> SMART BUSINESS — REVAMP YOUR COMPANY'S WEB SITE
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LebanonTurf intoduces three new Gray

Leaf Spot Resistant perennial ryegrass

varieties. All three varieties scored very high
in the new NTEP data that was published
in the 2004 Rutgers University
turfgrass proceedings in August 2005.
Exacta Il “** ranked #1 for Cray
Leaf Spot Resistance.  Contact
your LebanonTurf distributor
early for best availability. Visit
www.LebanonTurf.com/promo-
tions and enter coupon code
LL9047 for a FREE Agronomy
Manual.

Lebanenlurf

1-800-233-0628 ® www.LebanonTurf.com
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Specifically designed for landscape
EASY TO USE vee PROFITABLE voe professionals, PRO Landscape offers
Realistic Photo Imaging, Easy-to-Use
CAD and Professional Proposals - all to
improve your bottom line. With more
than 15 years on the market, it's the

most popular professional landscape
design software available today. It's
simple, it's profitable — and now with
3D, it's power you've never had before.
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The Standard in Deslgn Software for i upe Prafesimnat:

pe

wvw.projandscape.com

7éas;-to-Usé'CAD i i ] Customer ProposalS
fix software, inc. 60-Day Money-Back Guarantee

“| sold two jobs the first week | owned the program
I'm hooked!”
Dustin Leite, Maple Leaf Farms & Nursery

1 Desion Software for Londscope Professionals! ’ 've /OS{ ‘y,ack hOVV n-,any r"nes ‘DRO Landscape has
paid for itself.”

[prolandscape.com Brett Seltz, Tollgate Construction

" 0-231-8574 or prolandscape@drafix.com
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Landscape Association. (Read more about Taylor on page 42). Eight  how the State Fair Fall Garden Exhibition got underw
companies participated the first year; today, more than 50 contractors  and the unique way she and other contractors install and
take advantage of the opportunity to expose their work to more than ~ maintain their beds.

Y After you read the results of our business technolog

survey on page 72, hear abouta business technology strag
egy ina contractor'sown words. Sal Mortilla, president
Landscaping Unlimited in Long Island, N.Y., talks abo
the components to a successful landscape Web site.

PODGCAST—@q
Han you checked out Lawn & Landscapes podcasts yet?
Click on the “podcast button on our Web site and check out
the newest audio arrivals.
Y 1n 2002, Johnette Taylor, president of Roundtree Landscapingin 3 million artendees who visit the fair over a three-wed
Dallas, helped launch a professional landscaping contest at the Texas  period. Now, many companies even maintain their bed
State Fair by promoting the idea to members of the Texas Nursery &  year-round. Listen to the podcast to hear Taylor talk abo

ONLINE EXTRA

is here. Do you have
ose who havent yet

e sales and

LOW-BALLING DOESN'T PAY

ts lined up? For th

als, what |ast-mint
Visit our Message

your ad

met their sales go

advice can

After you read this month's Best of the

you offer
¢ works for you-

marketing
d let us know wha

Web story, “Out Foxing the Fox,” on page

Board an

; |12, get more insight on the issue by reading

The busy season has arrived! Don't miss Industry Buzz

"Low-Pricing Woes," located at the bot-

A
tom of the Lawn & Landscape homepage

under the image of this month's magazine

April 16 when Brickman CEO Scott Brickman shares must- cover. Check out the other online extras

read marketing tips to help drive new business. Start off in that section for a treasure trove of

: W business-boosting information.
the season right; get the Buzz going!

For more business-building advice, plus updates on labor, emissions, water and other issues, check out
Industry Buzz each Monday at www.lawnandlandscape.com.
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Why did | switch to John Deere?
Two words-Green Fleet.

Tom Emerson, Professional Landscaper

I
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It’s a lot to ask to change brands. But GreenFleet was an opportunity | couldn’t afford

! to miss. Literally. I've seen firsthand what John Deere can do in the field-more productivity,
which means more money in my pocket. Plus, by purchasing just a few pieces of John Deere
equipment, | 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

L whole fleet green.

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

JOHN DEERE

USE READER SERVICE # 13



 Be Positive About Your Industry

']o.

x:|ndy code | editorial director

he 2008 national elections are still 19 months away, yet everywhere we turn — radio,

TV, newspaper - the elections are being covered as if we're voting tomorrow.,

Yes, the days, weeks and months go by quicker than we'd likeand we'll soon be voting for
the next U.S. president, along with other congressional representatives, Don't worry, this is
not a political column. I'm not going to advocate for any particular party or candidate.

What I'm suggesting - if you're searching for ideas (as is often the case in a can't win
candidate choice) - is that you consider our industry, the environment and the benefits our
products and services mean to consumers, property managers and landscapes nationwide.

The benefits of our industry — including the products we use daily and often take for
granted —are in jeopardy depending on who is voted into office. You think the last eight years
were challenging? The next four plus years can make the last two terms look painless.

Most media coverage of product use in our industry has been focused ar the national
level; yet, it's local and state issues that each and every one of us needs to focus on. We
have a number of well-qualified industry representatives at the national level who are
scrutinizing bills and issues that might negatively influence our right to do business.

However, it’s not so clear-cut at the state and local level. The number and complexity
of issues is magnified the further away from Washington they get quite simply because
the number of municipalities across the nation create numerous opportunities to slip in
superfluous legislation. The odds-on-bet is that in today’s tremendously busy society, no
one will notice harmful edicts undl it's too late.

In case you don't think this column is for you, think again. Each and every one of
us needs to be concerned about what may happen in the next two to six years. But why
wait? Let's unite, form a grass-roots team to work collaboratively to combatany damaging
legislation designed to mitigate our business privileges.

Whether the issues relate to pesticides, water usage, plant installations, emissions
issues and so on, cach and every one of us can and need to make a difference.

How can you get involved? Be aware, be prepared to act, make it personal, be profes-

sional and tell your story. This is the message that Stacey Pine; grassroots manager for

the Responsible Industry for a Sound Environment, promotes at national and regional
meetings. Her message recommends that we:

* Follow stories in the local paper or on radio about policy proposals or activist activity
related to pesticide and fertilizer use. Know what's going on in the communities where
you live and work. Local politics move quickly so it's important to stay up to date.

* Remember to vote and to show up for local government meetings. Your personal
involvement is essential to the political process, especially at the grassroors level where
you have the most power to impact politics.

* Engage competitors, family and friends to help challenge false or misleading claims
about products made in public forums or in the media.

* Become known to community leaders and policy makers as a business operator and
citizen. It’s not so easy to policy makers to needlessly ban products when they know
and trust the people using and depending on them.

* And, perhaps mostimportantly, commit to keeping currentin your profession, especially
about innovations in the tools and practices you use.

Let us know what concerns are cropping up in the cities in which you conduct business.

In many cases, we represent many spectrums of the landscape industry, but when it comes

down to our right to conduct business, we're all on the same team. il

lawn & landscape april 2007 www.lawnandlandscape.com
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ZERO - MORE

TAIL SWING WORKSPACE

YOU DO THE MATH.

The B Series Compact Excavators from Case Construction Equipment deliver the precision, durability and

confidence you need to work in tricky areas. Zero tail swing, a center-swing boom and narrower, durable rubber
tracks let you focus on the dig when working alongside buildings or near WORIB-CAARS SAEHNOE AOANRRONIP
obstacles. High engine and hydraulic horsepower means faster cycle times =

so you can tear through your toughest jobs. And easy-access panels make

maintenance simpler. 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.

