725/ 1,251; total free distribution - 2,346 / 
2,924; total - 75,238 / 74,701; copies not distributed (office use, leftover, 
unaccounted, spoiled) 0/0. Percentage of paid and/or requested circulation is 
97%/96%. 

I certify that the statements made by me above are correct and complete. 

Ron Lowy, Publisher 

Synthetic Putting Groons & Lawns 
Ideal add-on service to any 
Landscape company. 
We offer all types of turf 
products: polypropylene, 
polyethylene and nylon. 

N o Franchise Fees 

La>vns 
Industries leading synthetic 
turf supplier since 1986. 

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

Practice Greens 

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

(800) 590-3031 

www.tur famer ica . com in fo@turfamer ica .com 

V I S I T US A T GIE, B O O T H # 956 

USE READER SERVICE # 129 

http://www.attachments.ingersollrand.com
http://www.irritrol.com/pccontrol
http://www.turfamerica.com
mailto:info@turfamerica.com


Irrometer WaterSwitch 

• Can be retro-fitted to existing systems or 

installed with new construction 

• Wiring is similar to rain switching devices 

• Connects to the controller's existing sensor 

input terminals 

• Uses a single Watermark sensor in the turfgrass 

roots to signal the controller to skip unnecessary 

watering 

• Four selectable positions allow for user adjustment 

of the appropriate moisture level 

• I r rometer-951/689-1701, 

www.irrometer.com 

Circle 2 4 6 on reader service card 

Little Giant Submersible Light Kit 

• Uses a low-voltage transformer 

• Light attaches to Little Giant fountain nozzles 

or stands alone 

• Features four-colored lenses 

• Includes mounting brackets 

• Little Giant - 888/956-0000, www.lgpc.com 

Circle 2 4 7 on reader service card 

Loegering Z-Track System 

• Delivers traction and side-hill stability 

• Designed to be easy to install 

• Each component is individually hardened 

for longevity and dependability in 

aggressive conditions 

• Loegering Manufacturing - 800/373-5441, 

www.loegering.com 

Circle 2 4 8 on reader service card 

Job Description 

Aiw 
V j T l L . 

* • 
* » W 

Work 24 hours a day in winter 
despite sleet, snow, sun and rain. 

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

and decorations that are built to withstand the rigors of winter, year after year after year. 

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

spools are true commercial-grade spools with a UV inhibitor to slow the aging process and stay 
pliable for years. Our Ultra Minibrites™ are crushproof, waterproof and rated at 25,000 hours. 

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

For your free, full-color catalog or for more information: 

Visit our new website: www.creativedisplays.com 

E-mail: paul@creativedisplays.com 

Toll-free: 800-733-9617 • Local: 913-402-9617 

02006 Creative Displays, Inc. 

Weather-X, Pro-Grade, Ultra Minibrites and the slogan "Better products at better prices" 
are trademarks owned by Creative Displays, Inc. 

Christina* ^ ^ ^ 

CREATIVE W 
DISPLAYS" 
I H C O K P O K A T K D 

Better products at better prices/' 

USE READER SERVICE # 130 

http://www.irrometer.com
http://www.lgpc.com
http://www.loegering.com
http://www.creativedisplays.com
mailto:paul@creativedisplays.com


SWEEPSTAKES 
• Chances to Win New Products A t m r f i n i i i p l 
. Daily News Q U e S t l O H S I 
• Archived Magazine Articles Call 800/456-0707 
• Message Boards 
• Sign Up lor Your Personalized My Lawn&Landscape Account 

THIS MONTH, WIN A FULL PALLET OF EDGEPRO 
PAVER RESTRAINT WORTH OVER $4,000 

Proven professionals nail d o w n the i r paver j o b s w i t h EdgePro Paver Restraint . 
Our un ique one-piece res t ra in t sys tem is heavier a n d m o r e durab le , yet f lex ib le 
e n o u g h t o preserve t h e curves t h a t y o u create. 

Other key features are: 
• Durable PVC will not crack, rot 

or deteriorate. 

• Designed for both straight and 
radius installations without 
snipping and cutting. 

For more information on EdgePro Paver Restraint and the other landscape products 
that Dimex Corporation manufactures, visit www.edgepro.com or call 800/334-3776. 

i 

• Compact 7Vi foot design is convenient 
and efficient for storage and hauling. 

http://www.edgepro.com


McLaren HYBRID Series 
Steel-Enforced Rubber 
Tracks 

• Ideal for compact excavators 

• Designed to handle the most extreme 

ground conditions 

• Made of a steel track base with a removable 

rubber pad bolted to each track section 

• Can be used as a replacement of existing rubber 

tracks on more than 700 makes and models of 

equipment 

• When replacing tracks, it is not necessary to change 

sprockets, rollers or idlers 

• McLaren Industries - 800/836-0040, 

www.mclarenindustries.com 

Circle 2 4 9 on reader service card 

Mustang Zero-Tail-Swing 
Compact Excavator 

• Designed to perform equal to conventional tail-swing models 

• Eliminates rear overhang 

• Produces increased maneuverability and visibility for the operator 

• Takes advantage of a longer undercarriage to enhance stability 

• Features a side-mounted engine and 

rear-mounted hydraulic and fuel tanks 

• Mechanics have easy access to maintenance points 

• Mustang Mfg. - 507/451-7112, www.mustangmfg.com 

Circle 2 5 0 on reader service card 

NO POWER... NO PROBLEM! 
Introducing the NEW %o20 Sem SoloRm™ 

KEY BENEFITS: 
• Less Wire, Less 

Trenching, Less Cost! 
• Remote Areas Without Power 
• Save Energy-Battery ' • 

Powered Controller f 

' fr,9 Ba,,ezUfe! f w * 
• Waterproof Design 
• Long Wire Runs 

y.< * 

C o m e s w i t h every th ing you need to be up and running! 
(controller, solenoid(s), gel connectors, two mounting options, common jumper wires) 

NEIS#N TURF I-SM-nelson-S 
Q u a l i t y . Serv ice. G u a r a n t e e d ! L R N e l S 0 n . C 0 m 

Contact your local Nelson distributor, Regional Sales Manager and/or customer service representative for details. 

V I S I T U S A T GIE, B O O T H # 2225 

USE READER SERVICE # 131 

CATCH IT EVERY 
MONDAY AT 

w w w . l a w n a n d l a n d s c a p e . c o m 

http://www.mclarenindustries.com
http://www.mustangmfg.com
http://www.lawnandlandscape.com


c assi 
Business Opportunities 

ified: 

Multi-Media Classified Marketing! 

Maximize your advertising 

dollars by reaching: 

• The Industry's Largest Print Audience. 

• The Industry's Largest Media Web Audience. 

• The Industry's Largest Classified Section. 

We offer the industry's lowest costs to be seen 
in both Lawn & Landscape Magazine and lawn-
andlandscape.com for one low cost. 

All classified ads must be received seven weeks be-
fore the date of publication. We accept Visa, Mas-
tercard, 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. 

SELLING YOUR BUSINESS! 

FREE 
APPRAISAL 

NO BROKER 
FEES 

Professional Business Consultants 
vftosineSs . 

f p QL 
, \ 

o c a. 
Merger & Acquisition Specialists 

Professional Business Consultants can obtain purchase 
offers from qualified buyers without disclosing their 
identities. Consultants' fees are paid by the buyer. 

CALL: 

708/744-6715 
FAX: 508/252-4447 

LAWN PROFESSIONALS -- TAKE NOTICE 
Are you interested in M A K I N G MORE M O N E Y & HAVING MORE 
FREE TIME? The information contained in our manuals and the templates 
on our CDs are being used every day in our lawn service and by hundreds of 
your peers throughout the United States & Canada. We don't just talk the 
talk, we WALK THE WALK! Our lawn service was rated as a TOP 10 
service in August 2002. Our manuals and CDs include proven techniques for 
Bidding, Service Agreements, Estimating, Snow & Ice Removal, Marketing, 
Advertising, Selling, Letters for Success, Telephone Techniques, Employee 
Policy & Procedures and more. 

U.S. LAWNS 
NO ONE KNOWS THE 

LANDSCAPE MAINTENANCE 
- , INDUSTRY LIKE WE DO. 

~ - — 

Planning to start a landscape maintenance 
company'' Already in the landscape 
maintenance industry' Then let U.S. Lawns 
show you how to start or convert your business 
and grow with the leader in the commercial 
landscape maintenance industry. 

Our four ideals. Trust, Quality, Service and Value, 
along with a "No Job is Too Big or Too Small" 
philosophy, make U. S. Lawns a "cut above" the rest 

• Superior Financial • Ongoing Support 
Management • Corporate 

• Low Capital Investment Purchasing Power 
• Financial Assistance • Sales & Marketing 
• Protected Territories Guidance 

To find out more about 
us and the opportunity 
U.S. Lawns can offer, call 
1-800-USLAWNS or Visit 
us at www.uslawns.com U S . L A W N S 

LET US HELP YOU EARN WHAT YOU DESERVE! 

L j f U M S M I 
SNOW SUBCONTRACTORS: 

Lipinski Snow Services Inc., one of the East 
Coasts largest Snow & Ice management firms 
is seeking qualified service providers for snow 
plowing and ice control for the 2006-2007 winter 
season and beyond. Preferably Contractors with 
prior snow experience and insurance. We are 
currently seeking firms that can provide any of 
the following: 

• Snow Plows 
• Wheel loaders, backhoes or skid-steers to 

push containment plows/pushers 
• Shoveling crews with supervision 
• Snow blower operators 

We currently have contracts throughout all 
NJ, PA, NY, MA, CT, RI, N H , ME, DE, 

M D , VA & D C . 
If you are looking to partner with an 

industry leader please contact us regarding 

sub-contract opportunities. Log onto 
wwww.lipinskisnowremoval.com, 

click on, be a subcontractor, fill out the form 
and submit. 
O r contact 

Dave Magill at 
888/220-2570. 

Pays to advertise in the 

Lawn & Landscape classifieds. 

PROFITS UNLIMITED Since 1979 ^ g3 
Call 800-845-0499 • www.profitsareus.com FTes) 

Taking Your PROFITS To T h e Next Level 

Synthetic Golf Greens Voted, 

"The #1 Profitable Service Idea Of 2006" 

G O L F s c a p e s 

Reasons To Call Us: 
• * H u g e P r o f i t s - U p T o 6 0 % 
y} * O n l i n e A d v a n c e d T r a i n i n g 
* * U t i l i z e E x i s t i n g E q u i p m e n t 

B * A n E a s y A d d - O n S e r v i c e 
* * * U p s e l l E x i s t i n g P r o d u c t s 

* G r e e n s Se l l M o r e L a n d s c a p e s 

FREE VIDEO 
8 0 0 - 3 3 4 - 9 0 0 5 

www.al lprogreens.com 

mailto:bvelikonya@gie.net
http://www.uslawns.com
http://www.lipinskisnowremoval.com
http://www.profitsareus.com
http://www.allprogreens.com


classified: 
Business O p p o r t u n i t i e s Business For Sale 

A R E T H E R O O T S O F 
Y O U R B U S I N E S S D Y I N G ? 

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 

THE LEADER IN ORGANIC-BASED LAWN CARE1" 
www.nl-arrer com 

SELLING OR B U Y I N G A 
FLORIDA BUSINESS 

> > C a l l T o d a y < < 

F L O R I D A B U S I N E S S O P P O R T U N I T I E S 

941/366-1500 
www.FloridaBO.com 

Dale Tindall, Lie. Broker 

Flbizops@aol.com 

• Free Business Appraisals 

• Exit Strategies 

• N o upfront fees 

• C O N F I D E N T I A L 

Lawn & Landscape Professionals 

Business For Sale 
A P P L I C A T I N G / L A W N M A I N T E N A N C E 

C O M P A N Y 
Located in the Beaut i fu l Rocky M o u n t a i n s ! 
Owners retiring after 15 years in business. Well, 
established company in a booming & fast growing 
market. Good quality equipment-Excellent Reputa-
tion-many multi year contracts. Owner will help train. 
Lawn Spray-Tree Spray-Deep Root Feed-Pest Control-
Noxious Weeds-Lawn Mowing/Irrigation maintenance 
program. Gross over $500K/ in 7 months.(May - Octo-
ber.) Serious Inquires only. Call (970/904-1890) 

GULF COAST OF FLORIDA 
Lawn & Landscape C o m p a n i e s For Sale 

City Gross N e t 

St. Pete Irrigation 1 .5m 2 8 0 k 

Sarasota Sod C o . 1 .6m 2 8 8 

Sarasota Landscape Supply 1.0m 2 8 2 

Naples C o m m e r c i a l Lawn 9 5 0 k 191 

St. Pete C o m m e r c i a l Lawn 6 6 0 k 2 7 0 

Ft . Myers Landscape 6 . 2 m 8 0 0 

Sarasota Landscape Design 3 2 5 k 150 

Ft Myers Full line Landscape 2 . 8 m 7 1 0 

www.F lo r idaBO.com 

NORTH-EASTERN G O L D COAST 
OPPORTUNITY 

Lawn Doctor franchises, in Fairfield & New 
Haven Counties in Connecticut. Turn-key 
operation, gross margin 30% plus. All 
inclusive $550,000, equipment, trucks, 
accounts and more. Principals only, no 
brokers. Serious buyers only. 203/650-2988 
or email lawndoc@optonline.net. 

FLORIDA BUSINESS OPPORTUNITIES 
941/366-1500 

Email : Flbizops@aol.com 

Dale Tindal l , Lie. Broker 

Located in the Florida lower keys, a well established 
27 years yard maintenance, Lethal Yellowing tree 
injection business, has mobil license $125,000, 
available home on secluded acre with storage area 
1.0 million. Contact owner Chris 305/872-9659. 

Elliott Irrigation Co. Inc. for sale. Rated top 10% 
in country. Located in Birmingham Alabama. 
Family in business since 1962. Full details at 
www.elliott4sale.com . Great opportunity. 

FLORIDA LANDSCAPE BUSINESS 
10 year-old business netting $1 Million. 

Priced at $3.7 Million with 
$1.1 Million Assets Included. 

Contact Corporate Investment Business Brokers 
239.936.1718. cibb@cibb.net. 

Visit us on the web www.cibb.net 

LAWN MAINTENANCE - FOR SALE 
Reputable business - Summerlin, Northwest, Southwest Las 

Vegas with multi-year customers. Quality new and well-
maintained equipment: mutiple hydrostatic mowers, blow-

ers, line trimmers, hedge trimmers, chainsaws, irrigation 
tools and supplies, and trailer with steel cages. $60,000.00 

Option to buy 2003 F-350 diesel dully with new tires, 
well maintained. 

Serious inquiries: 702/240-6661 

Profitable 12 year old Landscape I Irrigation construction 

company in southwest Missouri for sale. Includes 300 

sprinkler system service accounts, equipment and work 

backlog. Current owner will help with smooth transition. 

Hard assets of equipment and trucks equal $200,000. 

Business grosses $750,000 and cash flows around $150,000. 

Excellent opportunity for relocation to a growing area. 

Price is firm at $300,000 with option to buy 

building and property. Serious only respond by 

email to libiz4sale@yahoo.com 

WANTED BUYER WITH GREEN THUMB! 

Profitable top ranked franchised lawn and tree care 

business for sale in Washingtonville, Monroe, Cornwall 

New York annual revenues of 330k. Tremendous 

potential. Own your own business. 

Ongoing training and support..all inclusive. 

Contact laurelcompanies@aol.com for buyers prospectus. 

F O R SALE I N C O L U M B U S O H I O 

Profitable residential landscape Design/Build and 
maintenance company for sale in Columbus Ohio. Expand 
your existing company or make yours more profitable and 

efficient with our proven 18 yean in the Residential Design 
build field. This is a very well known, well managed, and 

highly organized turn key operation. 2005 Gross sales 
$800,000.00 +. YTD= $600,000.00 This is a excellent 

opportunity to expand your existing business or get into one 
of the fastest growing businesses in the country. Business 
includes a growing turn key operation, all key employees, 

equipment, advertising, etc. Call 614-848-6500. 

For Sale $239,000 Gardening Service, Denver CO 
Residential maintenance w/mgt. Fantastic reputation, 

turnkey opp, $100k profit and growing!! 
jjohnston@baltd.com, 303-758-4600 

O W N E R T I R E D , W A N T S T O RETIRE 

Very profitable Landscaping, Gardening and Spraying. 
38 Years. Great potential for young, energetic, business-

minded individual. Gross $250,000, Net $125,000. 
Owner will transition. Employees, equipment, and adver-
tising on going. Maintenance 50%, Construction 40%, 
Spraying 10%. Company has a great reputation! Serious 

only need to inquire. Fax: 707-268-3839. 

Business Wanted 
W A N T E D T O P U R C H A S E 

Chemical lawn & tree care companies, 
any area reply in strict confidence. 

laurelcompanies@aol.com 

For Sale 
L A N D S C A P E 

DESIGN STAMPS 
Rubber stamp symbols of trees, shrubs 
plants, rocks, pavers, ponds, and more. 
Easy to use. CHECK OUR WEB SITE. 
www.amer icanstampco.com 

A M E R I C A N S T A M P C O . 
TOLL FREE 877-687-7102 Local 916-687-7102 

CallTue, Wed orThur 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. 
info@treeequip.com. www.treeequip.com. 

Made in USA. 

TrakMats 
G r o u n d C o v e r M a t s f o r P r o f e s s i o n a l s 

* Tough, Lightweight 
* Cleats for Traetion 
* UV protected 
* Light color prevents 

burnt grass 
* Hand cutouts for 

lifting 

800-762-8267 
SVE Sales, Inc. www.trakmats.com 
Charlotte, NC 28216 email: sales@trakmats.com 

http://www.nl-arrer
http://www.FloridaBO.com
mailto:Flbizops@aol.com
http://www.FloridaBO.com
mailto:lawndoc@optonline.net
mailto:Flbizops@aol.com
http://www.elliott4sale.com
mailto:cibb@cibb.net
http://www.cibb.net
mailto:libiz4sale@yahoo.com
mailto:laurelcompanies@aol.com
mailto:jjohnston@baltd.com
mailto:laurelcompanies@aol.com
http://www.americanstampco.com
mailto:info@treeequip.com
http://www.treeequip.com
http://www.trakmats.com
mailto:sales@trakmats.com


classified: 
For Sale 

Stop guessing square footage! Measure area quickly 
and accurately. Just wheel the DG-1 around any 

perimeter and instantly know the area inside. 
$399 + $7 ship. CA add tax. 

760/743-2006. 

Help Wanted 

FORMS A N D 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. 

"The Dual Spreader Carrier" 
For All Lawn Care Companies 

Call 508-852-5501 
For more information & pricing go to 
www.paramountglobalsolutions.com 

Labor 
LANDSCAPERS, Plan for your 2007 workers now! 

Want legal, reliable workers on the job every day? Bring them 
from Mexico (and other countries) with H2B visas. We do all 

the paperwork. We can select great workers, too!! 
We care about your success and lead the way in 
FAST, FRIENDLY, AFFORDABLE service. 

FREE information & booklet. 
USAMEXLtd. (501)724 8844 

DavidDonaldson@USAMEX.ORG 
(Limited supply of visas in 2007) 

Help Wanted 

Ready for yOUT career 
in landscaping to take off? 

Contact us about the possibilities... 

IB RllPPERT 
I f y N U R S E R I E S 

careers@ruppertcompanies.com 

(301 )414 -0151 fax 

B I I H M B B M B I M H I H 

Commercial landscape installation, 
commercial landscape management 

and tree growing in the East since 1977 

NEED PROFESSIONALS! 
Advance Tree & Shrub Care Inc., a fast growing tree care 

company located in north Dallas area who specializes in saving 
sick trees, needs degreed/certified arborist and 

phctech. Call 214/544-8734. 

Land-Tech Enterprises, Inc. is one of the 
Delaware Valley's largest multi-faceted 
landscape firms. Serving commercial 

clients throughout PA/NJ/DE. 
Our continued growth presents exciting 

career opportunities with unlimited 
growth potential! 

Career opportunities in management, 
production, supervision and 
crew level are available in the 

following work disciplines: 
• Landscape Management 
• Landscape Construction 

• Erosion Control 
• Business Development-Estimating 

Contact Human Resources at 
215.491.1470 or fax resume to 

215.491.1471 
careers@landtechenterprises.com 

www.landtechenterprises.com 

i t ^ g b 

H I G H G R O V E 
P A R T N E R S 

HighGrove Partners, LLC is growing and 
we need Leaders who want to grow 
with us and have fun along the way. 

Atlanta and Charlotte career opportunities 
are available in: 

• Sales 
• Landscape Architecture 
• Landscape Design 
• Irrigation 

Grow Your Bright Future Today! 
Contact Keith Worsham at 678/298-0582 

Or keith.worsham@highgrove.net 
www.highgrove.net 

Are you looking for a job or Looking for 
qualified employees to: 

• Climb it • Grow it 
• Design it • Landscape it 
• Plant it • Sell it? 

JOBS In Horitculture, Inc. 
Employment Advertising 

In Print and Online 
800/428-2474 

www.hortjobs.com 

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: http//www.florapersonnel.com 

J< 
^ ^ Consultants 

Know Us ... Know Success 

Your recruiting firm for the Landscape Industry 

ARE YOU A HIGHLY QUALIFIED EXECUTIVE 
OR PROFESSIONAL W H O IS READY T O CON-
FIDENTIALLY TAKE YOUR CAREER T O T H E 
NEXT LEVEL? 
^ Call JK Consultants - your recruiting firm for 

the Landscape Industry. 
S We are currently doing business with several top 

national Landscape firms who have maintenance 
and construction opportunities - excellent 
compensation and excellent locations. 

S Take your career to the next level with 
JK Consultants. Know us ... Know success. 

S Put our statement to the proof and call us right 
now to confidentially discuss your career. 

S Do you know other professionals ready to make a 
change? We offer a referral fee if the person you 
refer to us is hired by one of our clients. 

You never know where professional 
friendships may lead. 

Call us right now to find out confidentially how 
we can take your career to the next level. 

E-mail: contact@JKSuccess.com 
Phone: 209/532-7772 

Visit our website at www.JKSuccess.com 

SALES POSITION 
Must have strong ties to industry and affluent 

commercial clientele. Salary, commissions and benefits. 
Greenscape Inc. provides landscape maintenance, site 

development, tree services, irrigation and snow removal 
throughout the PA, NJ, and DE areas. 

Fax resume to 856/321-0105 
Phone: 856/667-5296 

http://www.paramountglobalsolutions.com
mailto:DavidDonaldson@USAMEX.ORG
mailto:careers@ruppertcompanies.com
mailto:careers@landtechenterprises.com
http://www.landtechenterprises.com
mailto:keith.worsham@highgrove.net
http://www.highgrove.net
http://www.hortjobs.com
mailto:Hortsearch@aol.com
http://www.florapersonnel.com
mailto:contact@JKSuccess.com
http://www.JKSuccess.com
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H e l p W a n t e d 

TRUGREEN LandCare 
Landscape Managment * Design & Installation • Irrigation Services 

h a m 

Email: Ron Anduray@landcare.com • Office: 301.924.7810 * Fax: 301.924.7782 

* Regional Manager 
* Area Manager 
* Landscape Designer/Architect 

* Branch Manager 
* Sales Manager 
* Management School Candidate 

B R I C K M A N 
Enhancing the American Landscape Since 19,19 

Br ickman is looking for l eader s 
who are interested in growing their 
c a r e e r s with a growing company. 

Nationwide career and internship 
opportuni t ie s avai lable in: 

• L a n d s c a p e Management 
• L a n d s c a p e Construct ion 
• Irr igat ion 
• Accounting 
• Bus ines s Adminis t ra t ion 

Start growing your career at: 
brickmangroup.com 

GREENSEARCH 
GrcenScarch 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. 

GOTHIC LANDSCAPE , INC. & 
GOTHIC GROUNDS MANAGEMENT, INC. 

Since 1984, we have been creating long-term relation-
ships with clients through outstanding personalized 
service and problem solving. We are one 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 
• Estimators 
• Irrigation Technicians 
• Project Managers 
• Sales Personnel 
• Foreman 
• Spray Technicians (QAC, QAL) 
• Superintendents 
• Supervisors 

For more information, visit: www.gothiclandscape. 
com or Email: hr@gothiclandscape.com 

Ph: 6 6 1 / 2 5 7 - 1 2 6 6 x 2 0 4 
Fax: 661/257-7749 

P R O D U C T I O N ASSISTANT, D A L L A S A R E A 

Good Earth Landscaping needs a Production As-
sistant with working knowledge of the landscape 

business required. Must be bi-lingual (Eng, Span). 
Must have legal documentation and a valid Drivers 

License. Contact Jim at the following: 
jmontgomery@goodearth-inc.com, 

214/803-8385 or 214/381 -5899 EX 15. 

Excit ing C a r e e r O p p o r t u n i t i e s For 
S e r v i c e I n d u s t r y M a n a g e r s 

Come join one of the largest Vegetation 
Management Companies in the United States. 

DeAngelo Brothers, Inc., is experiencing tremen-
dous growth throughout the Country creating the 

following openings: 

Division Managers 
Branch Managers 

We have immediate openings in: 
VA, New England, FL, MO, TX, CO, LA, IL 

Responsible for managing day to day operations, 
including the supervision of field personnel. Busi-
ness/Horticultural degree desired with a minimum 
of 2 years experience working in the green industry. 
Qualified applicants must have proven leadership 
abilities, strong customer relations and interpersonal 
skills. We offer an excellent salary, bonus and ben-
efits packages, including 401 (k) and company paid 
medical coverage. 

For career opportunity and confidential consid-
eration, send or fax resume, including geograph-

ic preferences and willingness to relocate to: 

DeAngelo Brothers, Inc., 
Attention: Carl Faust, 

100 North Conahan Drive, Hazleton, PA 18201. 
Phone: 800/360-9333. Fax: 570/459-5363 or 

email-cfaust@dbiservices.com 
EOE/AAP M-F 

mailto:Anduray@landcare.com
http://www.greensearch.com
mailto:info@greensearch.com
http://www.gothiclandscape
mailto:hr@gothiclandscape.com
mailto:jmontgomery@goodearth-inc.com
mailto:email-cfaust@dbiservices.com


Help Wanted 

U.S. LAWNS 
NO ONE KNOWS THE 

LANDSCAPE MAINTENANCE 
- - M O S T R Y LIKE WE DO. 

Use your experience as an Account Manager. 
Operations Mgr.. Branch Manager or 

Regional Manager to work for you. 

E-mail resume to hrwusl awnsnd or 
fa* to 407/246-1623 

Capitol L.L.C. a forward thinking Landscape 
Management, Construction and Ornamental 

Nursery operation located in the 
Baltimore/Washington area; is seeking a motivated, 

self starter to take on the challenge of 
nursery & landscape construction sales. 

We offer: flexible schedule, above industry benefits, 
pay and plenty of room to grow! 

Forward resume, work experience and brief bio to: 
Contact: brentrutley^capitolllc.com 

HORTICULTURIST 
Lake Nona, an approx. 7,000-acre residential/commercial planned 
community in S.E. Orlando is looking for a Horticulturist. The 
primary responsibility will be to oversee general contractors to 
ensure fulfillment ofcontractual obligations in regard to landscape 
& irrigation installation and maintenance. Ideal candidates will 
have 10+ years combined experience in landscape maintenance, 
nursery production, landscape installation, and irrigation 
installation with a minimum of 3 years supervisory I manage-
ment experience. We offer competitive salaries and benefits. 
To apply, email your resume to humanresources@lakenona.com 
or call 407-816-6597. 

GROW WITH US! 
• A d d or Expand Your Irrigation Services 
• Marketing and Training Programs 
•Consult ing Services Available 
• Secure Franchise Territories Available 

#ServiceFirst 
Irrigation j 

For i n f o r m a t i o n c o n t a c t u s : 

1-877-353-4533 
or 

w w w . s e r v i c e f i r s t i r r i g a t i o n . c o m 

Join the company where 

People Matter... 
Our mono is Our business is people 
and their love for trees**. We offer 
excellent career opportunities at all levels. 

We value safety first, provide ongoing 
training, .ind have an excellent 
compensation and benefit package 
that includes a 401K with company 
match and ESOP. 

a 
c ^ , 

thecareoftrees. 
877.724.7544 
847.459.7479 

Apply online at 

www.thecareoftrees.com 

Chicaqo, New York, Philadelphia, San Francisco, Washington, D.C 

N O L T N E R ' S G R O U N D M A I N T E N A N C E 
V E R O N A W I S C O N S I N 

is looking for an operations manager 
commercial mowing and snowplowing 

experience necessary. 
Call 608-848-2990 or 

email noltnersground@aol.com 

fiR'AR 
O U T D O O R S E R V I C E S 

A s w e c o n t i n u e b r e a k i n g n e w g r o u n d in 

L a n d s c a p e S e r v i c e s a n d w e a r e l o o k i n g f o r 

q u a l i t y p e o p l e t o j o i n o u r g r o w i n g t e a m ! 

Al l o f us at RAR - o w n e r , m a n a g e m e n t , a n d e m p l o y e e s 

a re c o m m i t t e d t o l ead ing t h e i n d u s t r y as w e p r o v i d e 

t h e m o s t c o m p r e h e n s i v e , c u s t o m e r o r i e n t e d g r o u n d 

m a n a g e m e n t a n d l andscape e n h a n c e m e n t 

se rv i ces in t h e r e g i o n . 

If y o u have w h a t i t t akes , a n d y o u l i ke a cha l l enge , 

Jo in o u r i n n o v a t i v e a n d m o t i v a t e d t e a m as w e 

c o n q u e r t h e n e x t leve l ! 

F o r e m e n • D e s i g n e r s • C r e w M e m b e r s 

A c c o u n t M a n a g e r s • T r e e E x p e r t s 

C o m m e r c i a l M a i n t e n a n c e Sales P e r s o n 

THE TIME IS NOW! 

www.Creenlndustry-Jobs.com 

Jf DUKE'S 
^^^^ landscape Management, Inc. 

W e a r e a n a w a r d - w i n n i n g fu l l -
s e r v i c e l a n d s c a p e m a n a g e m e n t 
f i r m c o m m i t t e d t o h i g h q u a l i t y 
p r o d u c t s , o n t i m e de l i ve ry , a n d 

s u p e r i o r c u s t o m e r s e r v i c e . D u e t o 
o u r c o n t i n u e d g r o w t h a n d s u c c e s s 

w e c u r r e n t l y h a v e t h e f o l l o w i n g 
c a r e e r o p p o r t u n i t i e s a v a i l a b l e : 

• BRANCH MANAGER 
• PRODUCTION MANAGER 

• CREW LEADERS - INSTALLATION & 
MAINTENANCE 

We offer an excellent salary, 
benefits package, and great work 

environment! 

Duke's Landscape Management 

50 Rt. 46 W, Hacket ts town, NJ 0 7 8 4 0 
908 .850 .6600 / fax 908 .850 .5516 

email: tanya@dukeslm.com 

FAX Resume 410-602-0688 EOE 
Email: palomae@raroutdoorservices.com 

Baltimore, MD 21208 

mailto:humanresources@lakenona.com
http://www.servicefirstirrigation.com
http://www.thecareoftrees.com
mailto:noltnersground@aol.com
http://www.Creenlndustry-Jobs.com
mailto:tanya@dukeslm.com
mailto:palomae@raroutdoorservices.com
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Landscape Equipment | Landscaper Accessories 

TREE S T A K E S 
Doweled Lodgepole Pine 

CCA Pressure Treated 
2" Diameter, Various Lengths 

Economical, Strong and Attractive 
Phone: 800/238-6540 

Fax: 509/238-4695 
JASPER ENTERPRISES, INC. 

We ship nationwide. 
Web site: www.jasper-inc.com 

Software 

£ 
Mesh Debris Bags • Leg & Arm Chapps 

Equipment Covers • Sun Neck Protection 
^ W.E.Z-Top /n * *A / tu * *Ju 

MADE IN THE U.S.A. (FREE CATALOG!! ! 

W J L f l l i a i 
O » 0 0 - « l « - 2 I 2 7 O 

W W W . W E C H A P P S . C M I M 

Industry Web Sites 

B U S I N E S S R E S O U R C E S 
LawnSite.com - Where Business Owners Meet 
PlowSite.com - For Snow & Ice Professionals 
LawnCareSuccess.com - Books, Templates, 
Tutorials, Proposals, Contracts, Flyers, Door 
Hangers, Letters, How To Estimate Properly, 
Advertising, & More. 412/415-1470 

The all-in-one software 
for lawn care and 

landscaping contractors 

Check out the software 
that is revolutionizing the 

green industry! 

w w w . w i n t a c . n e t 
or call: 

1 - 8 0 0 - 7 2 4 - 7 8 9 9 

Unlimited Customers & Properties 

Automatic Scheduling, Routing 

Automatic Invoicing, Job Costing 

Service History & Profit Tracking 

Labor and Productivity Tracking 

Material & Chemicals Tracking 

< Print Proposals, Invoices, Work 
Orders, Statements, Purchase 
Orders, Reports, Labels. Even 
design your own forms in Word" 

Full Accounting: G/L, A/R, A/P, 
Payroll, Checking, Inventory. 
Financial Reports and Graphs 

Built-in links to Quick Books', 
Peach tree', MapPoint' Street 
Mapping, Emailing, and more! 

T u r f G o l d S o f t w a r e E a s i l y M a n a g e s 

all Y o u r P r o j e c t s O n o r O f f S i t e 

C o m p l e t e r e m o t e 

o f f i c e . 

1 0 0 % S y n c h r o n i z a b l e 

d a t a b a s e . 

P r i n t p r o p o s a l s o n - s i t e , 

e l i m i n a t e d a t a e n t r y , 

s t r e a m l i n e y o u r 

b u s i n e s s ! 

Easily m a n a g e client records, create professional 
proposals, auto-schedule jobs, route work orders with 

M S MapPoint , job costing and more! 

Posts invoices to QuickBooks and includes built-in 
C A D Des ign Sof tware . 

C a l l o r G o O n l i n e T o d a y ! 

www.TurfGold.com 
1 - 8 0 0 - 9 3 3 - 1 9 5 5 

T M 

i m / f m m h M M m 
T u r f G o l d S o f t w a r e 

by Tree Management Systems, Inc. 

GROUNDSKEEPERW 
BUSINESS 
SOFTWARE 
I n v o i c i n g 
Scheduli 
Routing 
E s t i m a t i n 

MOWER METER 
Equipment 

^ Maintenance Software 
Designedfor the 

G r e e n I n d u s t r y 

• S c h e d u l i n g 

+ T r a c k i n g ( 

• C o s t i n g 

• P a r t s I n v e n t o r y £ 

F r e e D e m o 8 0 0 - 6 3 5 - 8 4 8 5 
W W W . M O W E R M E T E R . C O M 

Web Designers 
Web Design, Brochures, Logos, Lettering and 
Printing Services for Landscapes. Your single 
source for marketing your landscape business. 

Samples online: www.landscapermarketing.com 
or call 888/28-DSIGN. 

Check us out @ 
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http://www.jasper-inc.com
http://WWW.WECHAPPS.CMIM
http://www.wintac.net
http://www.TurfGold.com
http://WWW.MOWERMETER.COM
http://www.landscapermarketing.com


Lighting 

Learn the Christmas Decorating 
Business and Watch 
Your ProfitsGloWl^Ev

+
erythingyounef! 1 w to run a successful 

exterior Christmas lighting ) # T R A I N I N G V IDEOS 
• Award Winning Instructor 

* Advanced Techniques 
• Easy to Follow 

y • Sold Individually 

I manual 
• No contracts to sign! 
• No franchise fees! 
• No hidden costs! 

business at affordable prices, 
f Call today to get 

your FREE information 
packet and video 
sampler demonstrating 
our training materials 
available. 

1.888.251.8799 

I f * • 

www.CreativeDecoratinginc.com CREATIVE 
nneu SINCE 1980 Award-wtnnng Creative Decorating — over 25 years experience in the Chnstmas hfhtmg buwwu 

GROW YOUR BUSINESS 
With One or Both Off These 

Great Service Offerings! 

^NITETIME 
A. a 

D E C O R 
Landscape and Architectural Lighting 
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A 
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o • x . 4 
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T r a i n i n g - Products ~ Support 
w w w . n i te t i m cdecor .com 
1-877-552-4242 

C h r i s t m i 
D e c o r 

375 Locations in 48 States 
$2000 Daily Production 

Per Crew! 

* -THE-
* HIGHEST QIJALITYIN 

H O L I D A Y L I G H T I N G ! 

Expand your Business & 
Accelerate Off-Season 

Revenue! 

ified: 

r ' ' T _ L • ^ l . , , , , 

Call Today! 
1-800-687-9551 

www.christmasdccor.net 

a , i s 
i 7 • t T . 

Business Kit & DVD 
Available 

Cross Sell Customers 
Retain Employees 

Year Round 
IDEAS CALL NOW! 

1 - 8 8 8 - 2 0 0 - 5 1 3 1 decorating 

w w w . b r i t e i d e a . c o m 

c assi 
GPS Vehicle Tracking 

No monthly fees 
Call 800/779-1905 

www.mobiletimeclock.com 

EXTREME GPS 

Locate any vehicle 24/7 
Track 1 to 10,000 vehicles 

Reduce fuel cost 
Save up to 30% on insurance 
Monitor poor driving habits 
Establish route boundaries 

Speeding notification 
Increase bottom line 

Log onto website for limited 
time discounts and free demo 

www.extremegpssystems.com or call 
866-213-5138 and mention web address 

Landscape Billing 
Get the invoice monkey off your back... 
"At last.. .How to collect money 
from your lawn customers with 
practically no work! 
Amazing NEW technology gets 
you paid, while you enjoy your 
time offi" 
Sebring, FL - A newly released free report 
reveals the quick and easy 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 toll-free number to get your copy, 
1-800-832-0743 (Toll-free, 24 hour 
recorded message) 

Insurance 
COMMERCIAL INSURANCE 
FOR THE GREEN INDUSTRY 

Competitive rates, comprehensive coverage 
and payment plans designed for your 

specific business needs. 

If you provide any of the following services we can 
design a program for your company: 
* Installation 
• Snow Removal 
• Renovation 
» Fertilization 
» Herb./Pest. App. 

• Right of Way 
• Holiday Lighting 
• Irrig. Install./Serv. 
• Mowing & Maint. 
• Tree & Shrub Serv. 

• Spill Clean Up 

Contact one of our Green Industry 
Specialists for a quote at 

800/886-2398 or by fax at 
740/549-6778 

M.F.P. Insurance Agency, Inc. 
rick@mfpinsure.com 

http://www.CreativeDecoratinginc.com
http://www.christmasdccor.net
http://www.briteidea.com
http://www.mobiletimeclock.com
http://www.extremegpssystems.com
mailto:rick@mfpinsure.com


iThe Care of Trees Finds 
Leadership is Key to Safety 

The author is field sa fety 

and education manager jfc 

for Wheel ing, lll.-based 

The Care of Trees. 

Reach him at jenberg 

@thecareoftrees.com. 

Tree care is a dangerous business 
and its workers have the highest 
accident rate of any job for a mu-

nicipality, according to recent research 
conducted by the University of South 
Dakota. In fact, the most dangerous 
act you can do on the job is to remove 
a tree. 

This sobering information is one 
reason The Care of Trees redoubled its 
emphasis on safety leadership. After 
years of focusing on our company's 
safety record, we had reached a con-
sistent safety level, but we were not 
content. We wanted to get even better 
and become a zero-injury workplace. 

"No one in our family gets hurt." 
This simple statement crystallizes our 
vision for our employee safety lead-
ership program. We also borrowed 
H.O.P.E. (Hazards - things that can 
hurt us. Obstacles - things that we can 
hurt. Plan - isolate hazards, protect ob-
stacles and get the job done. Equipment 
- right equipment for the job) from 

ArborMaster Training as a simple way to 
remember the keys to our job briefings. 

In March 2005, The Care of Trees 
commissioned Behavioral Science 
Technology (BST) in Ojai, Calif., to 
evaluate the company's safety leadership 
practices. The Care of Trees was the 
first tree care company to participate 
in the BST Strategic Safety Leadership 
program; some of the company's other 
clients have included DaimlerChrysler, 
Johnson & Johnson and the National 
Aeronautics and Space Administration 
(NASA). 

The Care of Trees invests between 
2 and 5 percent of its annual revenue 
into training programs, including those 
focused on safety leadership. 

Focus groups, one-on-one interviews 
and in-depth surveys were conducted 
with hundreds of staff members - from 
ground crews to upper management. 
Approximately 700 hours during the 
company's standard work hours were 
needed to conduct the research and 

T h ree Key F a c t o r s t o S a f e t y S uccess 

Among the major breakthroughs The Care of Trees had as they improved their safety 
leadership practices, three stand out as notable. 

1. Whether your hourly workers believe you care about their safety is the most 
critical factor in success. They are on the front lines with customers every day, and 
their opinions of your company, whether positive or negative, affect the customers' 
experiences. 

2. District managers play an important role in the hourly workers' experiences. 
District managers are the people within the company who usually have the 
most contact with hourly workers; they personify the company to employees. The 
workers' opinions of the entire company depend on their positive or negative 
perceptions of their district managers. 

3. The effectiveness of leadership is a strong predictor of safety success. Working 
toward a zero-injury workplace begins with leadership throughout the entire 
company. By helping the management team strengthen their leadership skills, they 
become better performers not only in safety, but in all aspects of our business. 



Af ter years of focusing 

on its safety record, The 

Care of Trees reached a 

consistent safety level but 

still strived to become a 

zero-injury workplace. 

implement the safety leadership pro-
gram initiatives. Overall, the results 
were encouraging — The Care of Trees 
compared favorably to other com-
panies in the areas of management 
credibility, the organization's value 
for safety, and employees' perception 
that the organization is concerned for 
their needs and interests. 

The results also identified two 
key areas of improvement: employ-
ees' comfort levels in approaching 
others about safety, and the percep-
tions of workers regarding reporting 
injuries and incidents. These were 
major issues we needed to address 
aggressively. 

We attacked these issues using 
different approaches. For example, 
we emphasized the importance of 
managers having risk conversations 

with hourly workers on the job. At the 
jobsite, the manager or sales arborist 
asks the crew to identify the risks they 
will face and how they can eliminate 
or avoid them. While the manager 
may know many of the risks associ-
ated with a particular job, engaging 
in risk conversations demonstrates 
the manager wants to understand and 
address the risks the workers face. 

When leaders consistently engage 
workers in risk conversations the 
workers are more likely to approach 
their coworkers on safety issues. 
Because the conversations reinforce a 
positive relationship with the district 
manager, they increase the likelihood 
the hourly workers will report injuries 
and incidents. 

We believe leadership development 
is directly connected to a total safety 

culture. Every manager participated 
in a confidential evaluation of their 
leadership skills. Once they received 
the results, each person met one-
on-one with the BST consultant to 
interpret their results and learn ways 
to strengthen their skills. 

After the regular meetings 
concluded, the managers received 
weekly e-mail reminders about their 
individual leadership goals. 

BST advises that a significant 
reduction of injuries should not be 
expected until at least two years after 
the safety leadership program has 
been installed. The Care of Trees 
program has been in place for less 
than a year, but has already noted 
a lower frequency of injuries and 
significant reduction in the severity 
of injuries. - Joe Engberg LL 
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Company Name Web Address Page # RS# Company Name Web Address Rage # RS# 

Adkad Technologies www.adkad.com 176 110 
Adobe Commercial Truck www.adobeequipment.com 177 113 
Advanced Growing Systems www.agsincorporated.com 32..... 19 
American Isuzu www.isuzucv.com . 185 120 
American Roll-Off www.americanrolloff.com 94 55 

Ariens/Gravely www.gravely.com 59 37 
Arysta Lifescience www.arystalifescience.com 42, 43 29 

BASF www.turffects.com 29, 30-31. 99-102... 17, 18, 59 
BASF www.turffects.com 51 
Bayer Environmental Science www.bayerprocentral.com 179 

Blue Yellow www.blueyellowpro.com 207 132 

Bucks Fabricating www.bucksfeb.com 138 81 
California Landscape Lighting www.callite.com 111 66 
Carl Black GMC www.cariblackgmc.com 117 69 
Carlisle Tire & Wheel Co www.carlisletire.com 107 61 
Cascade Lighting .. www.cascadelighting.com 178 114 
Case Construction www.casece.com 47 31 
CDS John Blue www.cds-johnblue.com 110 64 
Chemical Containers www.chemicalcontainers.com 36 23 

CLCLabs 142 86 
CLIP www.dip.com ! 105 60 
Corona Clipper. www.coronadipper.com . 87 48 

Coxreels www.coxreels.com 34 20 

Creative Displays www.creativedisplays.com 194 130 

Cutter's Choice www.cutterschoice.com 36 24 
DIG Irrigation Products www.digcorp.com 130 73 
Dimex Corp www.edgepro.com 116 68 
Dixie Chopper www.dixiechopper.com 95 56 
Dixon Industries www.dixon-ztr.com 109 62 

Dodge www.dodge.com 2,3 
Dow AgroSciences www.dowagro.comAurf 19, 21 
Drafix Software www.drafix.com 174 108 

DSD International www.dsdinternational.com 88 50 

Easy Lawn www.easylawn.com 176 111 
Envista www.envistainc.com 35 22 
Ewing Irrigation www.ewingirrigation.com 131 74 

Exaktime www.exaktime.com 17 14 

Express Blowers www.expressblower.com 170 103 

EZ Trench www.eztrench.com » 183 118 
Factory Direct Lighting www.fdlight.com 189* 124* 

Ferris Industries www.ferrisindustries.com 41, 171 28, 33 
Finn * www.finncorp.com 192 127 

First Products www. I stproducts.com 110 63 
Force America www.forceamerica.com 135 78 

GMC Truck www.gmc.com 7, 8, 9, 23 
Grasshopper www.grasshoppermower.com 91 52 
Great Dane www.greatdanemowers.com 181 117 
Gregson-Clark www.gregsondark.com 168 101 
HilliardCorp www.hilliardcorp.com 142 85 
Hunter Industries www.hunterindustries.com 208 133 
Hustler Turf Equipment www.hustlerturf.com 112, 113 

Insight Direct www.insightdirect.com 94 54 

Intuit www.intuit.com 133 76 
Irrigation Direct www.irrigationdirect.com 45 30 
Irrometer www.irrometer.com 86 47 

J.J. Mauget www.mauget.com 39 26 
John Deere www.johndeere.com 15 13 
John Deere Landscapes www.johndeerelandscapes.com 85 45 

JRCO www.jrcoinc.com 138 80 
KB I www.kbico.com 57 36 
Lastec www.lastec.com 98 58 
Lebanon Turf www.lebanonturf.com 5 10 

Lehman Mfg www.lk-equipment.com 166 98 

LESCO www.lesco.com 55 35 
Little Giant Pump Co www.lgpc.com 93 53 
Little Wonder www.littlewonder.com 11 11 
LR Nelson www.lrnelson.com 196 131 
LT Rich Products www.z-spray.com 86 46 
Maruyama www.maruyama-us.com 186 121 
Mid-Am Trade Show www.midam.org 137 79 
Mitsubishi Fuso www.mitfuso.com 13 )2 

Montana Tractors www.montanatractors.com 63 39 
Morbark www.morbark.com 53 34 

Navtrak www.navtrak.net 180 116 
Nelson Irrigation www.nelsonirrigation.com 134 77 
Nufarm Turf & Spedalty www.turf.us.nuferm.com 49, 173....32, 107 
Obex Data Services www.obexdata.com 166 99 

Ohio Turfgrass Foundation www.ohioturfgrass.org 51 104 
Oldham Chemicals Co www.okJhamchem.com 172 106 
Race American www.paceamerican.com 28 16 
face www.pacelink.com 128*. 129* 72* 
PBI Gordon www.pbigordon.com 140, 167....82. 100 
Perma-Green Supreme www.permagreen.com 26, 27 15 
Project Evergreen www.projectevergreen.com 189* 125* 
Rain Master www.rainmaster.com 164 95 

Rainbow Tree Care www.rainbowtreecare.com 141 83 

Ramrod Equipment www.ramrodequip.com 184 119 
Real Green Systems www.realgreen.com 97, 115 57, 65 
RND Signs www.rndsigns.com 176 112 
RotaDairon www.mge-dairon.com 132 75 
SavaLawn www.savalawn.com 178 115 

Scag Power Equipment www.scag.com .. 175 109 
Shindaiwa www.shindaiwa.com 165 96 

Signature Control Systems www.signaturecontrolsystems.com 162 93 
Software Republic www.raincad.com 88 49 
Southwest Putting Greens www.southwestputtinggreens.com 61 38 

STIHL www.stihlusa.com 37 25 

Sundance Equipment www.sundancegrinders.com 188 123 
Syngenta www.syngentaprofessionalproducts.com. 160, 161 92 

Toro Irrigation www.toro.com 89 51 

Tree Tech Microinjection www.treetech.net 190 126 

Turbo Technologies www.turboturf.com 34 21 
Turf America www.turfemerica.com 193 129 
Vermeer Mfg www.vermeer.com 40 27 

Visual Impact Imaging www.visualimpactimaging.com 188 122 
Walker www.walkermowers.com 169 102 
Weed Man www.weed-man.com 172 105 

Wells Cargo www.wellscargo.com 166 97 
Westheffer www.westheffer.com 141 84 
Wright Mfg www.wrightmfg.com 163 94 
Yanmar America Corp www.yanmar.com 65 40 
Zum Wilkins www.zum.com 114 67 

IRRIGATION STATE OF THE INDUSTRY AD INDEX 

Rain Bird www.rainbird.com S2. S7, S8 70, 71 

BENCHMARKING YOUR BUSINESS REPORT AD INDEX 

John Deere www.johndeere.com J2. J7, J11, J16 ... 41, 42, 43, 44 

U.S. LAWNS SUPPLEMENT AD INDEX 

Exmark www.exmark.com U.S. Lawns 15 90 

John Deere Landscapes www.johndeerelandscapes.com .. U.S. Lawns9 89 

LESCO www.lesco.com U.S. Lawns2 87 
Sunbelt Rentals www.sunbeltrentals.com U.S. Lawns3 88 
U.S. Lawns www.uslawns.com U.S. Lawns 16 91 

* Denotes regional advertising. This listing provided as a courtesy to 
Lawn & Landscape advertisers. 

http://www.turffects.com
http://www.dowagro.comAurf
http://www.ferrisindustries.com
http://www.gmc.com
http://www.hustlerturf.com
http://www.turf.us.nuferm.com
http://www.pbigordon.com
http://www.realgreen.com
http://www.rainbird.com
http://www.johndeere.com
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Engineered Turf System 

BLUEYELLOW'" Engineered Turf System is your all-in-one turf 

establishment solution. With precisely calibrated and uniformly distributed 

blends of premium seed and fertilizer, contained within a cellulose substrate, 

BLUEYELLOW turf matting delivers unparalleled uniformity, natural weed 

suppression, and faster turf establishment. BLUEYELLOW turf matting can 

be customized to meet your seed and fertilizer requirements, and it 

biodegrades completely, leaving nothing to remove. 

Your seed, your fertilizer, your reputation. 

The Smartest Way to Make Green® 

Rake Roll Relax 

Visit us at Booth #389 of the 
2006 Ohio Turfgrass Conference & Show 

www.blueyellowpro.com 

USE READER SERVICE # 132 
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http://www.blueyellowpro.com


Better Mfiper Seal. 
Better Nozzles. 
Better Body Cap. 
Better Switch Now. 
Why are professionals making the switch to Pro-Spray® in record 

numbers? Because Pro-Spray has been designed to be better than 

the leading brand in all aspects. The wiper seal is 

grit-resistant (which helps put a stop to stick-ups) and 

prevents flow-by leakage (which allows the 

head to be used under lower pressure). 

The body cap is built strong to resist 

stress cracking in high pressures and extreme 

temperatures. And, the superior engineering of 

Pro-Spray fixed-pattern nozzles features precise 

edges, optimum droplet size, and the industry's 

easiest, as well as most aesthetically pleasing, 

color-coding I.D. system. Visit your Hunter 

distributor to make a change to Pro-Spray 

and make a change for the better. 

Extra strong 
body cap won't 

leak or crack 

Convenient 
pull-ring flush cap 

Hunter 
The Irrigation Innovators 
www.HunterIndustries.com 

Co-molded 
wiper seal 
eliminates leaks 
and "flow-by" 

VISIT US AT GIE, B O O T H # I 150 
USE READER SERVICE # 133 

http://www.HunterIndustries.com


by: 

More business owners today are 

helping their local communities or 

volunteering their time for good 

causes to grow their businesses 

and better themselves as leaders. 

Environmental Science 



Its nice to know that help is never far away. Especially when it comes to controlling 

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

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

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

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

which gives you the support and resources you need to get 

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

It's Science. It's support. It's peace of mind. 

97% \ 
efficacy M 
100% f 

peace of mind. 

LIBRARY 
Michigan State 

University 

* Average based on university science and field trials. 