£2007 CNH America LLC. Case is a registered trademark of CNH America LLC. All rights reserved
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P Dear Editor,

What a refreshing look at the future of our industry in your report
“Thirty-five Under 35" in the February 2007 issue of Lawn & Land-
scape. As you know, this concept is applied in many cities across many
different business lines, but having a glimpse of the future of the green
industry was really exciting. The dedication, motivation and aware-
ness of those listed toward the specifics that make individuals and
teams successful was great. It is also a great reminder for all of us

that no matter how good you think you are there is someone out there who has
dedicated themselves toward getting their share of the industry, which just might mean
your customer, so beware, If your an old guard industry veteran and you are rtired and just
going through the motions, watch out, someone is taking your low hanging fruir and will
eventually service customers quicker, better and with the passion you once had. Whar a

great wake up call. The furure is bright!

Keeping the green side up,
Thomas Tolkacz
President

Swingle Lawn, Tree and Landscape Care P> Dear Editor,
Denver, Colo.

I read Jim Huston’s Bench-
l

marking Your Business column
&

P> Dear Editor, Planning ‘Good Things® “Planning ‘Good Things™ in the
preasE X February 2007 issue of Lawn &

Jim Huston's Benchmarking Your Business Landscape magazine, and it was

very good. | also saw Jim Huston

column, “Planning ‘Good Things,” in the ST ST

February 2007 issue of Lawn & Landscape = speak once in Virginia Beach ar

magazine caught my eye because of Phillip

the Horticultural Conference and

Crosby’s name at the beginning. I atrended purchased his books, which have

Crosby’s quality college in Florida back in the

helped me understand the marh-

early 1990s and respect his philosophy. Thanks

emarics of the landscape business.

for the article. [ am a designer.

Sincerely, Thank you,

Al Mclntosh Robin Williams

Operations Mat{ager Virginia certified horticulturist and
Berns Landscaping certified project manager

Monroe, Ohio

Nansemond Lawn & Garden

Suffolk, Va.
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and increase your bottom line.

It’s a trimmer. of Embark can:

It's a mower. M Keep ornamental
shrubs looking neat

and trim

It's an edger.
I's a PROFIT MAKER!

That's Embark® PGR! & Stretch your mowing
schedule during peak

\\'h(‘(hk'l' your g )Lll is to growing scasons

A Hold that perfect edge
along walks and
driveways

reduce labor costs or
increase services, Embark
gives you a profit making
strategy you'll want to
incorporate into your and edging for six

LG weeks or more*
programs.

Properly timed applications plant species

We would like to discuss
the many benetfits of
Embark and help you
develop a profitable PGR
program for your business.

Give us a call today.

AVAILABLE AS:

(%4 Skip trimming, mowing

* Embark 2-S Plant
Growth Regulator

e Embark Turf &
Ornamental
Growth Regulator

The MOST VERSATILE Landscape Tool Available!

L] / soyRdor
e | PO e ng S, Y
2D [ conporshon 1-800-821-7925

Embark is a registered trademark of PBl Gordon Corporation.

An Employee-Owned Company
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THE NEW '08 SUPER DUTY.

A payload of up to 7,230 Ibs. Clean Diesel technology that churns out 350 hp and 650 Ib-ft. of torque.
The bold, new look of the 08 Super Duty.”

commtruck.ford.com
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“Five Easy (Mis)Steps

16

lawn & landscape apn| 2007

I:lm baffled by the things companies
do to lose clients. Now I can’t imagine
anyone intentionally setting out to ruin
a business; it’s just thar their actions — or
in many instances, their inactions — turn
clients away and, over time, erode the
health and longevity of their business.
Here are five easy missteps you'll want
to avoid making.

I. FAILTO ADDRESS COMPLAINTS.
No matter how well run your company
is, you will encounter a dissatisfied client.
Make certain you have a system in place
for responding to these situations when
theyarise. Asyour company’s leader, it falls
to you to know about every complaint.
Ultimarely, taking care of your clients is
your responsibility. And once an issue
has been satisfactorily resolved, call the
client to personally thank him or her for
choosing your company and for remain-
ing patient while you fixed the problem.
Ultimately, customer service comes down
to how you make your clients feel each
time they interact with your company.

2. BE DIFFICULT. Suppose I call your
company about getting my yard land-
scaped. Would you answer the phone be-
fore the third ring? How long would it take
to send a team member to my property?
Would I feel asif my job—no matter its size
—isimportant toyou? The waya successful
company answers these questions is obvi-
ous. Make your company exceedingly easy
— a pleasure, even — to do business with.

3. NEGLECT CLIENTS. Who you most
often neglect may surprise you. They
are the clients who never complain, who
are a joy to work for and who keep their
accounts current. Ironic, but nonethe-
less true. We neglect our best clients
by failing to let them know how much

we appreciate their business. Then, after
years of taking them for granted, they are
wooed away by a contractor who showers
them with attendon. We're left scratch-
ing our heads, thinking about what we
should have done to let them know they
were important. Make a list of your top
clients and another list of actions to take
care of them. Begin with a personal visit
or a handwritten note at least once a year
thanking them for their business. In return,
for a small investment of time, you'll reap
tremendous rewards.

4.USETOOMUCH JARGON. No matter
how interesting you find your work, your
clients care more about your ability to save
them time, improve the appearance of their
landscapes and increase the values of their
properties. For example, I've seen many
proposals that list only the plants’ botani-
cal names. Unless your client is a botanist,
always list the common names. Always
remember who your clients are and speak
to them in their language. Make certain
your desire to impress your clients is not
in reality intimidating or rurning them off.

5. DON'T TRAIN YOUR FRONT-LINE
PEOPLE. Your front-line team will, in fact,
spend far more time with your clients than
you will. Itis imperative that they not only
know how to perform the landscaping tasks
required, but also that they know how to
deliver superior customer service. Focus
on teaching them how to handle difficult
and dissatisfied individuals, as well as ways
to go the extra mile for clients. Draw up
a training plan that focuses on delivering
superior customer service and follow it.

Spring is a great time to distinguish
yourself from the competition by making
sure you don't get off on the wrong foot
with these five easy (mis)steps.

is a speaker, consultant and author, as well as owner of Grunder
Landscaping Co., Miamisburg, Ohio. Reach him at 866/478-

6337, landscapesal

ie.net or via www.martygrunder.com.
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Low noise, low emissions and low tolerance for
leaves, clippings and debris.

In the ongoing battle to maintain your beautiful

grounds, we only have one thing to say: Landscapers,

choose your weapons! With the STIHL family of

s, you have the right equipment for
he BR 500 is our quietest backpack
t only 65 dB(A) per ANSI B 175.2, designed

for professionals up against strict noise regulations

but who still want professional power. For serious

blowing that won't blow your budget, it’s the BR 550.
And for sheer brute strength, the BR 600 is our most
powerful blower ever. Oh, and the 2006 EPA statistics
for backpack blower emission levels credit this family

with some of the lowest emissions in America. So

stop by your STIHL Dealer today for clean, quiet yet
powerful performance
1 800 GO STIHL « www.stihlusa.com

USE READER SERVICE # 16


http://www.stihlusa.com

lawn & landscape

“Fair or Fair Market

Individuals often question whether a
cost in a bid or a price for a job is fair.

“Is it fair to charge $4,500 for a
300-square-foot brick patio?” Put an-
other way, “Is it fair to charge $4,500
for this patio installed in rural Penn-
sylvania but $6,000 to install it for a
homeowner in downtown Manhattan?”

What is fair, or the concept of fairness,
is a pretty subjective and slippery idea.
Like beauty, itis in the eye of the beholder.

When it comes to estimating costs,
bidding work and pricing services, I try
to wipe out the very idea of what is fair.
It has no place in a free and open market.
You could argue that I'm being ruthless
and capitalistic, and you may be right.
But hear me out.

In the business process, we want to
eliminate mystery and subjectivity. Over
the last 200 years, Wall Street and our
financial markets have sought to eliminate
wild fluctuations in the marketplace and
replace them with stability and predict-
ability. Given all of the complex forces,
the supply-demand issues, the question-
able motives of some; the marketplace has
the concept of fair market value (FMV)
to cut through all of this mumbo-jumbo.