Bayer Environmental Science, a business group of Bayer CropScience 2 T.W. Alexander Drive. Research Triangle Park. NC 27709. Merit is a registered / T \ g a v e r Environmental Science 
trademark and Backed by Bayer is a trademark of Bayer AG. Always read and follow label directions carefully. © 2006 Bayer CropScience \±S 
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CLASS OF 2 0 0 6 
LEADERSHIP PROFILES 

2 8 Leadership Honor Roll 
A complete listing of the past winners and an 
introduction to the 2006 winners of the 
Lawn & Landscape and Bayer Environmental 
Science Leadership Awards. 

3 8 Bill Arman 
With "Lead and they will follow" as his mantra, 
Bill Arman inspires others to aspire. 

4 4 John Gibson 
There is no mountain too high for John Gibson 
of Swingle Lawn, Tree & Landscape Care. He is 
ready for any challenge - both in his outdoor 
hobbies and in the green industry. 

5 0 Frank Mariani 
From his own garden to his clients' estate 
landscapes, Frank Mariani has a fervor for 
outdoor spaces that cannot be ignored. 

5 8 Gerry McCarthy 
Gerry McCarthy's membership in more than 
25 associations and clubs has made him a 
well-rounded business owner. 

6< Ed Walter 
Telling the pesticide user's side of the story is 
only part of Ed Walter s legacy. 

F 0 Alan White 
If a problem needs solving, all you have to do is 
tell Alan White that he can't fix it. Then, he'll 
prove you wrong. 

MJChiiaAN SIATE UNIVERSITY 
L I B R A W e l c o m e Letter 

An introductory letter from Neil Cleveland, 
director of U.S. Green Business for 
Bayer Environmental Science 

FEATURE ARTICLES 
jr 

Giving Back 
More business owners today are helping 
their local communities or volunteering their 
time for good causes to grow their businesses 
and better themselves as leaders. 

Scheduling Secrets 
Sometimes making time for community 
service or volunteering as a business owner 
means better day-to-day scheduling - one 
popular concept is called time blocking. 

Giving Back During Holidays 
There are many ways to give back during 
the holidays as a business owner - these top 
the list. 

Yesaholics Anonymous 
When many charities and organizations 
ask a business owner for his money and time, 
it's inevitable that a full schedule book will 
prevent him from saying "Yes" to every 
request. 

L 10 Leadership Resolutions 
Start the next year off right with some 
resolutions to better your personal and 
professional life. 
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In todays fast-paced business environment, entrepreneurs and amateurs alike 

struggle to balance their responsibilities in the workplace with those in their 

personal lives. Although this task is seemingly difficult for many, a leader can 

handle the task with relative ease. 

An effective leader is an efficient one - one that manages his or her schedule 

wisely and allocates enough time to support the industry as well as other per-

sonal groups of interest. These individuals understand the importance of giving 

back. 

There is a common misperception that giving back must involve a mon-

etary gift to an individual or group that is less fortunate. Although this type of 

community service is extremely valuable, there are a 

variety of other ways to improve your professional 

and personal environment as well. 

At Bayer Environmental Science, we pride our-

selves on the value-added services that we provide 

our industry. Some examples include: 

• Our commitment to research and development, 

which allows us to bring new and improved solu-

tions to the marketplace; 

• Our continued effort to serve as an advocate for 

the green industry regarding all pending and poten-

tial legislation; 

• Our support of local and national green industry 

organizations through board membership; and 

• Our dedication to the industry's future that is man-

ifested in our undergraduate scholarship programs. N e i 



We understand the challenges landscape and lawn care professionals en-

counter while trying to run a profitable, respected business. To prepare them 

for the issues they may face now or in the future, and to help them learn the 

best ways to run a more efficient business, Bayer Environmental Science cre-

ated The Bayer Lawn Care Institute™. 

Developed in connection with the Backed by Bayer™ product, training 

and service commitment, the focus of The Institute is to provide you with 

the resources and tools you need to develop a successful business. Initia-

tives such as the Bayer Lawn Care In-

stitute™ and Backed by Bayer™ are 

a few of the most noteworthy ways in 

which we give a little something more 

to our customers. As a business owner, 

the opportunities are endless for you to 

give back to your community as well as 

to your employees. Youll find further 

information on the value-added servic-

es available through The Institute later 

in this issue. 

The 2006 Lawn & Landscape Lead-

ership Award winners highlighted 

in this publication have influenced 

other professionals in the industry 

not only due to their success as lead-

ers in lawn care, but as valuable members of their own communities as well. 

All of us at Bayer congratulate each of you on a job well done. 

Best wishes for a successful year, 

Neil Cleveland, 

Director; U.S. Green Business 

Bayer Environmental Science 

"There is a common misperception that 

giving back must involve a monetary 

gift to an individual or group that is 

less fortunate. Although this type 

of community service is extremely 

valuable, there are a variety of other 

ways to improve your professional 

and personal environment as well." 

- Neil Cleveland 



GIVING 
BACK 
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More business owners today are helping their local communities or volunteering their time for 
good causes to grow their businesses and better themselves as leaders. 

Ninety-one percent of small-business owners contributed to 
their communities in the last year through volunteering, in-
kind contributions and/or direct donations, according to a 
national small business poll by the National Federation of In-
dependent Business Research Foundation. 

While donations definitely help the organizations busi-
nesses support, many company owners find that volunteering 
their time proves to be a better experience. Volunteering can 

good for you and your business - as long as it is the right fit. 

VOLUNTEERING TIPS. Though giving back is a business 
practice many company owners choose to adopt, volunteers 
unfortunately sometimes wind up dreading the chore rather 
than finding it to be a rewarding and motivational experi-
ence. As such, if you want to volunteer, you need to do your 
homework to avoid disappointment. Here are some tips on 



what you should look for before devot-
ing your time and energy to a volunteer 
position. 

I . How will your time be spent? 
It's highly unlikely you would blindly ac-
cept a job without getting some facts. Find 
out all you can about the organization be-
fore you commit to volunteering for them. 
What are the organization's objectives? 
What goals have been reached? Who is the 
organization helping? Talk to the people 
who run the organization to find out what 
services they expect you to perform and 
how often. Are these services you want to 
perform? In addition, talk to other volun-
teers to find out if they actually enjoying 
volunteering for the organization. 

2. How does it benefit you? Be 

honest with yourself about your goals. If 
you are volunteering in part to gain ex-
posure for your company, make sure that 
you do. If your motives are more per-
sonal, you should still ensure that you feel 
fulfilled in your service. 

3. Do what you love. Although you 

may be an excellent number cruncher, 
you may not want to spend your time 
volunteering as an unpaid accountant. As 
a volunteer, you may decide that human 
contact is more important then sitting 
behind a desk. The key is to volunteer 
doing something you love to do. It is not 
important that you use your skills from 
your business as a volunteer. Also, don't 
feel guilty if someone tries to peg-hole 
you into specific spots. A volunteer as-
signment is not a paying job, so remem-
ber to do what you love or have always 
had a desire to do. 

4. It's okay to say, 'No.' Many 
times the staff at a nonprofit will see a 
good volunteer and ask for more service 
than the volunteer was originally willing 
to give. It is important to learn to say, 
"No, I can't do that." If you don't learn 
to say "No," more jobs will be piled upon 
you. Instead of volunteering five hours 
a week, you may suddenly find yourself 
at the nonprofit organization 12 hours a 
week. That extra time might considerably 
cut into time for yourself, your family or 
your business. In the end, you will wind 
up hating volunteering because it has be-
come a weekly obligation that needs to 
be met rather than something you look 
forward to. 

5. Don't expect miracles. In the 

nonprofit world, remember not to expect 
miracles. Progress may be very slow. If 
you had on your business hat, you know 
things would be different. Be patient. 
Remember to keep in mind that you are 
not the director of this organization and a 
little slow progress is better than none. 

BENEFITS OF VOLUNTEERING. 
Volunteering for seasonal events where 
you help serve food to the homeless on 
Thanksgiving Day or visit a children's 
hospital in December to help distribute 
toys are valuable experiences, but you'll 
get more out of volunteering if you make 
it a regular part of your life. From spend-
ing time with underprivileged youth to 
caring for animals in a shelter to deliver-
ing meals to the elderly, there are count-
less opportunities to make a difference in 
your community. 

Not only will you benefit from the 
positive experience of helping others, but 
your business will, too. Consider the fol-
lowing ways that volunteering can give 
your business a boost. 

• Experience working with many 
different types of people. When you 
volunteer, you will meet people from all 
walks of life and learn to work coopera-
tively with people holding views that can 
be quite different from your own. You'll 
also learn to relate to people in new ways, 
which can only help your managing skills 
and customer relations. 

• A network of contacts. Through 
your volunteering work, you will meet 
other community leaders and business 

owners you might not have come into 
contact with otherwise. 
• Leadership skills. If you volun-
teer on a regular basis, you'll probably 
be put in charge of various projects. 
As you manage people other than 
your employees, you might gain a 
fresh perspective on your leadership 
role as a boss and business owner. 

• Recognition and publicity. Many 
people who volunteer receive awards 

for their work. Most often, they also re-
ceive free publicity because the award 
was presented at an event and covered 
by the local media. When they mention 
you, they'll mention your business, too. 

• New customers. People like to sup-
port those who do good for others. Don't 
be surprised if you find your fellow volun-
teers - as well as their friends and families 
- frequenting your business. • 

This article was reprinted with the permis-
sion of the National Federation of Indepen-
dent Business, a Washington, D.C.-based 
organization representing small and inde-
pendent businesses across the United States. 
NFIB was recently ranked the most influen-
tial business organization and third overall 
in "Washington's Power 25"survey conduct-
ed by Fortune magazine. Check them out 
on the Internet at www.nfib.com. 

If you volunteer on a regular basis, you'll probably be put in charge of 

various projects. As you manage people other than your employees, 

you might gain a fresh perspective on your leadership role as a boss 

and business owner. 

http://www.nfib.com
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• Providing schools and non-profit groups with 

furniture, supplies or employee involvement. 

• Using and encouraging others to take advan-

tage of energy reducing, environmentally friend-

ly equipment and vehicles. 

• Actively taking part in recycling programs 

and recycling whenever possible in day-to-day 

business operations. 

• Committing a portion of profits to specific 

non-profit programs or organizations. 

• Sponsoring employee and non-employee in-

volvement in local charitable events. 

• Contributing materials, funding and employ-

ee time to help build or refurbish buildings used 

by non-profit companies. 

Small companies involved in community ac-

tivities gain immeasurably. Community involve-

ment gets the name of the company out to po-

tential customers and enhances its 

reputation. Small companies that 

take part in community activities 

gradually become local "institutions" 

and are accepted by everyone as a 

vital, integral part of community life. 

Clearly, this is a tremendous way for 

businesses to be thought of by their 

customers. 

Also, many companies find that 

as community involvement increases 

(and employees intermingle more 

frequently with members of the community), em-

ployees begin treating customers with added 

respect, thoughtfulness and courtesy. This lays 

a foundation for excellence in customer service 

- perhaps the most important requirement for 

company growth. - NFIB 

Becoming involved in community affairs and services 

makes good sense for businesses of all sizes. In-

volved companies become known as "neighbors and 

friends," instead of just businesses out to make money. 

During natural disasters and catastrophes, small 

companies reach out in many ways to help needy vic-

tims. These include finding or providing housing; sup-

plying food, blankets or clothing; donating money; or 

enabling employees to take time off of work to volunteer 

to help without losing paychecks. 

Companies find that as community involvement increases (and em-

ployees intermingle more frequently with members of the community), 

employees begin treating customers with added respect, thoughtfulness 

and courtesy. This lays a foundation for excellence in customer service 

- perhaps the most important requirement for company growth. 

Small companies and independent businesses have 

opportunities every day to become involved in their 

communities. Proven avenues include: 

• Donating items, money or employee time to com-

munity causes, such as charitable fund-raisers, walk-a-

thons, biking events, substance-abuse programs, ongo-

ing activities of non-profit organizations, etc. 
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Brad Googins is executive director of the Center for Corporate Giving at Boston 
College (www .bc.edu). He talks about the unique position small business owners are 
in to reinvest in the communities that made them a success. 

Q: What's the biggest challenge for small business owners in giving back? 

Googins: Everyone is knocking at a small business owner's door asking to donate to this or that cause. 
You can't possibly meet all the needs, so it's a matter of how to screen them without offending a neigh-
borhood group. It puts small business owners in a heck of a bind. 

Q: What's a solution? 

Googins: To not think about only financial contributions because then you're one of a hundred or thou-
sand companies giving a check. The involvement of your business in the community should go beyond 
giving a check. Ask yourself, "What can I do that's unique?" For instance, maybe it's a bakery giving 
free bread to a charity dinner. 

Q: How has corporate giving changed in the last few years? 

Googins: Today's company has to be much more strategic in its giving. Today's consumers make deci-
sions not on traditional issues of quality, but on what kind of business you run. That's why it's important 
for a small business to focus on an issue, and get behind it in a way that makes a difference, rather 
than giving out $25 gift certificates to every nonprofit in town. 

Q: How can giving help a small business's bottom line? 

Googins: Small business owners need to think of this as a competitive issue. If all of the stores on the 
street give a gift certificate to a cause, that doesn't give you any advantage. But if you can do some-
thing different, it can attract customers and the media. Be creative and look for a niche that isn't being 

Googins: Ask yourself, "Is there an issue I get passionate about?" Don't let people knocking on your 
door determine where you give. The more you're giving is tied to your interests, the more you person-
ally will prosper. - NFIB 

filled. 

Q: How does a small business owner choose a cause to focus on? 

http://www.bc.edu


Bayer Lawn Care Institute™ 
RUNNING A LAWN CARE BUSINESS BRINGS A NEW SET OF CHALLENGES AND 
DECISIONS EVERY DAY. At Bayer Environmental Science, we know that selecting 
pesticides is only one of the many decisions you face. Whether it's growing your 
customer base, retaining good employees, or keeping overhead costs in check, the 
list can be long and daunting. 

We want to help. 

We're announcing a new initiative for the lawn care market called the Bayer Lawn 
Care Institute™. In addition to identifying current and future industry trends that will 
affect your business, the Institute will provide free resources to help you overcome 
challenges and make smart decisions. 

Our hope is that the Bayer Lawn Care Institute™ will support your efforts to build a 
more successful, more profitable business. 

Don't Miss the 2007 
Healthy Lawns, Healthy Business Summits 
Sponsored by the Bayer Lawn Care Institute™ 

January 25 Gaylord Texan, Dallas, Texas 
January 30 Sheraton Westport Plaza, St. Louis, Mo. 
February 6 Hilton Garden Inn, Baltimore, Md. 
February 8 Marriott Oakbrook, Chicago, III. 
February 13 Renaissance Hotel, Orlando, Fl. 
February 20 Ritz-Carlton, Cleveland, Ohio 
February 22 Sandestin Hilton, Destin, Fl. 
TBD Providence, Rl 

For more information on the Bayer Lawn 
Care Institute™ and the Healthy Lawns, 
Healthy Business Summits, contact your 
Bayer field sales representative. If you're 
attending the Green Industry Conference, 
stop by our booth #2032 to learn more. 



HELP IN HELPING OTHERS 
^ ^ e r e are some resources for more ideas or assistance in setting up your own community service program: 

• The Foundation Incubator, at www.foundationincubator.org, is a boot camp for philanthropic ventures, with 

support staff, office space and advice on everything from legal issues to giving strategies. Member 

foundations spend six months to three years in residence at the incubator in Palo Alto, Calif., to learn the 

essentials of effective philanthropy. 

• Better Business Bureau Wise Giving Alliance - www.give.org. 

• Its Deductible is a software program that typically sells for $29.95 and determines and tracks the proper fair 

market value of donations, while maximizing taxpayer savings. Most people have no idea what the fair 

market value of their gift is worth. For more information, call 800-976-5358, 

or go to www.itsdeductible.com. 

Business for Social Responsibility, online at www.bsr.org, focuses on 

giving businesses hands-on guidance in setting up social programs. 

< 
Business Ethics magazine offers articles on corporate social 

responsibility and a free e-newsletter. Go to www.business-ethics.com. 

NewTithing Group offers a calculator at www.newtithing.com that 

will calculate market conditions into your annual budget so you can 

determine your charitable comfort level. 

GiveForChange centralizes hundreds of nonprofits online, and lets 

you donate over the Internet, at www.giveforchange.com. 

Volunteer For Change lists volunteer opportunities at more than 

20,000 nonprofits and public sector organizations nationwide. 

GuideStar, at www.guidestar.org, lets you check out any organization 

and determine what percentage of your donations are actually going to 

the cause, as opposed to staff salaries and overhead. 

The American Institute of Philanthropy offers tips on giving, as well as a list 

of top-rated charities, on its Web site, www.charitywatch.org. For a copy of 

its Charity Rating Guide and Watchdog Report, call 301-91 3-5200, or send 

$3 to: AIP, 4905 Del Ray Ave., Suite 300, Bethesda, Md. 20814. - NFIB 

http://www.foundationincubator.org
http://www.give.org
http://www.itsdeductible.com
http://www.bsr.org
http://www.business-ethics.com
http://www.newtithing.com
http://www.giveforchange.com
http://www.guidestar.org
http://www.charitywatch.org


J" Bayer 
Environmental Science 

Bayer Supports 
Arbor Industy 
as Tour de Trees Silver Leaf Sponsor 

Sponsorship supports Tree Research and Education Endowment Fund. 

This year, Bayer Environmental Science, Research Triangle 
Park, N.C., donated $3,000 to sponsor the Tree Research and 
Education Endowment (TREE) Fund s Tour de Trees. An an-
nual seven-day cycling event covering more than 500 miles, 
the Tour de Trees supports continued research for the advance-
ment of tree care. 

As a Silver Leaf Sponsor, Bayer also aided in the TREE 
Fund s promotion of the importance of urban and community 
forests. Cyclers made an immediate impact in communities 
in both the United States and Canada as they planted trees in 
select locations along the tour. 

In its 15th year, the Tour de Trees has raised more than 
$2 million for tree research and education. The Tour de Trees 

event kicked off in Thunder Bay, Ontario, Canada, on July 
23, and wrapped up in Minneapolis, Minn., on July 30. The 
conclusion of the tour coincided with the International So-
ciety for Arboricultures Annual Conference and Summer 
Field Days, which took place in Minneapolis, Minn., July 29 
through Aug. 2. 

The International Society for Arboriculture (ISA) has 
served the tree care industry for more than 80 years as a scien-
tific and educational organization. Today, there are more than 
16,000 ISA members around the world. At this years annual 
conference, Bayer was one of more than 100 exhibitors in at-
tendance, showcasing the latest advancements in the tree care 
industry. 

Bayer Introduces New Formulation of Merit 
Insecticide for the Tree Care Market 

Bayer Environmental Science, a business unit of Bayer Crop-
Science, recently announced it has developed a new formu-
lation of Meritc,y insecticide for the tree care market. The 
Merit tree injection insecticide offers arborists and lawn care 
professionals a new tool in controlling pest infestations. 

Injected directly into the tree or into the soil at the base 
of the tree, the product is taken up through the roots or 
absorbed through the foliage. This new formulation allows 
tree care professionals to choose their preferred method of 

delivery - either through traditional application or through 
this new method. While the traditional method offers long-
residual control, Merit tree injection insecticide offers fast 
curative action and the flexibility for professionals to use the 
pesticide where drenching or spraying is not feasible. 

With one application, Merit tree injection insecticide 
provides yearlong control of most insects, including the 
Emerald Ash Borer, Asian Longhorned Beetle and Hemlock 
Woolly Adelgid. 
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SMARTS 
^ B y K e i t h R o s e n j 

Sometimes making time for community service or volunteering as a business owner means better 
day-to-day scheduling — one popular concept is called time blocking. 

Time blocking is the art of allocating blocks of designated time for specific tasks throughout the 
day that are aligned with your goals and the realistic number of hours you have each day, while 
keeping your life in balance. If you haven't already, I suggest you make a list and prioritize the 
tasks to be included in your daily routine along with established time lines for each. 

For example, if you have a nine-hour workday, you realistically have about eight hours (or less) 
to use to position various tasks within your schedule. I say only eight hours of actual task time 
because you should build in some buffer time throughout your day for those activities that either 
take longer than expected or would typically fly under your radar when planning (i.e. unsched-
uled meetings, traffic, emergencies, new projects, family/client demands, etc.) 

You may also encounter certain sporadic, yet consistent activities that take up a portion of 
your day, such as personal errands, phone calls, e-mails, prospecting, administrative duties, man-
aging employees, writing proposals, training, meetings or other work-related tasks. 

Consider allocating blocks of time for each activity during certain intervals throughout your 
day to handle them rather then having these activities get in the way of the activities that would 
move you closer to achieving your goals, such as prospecting. For example, instead of being inter-
rupted by incoming calls or e-mails throughout the day, try blocking out specific portions of your 
day to make and return calls or respond to e-mails. 

Many people complain that their workflow is constantly being interrupted by phone calls or 
incoming e-mails. As such, they feel compelled to either take those calls or respond to an e-mail 
as soon as it hits their inbox, which distracts them from the initial activity they were involved in 
and disrupts their focus. 



ARE YOU INTERRUPT-DRIVEN? 
Do you become easily distracted by situ-
ations, new tasks or people rather than 
maintaining focus on your goals? Con-
sider for a moment that if your e-mail 
program is set to download e-mail every 
five minutes, in essence, you are sched-
uling an interruption or distraction for 
yourself every five minutes. 

While many people feel the need to 
multi-task, there are many similarities 
between managing your mind-set and 
managing your schedule. Each activity or 
task that you engage in requires a change 
in your direction, both in action and in 
thought. As such, each task requires a 
shift in your mind-set and thought pro-

cess, focus, action and energy, skills and 
resources, and desired outcome. 

If you spend time prospecting or 
cold calling, I would suggest separating 
new prospect calls with follow-up calls. 
When you shift the focus of your energy 
and thoughts, you are taking up time. 
Whether its 10 seconds or 10 minutes, 
that time is compounded over days, 
months and years. For example, lets say 
for every five minutes you check your 
incoming e-mails, you are losing one 
minute. That's 12 minutes per hour. In 
an eight-hour workday, consider that you 
are losing at least one hour and 36 min-
utes every day. 

If you are a creative person, there's a 

different mind-set that's required when 
creating a marketing piece, writing an 
article or answering a phone call or an e-
mail. Allowing certain interruptions can 
surely stall or block the flow of creativity, 
affecting your level of productivity. 

Consider this solution: Change the 
time you have your e-mail program set to 
receive e-mails from every five or 10 min-
utes to every four or two hours. 

To determine a realistic frequency 
when it comes to checking your e-mail, 
ask yourself these questions: 

1. "Are the bulk of my e-mails time 
sensitive? Does my ability to quickly re-
spond to an e-mail determine whether or 
not I will earn a new client's business?" 

T R E A T E V E R Y T H I N G A S A N A P P O I N T M E N T 

Hard to complete your to-do list? Wondering why you just 
can't seem to get it all done? If you've ever wondered why 
you are unable to get through all of your tasks in a day even 

with your best intentions, consider that there are certain tasks that fly 
under your radar when scheduling your days. 

To effectively manage your schedule and get everything done, 
try this approach. If it takes up time, consider it an appointment 
and schedule it into your routine. 

For example, getting ready in the morning, having breakfast, 
dropping the kids off at school, your commute to work, drive time 
to appointments, managing your e-mails and phone calls, writing 
a proposal, even personal and leisure time are just some of the 
activities that need to be scheduled into your routine. 

Assign designated blocks of time for each task or activ-
ity throughout your day. Most importantly, develop a healthier 
relationship with time by underpromising on personal and profes-
sional deadlines so that time becomes your ally instead of your 
adversary. 

Treating every activity as an appointment will allow you to 
plan better. It will also keep you realistic about what you feel you 
can and cannot do throughout your day so that you can perform 
each task with a conscious intention without the stress normally 
associated with trying to Do it all. - Keith Rosen 
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P L A N F O R T H E U N P L A N N E D 

when people have experienced a disaster in 

their building or home, such as a fire or a flood. 

As you can imagine, it's probably hard to plan 

exactly when she receives these calls. 

When calls come in, you can also imagine 

how the customers might sound - harried, up-

set, fearful, angry or uncertain of what is hap-

pening. And every time my client received a 

call like this in the past, she would be surprised, 

as if it were the first time she'd dealt with it. 

When I asked her how long this had been 

going on, she said for 15 years, ever since she 

started her business. This would be similar to a 

doctor who works in the ER and is continually 

shocked at the number and degree of emergen-

cies that come through the door. 

The solution for this client was apparent. 

Instead of resisting the truth she began to em-

brace the truth, and the truth was that she is in 

the business of providing not only solutions to 

her customer's restoration nightmares but pro-

viding support, guidance and reassurance that 

it will all work out OK. 

Instead of being continually shocked at 

how her customers react when calling her, she 

embraced this as part of her business and ac-

cepted the truth. Then, she was able to more ef-

fectively plan for it. She began to make the shift 

from being highly reactive to responsive and 

service-oriented by anticipating these situations 

rather than being shocked when they occur. 

If you feel that there's no predictability or 

consistency throughout your days, consider this 

paradox: The fact that your days are unpredict-

able actually creates a certain degree of pre-

dictability. - Keith Rosen 

There's essentially three reasons why we find it so 

challenging to adhere to our schedule and complete 

our to-do list: 

1. Not being realistic with our time line and, as a 

result, having too many activities scheduled in a day. 

2. Not engaging in activities that support our goals. 

3. Not planning for the unplanned, also known as 

"externalities." 

These externalities often go unnoticed and fly under 

our radar screen when attempting to map out our week. 

They have a tendency to eat up our days. These exter-

nalities can take on the form of errands or household 

chores, the kids' carpool, time on the phone, traffic, a 

doctor's appointment, a project or proposal that you're 

now responsible for that has a rapidly approaching 

deadline, a conversation with a co-worker, television, 

Web surfing, meetings, e-mails, etc. 

Now, since we don't have a crystal ball to inform 

us about the imminent things that unknowingly consume 

part of our day, imagine if you were actually able to 

plan for these tasks. 

Distractions are events that you are not planning for 

- so plan for them. Here's an example. One of my cli-

ents shared with me that once a new customer procures 

her services, the unplanned begins happening immedi-

ately. Irate customers call in and they want things ad-

dressed and handled immediately. 

This client happens to be in the emergency restora-

tion business. So, the only time she does get a call is 



2. "Can I still provide the same level 
of service to my customers, and not com-
promise my ability to attract new custom-
ers or perform my job effectively, if I re-
spond to e-mails only twice a day?" 

If creating time blocks to respond 
to e-mails or phone calls would com-
promise your ability to do your job ef-
fectively, then this strategy may not work 
for you. But I encourage you to take the 
next week to determine if there's a spe-
cific time throughout your day when 
you receive the bulk of time-sensitive e-
mails. There still may be an opportunity 
for you to block out designated times for 
responding to calls and e-mails at less fre-

quent intervals than you are doing now. 
The fact is, even if you change the 

frequency of when you check your e-mail 
from every five minutes to every 10 min-
utes, you have just cut the time you can 
lose from this distracting tactic in half. 