Whenever I hear the nebulous term,
fair, I quickly replace it with fair market
value. I don’t know whar fair is. However,
fair market value is something I can wrap
my arms around. It rescues us from our
subjectivityand forces us to face the reality
of the marketplace.

Barron’s Dictionary of Business Terms
defines fair market value as a “price at
which an asset or service passes from
a willing seller to a willing buyer. It is
assumed that both buyer and seller are
rational and have a reasonable knowledge
of relevant facts.”

s
Value?

THREE FMV PRICE BREAKS. There
are three fair marker value price breaks,
or benchmarks, every entrepreneur, es-
timator and manager should thoroughly
understand.

* Wholesale price: This is the price at
which a supplier or vendor buys their
products from a grower or manufacturer.
For example, a grower sells a plant to a
nursery for $5.

* Re-wholesale or list price: This is the
price that a contractor pays a supplier or
vendor for their supplies. A re-wholesale
vendor will normally mark up their costs
30 to 60 percent to cover their handling,
general and administrative costs and
net profit. They will normally charge a
contractor $6.50 to $8 for the plant thar
costs them $5.

* Retail price: This is the price a hom-
eowner or the general public pays for a
service or product. A retail nursery or
vendor will normally mark up their costs
100 percent or more when selling materi-
als to a homeowner. They would generally
charge the homeowner $10 or more for a
plant that costs them $5.

These price breaks aren’t fair market
value because they're fair, they're fair be-
cause they are fair marker value. There’s
a big difference. They reflect reasonable
costs and profit margins.

Should a landscape contractor charge
more for the patio installed in Manhattan?
Absolutely! Not just because clients there
can afford it, but because the cost of do-
ing business there is much higher. If the
client doesn’t want to pay the price, then
they can shop around for a better one or
do without the patio.

It has nothing to do with what is fair.
It has everything to do with what is fair
market value. i

The author is president of ].R. Huston Enterprises, a Denver-
based green industry consulting firm. Reach him at 800/451-
5588, benchmarking@gie.net or via www.jrhuston. biz.

april 2007

www.lawnandlandscape.com
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For 27 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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It’s not a question
of what works...

it’s how well it works.

Introducing EverGreen Software

THE SCHEDULING & ACCOUNTING SOFTWARE THAT WILL BRING YOUR
ROUTE EFFICIENCY AND PROFITABILITY TO A WHOLE NEW LEVEL.

EverGreen Software is specifically designed for the Green Industry by a company
with over 22 years of office management software success.

Marathon Data Systems, LLC has been developing software for service industry
organizations since 1984. We have an unparalleled commitment to customer service
and a mission to provide continuous enhancements to our software. Evergreen
Software will always be ahead of the needs and requirements of the Green Industry.

The benefits of web-based software are revolutionary.

Evergreen Software is web-based, so there's no software to install and maintain on
individual workstations. You can run Evergreen Software on a server in your office or

at one of our high-security data centers. Either way, you will enjoy centralized data

and anywhere, anytime access. Evergreen Software is totally email-enabled and includes
seamless integration with your company web site. And Evergreen grows as your
company grows. It was built from the ground up to handle the needs of the largest,
multi-branch companies in the industry.

call 800-762-0301 to schedule a live demonstration of EverGreen Software
or visit us online at www.evergreensoftware.com.



http://www.evergreensoftware.com

EverGreen Software

Where the industry is moving >>
USE READER SERVICE # 18
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Most landscape companies want to
manage their compensation pro-
grams more effectively and develop incen-
tive plans that reward solid performers.
These firms have figured out that sharing
financial success with employees is a wise
practice. They know that, if executed
correctly, these plans help people become
more interested in their company’s finan-
cial results.

However, a poorly designed, com-
municated orimplemented incentive plan
is worse than having no plan at all. For
example, some companies opt for a totally
discretionary incentive plan. If the com-
pany is doing well and the owner is feeling
generous, he or she distributes a specified
amount of money to certain employees.
The owners feel good because it is an op-
portunity to share some of the company’s
financial success with the employees who
believe they have contributed ro it.

However, the employees, while happy
to receive the money, often wonder how
the amount was determined and what
they did to earn it. Sometimes this lack
of connection between one’s contribution
and the level of reward one receives takes
a bad trn. “Gee, how did the owner
decide on what my share of the incentive
should be? Maybe, it should have been a
little more.”

Suddenly, the owner’s best intentions
have been misinterpreted. When this
occurs, many owners regret their actions
and swear this will be the last time they
do anything like this for their employees.
Inshort, everyone loses and itdoesn’t have
to be this way.

Discretionary incentive plans are fine,
but they have limitations. The biggest
drawback is there are no performance
standards against which employees can
track their progress and they have no way
of knowing how they are doing,

" Incentive Compensation

Our philosophy for incentive plans is
straightforward: Get the biggest bang for
your buck out of your plan and take suf-
ficient time to think through one of the
toughest plan design questions around;
“What do 1 want this plan to help me
achieve?”

Inaddition to this philosophy, there are
some guidelines to consider before initiat-
ing an incentive plan at your landscape
company.

* Incentive plans should be driven by
clearly defined and measurable results,
not activities.

* Results should be linked to the level of
success the company hopes to achieve.

* Thought should be given to linking the
performance of the participantsin the plan
in such a way that they must function asa
team if they are to achieve the highest pos-
sible level of payouts the plan ofgfcrs. This
prevents one department from succeeding
at the expense of another department or
functional area.

* Companies considering incentive plans
must have accurate financial information
upon which results are calculated.

* Regular meerings with participants
should be conducted to share information
that helps them track their performance
against the results they hope to achieve,
* The plan should encourage and reward
“stretch” levels of performance versus
rewarding minimalr acceptable levels
of results.

Magic occurs when people make the
connection between what they can earnand
the level of control they have over making
those results happen. It's even more amaz-
ing when they start sharing resources and
making things happen asa team. Suddenly,
the owner isn't the only one, “who cares
about things around here.”

Do these plans work?

You bet they do.

: ident of GreenSearch, a human resource consulting organization. He can
be reached at 888/375-7787, peoplesmarts@gie.net or via www.greensearch.com.

PeopleSmarts? is a registered trademark of GreenSeatch.

www.lawnandlandscape.com
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f This may
come back ...

... but this
will not

Escalade 2 is the advanced herbicide that delivers quick visual response, devastates
weeds and reduces callbacks - so now you can crush more weeds and create more
beautiful lawns without reducing profits. Everyone’s happy but the weeds!

Escalade 2‘s combination of Fluroxypyr, Dicamba and 2,4-D controls more than 100 broadleaf
weeds, including dandelion, plantain, oxalis, chickweed and many other hard to control species
like clover. In fact, you'll have unsurpassed control of clover, a particularly troublesome weed.

Escalade 2 also has“actimized” features that ensure the best performance:

. P Animproved proprietary surfactant package that enhances penetration and uptake
j into the plant for quicker results

P pH buffering that makes more active available, ensuring complete weed kill and long-
lasting control

P Optical chemistry which uses half the traditional active to achieve the same level of
control, meaning less pesticide impact on the environment

ESCALADE # i

: >
Contact a Nufarm representative or your local distributor for more information: N“farm
800-345-3330 ® www.turf.us.nufarm.com Turf & Specialty
™ Escalade is a trademark of Nufarm Americas Inc.  Always read and follow complete label instructions. Home of Riverdale Brands
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or years lawn care specialists be-

lieved they should avoid spring
aeration because soil disruption from
the aerator rines would negate the
annual preemergent application.

The truth, though, is if a lawn
needs core aeration prior to the begin-
ning of the new season, the benefits far
outweigh any disadvantages. The tines
will disrupt a minimal portion of the
preemergent barrier and negligible weed

breakthrough, at best, could occur. If

soil disturbance is a concern, aerating
can be performed after the preemergent
application. However, hectic spring
schedules do notalways make this feasible.

Remember, the best defense against
weeds is a healthy thick lawn and core
aeration will help promote overall health
by movmgmygcn nutrients and moisture
down where it needs to be. Avoidingspring
aeration (when needed) predisposesalawn
to a season of stress, pest problems and
customer dissatisfaction.

WHY CORE AERATE? Many factors
lead to stressful growing conditions.

Soil compaction reduces plant root
growth and leads to turf decline. Weak,
thin turfis more susceptible to pest prob-
lems such as weeds, insects and discase.
Compacted soil or thick thatch prevents
nutrients, water, oxygen and certain pesti-
cides from reaching the root zone. Heavy
traffic physically reduces pore space in
the soil structure, which then decreases
available oxygen to the roort system. The
end result is weak roots and thin turf.

On the contrary, a thick healthy lawn is
more stress resistant, recovers more easily
to pest pressure and needs less pesticides
applied throughout the season.

ADVANTAGES. T herearea numberofad-
vantages contractors would communicate

-Mythbuster: Spring Core Aeration

to their clients as to why spring aeration
is a solid component of a smart lawn care
strategy. These include:

*Turf recovers more easily from mechanical
stress due to vigorous plant growth;

* Relieves soil compaction;

* Reduces thatch build up (% inch-mod-
erate; Y2 inch—excessive);

* Promotes beneficial microbial activity
in the soil;

* Improves water, oxygen
movement in the soil;

* Stimulates early spring root growth for
overall health and vigor;

* Assists surface drainage;

* When seeding, aids with soil-to-seed
contact;

* Improves overall efficacy of fertilizer and
control products.

and nutrient

SELLING IS THE EASY PART. Highly
compacted or heavy tharch areas may
require both spring and fall aerations until
conditions improve. Selling spring aera-
tion can be done by physically showing
the customers stressful areas in the lawn,
such as compacted areas, thatch layers
in excess of ¥ inch and thin turf areas.

It is best to use a soil probe to show
the customer areas of compaction or to
examine thatch layers. If the customer is
not home, a core sample can be left on a
door hanger to explain your visit.

This type of customer interaction
helps educate the customer and builds a
stronger working relationship. Once you
have explained the overall benefit of core
aeration it will be easier for you to fit this
service in their future annual programs.

Generally, for lawnsin go()c{ condition,
a single annual aeration will maintain
acceptable compaction and thatch levels.
Until that time, though, spring core aera-
tion is a win- me)ponunm for you and
y()llr customers.

sh and brian L'e||ey

are part of LESCO's Tech Services Department. They can be reached at
fromthefield@gie.net or at 800/321-5325 ext. 3150 to answer technical questions.

april 2007

Www. nwnandbndscape‘com
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GRASSHOPPER HIGH-PERFORMANCE MOWERS
COMBINE THE BEST CUT WITH THE BEST RIDE

S

Increase productivity and keep your best operators on the job with Grasshopper mowers.
Our Ultimate Operator Station™ enables faster and longer mowing with less fafigue, while
deep DuraMax® decks provide a beautiful cut of top speeds for your high-profile accounts.

Call 620-345-8621 or visit GRASSHOPPERMOWER.COM.
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The editors of Lawn & Landscape and Commercial Dealer magazines believe

ongoing dialogue between contractors and commercial dealers is essential.

Each month, one contractor and one commercial dealer will address a

question or issue posed by the editors.

This month’s question: Is there value in shopping at big-box stores?

A 4

From Alan Worcester, general manager,

Worcester's, North Ridgeville, Ohio:

“Thereisan old saying thatgoes something like this, “You get
whatyou pay for." Thissaying no longer applies to shopping
at a big-box store — at least, not when it comes to lawn and
landscape power equipment. When you consider buying
equipment fromadealer, youget the lelowing advantages:

1. Knowledgeable sales people to help you choose the
right product the first time;

Product support after the sale;

A large stock of parts and accessories;

Factory trained service technicians;

Fast service;

Loaner equipment while your unit is in for service.

R

“In reality, when you buy from a big-box store you
do not get what you pay for. In many cases, you get less
than what you paid g)r since you receive none of these
advantages. With the above advantages you would think
the big-ﬁox stores would be considerably lower in price.
However, in most cases the independent dealer sells at
the same price as the box store. So why would you buy
any product from a box store that you depend on. Would
you buy your work trucks from a store that had no parts,
knowledgeable employees or service support? The answer
is a definite no.

“Choice, or rather lack of choice, is another issue
customers will encounter at the big-box stores. They carry
select models as compared to a full line. And many times
the models they carry ate of reduced quality and durabil-
ity. As well, the brands they carry are not the top-quality
commercial brands most contractors want. It’s all about
quality. If quality and value are important to you, you
need to shop where you can get the complete package. In
most cases, that will be at your lawn and landscape power
equipment dealer.”

v

From Rob Brown, president and
co-owner of Agave Environmental

Contracting, Glendale, Ariz.:

“We rely on big-box stores only in times of emergencies or
asalastresort. Forsmall stuff, such as trimmers or materials,
we might use Home Depot, where we have an account. In
some remote areas, we may have an account at a hardware
store or two that aren’t a national or regional chain.

“But as far as the big-box stores, Home Depot is the
main one we shop at. I'd hate to tell you what we spend
at Home Depot — it’s way too much,” he says, chuckling.
“We try to get most of our materials shipped to our jogb
locations by the suppliers unless there’s some type of
emergency, which is usually because somebody torgot
something.

“We don't pick up much of our plant material ar all at
big-box stores. That allows us to save on transportation
Costs,

“Unfortunately, shopping at Home Deport tends to
become a habit for employees who like to leave the jobsite
and go there. There’s an attraction there. Our job is to try
to make sure they don't do it very much.”

If you'd like to say what’s on your mind for future issues, please
e-mail Mark Phillips at mphillips@gic.net.

lawn & |andscape apn| 2007 WWW, lawnand'andscape,com
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of Cheng Shin Tires.
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The Green Industry Ponders the Impact of the
Deere-LESCO Acquisition Deal

JOHN DEERE

ndustry suppliers and contractors continue to ponder
Deere's proposed acquisition of LESCO and how it willim-
pact their businesses. Meanwhile, LESCO's board of direc-
torsis preparing for aspecial shareholders meeting to vote
ontheagreement. Atpresstime, thisdate had not beensset.
Deere's proposed acquisition of LESCO represents
an important undertaking in its efforts to become a business
partner to professional lawn and landscape contractors. The
deal means more resources and an expanded portfolio of goods
and services for Deere customers, says Gregg Breningmeyer,
director of sales and marketing for John Deere Golf & Turf
One Source.

Because the Deere/LESCO transaction isn't finalized,
top management at both companies could not reveal either
company'’s future plans. It is clear, though, that LESCO and its
332 service centers and |25 stores-on-wheels will be folded
under the John Deere Landscapes (JDL) umbrella.

Nationwide, suppliers and contractors viewed the news
as a positive move as LESCO struggled with sales and distri-

lawn & ‘andscape apnl 2007 www.lawnandlandscape.com

bution over the last two years. Paul Wolbert, vice president
of marketing at U.S. Lawns, says, overall, he considers the
acquisition as a positive step. “From our corporate side, we've
got outstanding relationships with both of those companies,”
he says. “Both bring something to the party. It wouldn't work if
either was lacking in any one area.” Wolbert says the company
has a good relationship with Deere, as well.

However, Wolbert wonders how the companies will work
out the logistical issues. For instance, will Deere sell its products
in LESCO stores? Working as one, Deere and LESCO will need
to determine how to best distribute products.