Remember, this same strategy can 
be used for telephone calls. Whether its 
once, twice or three times a day, you can 
allocate a designated block of time to 
make or return calls. 

Become someone who is driven by 
goals rather than driven by distractions. 
The more effective you are at time block-
ing, the greater the quality of your life will 
be. If you are responsible for attracting 

and retaining your customers, your ability 
to manage their expectations is a direct re-
flection of your ability to not only manage 
your schedule but your mind-set as well. 

Make time your ally. Eliminate at least 
two hours of your workload each day and 
do more of the things you want to do. • 

The author is president of Profit Builders, 
a business consulting firm. He is also the 
author of Time Management for Sales 
Professionals and The Complete Idiots 
Guide to Cold Calling, the latter of which 
has made it to the Top 50 Best Seller List on 
www.amazon.com. Reach him at 888-262-
2450 or info@profitbuilders.com. 

IF IT 'S N O T S C H E D U L E D , D O N ' T DO IT 

When something new comes up, whether it's a request from some-
one or a new project or idea, before you say "Yes" to yourself 
or others, look at your schedule and ask yourself, "Can I take 

this on right now?" 

If it's not scheduled into your routine then chances are you don't have 
time for it. Instead, schedule that activity or task for a future time. Make 
an appointment for this task. Put it on your wish list. Otherwise, you'll find 
yourself doing everything except what you had originally intended. 

This rule does have some flexibility, so use your best judgment. If the 
task that is pulling you away from your initial intention is considered a pri-
ority (a family situation, an emergency, a unique opportunity that supports 
your goals, an externality, a customer who is only able to meet with you 
at a certain time and not meeting with them can cost you their business, 
etc.), then clearly do it. 

One of my clients recently had his second child - this is a life-changing 
event that clearly is highly important. If that's your priority, then own it, 
accept it and don't feel guilty for not honoring your routine. Something is 
going to have to give, even if that means taking time away from another 
scheduled activity. 

Sometimes life has a tendency to get in the way of our plans. However, 
these sudden jolts to your routine are usually temporary. These occur-
rences are simply another opportunity to adjust your routine. 

Exercise caution when choosing to engage in activities that will divert 
you from your planned activities. - Keith Rosen 

http://www.amazon.com
mailto:info@profitbuilders.com


P R I O R I T I E S V S . P E R S O N A L G O A L S -
W H A T ' S THE D I F F E R E N C E ? 

S J 

By definition, priorities are things that are most 

important and meaningful in your life today 

(activities, values, beliefs, lifestyle, principles, 

standards, hobbies, etc.) that you are not willing to 

compromise in pursuit of something else (i.e. a goal). 

By definition, a goal is a future-based anticipated pos-

sibility or end result you are working toward creating 

or achieving that has not yet been realized. 

Comparing the two, one is present-focused 

and one is future-focused - one is what is happen-

ing and what is what will or may be. 

Here's an example: John had a goal of being 

a top producer in his company. So, he looked at 

the other top producers 

and the activities they en-

gaged in. The top sales-

people were working 

12-hour days, sometimes 

seven days a week. Think-

ing, "It worked for them, 

so I guess I should do that 

too," he decided to give 

up a chunk of his family/ 

personal time and other • 

enjoyable activities/hob-

bies in his quest to become financially successful. 

Although John's priority was spending time 

with his family, he didn't understand why he felt 

miserable and encountered resistance while at-

tempting to achieve this goal. Once he created a 

personal strategy and a routine for achieving his 

own bigger goals that supported his lifestyle and 

priorities without having to sacrifice what matters 

most to him, he was able to reach his goals with 

less effort and enjoyed the process even more. 

If you are encountering resistance while at-

tempting to reach certain goals, chances are it's 

either something you really don't want to be do-

ing, an old goal that may not serve you anymore (a 

should) or you are operating from someone else's 

agenda (also a should). The bottom line is, these 
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goals don't support your priorities and you'll continue 

to feel "off" throughout your pursuit of them. 

Take the time to align your goals with your priori-

ties. Otherwise, you'll feel confined or powerless to 

make changes, allowing situations or other people to 

influence or control you. Discover what you truly want 

in your life rather than just following the "shoulds." 

In fact, "should-based goals" do not support your 

priorities. So, if you are unsure whether the goal clas-

sifies as a should, take a look at your lifestyle, values 

and priorities and see if they are all in alignment. If 

the goal doesn't support them, it's a "should." 

At the end of the day, your goals need to be 

aligned with your priori-

ties. Honor the priorities in 

your life by making them 

non-negotiable. Before 

you map out your goals, 

determine the priorities 

that you're not willing to 

sacrifice. This way, you 

can identify the activities 

you need to engage in 

and what you are willing 

to give up today (maybe 

even a conscious, short-term sacrifice of certain pri-

orities) in pursuit of a bigger dream tomorrow. 

When your goals are aligned and balanced with 

your priorities, natural strengths and talents, you'll 

maintain your integrity, feel calmer and will expe-

rience greater peace of mind and fulfillment while 

traveling on your path to achieving bigger goals and 

meaningful, long lasting results. 

Once you can orient your life around your priori-

ties, you'll have fewer goals that you'll feel compelled 

to attain or be driven (consumed) by. If you design 

your life and career around what is most important to 

you on a daily basis, you'll avoid becoming hooked 

or attached to creating something 'better' at a future 

point in time, which can rob you of the quality of 

your life today. - Keith Rosen 
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Power Over 
F i re Ants 

Three different site managers and the lawn care operators who maintain their properties 
share their stories about teaming up with Bayer Environmental Science to fight fire ants. 

Visiting the gravesite of a loved one is hard enough. Hav-
ing to deal with fire ant mounds throughout the grounds 
makes it even harder. This is why Onslow Memorial 
Park, located in Jacksonville, N.C., will receive a dona-
tion of TopChoice™ fire ant control from Bayer En-
vironmental Science and Freedom Lawns, a local lawn 
care company. TopChoice insecticide, a professionally 
applied product, eliminates fire ants for a full year with 
just one application. 

"With so many visitors to our park each year, we 
cant take chances with fire ants. Our park environment 
should be one of peace and reflection, not annoyance 
and pain caused by fire ant stings," says Kerry Gibson, 
park director. 

Built in 1952, this historical cemetery and park is 
currently in the process of renovations including a new 
mausoleum, expanded gardens and 33 new trees. Cur-
rently the cemetery holds more than 5,500 plots and sees 
about 180 burials per year. 

"Fire ants are an issue in heavily-populated areas 
like Jacksonville and Wilmington, where families spend 
a lot of time outdoors," says Michael Owen, lawn and 

landscape market specialist, Bayer Environmental Sci-
ence. "To protect those spending a lot of time outside, 
grounds managers should consider a professionally-ap-
plied preventative insecticide like TopChoice." 

Recent studies indicate that fire ants, which infest 
more than 325 million acres nationwide, sting more 
than 20 million adults and children each year. Studies 
also show that 10 to 15 percent of those stung by fire 
ants experience severe localized allergic reactions. 

CLARENDON COUNTY, S.C. "TAKES A BITE 
OUT OF FIRE ANTS." Residents of Clarendon 
County, S.C. are also fed up with fire ants, and they're 
doing something about it. On Saturday, May 13, the 
county held its first "Take a Bite Out of Fire Ants" day 
where every resident was encouraged to protect their 
yards, pastures, parks and recreation areas and any other 
location that may be a host to fire ants. 

"Fire ants are a serious issue in Clarendon County, 
and our goal is to greatly reduce the populations by 
treating 15 to 20 percent of land in the county and 40 
to 50 percent of land in the urban areas," says Russell 



Bayer 
J__/ Environmental Science 

/IWy Webber fills spreader with TopChoice™ insecticide for donation event at Camp Congaree (above). A South Carolina Sports 

Turf Managers Association technician applies TopChoice insecticide on the grounds of South Carolina girl scout camp (above left). 

Duncan, county extension agent, Clemson Extension Services. 
"We created some friendly competition by inviting every com-
pany who makes a fire ant product out to treat a designated 
area. This way we'll be able to follow-up down the road and see 
what product works the best." 

The day began at 9 a.m. in Courthouse Square, where the 
Clarendon County Master Gardeners gave public demonstra-
tions on different fire ant applications. 

Information was distributed to discuss the health affects of 
fire ant bites. After lunch the focus was on professional applica-
tions and broadcast treatments. One such treatment was Top-
Choice fire ant control from Bayer Environmental Science. The 
product was applied to eight acres of the Clarendon County 
Recreation Complex, which includes baseball and soccer fields 
and a playground; all of which were infested with fire ants. 

"TopChoice lasts a full year with just one professional appli-
cation, so residents can be sure that fire ants will no longer be an 

issue at the recreation complex," says Michael Owen, lawn and 
landscape market specialists, Bayer Environmental Science. 

FIGHTING FIRE ANTS A N D BRINGING BACK OUT-
DOOR FUN. Last year the Girl Scouts attending Camp 
Congaree in Columbia, S.C. couldn't enjoy all of the outdoor 
activities during summer camp because there were too many 
fire ants. This summer was a different story, thanks to a 50-
acre donation of TopChoice fire ant control from Bayer and 
the South Carolina Sports Turf Managers Association. 

TopChoice insecticide is labeled for use on home lawns, 
commercial lawns, golf courses, sports fields, cemeteries, 
parks, school grounds and other recreational areas. It has been 
successfully used on tens of thousands of acres throughout 
the South including areas of Alabama, Arkansas, California, 
Florida, Georgia, Louisiana, Mississippi, New Mexico, North 
Carolina, Oklahoma, South Carolina, Tennessee and Texas. 



There are many ways to give back 

during the holidays as a business 

owner - these top the list. 

There are few, if any, better ways for a business to accom-
plish some genuine good and enhance its status as a corpo-
rate citizen of the community than by reaching out to those 
in need. Community outreach acknowledges a company's 
membership in the community, and during the holiday sea-
son - when needs are often more apparent and more pressing 
than at other times - you can find many opportunities to 
reach out and help. 

An individual or company can, of course, always donate 
money to some worthy charity and turn away with the feel-
ing of having done good. But true community outreach isn't 
always about money or the things it can buy; it's often about 
giving time and participation, about company employees at 
all levels becoming involved in the community. Woodrow 
Wilson once said, "Provision for others is a fundamental 
responsibility of human life." A company's community out-
reach fulfills that responsibility. 

As the holiday season approaches, company representa-
tives and employees acting alone or in groups can reach out 
in a number of ways and make a difference in the community. 
A few outreach opportunities follow. 

In many towns, holiday dinners are provided at home-
less shelters, missions and senior citizen activity centers. The 
sponsoring organizations that run these dinners always need 
donations for food or volunteers to help with preparation 
and serving. For example, in one community, a small team 
of middle managers regularly serves Thanksgiving dinner at a 
homeless shelter. 

Almost every community has active channels for donating 

food and usable clothing. You need not look beyond a few 
churches or a local community center to find a food pantry 
or clothing depot. These centers take donations from busi-
nesses as well as individuals, and a team of employees work-
ing to round up food and clothing could accomplish a great 
deal in short order. The employees of one inner-city health 
services organization adopted the practice of assembling 
Thanksgiving and Christmas food baskets for needy families 
in the community. 

Some nationally known outreach programs welcome 
individual and corporate participation. Toys for Tots pro-
vides toys at Christmas to needy and underprivileged 
children. Sponsored by the U.S. Marine Corps, Toys for Tots 
has centers in most cities and has received and distributed 
toys since 1947. Another program providing gifts for chil-
dren who might otherwise go without is the Salvation Army 
Angel Tree. Most churches in the community can provide 
information about this particular outreach, which primarily 
provides gifts for children of imprisoned parents. 

Hospitals and nursing homes always need volunteers, 
and that need becomes more pressing during the holidays 
when the staff is slim. Most nursing homes always have a few 
elderly residents who have outlived friends and family and 
have no one to bring them small gifts or brighten up their 
days. Sometimes volunteering can consist of no more than 
visiting with or reading to someone who is alone and lim-
ited to a bed, chair or single room. Hospices can also use 
volunteers during the holiday season. Some of the smaller, 
independent hospices need supplies and equipment. 

I 1 



Most local chambers of commerce sponsor holiday ac-
tivities and would welcome a company's volunteerism as 
well. In one community, a local business group sponsors a 
yearly "Train Ride with Santa Claus" using the facilities of 
an old, now largely inoperative regional railroad. 

And, as elementary as this may sound, don't neglect 
the effects of holiday decorating or published greetings 
to the community. One manufacturing company gained a 
reputation for its 20-foot Christmas card, placed in front 
of its plant each year. Also, a number of companies regu-
larly publish a yearly message of goodwill and best wishes 
in their local newspapers. 

Some company management groups have paid little 
attention to involvement in their communities, preferring 

to exist in a social and geographic vacuum. This posture, 
however, can lead to de facto isolation of a company at a 
time when it may need the support and good will of the 
community. But the company that reaches out - the true 
corporate citizen of the community - will rarely find itself 
isolated. • 

This article was reprinted with the permission of the Nation-
al Federation of Independent Business, a Washington, D.C.-
based organization representing small and independent busi-
nesses across the United States. NFIB was recently ranked the 
most influential business organization and third overall in 
"Washington's Power 25*'survey conducted by Fortune mag-
azine. Check them out on the Internet at www.nfib.com. 

http://www.nfib.com


When many charities and organizations ask a 

business owner for his money and time, it's 

inevitable that a full schedule book will prevent 

him from saying "yes" to every request. 

YESAHOLICS 
mo us 

By K e i t h R o s e n 

My wife and I are in the final stages of 
building our new home. We're in the 
ninth month of a four-month project, so I 
believe the job is almost done. 

While my contractor does fabulous 
work, he didn't honor any of his time 
lines. At least he's the only one who ac-
crues expenses for every additional day the 
job takes to complete, right? Not exactly. 

In truth, this project was always a 
nine-month project, but he didn't want to 
tell me that. Instead, he wanted to keep 
me "happy." My contractor thought tell-
ing me what I wanted to hear would make 
me happy. Happy I had to extend my stay 
in temporary housing. Happy I'm billed 
every additional month for storage. Hap-
py I'm paying my mortgage and utilities 
without living in my home. Happy my 
wife and I planned our lives (including 
school for three children) around a four-
month time line. As you can imagine, I'm 
the farthest thing from being "happy." 

You can make more money, have hap-
pier customers, generate more referrals 
and deal with fewer headaches if you could 
simply be more honest. I'm not suggesting 
that my contractor is lying by doing some-
thing illegal or immoral - the fact is I trust 

him 100 percent. But if he was honest about what he knew to 
be true and shared this with his customers (even if they don't 
like what he's saying), they would have a better experience. The 
same goes for charitable contributions and volunteer efforts. If 
a business owner is more honest about his time, these organiza-
tions will appreciate him more. 

For example, have you ever said "yes" when you're better 
off saying "no?" Have you made promises you can't keep or 
struggle to honor? Do you have a hard time telling the cus-
tomer the truth about how long a project may actually take or 
cost? Do you withhold information from your customers that 
you know they want or need to hear in fear of a confrontation 
or losing a sale? Do you believe you need to please people for 
them to like you? Is your schedule frequently overbooked? If 
so, you may be a "Yesaholic." 

When you instinctively say "yes" first without thinking 
whether you can realistically deliver on that time line or ex-
pectation, you always have the best intentions in mind. You 
believe you can "do it all." Yet, think about what happens when 
you promise to deliver on something and you're not able to? 
How does that make you and the other person feel? 

Saying "no" is often perceived as a bad thing. After all, you 
don't want to say "no" and fear letting someone down, looking 
bad or losing a sale. The irony is if you inevitably say "yes" all of 
the time to keep everyone happy and don't follow through with 
your commitments, you wind up creating what you wanted to 
avoid from the start - letting others down and creating stressful 
situations that cost time, money and problems by continually 
overcommitting and not delivering. 



Being honest and honoring your boundaries (saying 
"no") is an attractive trait. People respect those who have 
strong boundaries. 

The next time someone asks you to do something (in-
cluding promises you make to yourself)> give yourself the 
time to process their requests by saying, "Let me check my 
schedule and I will get back to you," or "Thanks for the op-
portunity. I will consider it." Then, ask yourself these five 
important questions before you respond. (How important 
are these questions? In terms of a measurable cost, these 
questions would have saved my contractor $32,200). 

1. "Is this something I really want to be doing?" 
2. "Is this something I have to do?" (It supports my goals, 

responsibilities, lifestyle, priorities, etc.) 
3. "Can I meet this person's expectations?" 

4. "Do I really have time for this?" (Are there other ac-
tivities you have committed to that take priority?) 

5. "What is a reasonable deadline/expectation I can com-
mit to in the absolute worst case scenario?" (If you plan for 
the worst, you build buffers into your schedule that enable 
you to handle unforeseen problems while still honoring your 
commitments. The result? You look like a hero.) 

After practicing this a few times, you'll see the benefits 
since your life will become easier once you eliminate the 
problems that result from overcommitting. Remember, either 
you run your life or other people and circumstances do. • 

The author is president of Profit Builders, a business consulting 
firm, and the author ofT'ime Management for Sales Profession-
als. Reach him at 888-262-2450 or info@profitbuilders.com. 

mailto:info@profitbuilders.com


Start the next year off right 

with some resolutions to better 

your personal and professional life. 

( By K e i t h R o s e n 

/ 

LEADERSHIP 
RESOLUTIONS 

The New Year brings the opportunity for change. For many 
of us, its the time to think about resolutions. Often these 
resolutions are the same ones that we make every year or the 
ones we only stick to for a few weeks. 

If you have ever struggled to keep your New Years resolu-
tions, consider that your goals and the strategies you have in 
place to achieve them may not be serving you best. 

Resolution is defined as, "the process of reducing to sim-
pler form," which brings us to the paradox of resolutions: 
Instead of simplifying our lives, we wind up dumping more 
tasks, goals or projects on our "to-do list," thinking that by 
achieving more, our lives will be more fulfilling and successful 
in the New Year. 

To make and keep your resolutions with the least amount 
of effort, follow these 10 resolutions that will enable you to 
maximize your potential and manage your life. 

1. Quit Tolerating. To attract new and better opportuni-
ties and results, first clear out what's clogging up your life 
to create the space for the better stuff to show up. List the 
things you're putting up with that limit productivity, cause 
stress and waste time and energy. Then determine what needs 
to happen to eliminate these tolerances. If you no longer ac-
cept being dragged down by unwanted events, problems or 
other people's behavior, you'll stop wasting time managing 
situations that shouldn't be there anyway. 

2. Play Your Game. The best game to play is the one 
where you make up your own rules. If you're encountering re-
sistance in reaching some goals, chances are it's something you 

really don't want to be doing. Take the time to discover what 
you truly want by aligning your goals with your priorities. 

3. Create A Winning Routine. Busy with tasks that 
consume you? Feel that you're fighting the clock? Design a 
weekly routine that complements your goals so you can focus 
on the activities that support your objectives and enhance 
your lifestyle. Develop a healthier relationship with time by 
underpromising on personal/professional deadlines so that 
time becomes your ally instead of your adversary. To develop 
a highly effective routine, get organized, eliminate distrac-
tions, reduce stress and manage your tasks in order to reach 
and exceed your goals. 

4. Have Fun. Let's face it; this isn't our practice life. Are 
you doing the things that bring you the most joy? Find time 
every day that's yours. Shift your binoculars around to mag-
nify your achievements rather than what you didn't do. 

5. Deepen Your Learning. While we attract what we 
need to learn, we often resist the lessons. If similar problems 
keep reappearing, we missed the lesson. To accelerate success, 
learn from every experience and person in order to grow and 
move onto a new and better path. 

6. Expand Your Vision. What does your ideal life look 
like? The fact is, we never grow past what we feel is possible. 
Let go of the current perceptions inhibiting your ability to 
explore greater possibilities and achieve more. Clarify what 
success looks like in every area of your life (career, relation-
ships, health, environment, etc.). It's easier to create some-
thing great when you know exactly what you're looking for. 



7. Transcend Your Beliefs. The Korean War Veterans 
Memorial says, "Freedom is not free." This holds true for our 
thoughts as well. Old limiting beliefs often keep us prisoner, 
preventing us from creating greater successes. Your outlook 
determines your outcome. So if you believe, "The past is re-
sponsible for the quality of my life today," "Success requires 
sacrifice," or "This is as good as it gets," consider challeng-
ing these assumptions and replacing them with healthier ones 
that would better serve you. Upgrade and direct your beliefs 
without letting them control you. 

8. Do Complete Work. You don't have to achieve every 
resolution at once. Instead of stopping and starting some-
thing, pick one thing you want to change, create or finish, 
and commit to seeing it through to completion. Then move 
on to the next project. Otherwise, consider that you may be 
an adrenaline junkie and love the rush associated when work-
ing on overdrive. To prevent sporadic results and a pile of un-
finished projects, get off the adrenaline train and start creating 
the momentum to produce consistent, long-lasting results. 

9. Focus On the Present. Although planning for the 
New Year is productive, during our quest to achieve more 
we often lose sight of what is occurring today, preventing us 
from enjoying the hidden gifts or treasures that are already 
present in our lives. Keep focused on what is occurring now 
as opposed to what happened yesterday or what will be in the 
future. Live for today while planning for tomorrow. 

10. Fear Less. Every year we want more but fear prevents 
us from taking risks, so we continually produce similar results. 
Since fear is the negative assumption of the outcome, shift 
your focus towards the positive outcome or what you do want 
to manifest, instead of what you are looking to avoid. • 

The author is president of Profit Builders, a business consult-
ingfirm. He is also the author 0/Time Management for Sales 
Professionals and The Complete Idiot's Guide to Cold Call-
ing, the latter of which has made it to the Top 50 Best Seller 
List on www.amazon.com. Reach him at 888-262-2450 or 
info@profitbuilders. com. 

http://www.amazon.com
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LAURIE BROCCOLO 
Broccolo Tree & 
Lawn Care 
Rochester, N.Y. 

DAVEY 
TREE INSTITUTE 
Kent, Ohio 

TIM DOPPEL 
Atwood Lawn Care 
Sterling Heights, Mich. 

PHIL FOGARTY 
Weed Man/ 
Crowley's Vegetation 
Management 
Cleveland, Ohio 

NORMAN 
GOLDENBERG 
TruGreen ChemLawn 
Memphis, Tenn. 

DAVE HANSON 
ValleyCrest Cos. 
Calabasas, Calif. 

MICHAEL KERNAGHAN 
Weed Man 
Mississauga, Ontario 

MARK SCHLOSSBERG 
Pro-Lawns-Plus 
Baltimore, Md. 

CHRIS SENSKE 
Senske Tree & 
Lawn Care 
Kennewick, Wash. 

TOM TOLKACZ 
Swingle Tree & 
Lawn Care 
Denver, Colo. 

The Class of 1999 



Fire ants a problem at your school? 
Bayer 
Environmental Science 

Kick Fire Ants Out 
of School 

Bayer Environmental Science offers schools special rate on TopChoice™ fire ant control. 

Bayer Environmental Science once again held its Fire Ant 
Free Schools Program in 2006, which offered qualified pub-
lic and private schools one free bag of TopChoice™, the 
company's revolutionary fire ant prevention technology, with 
every two bags purchased. The 2006 promotion was available 
to schools Apr. 1 through Oct. 31. TopChoice, a granular 
insecticide spread over turf like fertilizer, both controls and 
prevents fire ants for one year with a single, professional ap-
plication. 

"Bayer realizes that schools are zero-tolerance zones when 
it comes to fire ants. We believe that the best way to combat 
fire ant infestations is to prevent them in the first place," says 
Bryan Gooch, business manager, insecticides, Bayer Environ-
mental Science. 

Fire ants, which currently infest more than 325 million 
acres across the southern U.S., pose a serious and growing 
public health threat - injuring more than 20 million people 
each year with their stings. A full-blown colony of fire ants 
can number up to 500,000 members. When disturbed, hun-
dreds, sometimes thousands of ants, will attack an intruder, 
inflicting painful stings that, in the most severe cases, can 
be life threatening. Studies show that 10 to 15 percent of 
those stung by fire ants experience severe localized allergic 
reactions. 

Next year's program will kick off in spring 2007. For 
more information about TopChoice, visit www.nofireants. 
com, contact your local Bayer ES sales representative, or 
Bayer customer service at 1-800-331-2867. 

WANTED: 2006 Bayer Undergraduate 
Scholarship Applicants 
Scholarships were awarded to 38 students in 2005. 

For more than 20 years, students have 
been recognized for their pursuit of ca-
reers in various agricultural fields through 
the Bayer Environmental Science Turf 
Scholarship Program. Each year, the com-
pany awards scholarships to students that 
have demonstrated excellence in green in-
dustry majors at colleges throughout the 
country. The one-time scholarships range 
from $500 to $1,000 and are awarded 
based on academics, merit, and leader-
ship ability. 

In 2005, scholarships were awarded 

to 38 notable students. The new year 
marks an opportunity for the next round 
of students to be distinguished. The Turf 
Scholarship Program allows students to 
interact with industry professionals. This 
experience inspires students to continue 
their education. 

Applications for the Turf Scholarship 
Program are currently being accepted. 
Each Bayer sales representative will se-
lect students from their territory who 
are enrolled in agricultural courses at the 
university level. A college or university is 

given a $ 1,000 scholarship to award 
to one student, or two $500 schol-
arships to award to two students. 
Recipients will be chosen through-
out the course of the year. 

For more information on the 
scholarship program or to request 
an application, you may con-
tact Geneva Bowden at geneva. 
bowden@bayercropscience.com. 

http://www.nofireants
mailto:bowden@bayercropscience.com


BOB ANDREWS 
The Greenskeeper 
Carmel, Ind. 

GARY CLAYTON 
Agriliance 
Kennesaw, Ga. 

RUSSELL FRITH 
Lawn Doctor 
Holmdel, NJ. 

RON KUJAWA 
Kujawa Enterprises 
Cudhay, Wis. 

TOM LIED 
Lied's Landscape 
Design & Development 
Sussex, Wis. 

GEORGE MORRELL 
ValleyCrest Cos. 
Atlanta, Ga. 

LINDA NOVY 
past president 
Gardeners' Guild 
San Rafael, Calif. 

J. LANDON REEVE 
Chapel Valley 
Landscape 
Woodbine, Md. 

WAYNE RICHARDS 
Cagwin & Dorward 
Novato, Calif. 

The Class of 2000 



DALE AMSTUTZ 
Northern Lawns Corp. 
Omaha, Neb. 