JDL has 300 locations across the United States and manage-
ment at Deere indicated the site overlap is not significant. JDL
is a distributor of irrigation, nursery stock, outdoor lightingand
landscape supplies primarily to the installation and new con-
struction markets. In contrast, LESCO — whose stores are all
in leased buildings — mainly serves the maintenance side of the
green business as a distributor of pesticides, fertilizers, seed and
other soft goods. On paper, the merger provides opportunity
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to serve the full-service contractor
who both installs and maintains
properties.

As Deere works to integrate
LESCO into its |DL locations and
fulfill its vision of becoming a true
solutions provider to its custom-
ers, a LESCO shareholder has filed
an appeal against the sale citing the
price per share undervalues the

-

by previous management to eliminate
field sales staff to reduce costs. The
move backfired, costing LESCO sales
in a business in which relationships play
a key role.

Hawkshaw stated the sale couldn’t
have come at a worse time — immedi-
ately following one of the worst oper-
ating years in the company's history.
Between lost sales, raw materials costs

REGIONAL RESEARCH

“They both bring something to the party. It wouldn’t work
if either was lacking in any one area.” - Paul Wolbert

intrinsic value of LESCO. The defini-
tive merger agreement calls for the
purchase of LESCO for $14.50 per
common share in cash.

Hawkshaw Capital Management
currentlyowns morethan |.2 million
shares of LESCO common stock,
which is said to represent [3.6
percent of shares outstanding.

“LESCO's intrinsic value is sig-
nificantly higher than what Deere
& Co. is offering,” says Frank Byrd,
managing member of Hawkshaw, an
investment management firm that
serves as an investment adviser to
private investment funds, in a letter
to LESCO'sboard of directors. “The
proposed price of $14.50 at best
captures the cost synergies avail-
able to Deere & Co. as a strategic
acquirer, but fails to adequately
compensate LESCO shareholders
for a return to normal operating
earnings and the value creation
from continued expansion of the
company’s high return on capital
retail service center business.”

Themostrecent52-week period
showed LESCO stock ranging from
$6.70 to $18.17. It traded at $10 a
share just before the announcement
and, as of deadline, listed at about
$14.40 per share.

Throughout last year, LESCO
was rejuvenating its standing in the
golf industry following a decision

and restructuring, the company posted
a $20 million year-end operating loss.
The issues that precipitated the stock’s
decline are temporary and fixable during
the next two years, Byrd says.

LESCO CEO |Jeff Rutherford de-
cliend to comment on the sale or the
shareholder complaint.

As the sale continues through
shareholder and regulatory approval,
Deere executives say it will work with
distributors on both sides to determine
the best way to deliver products and
services to its customers.

“The positive reaction we've heard
from our customers and associates af-
firms why (this deal) makes sense,” says
Breningmeyer. “It's more resources for
our customers and an expanded port-
folio of goods and services than in the
past.”

Breningmeyer says no decisions have
been made about future branding of the
combined company; however, he said
LESCO's stores-on-wheels remaininits
plans. |DL customers currently choose
from name brand products throughout
its locations, so it wouldn't be unusual
to see LESCO products.

While redundancies exist between

LESCO'’s Cleveland headquarters and |

John Deere Landscapes’ headquarters

in Alpharetta, Ga., Breningmeyer says |

it's too soon to say whether or not the
office will remain open. — Cindy Code
and Heather Wood

www.'awnand]and:cape.com

Maryland Turfgrass

Industry Brings in
$1.5 Billion

he same new homes that are gob-

bling up farmland across Maryland
atanalarming rate have provided aboon
to the turfgrass industry, a $1.5 billion
business in the state.

An estimated |.| million acres
- nearly 20 percent of Maryland's land
base — is covered by maintained grass,
and by far the greatest portion adorns
the yards of single-family homes, ac-
cording to a recent study by the U.S.
Department of Agriculture.

The survey estimates that 937,000
acres of turfgrass in Maryland are used
for lawns for single-family homes.
This represents 82.6 percent of all the
maintained grass in the state. County
government properties comeinadistant
second with 78,200 acres or 6.9 percent
of the total.

Driven by one of the hottest real
estate development markets in the
country, Maryland has the sixth-most-
expensive farmland in the nation, ac-
cording to a USDA survey released last
year.
Maryland’s turfgrass industry also
accounts for an estimated 12,730 jobs,
two-thirds of which are full-time posi-
tions, and wages top $29| million.

Other findings of the study:

* Nearly 31,000 acres of new turf
were installed in 2005 at an
expense of $89 million.

* Single-family homes accounted
for 28,190 acres.

* Lawn care companies employed
the most workers — 5,800 —
followed by golf courses with
2,330 and schools with 1,200 turf
maintenance workers. - NW

april 2007 fawn & lnndscape
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HEALTH CARE

here's going to be renewed effort to help

bring health care costs down for owners
of small businesses during 2007. That's when
several organizations, including The Professional
Landcare Network (PLANET), will continue to
supportlegislation creating Small Business Health
Plans. SBHPs are a way for business owners
to band together in order to provide cheaper
health care for their employees.

“We've lobbied for that for several years,”
says Tom Delaney, PLANET's director of gov-
ernmental affairs. “In our industry, employees
are the biggest natural resources we have and
we have to fight to hire and keep them. The
benefits you're able to offer employees to retain
them are vital to your company.”

Health care coverage for all businesses has

b, 4

Small Business Health Plans Back On Front Burner

skyrocketed in recent years, but even more so for small
business owners. Large businesses have the ability under the
Employee Retirement Income Security Act of 1974 to pool
resources in order to streamline operations and provide
consistency in health care benefits. Small businesses have
sought to do the same through association health care plans.
Over the past decade, several bills have been introduced
in Congress, but have failed.

“House members have been very supportive all along
with this,” Delaney says. “The problem has been in the
Senate.”

PLANET is working with the American Society of As-
sociation Executives (ASAE), which also supports small
business health plans. “As the cost of health insurance keeps
going up, the numbers of companies who can offer health
care at all or make it affordable are going down,” Delaney
says. — Mark Phillips
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H-2B Users Get Update at Second Fly-In

H-2B users who were deterred by winter storms in Feb-
ruary attended the second Fly-in of the year March 6 in
Washington, D.C. Advocates from the hotel and seafood
industries joined lawn and landscape professionals to learn
the status of a potential introduction of H-2B cap exemp-
tion legislation in Congress.

Although the group couldn’'t escape frigid weather
the second time around, it was pleasant compared to the
snow and sleet that affected the first Fly-in’s attendance.
About 40 attendees made the trip this time, driven by the
concern that not all companies who use H-2B will get the
number of workers they need for the season.

“It's awful trying to run a business when the labor force
is unpredictable,” says Tom Delaney, director of legislative
affairs for the Professional Landcare Network. “It makes
it tough.”

The seasonal worker program hasayearly cap of 66,000
workers. The provision that states returning workersaren't
counted against the cap is set to expire Sept. 30. H-2B us-

ers are pushing, at the very least, to extend the cap exemption
another year. The ultimate goal is to remove the sunset clause
or to remove the cap altogether.

Delaney’s not sure how quickly legislation will be introduced,
citing uncertainty among some legislators on the length of time
the exemption should be in place. He doesn't think it's out of the
question to see a five-year exemption proposed.

The challenge is getting all the legislators who co-
sponsored the bill in the past to step up to the plate again.

“The rank-and-file majority will not do it too many times,”
Delaney says, but he adds that some H-2B users will contact
their legislators as many times as it takes before they'll sponsor
or support the bill.

So far there hasn't been talk of another Fly-in, but if legislation
is introduced, or if it falls out of lawmakers’ minds, H-2B users
will gather again.