KURT KLUZNIK 
Yardmaster 
Painesville, Ohio 

TOM BLAND 
Bland Landscaping 
Cary, N.C. 

BILL HOOPES 
Grass Roots Training 
Delaware, Ohio 

BRUCE HUNT 
The Brickman Group 
Long Grove, III. 

SAM LANG 
Fairway Green 
Lawn Care 
Raleigh, N.C. 

GARY LASCALEA 
GroGreen Lawn, 
Tree & Shrub Care 
Piano, Texas 

BETH SEME 
Elizabeth A. Seme 
Latham, N.Y. 

ADAM JONES 
Massey Services 
Maitland, Fla. 

JOSEPH VARGAS, Ph.D. 
Michigan State University 
East Lansing, Mich. 

The Class of 2001 



JOHN BUECHNER 
Lawn Doctor 
Holmdel, NJ. 

TERRY KURTH 
Weed Man 
Middleton, Wis. 

TOM DELANEY 
Professional 
Landcare Network 
Marietta, Ga. 

SAM FARISON 
Farison 
Lawn Care 
Louisville, Ky. 

JOE REYNOLDS 
Black Diamond 
Lawn Care 
Toledo, Ohio 

BARRY 
TROUTMAN 
ValleyCrest Cos. 
Calabasas, Calif. 

The Class of 2002 
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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 

Bayer Environmental Science B a y e r Environmental Science, a business group of Bayer CropScience I 2 T.W Alexander Drive, Research Triangle Park, NC 27709 
Backed by Bayer and Armada are trademarks of Bayer. I Always read and follow label directions carefully. I © 2005 Bayer CropScience 
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MARTY ERBAUGH 
LESCO 
Strongsville, Ohio 

GERALD GROSSI 
Arborlawn 
Lansing, Mich. 

TOM HOFER 
Spring-Green Lawn Care 
Plainfield, III. 

CHRIS LEMCKE 
Weed Man 
Scarborough, 
Ontario 

BILL LEUENBERGER 
The Chalet 
Wilmette, III. 

CHUCK MCINTIRE 
Marietta, Ga. 

The Class of 2003 



SCOn BRICKMAN 
The Brickman Group 
Gaithersburg, Md. 

MARIA CANDLER 
James River Grounds 
Management 
Glen Allen, Va. 

KIRK HURTO 
TruGreen ChemLawn 
Delaware, Ohio 

JACK ROBERTSON 
Jack Robertson 
Lawn Care 
Springfield, III. 

LOU KOBUS 
Fox Run Nurseries 
Mount Vernon, Va. 

DAVID SNODGRASS 
Dennis' Seven Dees 
Landscaping and Nurseries 
Portland, Ore. 

The Class of 2004 
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DAN FOLEY 
D. Foley Landscape 
Walpole, Mass. 

DAVID SHETLAR 
The Ohio State 
University 
Columbus, Ohio 

JIM MCCUTCHEON 
HighGrove Partners 
Austell, Ga. 

CONNIE H O M 
Buckingham Greenery 
Buckingham, Va. 

BOB OTTLEY 
One Step 
Tree & Lawn Care 
N. Chili, N.Y. 

HAROLD ENGER 
Spring-Green 
Lawn Care 
Plainfield, III. 

The Class of 2005 
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INTRODUCING... 
Lawn & Landscape magazine and Bayer Environmental Science are proud to announce the winners of the eighth annual Leadership 
Awards. These individuals embody the essence of leadership, whether its in their tireless industry involvement, pioneering spirit, 
dedication to education, commitment to personal improvement or environmental stewardship. We congratulate and thank them for 
their outstanding contributions to the lawn and landscape industry. 

BILL ARMAN 
Landscape Development 
Valencia, Calif. 

ED WALTER 
Washington Tree Service 
Shoreline, Wash. 

GERRY MCCARTHY 
Mac's Landscaping 
Stoneham, Mass. 

JOHN GIBSON 
Swingle Lawn, Tree & 
Landscape Care 
Denver, Colo. 

FRANK MARIANI 
Mariani Landscape 
Lake Bluff, III. 

ALAN WHITE 
Turf Systems 
Burlington, Ontario 
Canada 

The Class of 2006 



With "Lead and they will follow " as his mantra, 

Bill Arman inspires others to aspire. 

Ask Bill Arman about leadership and 
he provides a patchwork of traits that 
comprise the ideal employees DNA. 

This individual, according to Ar-
mans definition, is a communicator, 
coordinator, collaborator and coach. 
He or she should be a good listener, 
but at the same time provide crystal-
clear clarity of what is expected of 
the team and from each individual. A 

leader is achievement-oriented and has a can-do attitude. He or she 
is passionate, yet humble. 

"A leader is one who inspires people to aspire," says Arman, 
the president of landscape maintenance for Valencia, Calif.-based 
Landscape Development. "They help people get excited about be-
ing something better than what they are." 

Ask people to define Bill Arman and they repeat many of these 
same traits. 

"Bill is a real people person and deals with people in a very posi-
tive way," says Bob Scofield, a mentor, confidant and friend. "More 
than anyone, Bill gets nearly 100 percent effort out of the people 
working for him, and that's because he's a good leader." 

"He loves interacting," says Gary Horton, Landscape Devel-
opments CEO. "He loves motivating. He loves crafting business 
systems that empower employees to work together within a group 
and succeed. Bill is very goal-oriented and is gifted in simplifying 
complex business strategies into steps and goals that every employee 
understands and relates to." 

"Bill has a very outgoing, positive personality and he's a very 
good cheerleader," says Bruce Wilson, former president of Environ-
mental Care and former vice president of ValleyCrest Cos. 

This regard is a testament to Armans time in and impact on 

Name: BILL ARMAN 
Company: Landscape Development 
Location: Valencia, Calif. 
Career Highlights: 
• Earned a bachelor of science degree in 

ornamental horticulture from California Poly-
technic State University, San Luis Obispo, Calif. 

• 1976 - Joined ValleyCrest Cos. as a 
horticulturist trainee and moving up the ranks 
of leadership as supervisor, business developer 
and branch manager. 

• 1982 - named vice president 
• 1992 - Became regional vice president of 

maintenance operations in Southern California 
• 2002 - Joined Landscape Development as 

president of the maintenance segment where 
he is charged with growing the maintenance 
operations in the Southern California market 

• Volunteers for several organizations including 
Samaritans Purse, Habitat for Humanity, 
Mission San Juan Capistrano, Saddleback 
Community Church, PLANET and CLCA 

• Nationally recognized speaker, giving 
seminars, workshops and keynote adresses 
to members of CLCA, PLANET and other 
associations and organizations 

• Has served as advisor and chairman of the Cal 
Poly San Luis Obispo Environmental Horticul-
tural Science Department advisory board 

By M i k e Z a w a c k i 





"I recognized that, if I did it well, I could have a positive affect on people, and 

what I did had a positive impact on the world around me/' - Bill Arman 

the green industry. Arman has shown 
leadership as an employee, as an advo-
cate for the client and as a manager of 
people. And he has shared his attributes 
in the green industry as a business coach, 
mentor, educator and overall cheerleader, 
as well as in his community endeavors 
through groups such as Habitat for Hu-
manity and Second Harvest Food Bank. 

PASSION BLOOMS. All of his life, Ar-
man has always been an outdoors guy. So 
in 1966 he couldn't resist the opportunity 
to fill in for his friend, Johnny Cox, for 
two weeks on a mowing route. He became 
a member of a landscape crew that tended 
to 90 homes. For those two weeks, Arman 
mowed lawns, picked up trash, edged and 
pulled a ton of weeds. While many 13-
year-olds cringe at these physical chores, 
Arman loved it and excelled. 

"When my buddy came back, they 
hired me full-time and let him go," Ar-
man says, adding he continued to do this 
work for nine summers in a row. 

After high school graduation, Ar-
man enrolled in Pasadena City College 
and eventually transferred to California 
Polytechnic State University in San Luis 

Obispo to take part in the schools orna-
mental horticulture program. "I didn't 
know if I'd every make any money, but 
back then I was just running on pure pas-
sion," Arman says. 

To this day, Arman still feels this pas-
sion for working in the green industry. 

"I recognized that in whatever I did, if 
I did it well, I could have a positive affect 
on people and what I did had a positive 
impact on the world around me," Arman 
says. "If I took care of a park or a plant 
or a tree, I helped create an environment 
that people could relax in and enjoy." 

SAMURAI LANDSCAPES Following 
graduation from Cal Poly in 1976, Arman 
planned to work for a reputable landscape 
company, learn the ropes and then start 
his own firm. "I had my future all planned 
out," he says. "Little did I know..." 

Bruce Wilson, who managed opera-
tions for Green Valley Landscape, a com-
mercial landscape maintenance company 
serving the San 
Francisco Bay 
area, which was 
owned at the time 
by Environmental 

identifying leadership 
Effective leaders possess certain hallmark qualities, 
says Bill Arman. Some of these include: 

• Leaders are good communicators and team builders. 
• They're able to manage themselves and their time well. 
• Leaders are humble, hungry and smart. 
• They possess people and relationship-building skills. 
• They are achievement-oriented with a good sense of urgency. 
• Leaders are quick learners. 
• Finally, leaders exercise sound ethics and morals and 

demonstrate consistent success behaviors. 

Industries (now known as ValleyCrest 
Cos.), recruited Arman a few months be-
fore he graduated from Cal Poly. 

"In those days, we were trying to re-
cruit the top students out of Cal Poly and 
Bill was the top student in his class," Wil-
son says. "He was not only very compe-
tent as a horticulturist, but he was pretty 
aggressive business-wise as well." 

Despite his experience and degree, Ar-
man started out on the bottom rung with 
a San Mateo maintenance crew. "I started 
off with a blower and hand shears," he says. 
"We had to hand trim around everything 
back then. I didn't get to drive a truck or 
work one of the cool lawn mowers." 

If a new worker, such as Arman, 
showed promise, confidence and com-
petence, the company assigned him to 
South San Francisco's West Park Projects. 
There, they hoped to make or break Ar-
man under the guidance of the notorious 
Tak Ishida, a 5-foot, 4-inch "samurai-type 
garden warrior" superintendent, who had 
a reputation for being hard on newbie 
maintenance guys. In particular, he ate 
hort-grads for breakfast. 

"Tak was tough," Arman says. "You 
really had to earn your stripes from him. 
He wouldn't talk or relate to you until 
you'd worked your way through the me-
nial labor. He was tough as nails, but boy 

did I love it." 
Arman excelled and 

soon left Ishida's crew 
for a supervisory posi-
tion in the East Bay of-
fice, primarily working 
for Wilson, then the 
branch manager, two 
days a week. The expe-

I rience exposed Arman 
I V to another facet of the 

I business - management, 
I purchasing, estimating 
I and sales. 

"Bill learned quickly," 
Wilson says. "He was 
more aggressive than 
many of our other peo-
ple in wanting to push 
the company forward. 
Bill was always thinking 
about the big picture. 



bill arman on giving back... 

For example, water has been an issue in 
California for years and Cill pushed us on 
our need to develop a water strategy." 

The experience allowed Arman to hone 
his leadership style, which he attributes to 
Wilsons influence. As an emerging leader, 
Wilson encouraged Arman to remain pa-
tient, listen carefully and exercise com-
passion toward others. Likewise, when 
managing people, Wilson taught Arman 
to learn all the facts before taking action, 
avoid overreacting to situations and, most 
importantly, stay calm when under fire. 

In 1978, after 18 months in the East 
Bay office, Arman accepted a superinten-
dent position at the Orange County of-
fice in Southern California. 

Bob Scofield, the office manager at 
the time, was immediately impressed with 
Arman's enthusiasm and passion for the 
job, both rare qualities in up-and-coming 
personnel. In fact, Scofield had problems 
filling the position because many young 
employees at the time were less interested 
in a maintenance career and more focused 
on landscape construction. 

"Bill's knowledge of horticulture and 
his deep interest in field work immedi-
ately impressed me," Scofield says. "He'd 
also taken the time and effort to learn and 
become good at conversational Spanish. 
With Hispanic workers making up a large 
part of our workforce, this became a great 
asset. It allowed him to relate quickly and 
receive the respect of those workers." 

In 1982, during a growth push into 
Southern California, Environmental 
Industries promoted Arman to Orange 
County branch manager. Improving ser-
vice consistency became his first order of 
business. "I launched a basic fundamen-
tal training program that took place every 
Saturday for two hours and lasted 52 Sat-
urdays," Arman says, adding that he also 
developed a quality assurance program 
that measured jobsite quality and gave 
each worker six fundamental questions: 

1. What are key activities or actions I 
am supposed to be doing? 

2. How well am I supposed to do 
them? How am I measured? 

3. How well am I doing? I know what 
is being measured, but how do I stack up? 

4. What do I need to learn/how do 

Q * What does the term "giving back" mean to you? 

Am "It is far greater to give than to receive. To give back from where you have 
received is of the highest importance. I have truly been most fortunate to have 
been raised within a positive family, received a great education, enjoying a 
prosperous career and am living a very comfortable life beyond my expectations. 
To give back so that others may enjoy some bit of comfort or become better is 
one of the greatest satisfactions in life I have found." 

Q « Describe a situation where you feel you gave back to the industry or 
your community due to a cause or effort you believed in and how this 
impacted you in your career 

Am "Within the industry, i participated in the PLANET Membership Adopt-a-
Contractor where I adopted 3 local small landscaper and have served as coach 
and mentor for seven years. Whenever you help teach others you learn more 
than the student. And with Cal Poly 3an Luis Obispo, I've served as guest lec-
turer for 28 years, advisory board and chairman for six years, internship sponsor 
for 30 years and fundraiser for 20 years. God, it's great to go back to the school I 
love and help students select careers and develop :uccess behaviors. It is truly 
gratifying to meet students who I may have had an impact on after they gradu-
ate. I've also participated as a PLANET Student Career Days volunteer, I've certi-
fied schools as part of PLANET's school certification, and given numerous pre-
sentations and workshops over the past 25 years for PLANET, CLCA and other 
organizations. 

"The great lesson on giving back is you get to meet great people who usually-
become great friends and/or help you become better. The more you give the 
greater you receive. I have more fantastic things happen to me as a result of 
giving than anyone could imagine." 

Q • Who is one person you admire most for giving back and why? 

A. "Rick Warren, the author of Purposed Driven Life and the creator of the PEACE 
world-wide program. Warren's attitude in life is, 'It's not about you."' 

Q. What is one thing you do to teach your employees the value of giving back? 

Am "It's 'Lead by example. Lead and they will follow.' You need to allow time and 
opportunity to give back. Our company did an Extreme Makeover and 
donates time and talent to community projects. You need to have this as part 
of your company's culture, doctrine and vision." 

Q« What are the top three things a lawn care operator or landscape 
contractor can do to establish a trend of giving back and start 
experiencing the benefits? 

A. "Lead by example; allow time and opportunity to give back; and make giving 
back to your industry and/or community a part of your company's culture, 
doctrine and vision." 



I need to behave to be successful? What 
skills do I need to develop? 

5. What should I expect if I do all of 
this? What is the payoff? Recognition? 
Money? Promotion? 

6. Where do I go if I fail? Is there room 
for failure? How do I get it back together? 

family matters 

How can I get help to be successful? 
"Every person who works for you 

needs to know the answers to each of 
these questions," Arman says. "If they 
don't, then you're a bad leader. The objec-
tive is to eliminate any misunderstanding 
as to where you stand. One critical com-
ponent of a leader is to make it crystal 
clear what the expectations are." 

Scofield observed Arman's evolution 
at Environmental Industries, both in the 
company's hierarchy and as a manager 
and leader. 

Arman brought a positive approach 
to the workplace. He always positioned 
himself in the middle of strategic discus-
sions, offering his views on the situation 
at hand, Scofield says. When a decision 
was made, Arman backed it 100 percent 

and executed it to the best of his ability, 
despite his views to the contrary. "This 
attitude helped Bill in his career because 
backing these decisions, whether he agreed 
with them or not, didn't bog him down or 
distract him," Scofield says. "It was more 
common with other managers to hear 

through the scuttlebutt that so-and-so 
was unhappy with this decision or with 
what was happening. You never heard that 
about Bill. The people who worked with 
him saw him in a positive way. They saw 
a person who was always positive and not 
filling their ears with disagreements over 
what the company was doing." 

Arman believes to achieve success he 
has to protect the interest of his company, 
provide value to the client and ensure a 
positive workplace for his employees. All 
are vital and none are negotiable. "It all 
starts and ends with people," he says. 
"The relationship between the three 
needs to be at the core of everything you 
do. A happy team produces happy cus-
tomers and contributes to an overall sense 
of gratification. All three feed off of one 

another and must be balanced and work 
in unison to achieve success." 

"Bill was always able to balance these 
three areas," Scofield says. "His choices 
were well grounded in his commitment to 
not only do the right thing, but to do the 
right thing for all people - the customer, 
the employee and the company. I never 
saw Bill sacrifice one of those ideals for his 
own personal improvement. Bill always 
was the one to say, 'Wait, let's look at all as-
pects of this situation.' That commitment 
is why you'd find it hard to find anyone 
who'd say anything negative about him." 

Arman's forward thinking contributed 
to his success as a branch manager, Wilson 
says. "Bill was always looking ahead and 
managing for the future," he says. "He 
was willing to invest in people today so 
that when growth opportunities appeared 
he could take advantage of them." 

By 1992, Arman had ascended to 
vice president overseeing all maintenance 
operations in Southern California - a 
nearly $25 million portfolio. During the 
10 years Arman managed the Orange 
County Branch, business grew from $1.5 
million to $8 million. 

In 2000, ValleyCrest asked Arman to 
serve as its vice president of human re-
sources where he specialized in the area of 
organizational development and was the 
primary architect for training, recruiting 
and performance management systems 
for the now $500 million, 6,500 employ-
ee operation. 

He began heavily recruiting the best 
and the brightest minds from as many as 
20 college horticulture programs. 

At the same time, Arman established a 
performance management review system 
and at its core he had the six questions 
he believed everyone needed to know the 
answers to for success. 

After 18 months, Arman left Valley-
Crest to head Landscape Development's 
maintenance segment. 

Horton says Landscape Develop-
ment was in search of a creative, ethical 
and gifted manager who was particularly 
committed to the landscape maintenance 

In this industry, the plants don't stop growing at 5 p.m., and there have been 
many long days where these tasks have kept Bill Arman away from home. Ar-
man credits the support of his wife, Carrie, and family as the foundation for his 
professional success. 

"My wife, Carrie, has been very patient and supportive during my career," 
Arman says. "Carrie serves as my greatest support, my cheerleader, sounding 
board, advisor, confidant and trusted ally. She also loves to split a good cabernet 
as often as we can to celebrate another end to a beautiful day. My kids allow me 
to take them on tree tours and put up with my passion for landscaping." 

The secret, says Arman, is to maintain a work-life balance, which ensures 
time is made to tend to the important things in life outside of work. Through 
good planning and establishing a competent team in the workplace, Arman says 
he has been fortunate to be able to attend most school and sporting events. 

"I have truly learned the importance of being in balance in life," Arman says. 
"I try very hard to recognize there needs to be a balance as life does travel by 
very quickly." 



to err is good 

industry. Arman fit that bill perfectly, he 
says. "Prior to Bills arrival, Landscape 
Development had achieved great success 
in construction, but we had yet to focus 
on, nor achieve desired results, in mainte-
nance," Horton says. "In Bill, we saw the 
potential for a real 'dean of the industry 
to craft our policies and procedures and 
to, quite literally, lead us into the 21st 
century of landscape maintenance." 

The position offered a new challenge 
and an opportunity for Arman to call the 
shots in a larger roll, Horton says, and to 
make a very strong imprint where his in-
fluence would be the primary one. 

"Bill wanted to build a maintenance 
company 4in his image' from the ground 
up and Landscape Development allowed 
him to do so," Horton says. "Bill has been 
able to refine his business strategy down 
to three or four main programs, and he 
uses creative repetition to get his point 
across and achieve buy in." 

As an example, Horton points to Ar-
man's Quality Counts system for gauging 
the appearance of landscape maintenance 
jobs. Arman devoted months to visiting 
every Landscape Development job in 
Southern California to get a first-hand 
grip on the company's level of expertise 
and quality. "It's an objective measuring 
tool that looks at 18 key areas," Horton 
says. "The scores are used to focus atten-
tion on quality improvements, training, 
ranking based salary reviews, bonuses, 
sales presentations and terminations." 

As president of the maintenance divi-
sion, Arman wants to grow the mainte-
nance operations in the Southern Cali-
fornia market from 10 percent of total 
sales to 25 percent. Much of this growth 
- as much as 80 percent - will be organic 
and internal, Arman predicts, coming 
from re-centering the group on customer 
service and reconnecting with the client 
base. Some of the programs Arman has 
instituted to achieve this include: 
• Ag/Hort Program that calls out the type 
and timing of key chemical applications 
with preemergents and fertilizers. 
• New Job Start-Up Program that gives a 

standard protocol for getting outside jobs 
started up and turned over correctly and 
professionally. 
• Headcount Report, a quick labor budget 
tool performed monthly or when there is 
an addition or deletion of sales. 
• Mind The Gap, a four step process to 
minimize the costs of untimely turnovers. 

Key acquisitions of small- to mid-
sized companies will generate the rest of 
the growth, Arman says. "We don't want 
the client to view us as an institution," he 
explains. "We want them to look at us as 
a mid- to small-sized company with high-
quality abilities." 

THE GREATEST MEASURE. You 

can't keep Arman out of the field. 
Although he splits his time between 

recruiting trips, quality control, mentor-
ing tomorrow's leaders and customer rela-
tion issues, Arman still finds time to get 
out on a work site one day a week. "If its 
a big job, especially a new one, I go out 
and foreman the crew," he says. "Mostly, 
though, when I get out I'm pruning trees, 
picking up trash or pulling weeds." 

Arman's old superintendent, Tak Ishi-
da, would be proud, although he might 
not say so. Throughout his tenure in the 
industry, Arman can count many accom-
plishments, yet he considers establishing 
industry relationships as his greatest. "Es-
tablishing and sustaining quality life-long 
relationships is truly the greatest measure 
of success," he says. "The greatest accom-
plishment is to have helped others to be 
more successful and maybe, just maybe, 
they recognize that you had played a role 
in their success. Having recruited, hired, 
trained and mentored more than 200 
people to supervisor, sales and manager 
positions has been an accomplishment of 
which I am very proud." 

Taking into account filling in for his 
buddy when he was 13 years old, Arman 
has been in the industry for the better 
part of 40 years. "God, I'm glad I picked 
a field for which I have such a passion," 
Arman says. "What a way to make a liv-
ing - OK, a great living." • 

Go ahead, make mistakes. 

From a business perspective, promot-
ing failure sounds like bizarre advice. 
But for Bill Arman, it's the hallmark of 
a successful leader. 

As a leader, Bill Arman prefers 
not to micromanage employees and 
would rather get out of their way to 
let them make their own decisions. 

"I don't want people to stand 
around and have me tell them what 
to do," he says. "Go out and make a 
decision, even if it fails." 

Not making a decision is the easy 
path, but not necessarily the best one. 
When people make decisions or take 
actions that lead to failure, Arman be-
lieves these represent the best oppor-
tunities for learning. 

"When failure happens and nothing 
is learned, then that truly is failure," 
he says. "When a failure occurs and 
the organization recognizes that as 
an opportunity for learning or system 
adjustment, then true learning occurs. 
If the organization can be truly hon-
est about the review of failure of the 
event without attacking the person 
then the organization truly is closer to 
becoming a learning organization." 

Arman understands when to cut 
an employee a break and when to 
hold him strictly accountable, says 
Gary Horton, Landscape Develop-
ment CEO. 

"There is no fudge room on safety 
or quality," Horton points out. "How-
ever, the human side of Bill and Land-
scape Development allows us to be 
compassionate and helpful with our 
employees." 

Organizations must provide their 
employees with a sense of ownership 
and encouragement, as well as a set of 
parameters for decision making, Ar-
man says. 

"As long as a decision is ethical, 
legal, moral, safe, fun and profitable, 
employees should be encouraged to 
pursue it," he says. "If it meets with all 
of these criteria, then go for it." 



John Gibson of Swingle Lawn, Tree & Landscape Care is ready 

for any challenge - both in his outdoor hobbies and in the 

green industry 

T
he day John Gibson was offered a job at Swingle 
Lawn, Tree & Landscape Care, he told his em-
ployer he accepted, but he couldn't start right 
away. Gibson had a two-week hunting trip 
planned, and he wasn't about to miss it. 

This was fine with his employer, Tom Tol-
kacz, president of the Denver, Colo, company. 
Fifteen years later, Tolkacz remains confident in 
his hiring decision. What's more, he's confident 
in Gibson because of the personality he derives 

from his love of the outdoors. 
"John likes to excel in whatever he does and sets high goals for 

himself, be it at work or outdoors," Tolkacz says. "He enjoys hiking, 
hunting and backpacking in the mountains. There's never a moun-
tain he doesn't want to climb, and he demonstrates that in his per-
sonal and professional life/* 

Gibson's trek up the professional mountain started during his 
college years. Since then, he ascended at his company and in the en-
tire landscape and lawn care industry when he was named president 
of the Professional Landcare Network (PLANET) this year. Not yet 
40, Gibson is standing on a snow-capped peak, searching for a taller 
mountain to climb. 

SO*7 

Name: JOHN GIBSON 
Company: Swingle Lawn, 

Tree & Landscape Care 
Location: Denver, Colo. 
Career Highlights: 
• Became the head of Swingle's tree 

care division 
• Certifications: Certified Landscape 

Technician - irrigation and maintenance; 
Green Industries of Colorado (GreenCO) 
Best Management Practices 

• Education: Bachelor's degree in business 
management from the University of Phoenix 

• Holds a Colorado Dept. of Agriculture 
license as a qualified supervisor in turf, 
ornamental and right of way 

• Volunteer positions: CLT irrigation test chair 
of the Associated Landscape Contractors of 
Colorado; director of GreenCO; chair of 
GreenCO's Water Efficient Leaders in 
Landscape; president of the Colorado 
Association of Lawn Care Professionals; 
president-elect of the Professional Lawn 
Care Association America; and currently 
president of PLANET 

• Awards: ALCC's John Garvey Award; 
Rocky Mountain Regional Turfgrass 
Association's Distinguished Service Award; 
CALCP Golden Gun Award; 

GreenCO Person of the Year Award 

By H e a t h e r W o o d 





"The glass is always %-full in my world. It's not half one way 
or the other; it's always positive/7 - John Gibson 

THE ASCENT. Gibsons first landscap-
ing job came during the summer before 
his senior year of college. He was studying 
electrical engineering on a football schol-
arship. He took a job during the summer 
before his senior year doing mowing and 
maintenance work at Colorado Land-
scape Enterprises under Tom Garber, 
former president of the Associated Land-
scape Contractors of America. Because 
of his affinity for the outdoors, he deeply 
enjoyed the work. He never went back to 
college to finish his senior year - instead, 
he stayed with Colorado Landscape En-
terprises for four years. 

"Garber wasn't in support of me drop-
ping out of school, but he said, 'If you 
want to make a career out of this, I'll 
show you how,'" Gibson recalls. 

That career path led Gibson to Swing-
le, where he had essentially the same du-
ties. After his first year there, the com-
mercial maintenance division was closed 
and he was given the option to choose 
another division. He chose the lawn care 
side of the business. 

Gibson rose to manage Swingle's 

tree care division in the late '90s and the 
company has risen with him. "During 
the period of time that John has grown 
throughout his career, the company has 
doubled in size," Tolkacz says. "We grew 
in revenue and he grew in responsibility 
- those were parallel." 

Gibson felt like he needed more tools 
to continue the ascent in his personal life. 
"I studied electrical engineering when I 
got into the field and got a lot of certi-
fication for my job, but I was missing 
the business background," he says. "So I 
went to school at night for a few years 
and finished my business management 
degree. My goal was to finish my degree 
before my two girls went to school and I 
just made it." Gibson received his degree 
just before his oldest daughter started 
kindergarten. 

REACHING THE TOP. While Gibson 
has an unwavering interest in his career, 
he also wanted to give back to the indus-
try for helping him to bring out his inner 
leader. He first became involved in the 
Certified Landscape Technician program 
with the Associated Landscape Contrac-
tors of Colorado as the irrigation test 
chair before he changed the focus of his 
volunteering time to lawn care matters. 

Gibson was elected to lead the Profes-
sional Lawn Care Association of America 
when the organization was in talks with 
the ALCA about a merger, which became 
a reality and the two combined to become 
PLANET in 2005. He was then elected 
by his peers to become president of the 
combined organization. 

"It all came full circle," Gibson says. 
"I started on the maintenance side, went 
over to the lawn care side and got a great 
opportunity to be president of what be-
came one organization. If you would 
have told me that was going to happen, 
I would have laughed. You can't see that 
stuff coming." 

Even though his term is nearly over, 
it still hasn't set in with Gibson that he is 
president of a national organization. 

BORN TO LEAD. Tolkacz seems less 
surprised than Gibson at Gibson's posi-
tion of leadership in the industry. He has 
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john gibson on giving back... 

watched Gibson interact with his peers 
during the last 15 years and all the telltale 
signs of a leader are there, he says. 

"Other members of the company 
count on John as a person who will be 
there in a time of crisis because he's willing 
to take on any challenge," Tolkacz says. 
"He's someone who will challenge other 
people and organizations. He doesn't just 
rest on his laurels. There's definitely a de-
sire to see things become new, or at least 
improved upon, in our work style. For 
some people that's great, but for others 
it's uncomfortable." 

Gibson has the ability to be flexible 
and provide whatever demeanor the situ-
ation demands, Tolkacz adds. Gibson says 
he knows these skills are essential for great 
leaders and adds that it is up to the indi-
vidual to become that way. 

"You have to have some core abilities 
when you're born, but its what you do 
with it that makes the difference," he says. 
"You can be a leader or you can be a great 
leader. It comes through practice, learn-
ing, adjusting expectations, never giving 
up and having a positive outlook." 

Gibson applies these values to both 
his job and his volunteer work. Being the 
president of a national association is like 
running a business, from the staff and re-
sources to expense decisions to strategic 
direction, he says. "The only difference is 
that you're representing an industry, not a 
business for profit," he explains. 

Gibson applies lessons learned in or-
ganizations to his job, and vice-versa. He 
was able to apply experience with the PL-
CAA/ALCA merger to Swingle's recent 
acquisition of a Fort Collins, Colo, com-
pany, which he oversaw. 

GETTING IN GEAR. Gibson tells 
aspiring leaders to have the courage to 
challenge themselves and try new things. 
Trust boosts courage, he says. 

"When you tell your children to jump 
into the water, do they trust you enough 
to have the courage to do it?" he asks. 
"People who trust you are willing to try 
something outside of their comfort zone. 
I'm willing to acknowledge when I'm 
wrong. I'm willing to make tough deci-
sions and stand behind them." 

Q . What does the term "giving back" mean to you? 

A « "Ever since I took over as PLANET president, it's been truly humbling and an 
honor to be able to serve as president of a key industry association and give back 
everything that's been given to me. There's not a thing I'm involved with today 
that I didn't get into by being involved in the industry. I'm proud to be part of the 
green industry and represent the green industry. 

I think giving back is something people do in different times in their careers 
that many expect to do later in their careers. People wait until they get to their 
50s and 60s. I don't know if I'll die tomorrow, but I feel like giving all I can 
every day until then." 

Q . Describe a situation where you feel you gave back to the industry due to 
a cause or effort you believed in and how this impacted you in your career. 

A « "Unifying PLCAA and ALCA with the people who helped with the merger was 
a rewarding experience. It is incredible to think of what the organization will 
be some day. When I tell people who all we represent, people say, 'Wow, that's a 
pretty impressive deal.' 

It was really cool to see my name in The Wall Street Journal and to have my 
picture in magazines and stuff. I love the accolades and the euphoria of being 
recognized, but if you come to my office you won't see a plaque on my wall. 
They're all at home in a box." 

Q . Who is one person you admire most for giving back and why? 

A « "I admire Theodore Roosevelt for his commitment to the outdoors. My 
business is dramatically involved with the environment. I appreciate what 
Roosevelt did with preserving open spaces in the U.S. that I now get to enjoy 
every day. When I'm 12,000 feet up in Aspen in the wilderness, I remember I get 
to do those things because he had a vision. I wish I could have a vision like that." 

Q» What is one thing you do to teach your employees the value of 
giving back? 

A « "I encourage giving back and give the employees the opportunity if they really 
want it. I require it. It's a philosophy Tom has. Usually we have two people 
working full time in the industry. We have a spirit of giving and being 
involved. It's not what you get back; it's what you put in." 

Q• In your opinion, what are the top three things a lawn care operator or 
landscape contractor can do today to establish a trend of giving back and 
start experiencing the benefits? 

A » " I. Budget for it - not just in dollars and cents. Budget in time, give people time to 
do it and time to prepare for the commitment. 
2. Remember that the investment pays way more than it's worth. 
3. It's easy to put in time and energy and to budget for giving back, but you have to 
enforce it and realize the commitment it takes to do it. I feel guilty about being 
away from the office when I volunteer, but it's worth it." 



dealing with drought 

Gibson says he tries to see every fail-
ure as a positive learning experience and 
credits Tolkacz for helping him to see 
things that way. "There are no negatives 
- the glass is always %-full in my world," 
Gibson shares. "Its not half one way or 
the other; its always positive." 

Its easy for Gibson to have a rosy out-
look because the chaotic working world 
he experiences daily is how he prefers to 
work. 

"I love to have a lot of things happen-
ing, and many things going on all at the 
same time," he says. "Its like ice cream 
to me. I always have an idea of the core 
things that are going on, but I love having 
interruptions." 

Even though his desk usually isn't a 
model of tidiness, Gibson is organized 
enough to know where to find every-

thing he needs, and that includes 
pulling important industry and 
business numbers out of his head 
on command. 

But when he's in the pres-
ence of Swingle clients or fel-
low industry members, his 
own appearance is always 
neat. He usually wears a 
shirt with either a Swing-
le or PLANET logo 
during work 
and at 

John Gibson says he got a great taste of representing the industry during a major Southwest U.S. drought 
that lasted a few years. He was chairman of the Water Efficiency Leaders in Landscape program and led 
nine associations in the effort. 

"I was the representative from the industry to all of the water providers and the Colorado Water 
Congress when we were trying to figure out how we were going to survive during the drought," Gibson 
says. "That's a lot of pressure, carrying that on your shoulders. Every group is trying to protect their 
livelihood and had their own desires. I had to keep the group together rather than letting them fend for 
themselves. It was great experience to learn all that." 

Through that experience he learned to shed some of his idealistic views and to expect to deal with 
politics in associations. "I used to tell people I don't like politics, and then I realized that everything ev-
erywhere has politics," he says. "They're in every situation." 

The region eventually came out of the severe drought and the association worked to educate the 
public on how to use water more efficiently during that time. Today, summertime water usage there is 
down 40 percent compared to pre-drought levels, Gibson points out, adding that he's proud to have had 
a part in educating the public. "It's a pretty powerful thing," he says. 



industry functions. When he suits up 
for PLANET events, a white, button-up 
shirt with a PLANET logo is under his 
sport coat. 

THE N E X T ADVENTURE. Right now 

Gibson is enjoying the last few months 
he has to suit up during his PLANET 
presidency. "I'm like a pregnant woman; 
I have a glow," he says. "How rare it is to 
be in the seat I'm in." 

One thing he's missed during his term 

"In the volunteer world, it will be in-
teresting to see what John will do - from 
a green industry standpoint and in both 
his personal and professional endeavors," 
Tolkacz points out. "I'm sure he'll look 
for a little relief, but I'm sure it won't be 
long before he looks for another chal-
lenge." 

He may not know what volunteer 
position he'll hold next year, but Gibson 
knows what he wishes for the industry 
in the next 25 years. He hopes lawn care 
operators can one day be recognized as 

"People who trust you are willing to try something outside of their comfort zone, 

r m willing to acknowledge when I'm wrong. I'm willing to make tough decisions 

and stand behind them/' - John Gibson 

is his characteristic mountain-man facial 
hair. He promised his wife, Kristin, he'd 
be clean-shaven during his term. But he's 
not complaining. 

"My wife is awesome," he says. "She's 
very supportive of the 70- to 80-hour 
workweeks I've had to put in. She stayed 
home with the kids while I went to school 
and worked full time. She's supportive of 
my industry volunteering efforts and she 
realizes it makes me happy and proud to 
be involved. I don't think I could have 
done any of this without the support of 
my family." 

Besides growing a goatee, Gibson 
plans to spend time with the people and 
activities he enjoys most after his term 
ends. This includes spending time with 
his girls - Taylor, 11, Marissa, 9, and his 
wife. In addition, he'd also like to spend 
more time hiking, backpacking and 
hunting. At 38, he's not ready to take a 
break. 

the true professionals they are. 
"Everyone says they can do landscape 

work and take care of lawns, but they 
don't realize the technical background it 
takes to be really good at these things," 
he says. "Industry people are the great-
est resource. The challenge we'll find in 
the next 25 years is supplying the right 
people to do the job and helping them 
realize they can have a great career and a 
wonderful life." 

While he aims high, Gibson doesn't 
feel like he has to scale every mountain. 
He's learned from more than 15 years of 
experience which professional feats are 
worth attempting. "I used to be more ar-
rogant, but I'm wiser now," he says. "If 
I left tomorrow, I don't know if I would 
see that I made a difference. Its a hum-
bling question. If I did my job right, I'm 
hoping that, at the very least, I helped 
someone else get more involved in the 
industry." • 





Name: FRANK MARIANI 
Company: Mariani Landscape 
Location: Lake Bluff, III. 
Career Highlights: 
• Became president of Mariani Landscape 

in 1973 
• Became a partner in Hampshire Farms in 

1998, and a majority owner in 2005 
• Purchased property in Garden Prairie, III. 

in 2002 to establish a 1 20-acre 
container/propagation facility 

• Established the Mariani Commercial 
Landscape Co. in 2002 to take on public 
projects, such as state government-funded 
work in the commercial arena 

• Past president of the Illinois Landscape 
Contractors Association and the 
association's Man of the Year in 1994 

• President and board member of the 
Mid-American Horticultural Trade Show 
for more than 10 years 

• Member of the Chicago Chapter of Young 
Presidents Organization and is currently a 
member of the World Presidents 
Organization 

• Mariani Landscape has been recognized 
by the Professional Landcare Network, 
the American Society of Landscape 
Architects and the Illinois Landscape 
Contractors Association with numerous 
awards for the design, installation and 
maintenance of their landscape projects 

• Past president of the Children's Brittle 
Bone Foundation and current member of 
the Board of Directors 

From his own garden to his clients' estate 

landscapes, Frank Mariani has a fervor for outdoor 

spaces that cannot be ignored. 

The perfect garden. To some it shouts with showy 
blooms and bellowing brights, while others prefer 
tiny whispers coming from blushing blossoms that 
twinkle and sway in the sun and wind. To some 
it means order - well-manicured rows that bring 
structure and cure chaos, while others stretch more 
comfortably amidst untamed tendrils. To some it's 
sensible, practical and productive, feeding needs. 
To others, one must not touch, clip or pick plants, 

only reserve seats to witness their colorful, changing cabaret. 
So, which is right? All of them... and none of them, according 

to Frank Mariani, president, Mariani Landscape, Lake Bluff, 111. The 
perfect garden, in his opinion, defies the seasons. It may lean one way 
or another but can never be defined by a single concept. 

For instance, one client recently requested a white garden - sim-
plistic, stylish, sedate. Something calm, something elegant - void of 
obnoxious carroty hues and cherry tints. White enough so as the sun 
sets on a summer evening and visual clarity fades, one would still 
be able to see masses of blooms as fluffy clouds or hills dusted with 
freshly fallen snow. 

The idea was clear, and though Mariani appreciated the client's 
definitive vision, he needed to crystallize the concept. From a garden 
library in his office, Mariani pulled out a book highlighting Gertrude 
Jekyll's extensive designs. Jekyll is renowned for her more than 400 
landscape creations in the United Kingdom, Europe and America. "I 
opened the book to a photo of Jekyll's famous white garden and the 
client said, 'Yeah, that's a spectacular white garden,"' Mariani says. 
"Then I closed the book and asked her, 'Did you notice all of the 
colors of the flowers?'" 

In the picture, white shown dominant, but a closer look revealed 
sage, scarlet and sapphire. Strictly limiting the garden to flowers that 

By N i c o l e W i s n i e w s k i 



" I think this is an industry where it's easy to get burned out, but I don't ride that 

horse. I am relentless in my belief of delivering unique landscapes and pushing the 

envelope every single day." - Frank Mariani 

bloom only white is too narrow a con-
cept, but including other subdued hues 
like blush, robins egg, muted melon or 
soft jade keeps a white garden from be-
ing monotonous and produces contrast, 
bringing the space to life. "If its not pure-
ly white, you open up the palette you can 
use tenfold," Mariani says. 

Pleasing the client isn't about being 
an order taker who proposes everything 
they ask for, Mariani insists. "The best 
designer or architect listens to the client's 

needs," he says. "But as professionals who 
are touching, feeling and designing the 
landscape on a daily basis, shouldn't we 
also have ideas the client hasn't thought 
of? If we simply take down exactly what 
the client asks for, are we really doing our 
jobs? I don't think so. We need to listen 
and then challenge them with a multi-
tude of ideas that meet the criteria, and 
exceed what they have planned." 

Taking clients' ideas and showing 
them how they can translate in the garden 

is one of Mariani's passions. A landscape 
company's worst nightmare is growing 
stale, using the same proven design con-
cept time after time and never experi-
menting out of fear. Keeping it fresh is 
what keeps it challenging. And it's what's 
taken Mariani Landscape from a $90,000, 
nine-employee, three-truck establishment 
in 1973 to the 380-employee, $30-mil-
lion company it is today. "Every land-
scape needs to be unique," Mariani says. 
"I think this is an industry where it's easy 
to get burned out, but I don't ride that 
horse. I am relentless in my belief of de-
livering unique landscapes and pushing 
the envelope every single day." 

PLANTING THE SEED. Since he 

was in first grade, Mariani helped at his 
grandfather's nursery - John Fiore & 
Sons in Westlake Forest, 111. "The school 
bus stopped at the garden center, so I 
would get off of the bus and work with 
my grandmother there." 

The Fiores, Mariani's mother's family, 
have been in the nursery business since 
the late 1800s. Mariani's father, Vito 
Mariani Sr., worked there as well before 
spotting a niche in high-end residen-
tial landscape maintenance in 1958 and 
starting Mariani Landscape to care for 
homeowner properties and estates in the 
Lake Forest and Highland Park areas of 
Chicago. "The larger estates had full-time 
gardeners," Mariani says. "My dad saw an 
opportunity to care for properties where 
the clients didn't want to hire full-timers 
who lived and worked there everyday." 

As a high schooler, Mariani enjoyed 
football, hunting and riding motorcycles. 
"I was a wild child in high school - very 
competitive," he says. He admits he knew 
how to work hard but wasn't thinking at 



frank mariani on giving back. 

all about running a business at age 17. 
That was the year - 1973 — his father died 
from leukemia at the age of 45, leaving 
him to provide for his mother and young-
er siblings (five brothers and one sister). 
"I was the oldest son - it was a matter 
of survival," he says. "We had to eat and 
live. I didn't think about anything but 
making it work. I knew I had to do what-
ever it took. It was time to forget about 
high school and step up to the plate. 

"Situations like this can really shape 
and form your life," Mariani continues, 
sharing that his father spent his last year 
of life teaching him about the business. 
"We knew dad had the disease. It was 
pretty evident early that year that he 
wasn't going to make it. In early spring, 
the doctors told him it was only going to 
be a matter of months, but he held on 
the entire year. He died two days after 
the company closed down for the year. A 
priest who was a friend of the family told 
me that he stuck around all summer to 
make sure I would be OK." 

Yet each winter during those first 10 
years as the business shut down for the 
season, Mariani says he thought it would 
be his last. "I thought our customers 
would drop me over the winter and I'd be 
penniless," he says. "That drove me like 
you can't believe. I never got comfortable 
thinking I'd made it. I always thought the 
next winter would be my last and that I 
had to fight to make it. My wife, Sherri, 
tells me I still act that way today." 

Though Mariani is a big fan of for-
mal education, in his own experience he 
had to "learn by the seat of my pants," he 
says. "At the end of the day, you have to 
get up and go to work and have a can-do 
attitude - that's the key to success. This 
business is not rocket science. It's putting 
trees in straight, selecting the right plant 
material and proper pruning. You also 
have to be part psychiatrist to be able to 
manage your people and your clients." 

Family members - including grand-
parents, uncles and cousins who were also 
in the business - were supportive of Mari-
ani's venture to learn the business quickly. 
"They were the roots of the industry as I 
knew it," he says. "They showed me that 
without a good work ethic, honesty and 

Q * What does the term "giving back" mean to you? 

A« "Giving back is part of our company's mission statement. We have an extensive 
budget for giving back to charities and community events. There are a million 
ways to give back - sure, you can write a check, but I think it's important to 
participate." 

Q « Describe a situation where you feel you gave back to the industry or your 
community due to a cause or effort you believed in and how this 
impacted you in your career. 

A . "I am the past president of the Children's Brittle Bone Foundation, a charity 
that over the past 12 years has raised more than $ 10 million to fund extensive 
research with the goal of finding a cure for Osteogenesis Imperfecta. I started 
the foundation with a friend of mine, whose daughter had brittle bone 
disease. We've granted funds for research of the disease and identified the 
gene that causes the problem. We've made incredible progress." 

Q« Who is one person you admire most for giving back and why? 

A . "I admire the team at Mariani Landscape. Our mission statement highlights 
community service as one key driver of our company. And it wasn't written by 
me - it was written by our entire team. Our team decided they wanted 
giving back to the community to be part of our mission and I think that is a 
powerful thing." 

Q . What is one thing you do to teach your employees the value 
of giving back? 

A . "I encourage them to participate and support them when they do. We share 
our stories of giving back with each other and that regular communication 
inspires others to get involved as well." 

Q « In your opinion, what are the top three things a lawn care operator or 
landscape contractor can do today to establish a trend of giving back 
and experience the benefits? 

A . " I. Identify your passions and choose a cause you are passionate about. 
2. If your passion is landscaping, remember that there are organizations that 
need landscape work done or could use the money from a showcase of home 
gardens tour or something similar to help a good cause. 
3. Remember there is a limit to what you can do. If you feel a responsibility 
to one group or cause, follow that. For instance, I feel a responsibility to my 
clients - the people who are paying me - so I feel we should participate in 
their charities and causes. They pay me and give me profit so why shouldn't I 
make a contribution to them and their interests?" 

commitment to doing my best, I was just 
spinning my wheels." 

After 10 years of focusing on main-
tenance, Mariani added design/build to 
the company. There were many models 
of success in the area, which was well-

populated with landscape firms. Mariani 
looked to them for guidance. "I didn't 
want to reinvent the wheel - I looked at 
what they did well and emulated them," 
he says. "I was amazed at these people I 
admired and how they would share ev-



erything and anything with you. I got to 
hear their war stories. I benchmark our 
company against them all of the time." 

Through his membership with the 
Associated Landscape Contractors of 
America — now the Professional Land-
care Network - the American Society 
of Landscape Architects and the Illinois 
Landscape Contractors Association, 
Mariani gathered a wealth of knowledge 
from his peers. He's not only grateful for 
all of that wisdom, but insists on giving 
back so younger companies can benefit. 
For the past four years, Mariani has been 
a member of PLANET's Trailblazers, an 
in-depth, networking and mentoring 
program for both emerging and estab-
lished companies to gain insight on how 
to develop and grow their businesses. 

When it comes to landscape design, 
"we don't do design to feed our construc-
tion division - we do design because we 
want to do fabulous design," Mariani says, 
adding that a good design, in his opinion, 
blends in with the existing environment, 
is cohesive with the home architecture 
and lay of the land and meets the client's 
expectations - maybe even some expecta-
tions they didn't realize they had. "Every 
landscape needs to be unique. We really 
push to be cutting edge - not trendy but 
cutting edge. We have 14 landscape ar-
chitects on staff and we work in teams to 
challenge each other. 

"What makes good design is listening, 
keeping your eyes open and challenging 
every aspect of the project," he continues. 
"It's about being creative and not just set-
tling for something easy. We'll go through 
a whole design process and scrap it and 
start over at the last minute even if our 
client is happy because we feel we can do 
something better." 

When it comes to seeking out new 
jobs and growing his business, Mariani 
has been accused of wanting every job. To 
that, he replies, "Yeah, I do. But I would 
modify that and say I want every project 
where I know we could add value and that 
is challenging. I'm going to make sure we 
blow the socks off of people with the jobs 

we pick. I can't tell you every project we do 
is something I want to show my peers. I 
think we'll be the best when I feel that way 
about every project. I don't think we're 
there yet, but I believe we can get there." 

The competitors Mariani emulates are 
also the ones who help him strive for this 
goal because he believes they help elevate 
industry professionalism. His other driv-
ers are his employees and his children, 
Frank V., 27, and Alexandra Lynn, 23, 
who also work in the business - Frank V. 
is a design/build project manager and Al-
exandra Lynn is in marketing and the first 
point of contact for clients. "As long as 
my children and my employees enjoy this 
business as much as I do, I feel I have a 
responsibility to help them grow," he says, 
pointing out that he has 380 employees, 
not including the nursery workers - all of 
whom he calls "associates." WI feel I have 
a responsibility to each and every one of 
them. Its humbling to know that I'm 
helping these people support their fami-
lies - it's a huge responsibility that I don't 
take lightly. I depend on them so I want 
them to be able to depend on me." 

As such, Mariani believes in being just 
like everybody else. This means he doesn't 
have a grand office with mahogany fur-
niture and a rich view of a lake or park. 
He arrives at work at 7 a.m. most morn-
ings to a 10-by-8, windowless workspace. 
"I lead by example and I assemble people 
around me who I feel are better than me," 
he says, pointing out that he spends a lot 
of his day communicating with and en-
tertaining clients and visiting job sites. 
"I'm a regular guy trying to do a good job. 
I believe if you don't promote your people 
so they can do your job you're never going 
to make it and if you are afraid of talent 
because that means someone might be 
better than you, you have no chance." 

Since the company focuses on main-
taining outdoor spaces, Mariani makes 
it a point to keep his looking well. "If I 
pull into my facility and there's a Coke 
can or paper on the ground, I'm going to 
pick it up and throw it away - same if 
there's a weed in a bed, a cigarette butt 

on the sidewalk or a leftover paper bag 
in the lunchroom," he says. "Our facility 
represents us and so it has to look great. If 
I want our group to keep it up, I can't be 
afraid to help as well." 

Of the two key services Mariani Land-
scape provides - maintenance and design/ 
build, Mariani doesn't have a favorite - he 
insists both are vital for each to thrive. 
"Maintenance has a rhythm, while design/ 
build is a little more spontaneous - it's fun 
to do both," he says. "A good maintenance 
contractor can take a crumby design and 
installation and make it better. A poor 
designer or installer can gain a lot from 
understanding how a project matures over 
time. You need both and should be im-
mersed in both to get the best benefits." 

In addition to Mariani Landscape, 
Mariani runs three nurseries - Mariani 
Nursery, a 550-plus acre wholesale nursery 
on the Illinois-Wisconsin border; Hamp-
shire Farms, a 50-acre perennial farm in 
Hampshire, 111.; and a 120-acre container/ 
propagation facility in Garden Prairie, 111. 

SPROUTING SUCCESS. When Mar-

iani talks about designing and maintain-
ing landscapes, tending vegetables in his 
garden or growing unique plants in his 
nurseries, his vigor is intoxicating. Imme-
diately, the listener wants to run outside 
with a pruner and tend his shrubs, sit on 
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his patio and think up a new landscape 
bed or shop for a new plant color or tex-
ture to add to his palette. 

As a child growing up in the Mariani 
household with mom, Joanna, and dad, 
Vito, Frank didn't have a choice - after 
church on Sunday, you worked in the 
garden before anything else, like it or not. 
"My parents grew vegetables and box-
woods and Texas yews on a 34-acre lot," 
he says. "As kids, we thought we could 
make a baseball field out of it. My dad 
said, 'Sure, if you can find a way to eat 
it.' He tilled the entire thing - we didn't 
have a lot of lawn at all - just garden. We 
had to work on the landscape equipment 
and cultivate the garden and weed every 
Sunday - it was torture. Then we'd have a 
nice Italian meal and, finally, it was time 
to go out and play." 

Mariani chuckles remembering this 
story: "Recently, we were out in the gar-
den on Sunday and I started laughing to 
myself, and my wife asked me what was 
so funny. I said, 'If my dad could see that 
I was out here working in the garden on a 
Sunday and it was my decision to be out 
here, he'd turn over in his grave.'" 

Today, Mariani and his wife, Sherri, 
own a 10-acre estate in Lake Forest, 111., 
highlighted by a 1929 Tudor-style house 
surrounded by an ornamental kitchen 
garden, an English perennial border, 

a prairie, an orchard, a woodland gar-
den, an elegant allee of crabapples, and 
a unique collection of native and exotic 
trees (see photos, above and on page 52). 
Mariani's home gardens also serve as lab-
oratories where Mariani Landscape staff 
can experiment with designs and learn 
proper maintenance techniques. 