“We're always going to want the exemption,” Delaney says.
“Whatever date they put in there we'll be back trying to get it
extended or permanent.” — Heather Wood
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or call 1-866-761-9397 toll free.

Always read and follow label directions. ARENA and the ARENA logo are registered trademarks of
Arysta LifeScience North America Corporation. The “Putting You In Control” siogan ia a trademark
of Arysta LifeScience North America Corporation. The Arysta LifeScience logo is a trademark of
Arysta LifeScience Corporation. ©@2005 Arysta LifeScience North America Corporation. ARN-101

- Your window of opportunity for
- controlling grubs just got bigger.

ARENAZ® 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

Arena

Putting You In Control™

@ Arysta LifeScience

Harmony In Growth
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Bunton is one of the most respected and
longstanding brands in the cutting industry,
featuring premium performance in operator-

friendly hydrostatic or gear

drive rotary mowers and
easy-to-use, zero-turn
riding mowers.

To find out more about Bunton call
1-866-469-1242 or go to www.buntonturf.com
Commercial Grounds Care, Inc.

One BOB-CAT Lane
Johnson Creek, WI 53038

2007 Commercial Grounds Care, Inc BU070006
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Immigrants
Impact
Wage Increases

A commonly held assumption is that
immigrant workers take the jobs of
native-born citizens because they're
willing to do the same jobs for less
money. And it's a frequent argument
made by those who advocate against
an increase to the annual cap for H-2B
workers.

However, a recent study sheds
some light on the notion thatimmigrant
workers have a positive impact on the
wages of native-born workers. In fact,
the average real wages of native-born
workers in California have benefited
by about 4 percent due to the influx of
immigrants to the state over the last |5
years, according to a study conducted
recently by the Public Policy Institute
of California.

From 1990 to 2004, as the number
of immigrants in California increased
and were hired to perform certain jobs
and tasks, so did the need for comple-
mentary jobs in managing, organizing
and training — positions that were filled
by native-born workers.

In addition, native-born workers
benefit because they are able to spe-
cialize more, the study found, thus the
increased supply of one type of worker
fueled the demand for another, in this
case educated, native-born workers.

However, the increase in new for-
eign-born workers has had a negative
impact on the wages of established im-
migrants. The study found immigrants
who entered the state before 1990 lost
between | 7and 20 percent of their real
wages due to the entry of new foreign-
born workers. — Mike Zawacki
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- Small Business Unaffected by
Minimum Wage Increase

in the federal minimum wage slated to take place over the next two
years, according to a recent national survey.

The survey, conducted by Sure Payroll, a Chicago-based small business payroll
firm, reported 91 percent of business owners already pay their employees above
the current minimum wage of $5.15 an hour. Seventy percent of employers
polled support an increase in minimum wage, but some disagree on how much
the increase should be. Twenty-one percent say an increase to $7.25 an hour
is too high, 38 percent say the increase is satisfactory and | | percent believe it
should be higher.

Reaction to the increase among landscape contractors has been mixed.
“The 41 percent pay increase is a bit much,"” says Paul Wagner, owner of Masters
Lawn, Walled Lake, Mich. “It's almost like the government is trying to make up
for years past.”

The increase is warranted because many people working in the landscape
industry are underpaid, says Gary LaScalea, president of GroGreen, based in
Plano, Texas.

"Anyone living on minimum wage today is basically living in poverty, and |
think this increase is long overdue,” LaScalea says

While 80 percent of small business owners don't believe the increase will affect
their businesses, 59 percent believe the increase will have a negative effect on
the small business economy, the study says. Likewise, nearly 59 percent believe
business owners will have to raise their prices to compensate for the increase,
and nearly |0 percent believe some businesses will be forced to close their doors,
according to the data.

“If a company has to shut its doors because of a $2-an-hour increase, they're
not doing very good business in the first place,” Wagner says. “How can you feel
sorry for a company that does business like that?” — Emily Mullins

M ostsmall business owners don'tanticipate being affected by the increase
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PRODUCTS
LA.Net
Lawn & Pest Assistant IlI
Mapping Assistant

* Mapping Assistant

e Prepay Calculator

» Suggested Service Price
* Quick Data Entry

* Report Favorites
 Neighbor Pre-notification
» Satellite Imagery

* Call Log

* Neighbor Search

REAL GREEN SYSTEMS

1-800-422-7478

www.realgreen.com
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Simple & Powerful
Software for your
lawn & landscape
business.

Work Management

Work Orders : =
Scheduling LN e
Route Planning ‘ o !
; \. = ‘—“—"""-“- " Y
Contract Management 4 S\ S

Recurring Billing
Estimating & Proposals
Job Costing

Customer Service
Track Leads & Opportunities
Customer Web Portal
Accounting

Integrated or stand-alone

(414) 258-3400

Route Planning Window

The Service Manager™
Software helps you organize,
understand and manage your
business for profitability.

Visit our website to learn more
or request a free demo today.

www.ShiningBrow.com
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For All Your .Spraymg Equzpment & Parts Needs’

When you need
hose, reels, guns,
fittings, tanks,
pumps, or repair
kits, look no

farther than b
Westheffer.

Westheﬁer

SPRAYING EQUIPMENT & PARTS

‘?'3235
® 300" or 400" Rolls
& Attractive Mint

Green Color
¢ 600 psi

WESTHEFFER PREMIUM SPRAY HOSE ||

V8" ID - 550
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Last Call for
Top 100 Entries

Lawn & Landscape has moved the Top
100 list to the June issue — and we need
your help collecting information.

Each year the Top 100 list ranks the
largest industry contractors based on
revenue. We recognize that basing this
list solely on revenue doesn’t account for
recent growth, innovation, management
excellence or employee skills and benefits,
but we believe it's relevant and impor-
tant to provide this industry benchmark
nonetheless.

Plus, you have to admit, it’s an inter-
esting read.

Whetheryou're bigorsmall, we'd like
learn about your company to consider
you for this year's Top 100 list as well as
stories we write throughout theyear. The
deadline for submissions is April 30.

To submit your company's informa-
tion, contact Associate Editor Marisa
Palmieri at mpalmieri@gie.net or

800/456-0707 ext. 237.


http://www.ShiningBrow.com
http://www.westheffer.com
mailto:mpalmieri@gie.net
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Smoke Breaks Waste
Nearly 15 Minutes

Grow Your Lq}

1N

Most landscape contractors gripe about workers smoking on the jobsite.
Not only does it look unprofessional, landscape contractors say, but there’s
the real danger that their personnel will carelessly litter the jobsite with burnt-
out butts, drawing the ire of their clients.
Then, contractors say, there’s the matter of the time it takes for an em-

ployee to enjoy a smoke break.

In fact, a recent study found that nearly 50 percent of smokers take be-
tween three and six smoking breaks per day at work, and two-thirds of those

smokers indicated an average puff session lasts as long as |5 minutes. At that

rate, a single smoking employee could be account for as much of 90 minutes

‘HEIN(RE]

in unproductive lost time per day.

Business owners and managers intuitively know that smokers taking ciga-

B
A |

rette breaks cuts into productivity, but many don't realize the extent of time FEAT“RES il
lost, says Ron Finch, vice president of the Washington D.C.-based National : 3 p—
gt Live GPS Truck Tracking ',
Business Group on Health, which conducted the survey. 2 -
; : : Handheld Data Collection !
We learned from this survey that the extent of time lost at work due to ﬂ
smoke breaks could be staggering,” Finch says. Voice Turn By Turn Directions p—
Thesurvey also found that while employers advocate smoke-free workplace iar o
S 4 . : o
policies as a way to encourage workers to kick the habit, smoking employees ol ¥
would rather have their bosses provide them with some sort of smoking ces- * OQverhead scrolling maps
sation program. — Mike Zawacki ¢ Reduce Fuel Cost
* Increase Productivity
* Production Entry
* Estimates
* Invoices
* Block Leading
e Speed up Data Entry

REAL GREEN SYSTEMS
1-800-422-7478

www.realgreen.com
USE READER SERVICE # 27
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The Warlds Finest Decorative Outdoor and Lands:

Hadeo Nigh
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PROTESSIONAL
OUTDOOR
LIGHTING
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“ KIM LIGHTING
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'cCO

Heavy-duty Attachments
for Commercial Mowers

Spring
Clean-up!