One of Mariani's favorite spots in the 
garden is the 30-by-80-foot potager, an 
elegant French style kitchen garden the 
combines herbs, flowers and vegetables. 
Some of the plants he has growing in this 
space are eggplant, Italian plum tomatoes, 
cucumbers and peppers, Mexican toma-
toes, habanero and cerano peppers and 
tomatillos. Mariani, who not only loves 
to cook Italian meals, but Mexican, Chi-
nese and Tai food as well, finds the task 
relaxing. "I get a lot of pleasure out of it," 
he says. "I think being around my family 
and the way they migrated around meals 
is why I love it so much. We always had a 
Sunday meal. I still try to do that today 
with my kids even though they are older. 
We share food and good discussion." 

Though Mariani admits his dedica-
tion to reaching perfection at work may 
have taken him away from home more 
than he liked, his wife, Sherri, kept him 
grounded. "I am very fortunate - we had 
a pretty traditional family," he says. "Sher-
ri supported me and made sure we took a 

family vacation every year and that I didn't 
miss games or other school activities. 

"I think for my own health and well 
being, I probably take my job and what we 
do a little bit too seriously," he admits, add-
ing that he feels over the years he's grown 
to understand his shortcomings fairly well. 
"I expect perfection of myself, and if a cli-
ent is unhappy it really knocks me down 
more so than is probably healthy." 

Sensing the approach of burnout after 
more than 30 years of running the compa-
ny, Mariani decided that he needed to hire 
a president five years ago - Fred Wacker, an 
old friend of Mariani's who is a Princeton 
graduate and ran a manufacturing busi-
ness outside of the industry. The two were 
members of the Young Presidents Organi-
zation together. Wacker sold his business 
and shortly after Mariani asked him if he 
wanted to apply for the position. "The de-
cision, though it was challenging to make, 
completely reinvigorated me," Mariani 
says. "As polished and educated as Fred is 
and as unpolished and uneducated I am, 
we make a hell of a team. I believe you 
need both book smarts and street smarts 
to be in this business." 

Wacker calls Mariani an inspiration. 
"He lives the mission of the company 
and the mission of the green industry - to 
make the country a more beautiful place," 
Wacker says. "He cares about people - not 
things, dollars or tools. He cares about 
entry-level laborers and the young intern 
who's just starting out. He gives the same 
amount of attention to the client who 
doesn't have a lot to spend and the client 
who is spending $1 million. He focuses on 
people and that's why he's successful." 

Moving forward with the business and 
feeling less stressed now that he let go of 
some of his owner responsibilities, Mari-
ani says he will never cease striving for 
absolute excellence. He walks outdoors for 
one hour each day to stay healthy, clear his 
head and reflect on what the company is 
doing right and what it can do better. "I re-
ally am in search of perfection," he says. "I 
understand I'll never reach it, but I'll never 
stop that pursuit - it's what drives me." • 





The end is near for grubs, chinch bugs, sod webworms, billbugs and more than 70 
other turf-eating pests. Nothing on the market gives you better control of surface and 
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broad-spectrum control that's both preventive and curative with a long residual effect. For 
insects, it's eternally long. To learn more, call 1-800-331-2867 or visit BayerProCentral.com. 
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Gerry McCarthy s membership in more than 25 associations and 

clubs has made him a well-rounded business owner. 

erry McCarthy was sitting in front of the local bank president in the late 
1970s. Only 23 at the time, McCarthy had worked and saved a down pay-
ment on a house and was now in need of a mortgage. 

The bank president, neatly dressed and clad in a bow tie, stared at Mc-
Carthy after the young landscape contractor asked for a $16,000 loan. 
The president would be hard to please. Never mind that McCarthy had 
$40,000 in cash to put down, more than 71 percent of the homes cost. 

"He says to me - with his bow tie - 'Mr. McCarthy, what do you do for 
a living?'" McCarthy recalls. "I told him I was a landscaper." 

The questioning continued. "He asked what I did in the wintertime," 
McCarthy says. "I told him that I do snow plowing. He asked, 'What hap-
pens if it doesn't snow?'" 

If it didn't snow, there's not much he could do about that, McCarthy 
told the bank president. 

Name: GERRY MCCARTHY 

Company: Mac's Landscaping 

Location: Stoneham, Mass. 

Career Highlights: 
• Member of the PLANET board of directors 
• Member of the GIE board of directors 
• Member, Knights of Columbus, Stoneham Rotary Club 
• Owner of Mac's Landscaping, a professional landscape 

business that serves the Greater Boston area 
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"I'm the type of person who likes to talk to people. I love meeting 

people all of the time." - Gerry McCarthy 

G e r r y M c C a r t h y 

"He asked, 'Well, how are you 
going to make your mortgage pay-
ments?'" McCarthys answer was 
simple: "Any way I can. 

"It was obvious that he didn't have 
faith in me, and I had to prove to him 
I could do it," McCarthy recalls. 

Gerry McCarthy loves green. Not 
money, mind you, but plants. Taking 
care of "anything green," as he puts it, 
propelled him into a career path that 
led to Mac's Landscaping in Stone-
ham, Mass., in 1975. 

However, it all started with a mix 
of odd jobs, side businesses and listen-
ing to his mentors and the examples 
they set. It was bartending, painting 
houses on the weekends and making 
time for the craft he loves: keeping 
landscaping beautiful. This was the 
schooling that proved to be so valu-
able later in life. 

McCarthy took an early stab at 
taking a leadership position when 
he sought the presidency of his local 
landscape association. 

"But they thought I was too 
young," he remembers. "They just 
didn't think I was ready for it, which 
I really wasn't." 

McCarthy, though, is no stranger 
to hard work. During his high school years 
he hauled hoses from heating oil trucks 
through snow-covered lawns during bit-
ter-cold Boston winters. He remembers 
Cubby Oil owner Dom Uglietto - whom 
he describes as "tough" - encouraging him 
to work harder on one particular night. 
During one New Year's Eve, McCarthy 
told Uglietto that he wanted to go out to 
dinner that night. "He told me we'd get 
home early," McCarthy recalls. By 6:45 
p.m., the snow continued to blow and the 
cold was biting his face. But still, Uglietto 
barked they needed to work even harder 

to get the work finished. 
"I remember he was just relentless," 

McCarthy says. "He told me, 'Come on, 
Mac. Let's keep going. Let's keep going.' 
He was always pushing and pushing. He's 
one of the hardest working guys I've ever 
met in my life. He never stops." 

McCarthy was very active in his 
church, even when he was young. At 15, 
he jumped at the chance to work with the 
church's custodians on the grounds. 

"I had a lot of pride in taking care 
of it," McCarthy recalls. "That was the 
biggest thing - getting on one of those 
big riding mowers, and I would ride the 

mower to the top of the hill, and it just 
felt so good." He parlayed that into a 
small mowing service around his neigh-
borhood. 

Following high school, McCarthy at-
tended Wentworth College and received 
a degree in civil engineering. 

"I had no idea that I wanted to go into 
landscaping as a career," McCarthy 
says, "but I don't know what it is - I 
just like the outdoors." 

For a while, he worked for 
Landscaping by Schumacher. Mc-
Carthy estimates the company was 
generating $10 million in revenue 
at the time. He counts John Schum-
acher, the owner, as a mentor who 
taught him the value of hard work. 

"One day, he told me, 'I'm 
sending you up to Quechee, Vt., to 
do a job. You'll be gone for a week-
end,'" McCarthy says. That weekend 
turned into a summer. While being 
away from Christine, the woman 
who would eventually become his 
wife, was trying, he was resolute. "It 
was longer than I originally wanted 
to stay up there," he says, "but I 
wanted to learn about the trade." 

Along with that hard work 
comes the preparation before you 
play the game, McCarthy says. 
"When I encountered difficulty over 
selling a piece of land I owned, I 
wanted to learn all I could about real 
estate," he explains. "So, I took real 
estate courses, studied, and passed 
the test to acquire my real estate 
license in 2000. Christine is also a 
realtor and processes the payroll for 

the landscaping business. I help my wife 
conduct open houses. She taught me the 
other benefit of acquiring a real estate li-
cense — the power of networking. It helps 
me in landscaping as well." 

For McCarthy, working commercial 
jobs wasn't as enriching as talking to peo-
ple and taking care of residential proper-
ties. He recalls one job where his crew 
planted 60 trees in one day. 

"There was just no fun to it," he says. 
"Commercial to me is a lot different than 
residential. We are more of a design-build 
residential company and I've always liked 



gerry mccarthy on giving back. 

that. I'm the type of person who likes to 
talk to people. I love meeting people all of 
the time." 

McCarthy's social nature explains his 
more than 25 association and club mem-
berships and coaching positions over the 
years, including serving as past president 
of his local Rotary. 

"We always ask how we are going to 
get the most qualified people," he says. 
"Rotary is about service above self. If 
you serve your community, you're going 
to get things ten-fold back. I try to en-
courage people to do that, so if they serve 
and do the best they can, somebody will 
notice it." His travels with the Ancient 
and Honorable Artillery Company of 
Massachusetts, the fraternal organization 
founded in 1638, afforded him the op-
portunity to travel to 20 countries during 
16 trips. "I've traveled all over the world 
with them and I've learned an awful lot 
just by traveling and meeting people of 
different cultures," McCarthy says. 

It was through the Ancient and Hon-
orable Artillery Company that McCarthy 
had a life-changing experience - meet-
ing Pope John Paul II. McCarthy recalls 
sitting with the pontiff during a private 
meeting in his library in Rome. "I was 
stunned; I was numb," McCarthy says. 
He recalls touching and kissing the ring 
on his hand. "I just felt very, very privi-
leged. It sent chills down my spine. It was 
something that I'll remember for the rest 
of my life." 

Traveling overseas has helped him in 
his business as well. "Education helps you 
to communicate with people," he says. 
"That's given me a lot of opportunities." 

EARLY RISER. McCarthy's comptrol-
ler comes into the office one day a week. 
"She says, 'if your desk is messy, the work 
is coming,'" McCarthy says, laughing. 
"Everything on my desk is going to go to 
her desk eventually." 

Work starts as he rises at 5:30 a.m. 
each morning. McCarthy likes to keep 
the attire casual. He favors Izod-type 
shirts, blue jeans and sometimes khakis 
and a nice pair of boots. In by 7 a.m., he 
makes himself available to managers and 
crewmembers. 

Q. What does the term "giving back" mean to you? 

Am "Remembering to give back to the community is something that I try to 
do daily." 

Q» Describe a situation where you feel you gave back to the industry or your 
community due to a cause or effort you believed in and how this im-
pacted you in your career." 

A* "Throughout my more than 14 years of coaching youth sports teams, I have 
tried to instill hard work in young athletes. I always tell them, 'You don't 
always have to win. You just always have to play your heart out.'" 

Q. What memorable quotes on giving back can you share that influence you 
in your day-to-day life? 

A# "At my son's college graduation, a professor there said, 'You learn, you earn, 
and then you return.' I always remember that. We're always learning. You've 
got to earn - you have to make money to keep it going. But to return is to 
give back, and I never really understood the full meaning of that until the 
last 10 years or so. When you do something, you don't always have to look 
for a 'thank you.' Just do it for the cause, but don't say someone should have 
thanked you for it." 

Q . What is one thing you do to teach your employees the value of giving 
back? 

A« "Encourage them to join associations and be active in the industry." 

Q . In your opinion, what are the top three things a lawn care operator or 
landscape contractor can do today to get the most out of giving back 
when they join various organizations or causes. 

A« "I've always been a club-joiner, a person who gets involved. Once 
I get in there, I really do a lot of work. So, if you get involved, remem-
ber to do the work and then when you rise to leadership roles in those 
organizations, remember to give credit regularly to the people who are 
on your committee who are working their tails off to accomplish your goals." 

"If they have any questions, I'm here 
in the office and they can come in here 
and talk to me," he says. 

McCarthy then takes to his appoint-
ments, where he meets several prospective 
clients each day, often six days a week. 
Potential customers come in from refer-
rals, phone books, signs on the company's 
trucks and the Web. Each referral to the 
company is carefully tracked. Eventually, 
the paperwork piles up on his desk. 

"I have two secretaries who come in 
during the week and they try to keep it 
somewhat neat," McCarthy says. "I'm 
pretty clean - I'm not a total mess, but I 
know where everything is." 

In between appointments with pro-
spective clients, he visits jobsites. "I do an 
awful lot during the day - as a result, I 
sleep well at night," he says, laughing. 

McCarthy likes to keep a visual re-
cord of the work the company performs 



leadership comes from within 
o Gerry McCarthy, honesty is 

the cornerstone of any good 

leader "And you have to have a 

really positive attitude," he 

adds. "When something bad 

comes along, you have to deal 

with it and try to show good leadership." 

Though he's been in the business for more than 

three decades, McCarthy knows he doesn't have all of 

the answers. It's necessary to let the good ideas rise to 

the top, he believes. "We try to implement some good 

systems and procedures for our people - things that 

actually work and make sense," he says. "A lot of times 

some people don't like the systems. I tell them if they 

don't like it and can create a better system, I'll be glad 

to listen to their idea and we'll make it work." 

McCarthy believes a leader comes from within. "It 

comes with an attitude," he says. "People either have it 

or they don't have it. I think a leader is built on reputa-

tion. I think it has a lot to do with trust." McCarthy ac-

knowledges his past shortcomings and seeks to improve 

upon them. One of those shortcomings was how he 

used to communicate at work. "When I was younger, 

I used to yell a lot. I would never do that again today," 

he says. "I take employees aside and I try to explain 

problems to them." A mix of patience, maturity, and a 

commitment to understanding the situation has helped. 

He tries to remind his employees to remember 

to do the simple things first in order to make time for 

more important work. For instance, with several crews 

out in the field on any given day, failure to keep up on 

paperwork can be frustrating. "This is something that's very 

simple," he says. "I have a lot of crews out there and I don't 

have a chance to check every single thing. It's a very simple 

system, but it's more complicated if they don't do it." 

A subtle reminder in McCarthy's office lets employees 

know they can have everything he has. "It says, "If you want 

what I have, do what I do,'" McCarthy says. "I have a nice 

car, a nice boat and a nice house, but I worked hard to get 

there. I don't think everybody sees that. And it took a long 

time for me to figure that out." 

To McCarthy, leadership always means seeking realis-

tic growth and keeping the business at a level that can be 

maintained. His sons often ask him why he's not going for 

$ 10 million in revenue. "We're not a very big business - we 

do a little more than $ 1.25 million," he says. "And I have a 

very good living and a very good life. I really do work hard, 

and then I take my vacations. I know some people would 

want more and more, but I'm happy at the level I'm at." 

When finding future leaders within his company, he as-

sesses their strengths and weaknesses early on. "You have 

to do a profile to see what they're good at," McCarthy 

says. "There's nothing worse than putting someone in a 

position where they don't like what they're doing. If you 

find someone who loves what they're doing, you've found a 

good match." 

McCarthy's son, Shawn, says, "He's taught me that you 

have to work from the ground up and that there's a busi-

ness side and a people side. And each of those complement 

each other." 



through lots of before-and-after photos. 
"I'm very proud of our work," he says. 

Son Keith, who graduated from Boston 
College with degrees in business adminis-
tration and finance, works in the field for 
the company's masonry division. Shawn, 
who graduated from Bryant College with 
degrees in finance and marketing, works 
in the construction division. "One thing 
I can say about my own kids is that they 
work hard," McCarthy says. "You really 
have to put the time in to get the benefits 
out of it." 

LEARNING FROM MENTORS. A 

good leader listens to their mentors and 
learns from mistakes, McCarthy believes. 
This was a difficult lesson to learn when 
he opened a garden center in 1984. One 
of his mentors, Paul Mahoney, who owns 
Mahoney's Garden Centers, a group of 
eight highly successful stores in Massa-
chusetts, warned McCarthy against enter-
ing the market while being a landscaper. 
It would prove to be too much. 

"I thought, if he can go into it, why 
can't I?" McCarthy recalls. 

McCarthy let his pride get in the way, 

center to be in the black four months out 
of the year. "The other months, we were 
always in the red. It was tough," he re-
calls. When it came time to sell the busi-
ness, Mahoney operated the garden cen-
ter until a buyer was found. 

Mahoney's leadership and work ethic 
impresses McCarthy. "It just amazes me 
to see what he has done over the years," 
McCarthy says. "I'm amazed and I basi-
cally feel success is not always about mon-
ey; it's about happiness, too." 

McCarthys son's college graduation 
also provided some unexpected wisdom. 
"A professor there said, 'You learn, you 
earn, and then you return.' I always re-
member that," he says. "We're always 
learning. You've got to earn - you have 
to make money to keep it going. But 
to return is to give back and I never re-
ally understood the full meaning of that 
until the last 10 years or so. When you 
do something, you don't always have to 
look for a 'thank you.' Just do it for the 
cause. But don't say someone should have 
thanked you for it." 

His father's energy and excitement 
about the industry make his personality so 

"He's absolutely one of the most motivated people I've ever met. 

People love him. He's so into the industry and he gets other people 

into i t / ' - Shawn McCarthy 

and took Mahoney's warning as almost a 
challenge. 

"It didn't work," he says. "I found out 
it wasn't my niche to try to run a garden 
center and be a landscaper. It was almost 
impossible to do both." 

Nevertheless, McCarthy continued 
operating the garden center for nine years 
and struggled. 

WI just couldn't succeed," he says. "I 
just found out that it's completely differ-
ent and you need a lot of resources and a 
tremendous amount of money." 

It wasn't uncommon for the garden 

infectious, Shawn McCarthy says. "He's 
absolutely one of the most motivated peo-
ple I've ever met," he shares. "People love 
him. He's so into the industry and he gets 
other people into it." 

FUTURE OF THE INDUSTRY. An 

important challenge faced by the land-
scape industry is the increasing language 
divide, McCarthy says. "We have a lot of 
Hispanic people working in this industry 
and we have to better communicate with 
them and learn the language," he says. "I 
think we have to be bi-lingual." 

For the landscape industry to grow 
and prosper, young people must be shown 
how they can make a career out of it, Mc-
Carthy adds. "I've survived all of these 
years, but it's been tough in the winter 
time," he says. "And if you don't like to do 
snow plowing or something else, you have 
to make enough money in those eight 
months or so to last." 

Success in the industry is deeply rooted 
in education, McCarthy points out. 

"I don't have all the education that I 
wish I had," he says. "Try to get as much 
education as you can. Its so competi-
tive these days. You have to work smart-
er rather than harder. I see a lot of guys 
coming in here - they have degrees and 
they're very versatile. But a degree carries 
employees only so far. They have to learn 
the practical stuff, too. You've got to get 
your hands dirty a little bit." 

Anyone thinking about running their 
own landscaping business should take 
business management courses, McCarthy 
suggests. "The horticulture knowledge 
will always come," he says. "I didn't know 
the difference between an azalea and a pe-
tunia when I first started, but I learned." 

New contractors should not assume 
the money will continue to roll in, Mc-
Carthy adds. "It's almost like that old 
story - they get a few dollars and they go 
out and buy a new truck," he says. "And 
then they think they're doing well, but 
they don't put any money away. Then a 
few bad years come along and they're not 
prepared." McCarthy has experienced 

several recessions, all of which reminded 
him of how hard things can be. "They've 
got to be very humble about it and basi-
cally go in there and try to understand 
that they have to work hard every day." 

Government regulation will also con-
tinue to be an industry challenge, McCar-
thy says. "The focus of the future is that 
we're going to have a lot of different things 
thrown at us, such as government regu-
lations that we're going to have to work 
with," he says. "They're always going to 
find problems with something, and we're 
going to have to deal with them." • 





Telling the pesticide user's side of the story is 

only part of Ed Walter's legacy. 

Name: ED WALTER 
Company: Washington Tree Service 
Location: Shoreline, Wash. 
Career Highlights: 
• Bachelor's degree, business and 

marketing, Southern Illinois 
University 

• 2nd Lieutenant in the U.S. Army, 
1960s 

• Joined Washington Tree Service, 
1974 

• Joined Interstate Pesticide 
Applicators Association, 1970s 

• Founding member, Washington 
Friends of Farms & Forests, 1988 

• Helped write sections on 
pesticide-sensitive registry and 
notification for the Washington 
Pesticide Applications Act, 1992 

• Became president and CEO, 
Washington Tree Service, 1997 

• Joined state department of 
agriculture's Pesticide Advisory 
Board, 2003 

I
f members of the lawn care industry could dream up a 
spokesperson to represent them to legislators, activists and 
industry outsiders, who would it be? 

He'd be a proactive, well-educated professional. He'd 
possess decades of experience and the respect of his peers 
and challengers, alike. He'd be assertive, passionate, yet 
level-headed. He'd be willing to devote time away from his 
business and family for the good of the cause and he'd have 
the ability to empower those around him. 

He would be Ed Walter. 
ENTERING THE INDUSTRY. In 1974, Washington Tree Service 
in Shoreline, Wash., had surpassed $1.5 million, and was heading for 
$2 million. The 26-year-old company was doing well, but co-founder 
Stan Raplee knew he needed a successor. He had his eye on the thirty-
something husband of one of his relatives. 

His prospective protege was Ed Walter. 
Aside from mowing his own yard, Walter had no green indus-

try experience when Raplee approached him about joining the tree 
and lawn care business. Born in southern Illinois, the son of a small 
businessman, Walter had a management background with a bachelor's 
degree in business and marketing from Southern Illinois University. 

Also, he possessed a can-do attitude and sense of discipline he'd 
picked up in the military. When Walter graduated college, Vietnam 
was afire, and he went from a draft-deferred position to the No. 1 draft 
spot in his county. Determined to be in control of his destiny, Walter 
enlisted in the Army, entered officer candidate school and came out 
as a second lieutenant in the transportation corps. Thankfully, he was 
never sent overseas. 

With experience gained as an Army commissary officer, Walter landed a job as a food broker after he was discharged. He was recently 
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married and several years into his career 
when Stan Raplee approached him with 
an opportunity to join Washington Tree 
Service in a middle management position. 

"Stan wanted to step back from the 
business," Walter says. "We got along fine 
and I stepped into the company." This is 
the humble way Walter puts it, but you 
get the idea that it wasn't that simple. 
Lawn care experience or not, Walter was 
the man Raplee was looking for. 

EARNING RESPECT. Since his days as 
a business student, it had been his goal 
"to climb the corporate ladder." And 
when Raplee presented his offer, Wal-
ter knew this was his chance. "It was an 
opportunity to try my hand at running 
a business and it was an opportunity to 
have ownership," Walter says. "It seemed 
like an opportunity to become president 
and CEO and fulfill my goal of getting 
involved in the corporate structure, large 
or small." 

Walter has been dedicated to his ca-
reer at Washington Tree Service - and 
to the tree and lawn care industry - ever 
since. But it wasn't always easy. 

Washington Tree Service isn't the 
kind of place where people work for a 
few years and move on their way. Today, 
30 percent of the workers have been em-
ployed there for more than 20 years; 10 
percent have worked there for three de-
cades or more. 

Imagine a young, well-educated rela-
tive of the owner joining the ranks in a 
middle management position in 1974, 
working alongside other managers who 
likely worked their way up from entry-
level spray technician jobs. Imagine him 
supervising employees with the field ex-
perience and technical know-how he did 
not yet have. 

"I wouldn't have wanted to be in the 
position to be brought in like that and be 
expected to give these guys orders," says 
Randy Mock, the company's vice presi-
dent who's worked with Walter for more 
than 30 years. "It was a difficult position 
for him to come in and not know any-
thing about the spray business and take a 
lofty position. It turned some people off 
around here. I think he handled it as well 
as anyone could." 

Walter eagerly learned the ins and 

outs of the business, from sales to spray-
ing to customer service. "I didn't have any 
industry experience - Stan's decision to 
hire me was based more on my business 
background," Walter notes. "So I started 
duplicating what he was doing - getting 
my feet wet in the field and learning the 
business side and the financials, which he 
wanted me to learn more than anything 
else." To master the required technical 
skills, Walter spent time out on jobs, took 
courses and studied to earn his applicator 
license. 

"I was starting behind a lot of people 
in this area," Walter says. "I had to read 
more and study more and take different 
classes. I spent a lot of time early on read-
ing professional magazines and technical 
bulletins to educate myself to catch up. 
I had to learn it while learning the busi-
ness, too." 

But his dedication didn't go unnoticed. 
"In time he gained the respect of everyone 
around here because of his work ethic," 
Mock adds. "He pretty much learned it 
all. He worked six days a week back in 
those days and put in a lot of hours." 

In addition to gaining the respect of 
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"People rely on him because, No. 1, he's been an in-
tegral part of the equation for such a long time. No. 
2, he's upfront and not just one to sit by and say 'Oh 

well.' No. 3, he speaks well and is able to explain 
himself and the issues well." - Randy Mock 



ed waiter on giving back... 

Q. What does the term "giving back" mean to you? 

A . "Giving back is the willingness to open up and share to others some of the 
things you've learned, the mistakes you've made and advising them on how 
not to make those mistakes. It's also about volunteering your time for 
different efforts and also sharing your good fortune. If you've been finan-
cially successful, share it." 

Q. Describe a situation where you feel you gave back to the industry or 
your community due to a cause or effort you believed in and how this 
impacted you in your career. 

A « "I can't think of any one specific cause, but being involved in the extra 
curricular activities like volunteering to sit in front of legislative 
committees, going to press conferences and volunteering throughout the 
state - that's giving back." 

Q. Who is one person you admire most for giving back and why? 

A « "There's one local individual that I admire greatly for doing what he does. 
A pitcher for the Seattle Mariners, Jamie Moyer - they just recently traded 
him to Philadelphia, but he has a foundation that helps families and children. 
He and his wife are intimately involved and they do excellent things for the 
community. That's a tremendous example of giving back to the community 
for your great fortune." 

Q« What is one thing you do to teach your employees the value of 
giving back? 

A . "I encourage and support the employees when they have outside-the-
industry volunteer programs they're involved with - either with advertising 
or financially. I like to think I encourage them to be involved in these and I 
don't think I've ever not given my support." 

Q • In your opinion, what are the top three things a lawn care operator or 
landscape contractor can do today to establish a trend of giving back 
and start experiencing the benefits? 

A m "I admire companies that create a program or a project that encourages 
employees to get involved in giving back to the community in whatever 
they chose to do, and recognize or reward them for it. Leading by example 
is another good way to do it, but then sometimes that tends to focus on 
you rather than what the project is. Another way is encouraging involve-
ment in associations." 

his peers, Walter had to gain the respect 
of the man who hired him. Although Ra-
plee brought him on to lead the company 
into the future, it took a while for Wal-
ter to win Raplee over entirely, although 
he had moved up to the ranks of vice 
president and general manager. "It was 
the mid-80s when for the first time I got 
the feeling that Stan was pleased and get-
ting ready to leave me in charge," Walter 
says. A company in Tacoma approached 
Washington Tree Service, asking for a 
buyout. It was Washington Tree Service's 
first opportunity to open a branch loca-
tion and Raplee turned to Walter to make 
the decision. "It was the first time I got 
the feeling that 'You're on your own and 
here you go,'" Walter says. "From that 
time on he just kept moving a little more 
out of the daily activity and into the back-
ground." The Tacoma location opened in 
1984 and seven additional satellites have 
opened since. 

Said to operate the company with a 
true top-down management style, Raplee 
did not relinquish his title as president 
and CEO until the late 1990s. 

"I don't know if you've ever been 
around someone who's been the boss of a 
company for 40-some years," Mock says, 
speaking of Raplee. "Ed wasn't really al-
lowed to completely run this place. He 
definitely put his time in here. He shows 
respect to everybody who's here. And he 
showed a lot of respect to Stan." 

STORY TELLING Washington Tree 
Service — and the industry in general 
- faced another challenge during the 
1980s. At that time, activism surrounding 
pesticide issues was mounting. Walter's 
proactive, upfront approach to combat-
ing restrictions and communicating the 
industry's message is where his peers say 
he's made the biggest footprints. 

The industry faced an onslaught of 
bad press and state and local regulation, 
including the loss of registered pesticides 
and buzz about notification requirements. 
Walter was already involved in the Inter-
state Pesticide Applicators Association, a 
group of professional pesticide users from 
Washington and Oregon. "One thing 
Stan encouraged me to do was get in-

volved in associations, work with govern-
ment leaders, the department of agricul-
ture and legislators - and I've done that 
for 30 years," Walter says. "By having a 
relationship with these people and an op-
portunity to talk with them, it's given us 

an opportunity to present our opinion 
from a position of respect and authority." 

Walter and others at the IPAA were 
instrumental in coordinating efforts to 
prevent state and local pesticide regula-
tions, much like those that have infiltrated 



Keeping Options Open 
Reorienting Washington Tree Service's structure to empower 
employees at all levels is one point of pride Ed Walter empha-
sizes in his 36-year career with the company. 

Another one of his accomplishments - becoming a leader in 
natural lawn care - is a direct result of that effort. 

"Over the last year and half we've introduced a natural pro-
gram to mirror our traditional program in both lawn care and 
tree and shrub care," Walter says. "I believe we're one of the 
only companies who've done it. 

"We had been hearing more and more from customers who 
wanted us to develop this program, and we also looked at some 
criticism that our industry receives for not offering it," he says, 
noting the issue is a prominent one in environmentally sensitive 
Washington state. 

The company's newly reorganized management staff de-

signed and developed the natural program. "It's a result of 
empowering people to do things and creating the opportu-
nity for them to do it," Walter says. The "Natural Choice" 
products meet the criteria established by the Washington 
State Department of Agriculture organic food program. 
Materials used in the natural applications include seaweed, 
fish fertilizer and sulfur. Management developed training 
and prepared employees with a list of responses for poten-
tial FAQ about the differences between the traditional and 
natural programs. 

"I think it's just an excellent opportunity for us," he adds. 
"We're responding to the marketplace, but still offering the 
traditional program because not everything can be done 
with the natural program. It's also an excellent PR tool for 
our customers to deal with their neighbors." 

Canada over the years. In the early 1980s, 
he helped organize busloads of people to 
go to the state capitol to speak with leg-
islators and attend hearings. "Western 
Washington state is a hotbed of environ-
mentalism and we had a very active anti-
pesticide organization that did very well 
at getting the ear of legislators," says Chris 
Senske, president of Kennewick, Wash.-
based Senske Lawn & Tree Care, a fellow 
IPAA member who's known Walter for 
close to 30 years. "It took a real yeoman's 
effort to get their ear or at least get the 
other side of the story told. And a lot of 
that was done with Ed's effort." 

Telling the lawn and tree care indus-
try's side of the story became a sort of sec-
ond job for Walter over the years. In 1988 
he helped found Washington Friends of 
Farms & Forests, an association of pes-
ticide applicators from a variety of user 
communities. The organization's found-
ing principle is to provide a balanced 
viewpoint for news stories about chemi-
cal use and provide oversight of statewide 
issues affecting pesticide use. 

Though Walter no longer serves as 
a board member for "Friends," the or-
ganization's Executive Director Heather 
Hansen hears from him often. "He'll see 
an article in the newspaper and call me 

up and say, 'What do you think about 
this? Should we write a letter to the edi-
tor?"* Hansen says, explaining that one 
of the greatest things about Walter is the 
fact that he's "a doer." "Other folks see 
an issue and say 'Somebody should do 
something about this.' He'll call and say 
'I think we should do this.'" 

Walter's spent many hours away from 
his family and business testifying before 
the state legislature on pesticide issues, as 
well as representing the industry at nu-
merous local government meetings over 
the years. "Time and time again he's at 
meetings explaining, 'If you read the label 
and follow directions, it's safe,'" Hansen 
says. "It's important to have people in the 
industry to explain 'I wouldn't use any-
thing on your lawn that I wouldn't use on 
my own.' You need people who are will-
ing to take the time to educate the public 
and meet with editorial boards," she adds. 
"Ed is a great spokesperson for that." 

The 1990s brought more activist chal-
lenges, but Walter's poise and foresight 
have helped to protect lawn care-friendly 
pesticide policies in the state of Washing-
ton for more than a decade. Once again, 
Walter helped assemble a statewide coali-
tion of pesticide users and manufactur-
ers to defeat oppressive laws that would 

create burdensome regulation. Working 
closely with other IPAA members and 
then-State Senator Patty Murray, Walter 
in 1992 helped write new legislation on 
pesticide-sensitive registries. "He led the 
discussion to get everybody on the same 
page in terms of what we were willing to 
talk with legislators about and what we 
needed to do to defeat the other side," 
Senske says. 

The result was sections 17.21.420 
and 17.21.430 of the Washington Pesti-
cide Applications Act. 

"The part that made everybody ner-
vous, but looking back was really the 
right thing to do, was not only the post-
ing, but notification of those that were 
deemed sensitive," Walter says. "People 
thought we were really creating a hornet's 
nest, but it's now accepted as a very suc-
cessful program." 

More than 14 years later the legisla-
tion has not been altered whatsoever. "It's 
been a far-sighted and well-thought-out 
plan," Senske says. "The real result of his 
vision was that the rally cry of the anti-
pesticide activists was silenced not just for 
a while but for more than a decade." 

Walter's reputation as a voice for pes-
ticide users and the mutual respect he's 
fostered with regulators landed him on 



the Washington State Department of 
Agriculture's Pesticide Advisory Board as 
the urban landscape representative. 

His long-time colleague Mock ex-
plains why Walter has emerged as a state-
wide leader. "People rely on him because, 
No. 1, he's been an integral part of the 
equation for such a long time," he says. 
"No. 2, he's upfront and not just one to 
sit by and say, 'Oh well.' No. 3, he speaks 
well and is able to explain himself and the 
issues well." 

EMPOWERING OTHERS. It's clear 

that Walter has given back on a large 
scale to the industry he was indoctrinated 
into more than 30 years ago. But his lead-
ership skills have touched the lives of the 
people around him on a personal level. 

"He is honorable in all aspects of his 
work and life, raising two successful chil-
dren through college and caring for his 
wife of at least 30 years," Senske 
says. 

Ed has been married to his 
wife, Patty, for 37 years, to be 
exact. It's been 30 years since 
life threw the couple a curveball 
- Patty was diagnosed with mul-
tiple sclerosis. 

It's been challenging, Walter acknowl-
edges, supporting his family's unique 
situation while remaining dedicated to 
the company and the industry. But with 
families, there's give and take. "For the 
first 25 years, I was working six and seven 
days here, and the family was extremely 
supportive of that," Walter says. 

"He's a hell of a family man," Mock 
says. "He's gone through a lot of adver-
sity, but he isn't a whiner." 

The Walters have two grown chil-
dren - a son and a daughter, who worked 
minimally in the business throughout the 
years. "My wife and I decided that we 
wanted somebody else to teach our kids 
how to work," he says. "We figured they 
would learn better if it wasn't mom and 
dad teaching them." 

Walter, however, learned his work 
ethic from his father. If you ask him, he 

says his leadership style was shaped pri-
marily by his dad, who ran several small 
businesses and was well-respected for his 
community involvement and conduct. 
"My father influenced me on how to 
handle people, how to respect employees 
and customers, and that you have to de-
vote a tremendous amount of time and 
effort and make some sacrifices to make a 
business successful," he says. 

The way Stan Raplee ran Washington 
Tree Service indirectly affected the style 
Walter adopted when he took the helm, 
Walter says. As the founder of the com-
pany, Raplee operated as the "captain of 
the ship." 

"As the founder of the company, his 
style was more autocratic," Walter says. 
"But only one person can do that - the 
founder. My style had to be more inclu-
sive. I had to take advantage of the leader-
ship team we'd assembled and rely more 

countability and recognition they needed 
and deserved," Walter says. 

He relates this experience to one of his 
favorite quotes about leadership from for-
mer president and Army General Dwight 
D. Eisenhower: "Leadership is getting 
others to do what you want them to do 
even if they don't want to do it." 

He says the structural realignment was 
a major change for the employees, many 
of whom were content doing things the 
way they'd always done them. "It was a 
big change in everybody's comfort zones. 
It stirred the pot, but they've handled it 
very well," he says. 

Walter's emphasis on empowering 
those around him translates to his asso-
ciation involvement, as well. He's always 
encouraged involvement in IPAA, Friends 
and other industry groups, as well as the 
opportunity for training and educational 
seminars. He says he fosters future leaders 

'You need people who are willing to take the time to educate the 

public and meet with editorial boards. Ed is a great spokesperson for 

that/7 - Heather Hansen 
on them to get them involved so they felt 
they had ownership in the business." 

Lessons learned from both of these 
men add to Walter's reputation for being 
a well-informed, encouraging, even-keeled 
professional who leads by example. 

"He's a good listener - he doesn't 
make snap decisions," Mock says. "He 
tends to research things very well." 

One goal of the self-described "Polo-
shirt-and-slacks guy" is to maintain a pos-
itive, level attitude. "I never want people 
to think 'What kind of mood is Ed in 
today?'" he says. 

Transitioning the company from a 
top-down approach to a team-centric one 
is what Walter calls one of his greatest 
professional accomplishments. Four years 
ago, he re-oriented the company struc-
ture, positioning himself in a bottom-up, 
encouraging role. "We tried to empower 
the employee base to give them some ac-

by providing them with reading material 
and giving them "as much responsibility 
as they can handle." Walter also urges em-
ployees to get involved in the community 
with outside-the-industry volunteer pro-
grams. 

"He's very much a team player," Han-
sen says. "In any group there are always 
folks who say 4I wish we could do this, but 
I don't know how.' Ed will just encourage 
people to do things and come up with a 
plan." 

Mock attributes Walter's dedication 
and leadership in the company and the in-
dustry to being raised during a time when 
people were expected to be accountable 
for their actions. "Thirty years is a long 
time to be in one place - you don't see 
that much lately," he says. "Ed made a de-
cision that this was going to be his career; 
he stuck to it and did what he had to do." 

That, and a whole lot more. • 



If a problem needs solving, all you have to do is tell 

Alan White that he can't fix it. Then, he'll prove 

you wrong. 

When Alan White was a young teenager 
working on a golf course near his rural 
home in Burlington, Ontario, it never 
crossed his mind that working in the 
green industry would one day become 
his career. He was just a kid doing a 
summer job that he loved. He enjoyed 

being able to work outdoors and learn about plants and trees - a far cry 
from sitting in a stuffy high school classroom. 

As he grew into an adult, he attended school at Sheridan College to 
study marketing and advertising, much to the pleasure of his mother 
and father. He quickly discovered, however, that this was not the path 
he wanted to take. 

THE ROAD LESS TRAVELED. White has a good sense of what he 
wants in life and tackles each obstacle that comes his way head-on. Even 
as a child, his principal at grade school met with his parents for a confer-
ence and told them, "Your son gets to the same endpoint as everyone 
else, but he takes his own path to reach it." Early on, his leadership 
qualities began to surface. 

While working his first few jobs, he took mental notes on how to 
become a leader. "Whenever I worked, I looked at everybody else's job 
around me and tried to learn as much about those who were leading me 
as I could," he recalls. 

Name: ALAN WHITE 
Company: Turf Systems 
Location: Burlington, Ontario/ 
Canada 
Career Highlights: 

• Founded Turf Systems in 1991 

• Elected to lead the Lawn Care 
Commodity arm of Landscape Ontario 
in 2004 

• On the IPM Council of Canada's Board 
of Directors 

• Helped develop the IPM Accreditation 
Program 

• Working with the U.S. Project 
EverGreen Board to bring the program 
to Canada 

By H e a t h e r D e A n g e l i s 





White worked at ChemLawn for a 
couple of years while he was at college. 
Mid-way through his higher education, 
he switched his academic focus to sciences 
and turfgrass at the University of Guelph. 
Through his schooling and job at Chem-
Lawn, he began gaining insight into the 
business side of turf management. 

But working for others soon became 
tiresome for White. He wanted to do 
something bigger - he wanted to start 
his own business. "I was frustrated with 
working for other people and not being 
in control of where I was going and not 
being able to try new things," he says. "I 
wasn't really paying much attention at the 
time as to why I did it, but once I was 
locked into it I was going to do it." 

failure rates." So, he did it on his own. 
Getting through the first five years was 

an accomplishment in itself for White. "It 
was so entrenched in my head that most 
companies don't make it to five years that 
that was kind of one of my career high-
lights, because everybody said I wouldn't 
do it," he says. 

The challenges didn't end there. In 
2002, Canada's Supreme Court gave the 
right to manage lawn care product use to 
the cities rather than the federal govern-
ment. Cities began to heed environmen-
tal activists' cries and place restrictions on 
pesticides and other products essential for 
proper lawn care. 

Rather than falling into line with 
others or waiting for someone else to do 

something, White decided to better 
his situation. He started offering an 
Integrated Pest Management (IPM) 
program, which uses fertilizer as its 
main ingredient, but spot-sprays her-
bicides and insecticides as problems 

the industry to do as he does. "To this day 
I still believe that it's our responsibility 
to be leaders and take risks we wouldn't 
normally take," White says. "We can't be 
complacent if we're going to be leaders." 

To sum up his idea of how others per-
ceive him, White notes: "Some people 
characterize me as 'thinking outside the 
box.' Well, I kind of always live outside 
the box." 

IN G O O D COMPANY. Whi te is no 

longer alone in his quest for success in 
the green industry. He surrounds himself 
with friends, family and other leaders for 
support and insight. 

Although as a child he believed he 
grew up in what he calls the "school of 
hard knocks," he now knows that any 
hardships he went through were just his 
parents way of teaching him indepen-
dence and leadership skills. 

"When I grew up I always thought 
everyone was hard on me, nothing ever 

"Some people characterize me as "thinking outside of the box / 

Well, I kind of always live outside of the box/7 - Alan White 

White, armed with knowledge from 
his younger years in the golf industry, 
his short time at ChemLawn, his back-
ground at school and some serious ambi-
tion, started Turf Systems in 1991. At the 
time, Canada was in the midst of a reces-
sion and White found it difficult to gain 
encouragement for his endeavor. When 
you're looking for support from other 
business people, White says, they keep 
telling you "it's not easy; these are the 

are found. 
"I saw that things I learned in the golf 

industry also worked in the lawn care 
business, one of them being IPM. So 
that was the niche that I locked into," 
White says. "My main career focus was 
to provide IPM to the mainstream cli-

ent. When I presented the philosophy 
of IPM to mainstream lawn care, a lot 
of people said, 'You can't do that. The 
customer won't buy into it — they won't 
understand it; it's too expensive.'" But 
White stuck to his guns and now owns a 
successful business with a 90 percent cus-
tomer renewal rate. 

Today, White is not only the president 
of a thriving company; he also spends 
most of his time encouraging others in 

came easy," White recalls. "Later on I 
asked my parents why they were so much 
harder on me than my brothers - I was 
the oldest - and my mom said, 'We al-
ways knew you'd stand up and you'd al-
ways find the right way.'" 

But now, White sees his greatest asset 
as his parents always saying, "You can do 
anything you set your mind to." When 
he first decided to start his own business, 
they told him they would not help him 
financially to begin with - he would have 
to do it on his own. White didn't think 
that was very nice. 

"My parents said, 'You might run into 
problems in the first two years, and you'll 
need help then. So you figure out how to 
start it, and we'll figure out how to help 



alan white on giving back. 

you,'" White explains. "I had this idea 
and I was looking for support - the bank 
wouldn't help, my parents wouldn't help 
- but it was because my parents knew 
that most businesses run into cash flow 
problems within two years. They were 
thinking ahead and I know inside they 
wanted to help but they knew they didn't 
have that kind of luxury. They would be 
taking a risk, and they needed to know I 
was doing my homework first." 

Ultimately, White did not need his 
parents help at the two-year mark. But he 
did learn his problem solving skills and 
analytical approach to life - which com-
bines the "can do anything you set your 
mind to" philosophy with "think twice, 
act once" - from his father, who is an en-
gineer. 

Along with his parents, White also has 
his wife by his side. They have been mar-
ried for six years, but have been together 
for about 18 years. They have two young 
daughters. 

Outside of the business, the Whites' 
friends view them as an extremely hospi-
table family that is determined to make 
life better for everyone. "They always 
have people over, they're always enter-
taining - they like people around," says 
Dwayne Job, president, System Fencing 
Limited, Rockwood, Ontario. Job has 
been a friend of White's since they were in 
public school together and has watched 
him build his family and business. 

"If you drop by and it's close to 5 p.m., 
you're having dinner there - they just in-
vite you into their home all the time," Job 
says, adding that the White family also 
regularly helps people talk through their 
problems and find solutions. The outside 
observer can see they have a strong fam-
ily connection and spend time together as 
often as possible, Job says. 

Though he is an active family man, 
White spends a considerable amount of 
time building his business. 

"Someone lied to me a long time ago 
when they said running a business allows 
you to do what you want and that you 
get Wednesdays off to go golfing or get 
to go to the cottage with the family on 
the weekend whenever you want because 
you're your own boss - I work more hours 

Q . What does the term "giving back" mean to you? 

A« "I think giving back leads to providing a return to the community and the 
industry, helping others advance and providing benefits to others. 
I think we help support society for the role we play in the green industry. And 
I think a way to profile what we do in the green industry is to always participate 
and showcase what we do as a means of bettering the community and teaching 
people what we do." 

Q * Describe a situation where you feel you gave back the industry 
or your community due to a cause or effort you believed in and 
how this impacted you in your career. 

A« "We try to give back everyday, not only on a national scale, but also in our 
local community. That was part of the reason why a mayor friend of mine 
originally approached me and got me involved - because I had a 
commitment and a passion to help our city with its green spaces when 
there was increasing pressure to do nothing with them and let them suffer. 
And that just bothered me that our children might not have somewhere 
green to play one day. There were people promoting that it was a bad thing to 
look after parks. So I became involved before it really became an issue." 

Q « Who is one person you admire most for giving back, and why? 

A* "I admire anybody who has the ability to give back - some people 
give monetarily, some people give time, some people give leadership 
and some give all of the above. Some people I admire most are the 
ones who give back and it doesn't necessarily have to be self-serving. 
Even as recently as Bill Gates and Warren Buffett, who are great 
leaders who give back to causes like world hunger, education, disease 
research and things like that. Those are worthwhile causes that don't 
directly benefit their businesses. And they could have chosen to do so 
many different things with that money." 

Q . What is one thing you do to teach your employees the value of 
giving back? 

A* "My staff asks me why I spend so much time participating in businesses and areas 
other than my own. They ask why am I involved in the U.S. market, why I belong to 
PLANET. I don't do anything in the U.S. market but I think being involved will 
tremendously benefit our industry as a whole, whether it directly benefits me 
or not. If I have something I can share, I think it's important to do it. I teach the 
same concept to my employees." 

Q • /n your opinion, what are the top three things a lawn care operator or 
landscape contractor can do today to establish a trend of giving back and 
experience the benefits? 

A» " I. Participate in community groups to bring the importance of green spaces to 
the forefront. 
2. Identify strong environmental initiatives that build strong community values. 
3. Help our peers grow. Too often we see our competitors as competitors 
instead of part of a team. By building a stronger community together, we all 
benefit." 



than I ever worked," White laughs. "Not 
that it's bad - if it were bad I wouldn't be 
doing it. I love doing what I do." 

"The fact that he can balance that 
personal, business and political kind of 
life where he's challenging people to think 
a different way - I think that's the most 
admirable thing about White," Job says. 

A SENSE OF STYLE. Though a life-
style like White's can be busy, he finds a 
way to balance it to preserve his sanity. 

"I always try to leave enough room in 
the day so there's freedom to do whatever 
comes up," he says. "To free up time to 
make decisions, you have to make a por-
tion of your environment predictable and 
calming. It can get deadline-driven and 

stressful quickly and it's good to have 
things that aren't causing questions and 
concerns. It's good to know the staff is 
operating automatically and don't require 
you all of the time, and it's good to have 
things that calm you so your environment 
isn't stressful when situations outside be-
come stressful." 

This would explain why there's a large 
aquarium in White's office. He finds it 
calming amidst an office that his wife 
would call "organized chaos." White de-
scribes his office as a comfortable, large 
working space. The only TV in the office 
is used for weather and news reports, and 
there is nothing to distract him from a 
productive work day. The staff is friendly 
and professional. 

"Image, marketing and direction has 
been a focus for our company from the 
day I started it," White says. "I show up 
every day in a uniform and my employ-
ees wear the same uniforms. I'm always 
dressed to meet a client or go to work." 

White has all of his bases covered 
when it comes to running a company. 
"He's built a very nice business that is me-
thodically thought out so right from the 
start, even though he's a small business, 
he acts like a large business," Job says. 

MAKING A DIFFERENCE. As if these 

qualities alone don't make White a leader 
in his field, he goes above and beyond to 
stand out as an innovative lawn care spe-
cialist and what he considers to be a "true 

all fun and games 
Alan White entered the landscape business because he enjoys the environment and wants to know 
more about it. At first, it was just a summer job that he thought was fun. When the business began 
to get too serious, it took a small child to get White back to the mentality that the difference be-
tween work and play can be slight. 

"One day, a friend of mine who is a dentist came up to me, and his son, who is about 5 or 6, said 
something that stuck with me," White says. "In early grade school they were talking about what 
their dads and moms did for a living. He asked what I did, and his dad said, 'Well, he looks after gar-
dens and plants and trees.' Then his son said, "No, what does he do for a job?' because he thought, 
in his eyes, I was doing what his 
dad did every weekend." 

White realized that he drove 
tractors and trucks and all the 
things the boy saw as fun, not 
as a job. "The child thought ev-
erybody else was working but 
me," White explains. "I get to 
have fun all day in his eyes." 

There is a consumer appe-
tite for the social and environ-
mental benefits of gardening as 
a hobby, White adds, pointing 
out: "That's why we do it on 
the weekends... and that's 
why I do it as a job." 



environmentalist." White is extremely ac-
tive in his community and in the industry 
as a whole, spending countless hours ex-
amining problems and finding solutions, 
attending meetings and discussing the 
policies and regulations that have been 
forced on the Canadian lawn 
care business. 

With Canada's increasing 
restrictions on pesticides, envi-
ronmental issues have come to 
the forefront of people's minds. 
Lawn care operators must deal 
with customers alarmed by the 
perceived health concerns of 
pesticides. 

In order to win this battle, 
consumers need to be aware of 
what lawn care operators are really doing 
and that some environmental activists 
don't give an accurate account of the risks 
involved with the products used, White 
insists. It is the responsibility of those in 
the lawn care industry to inform consum-
ers of the truth, he says. 

"We're all so busy running our busi-
nesses that somebody else is telling the 
story and then, ultimately when it comes 
down to it, nobody understands what we 
do," White notes. "We need to take that 
message to them. We need to tell them 

that we care about the things they care 
about because, right now, most would 
perceive the opposite. Once we gain that 
trust back and consumers see us as the 
go-to people in the environment, then 
we can be better landscapers, lawn care 

to helping an industry - it just became ex-
ponentially bigger," White says. "I try to 
help others understand the concept that 
it doesn't matter how big you are, it's the 
influence that you have on the environ-
ment that surrounds you. It just requires a 

"I try to help others understand the concept that it doesn't 

matter how big you are. Rather, it's the influence that you have 

on the environment that surrounds you. It just requires a passion 

and a dedication to meeting objectives and being a part of the 

solution." -Alan White 

companies, irrigation managers and green 
space managers." 

White now heads the Lawn Care 
Commodity arm of Landscape Ontario 
and is a member of IPM Council of Can-
ada's Board of Directors. Most recently, 
he has been working with the Project 
EverGreen Board in the United States to 
bring this important initiative to Canada. 
He has also developed the IPM Accredi-
tation Program, which supports the idea 
of using Integrated Pest Management as a 
major solution to pesticide regulations. 

"He's out there and in an association 
that's giving back to the community," 
Job says. "He's challenging the activists 
to get them to think in a new way. He 
gives back so much and he has a very 
defined vision of where he wants to see 
the industry go. And he's not afraid to 
take the steps to lead that vision and get 
it pushed through." 

The fight has been challenging, but 
White is determined. 

"He's got pressure from both sides to 
conduct business responsibly and grow 
his business, but at the same time not 
use the same products that everyone else 
is able to use throughout the rest of the 
world to fight lawn care problems," Job 
says. 

"I think the biggest turn-around was 
when it went from running a business 

passion and a dedication to meeting objec-
tives and being a part of the solution." 

Participation of landscape contractors 
in their communities and in the landscape 
and lawn care market is an absolute neces-
sity to grow the industry as a whole, ac-
cording to White. "My staff and I dedicate 
a considerable amount of time to not only 
servicing our clients, but considering new 
ways to help all of the clients and to help 
our peers grow," he explains. "Its either 
teach by example and help others or we 
all kind of falter and are grouped into the 
same class. 

"We have to make some decisions 
in the next 10 years that will have long-
reaching impacts on our industry and how 
legislators deal with things, and how con-
sumers perceive what we do," White adds. 
"So it is critical that you're involved with 
your community, and that you're involved 
in government to promote the environ-
mental and social benefits that we all be-
lieve in." 

Being a leader just comes naturally to 
White. It has been a part of his personality 
from the start. "Originally you don't see it 
as leadership. You see it as 'the buck stops 
here, and I have to make that decision that 
nobody else wants to, so I'm going to do 
it,"' he says. "Its only later on that you 
start classifying that as leadership - ini-
tially, it's just survival." • 
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