Tine Rake Dethatcher

* Fits Walk-behind, Zero-Turm &
Front-Cut commercial mowers

* Removes embedded leaves and thatch

* Quick Green-up

* Flexible Tines allow zero-turning
without lifting the rake

*» 36, 46 and 60 inch widths

Call for Dealer @
1800.966.8442
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LEHMAN

EQUIPMENT

% 300 gallon primary tank < 50 (or 100) gallon
auxiliary tank ¢ Mechanical or JET agitation

Custom Configurations to Meet Your Needs

Side Boxes:
‘ Dry storage for 24
plus bags of dry

| fertilizer...
and the hose reel,

Van Components:
Spray tank systems
complete with
pumps and reels
Van partition panel

More details at

800.348.5196

www.llc-equipment.com
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Tweak Your
Marketing
Message for Smart
Irrigation Month

July, which the Irrigation Association last
year dubbed Smart Irrigation Month, is right
around the corner. The Irrigation Associa-
tion Communications Committee provides
the following quick and easy marketing tips
to boostirrigation salesand promote water
conservation this season. Find additional
resources and ideas for Smart Irrigation
Month, including logos, articles, success
stories and more, on the industry Web site
at www.irrigation.org/SIM/industry.htm.

SPANISH LESSONS

onsidering that a growing num-

ber of landscape contractorsare
employing Hispanicor H-2B workers,
improving communication is becom-
ing more crucial to ensure quality
work done right the first time.

In an effort to aid landscape and
lawn care professionals in their
communication efforts, Lawn &
Landscape will be running a few
phrases each month in English and
Spanish, including a pronunciation
guide, courtesy of the book The
Lingo Guide For Landscapers by E.G.
White. To inquire about ordering the
book, which costs $14.95, visit www.
lawnandlandscape.com/store or
contact the Lawn & Landscape Book
Department at 800/456-0707.

If there is a phrase you are hav-
ing trouble with, let us know at
mzawacki@gie.net.


http://www.llc-equipment.com
http://www.irrigation.org/SIM/industry.htm
mailto:mzawacki@gie.net

Photo: Rainbird

Place the Smart Irrigation Month logo on all print and electronic media. Add a
link from your Web site to www.smartirrigationmonth.org. Update your on-
hold message to talk about SIM and technologies that help conserve water.

Consider creating promotional offers to focus on water-saving products and
services. Offering an incentive can motivate customers to take advantage of
new technologies and methods. Create a flyer or campaign that summarizes
all of the smart products and services offered by your company.

Position yourself or an irrigation professional at your company as a local
expert. Offer to speak at events, and share the SIM message your local media
via news releases, media advisory and story pitches. It's an opportunity to
raise awareness of the difference certification and properly used technology
can make in irrigation efficiency.

Offer experts and examples for home and garden publications to illustrate
how smart irrigation technology can save money, time and water while
producing high yields or beautiful landscapes.

In line with the national effort, suggest your city or county declare July as
Smart Irrigation Month to raise awareness of the need to conserve water and
the role irrigation can play. Contact Beth Casteel at beth@irrigation.org for
a proclamation and press release template.

Download, customize and print the EPA Smart Irrigation Month brochure
with homeowner tips for efficient irrigation and share it with your

customers.

www,hwnand'andscope.com

. ENGLISH: We need to light the flower beds.

SPANISH:Debemos iluminar los canteros/arriates.
(deh-Beh-mohs ee-loo-me-NAHR ehl bahl-KOHN.)

. ENGLISH: We need to put flags where the lights are to go.

SPANISH: Debemos colocar los banderines adénde iran las luces.
(deh-BEH-mohs koh-loh-CAR lohs bahn-deh-REE-nehs ah-DOHN-deh
ee-RAHN lahs LOO-sehs.)

. ENGLISH: We need to use a conduit to protect the cable.

SPANISH: Debemos utilzar un conducto para proteger el cable.
(deh-BEH-mohs oo-tee-lee-SAHR oon kohn-DOOK-toh PAH-rah proh-
TEH-hehr ehl KAH-bleh.)

. ENGLISH: Where are the wire cutters?

SPANISH: ¢Adénde esta el corta cables?
(ah-DOHN-deh ehs-TAH ehl dehs-tohr-knee-yah-DOOR?)

. ENGLISH: We need to plant the lights in the ground.

SPANISH: Debemos instalar las luces baho tierra.
(deh-BEH-mohs ehm-pahl-MAHR EHS-teh KAH-bleh.)
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Don’t just
post the
lawn....
Grow your
business!

.v - "
4 ~
TREE SERWICE

. weth CONTROL
. pERTILIZING

Custom
Shapes

| |
~ REAL GREEN SYSTEMS

<

 1-800-422-7478
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A www.realgreen.com }
‘ B1A et 1. | i

R Al


http://www.smartirrigationmonth.org
mailto:beth@irrigation.org
http://www.realgreen.com

market watch

Employers More
Generous with 401k

During a four-year period, 10 percent more
employersin the United States began match-
ing their employees’ 401 (k) savings plans.

The research, conducted by Mercer Hu-
man Resource Consulting, says 36 percent
of plans had a match rate of 100 percent in
2006, up from 26 percent in 2002.

Forty-five percent of 401(k) plans had
a match rate of 50 percent in 2006, down
from 53 percent of plans in 2002. “While a
50-percent matching contribution contin-
ues to be the most prevalent match level,
the number of employers matching at 100
percent has risen steadily,” says Patricia Pou,
a principal with Mercer Human Resource
Consulting. “Thisincrease is consistentwith
the move from defined benefit pension plans
o 401(k) plans.”

The analysis, which looked at the benefit
programs of more than 1,025 employers,
indicates the majority of organizations offer
pretax retirement savings plans— 90 percent

sponsor either a 401(k) or 403b plan.

35 percent

38

More than 7,000 Americans surveyed say
employees who are “always helpful” is the
No. 1 most important customer service
attribute. Good prices came in at No. 6
with 9 percent. Fast service was No. 8 with
4 percent.

Source: BlGresearch

lawn & landscape april 2007

7 to 15 percent

The amount landscaping can add to a home’s value. As a bonus, landscaping
can reduce air conditioning costs by up to 50 percent through shading the

windows and walls of the home,

Source: The American Nursery and Landscape Association
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The percentage, at any
given time, of all small
businesses facing im-
mediate transfer of
ownership (within the

next two years).

Source: U.S. Small Busi-
ness Administration

48,59

An m'crwhclming number of Americans
prefer in-person discussion when address-
ing issues such as admitting error, giving
negative news and expressing anger. Even
with the U.S. culture being dominated by
myriad communication avenues, including
onlinesocial ncr\vorking. text messagingand
e-mail, people still prefer face-to-face time.
Adults believe that face-to-face conversa-
tions, such as with customers and business
owners or employees, are not likely to be
misunderstood. In contrast, 80 percent of
those surveyed say e-mail messages are likely
to be misinterpreted. As for phone calls,
47 percent believe they can be “somewhat
difhicult” to misinterpret.

Source: WhitePages.com, Harris Interactive
g
poll of 2,395 American adults

Minimum wage increase:
Much ado about nothin

Small business owners are not losing much sleep
about an increase in the national minimum
wage, according to a survey by payroll service
provider SurePayroll. Congress is considering

raising the minimum wage to

$7.25. Of 309

business owners surveyed:

* | don't think there should be any
increase — 25.6%
* | support an increase but think $7.25 is roo

high —

21%

e | think there should be an increase to

$7.25-37.9%

* | think the increase should be higher
than $7.25 - 11%
* Don’t know or don’t care — 4.5%

A majority of small business owners, 51 percent
didn’t know the minimum wage in their state.

The number of landscape workers certified through the
federal H-2B program during fiscal year 2004, the most

recent figures available, Landscaping was the No. 1 certified
H-2B occupation, with more than twice the numberof the
No. 2 occupation, forestry worker, with 24,185.

Source: U.S. Division of Foreign Labor Certification

wWww nwnanc“anciscape.com
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eConstellation saves you
ney..., no need to
ion computers,

ftware or service plans

Internet Central Control for

alarn

your irrigation system has arrived!

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

or anywhere

3

Call or visit us online today to get started!

Pl

SLEM

\

eConstellation saves you
water,,, automatically adjust
your irrigation using local

weather conditions

eConstellation is easy
to use,,, no complicated in-
stallations, programming,

or upgrades

Signature

CONTROL

SYSTEMS, INC
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Calendar Note

7 i APRIL 11 - 13 Grandy & Associates Basic Business Boot Camp, Dallas and Milwaukee, Wis'
0 ensure o : !

S onbing e Contact: Linda Haddix, www.grandyassociates.com, 800/432-7963

is published,

send an announce- APRIL 27 Practical Pruning Workshop with Denice Britton, President of the

ment at least American Society of Consulting Arborists, University of California, Davis Extension.

12 weeks in Contact: www.extension.ucdavis.edu/ag, 800/752-088

advance to

mm“' APRIL 27 - 29 San Jose Home & Garden Show, San Jose, Calif. Contact: 800/321-1213 '
at hwood@gie.net.

MAY 9 - || GIE Media's Snow Magazine's Snow Industry Exposition and Conference,
Indianapolis. Contact: Lola Perez Wenham, www.snowmagazineexpo.com, 800/456-0707

JUNE 20 - 24 Professional Landcare Network Summer Leadership Meeting, Niagara Falls,
Ontario, Canada. Contact: www.landcarenetwork.org, 800/395-2522

AERATION HAS NEVER
BEEN THIS EASY!

e

9 mph ground speed; 80,000 sq/ft per hour

x “‘%‘ Multiple attachments

Avallable
* 20 gal. spray system
* Dethatch Rake
* 120 Ibs hopper
* 36"/46" tine heads

R L.T. RICH rrooucrs, inc.
n""'l"},-z-spmy.(om ® §77-482-2040 o sales@z-spray.com
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OLDHAM

CHEMICALS COMPANY, INC.
OVER 40 YEARS OF RELIABILITY

200 GALLON LAWN RIG

* 200 GALLON OLDHAM TANK WITH BAFFLE.

* HYPRO D30 TWIN DIAPHRAGM PUMP.

* 5.5 HP HONDA ENGINE.

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

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

g 1-800 888-5502

PO BOX 18358

'@ 3701 NEW GETWELL ROAD '
MEMPHIS, TN 38118 M]
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The New E-Series

PREGISION HAVE FOBMEII
A PARTNERSHIP.

It's called the new Cat’ E-Series Backhoe Loader and it's proving to be very
productive. Powerful Cat load-sensing hydraulics, with 10 percent greater
pressure than previous models, and a redesigned boom combine for the
fastest cycle times. Plus, superior rimpull and hydraulic force deliver
industry-leading front loader performance for faster truck loading. What'’s
more, the proven Cat hydraulic piston pump maintains high digging forces
at low idle. Experience the new E-Series at your Cat Dealer today, and see
how it can help you

| Get more info at WWW.CAT.COM

CATERPILLAR

USE READER SERVICE # 35
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Growing its maintenance division insulates Roundtree Landscaping

from market forces.

reparing for the future is one thing thart all business owners should think
about. Unfortunately, not all of them do.

Landscape industry leaders often focus on achieving the next short-
term milestone, like securing a contrac, fully staffing the company for
the upcoming busy season and next year’s marketing campaign, rather
than where their companies — and the markets in which they operate
—will be in the next five to 10 years.

After years of short-term thinking and leading Roundtree Landscaping
on her own, Johnette Taylor was finally able to position her company for
strategic growth after it hit the million-dollar mark in 2000.

Founded in 1984, Roundtree stayed small for 10 years. It was just
Taylor, who's a landscape architect, designing landscapes for clients with
a few employees to do installations. After a decade, she committed to growing the company and
did so steadily for six years.

Around the time the company reached $1 million in revenue, Taylor realized some things about
her business had to change. First, she knew she couldn’t continue to do it all on her own and that,
for the company to continue to grow, she needed to take on a role that would allow her to plan
strategically for the future. (See “Making Key Hires” on page 48). continued on page 46
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Noticeably beautiful lawns.

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

| Hmdw‘;] We believe creating a beautiful lawn goes beyond weed and insect
| control. That's why we continue to innovate and develop products
like Headway fungicide that allow you to provide an ever-increasing
level of service and performance.
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continued from page 42

In addition, Taylor identified
several market conditions she knew
would influence the future of her busi-
ness, namely drought, a lack of quali-
fied labor and a changing customer
base. Her flexibility and foresight have

allowed her to work around these

modifications to existing landscaping.

No exceptions.

Luckily, Prosper is not one of
Roundtree’s mainstay communities
and the ban was lifted after several
months, so the company didn't take

challenges, with the hope of
doubling Roundtree’s revenue
over the next seven years.

ALL ROADS LEAD TO
MAINTENANCE. The core
of her plan? Expand the
maintenance division at this
predominantly design/build
company to bring in at least
half of its revenue.

In 2003, Taylor hired
former client and landscape
architect Berit Hutson. Today
Hutson is tasked with raking
over and growing the com-
pany’s maintenance division.

“It’s been an on-going goal to
increase maintenance — just
in case,” Hutson says. “It’s
not just the drought, it could
be economics; it could be a
recession or anything that
causes people to not invest in
their landscapes. Maintenance
is just that stable income that
will keep our company busy
even if we don't have land-
scape work.”

Historically, maintenance
has been the company's
smallest division. In 2006,
maintenance accounted for
20 percent of Roundtree’s
$1.1 million revenue, with
design/build and design-only
making up 70 and 10 percent,
rupunvci “I didn’t want
to do maintenance initially,”
Taylor says. “I really loved
landscape design and instal-
lation, and maintenance was
a necessary evil — something
you had to do.”

Today, however, Taylor has
a new appreciation for main-
tenance. She understands it’s

a way to insulate the business in the
event of extreme watering restrictions,

lack of qualified labor and a demo-

graphic shift among clients.

In the summer of 2006, the town
of Prosper, Texas, entered stage four
“emergency” drought restrictions.
That means no landscape irrigation,

a large hit. But Taylor knows that

Roundtree Lanc]scaping

PRESIDENT: Jonnette Taylor
HEADQUARTERS: Dallas
FOUNDED: 1984

EMPLOYEES: 14 yearround workers

SERVICE BREAKOUT (2006):
70% Design/build

20% Maintenance

10% Design-only

80% Residential
10% Commercial

REVENUE BREAKOUT:

2007 Revenue: ... ...........-$1,25 million (projected)
pmmmmm——. i I 1127}
Mllwumr s §1.2 million

2004 Revenue: ................. $1.1 million
mm e 91,1 Million

ST 31111111}

2001 Monu ety ........51.2 million

GREATEST CHALLENGES:

1. Labor shortage. Texas has one of the lowest
unemployment rates in the country. We need ta find
good employees that fit the company culture of
wanting to leam. build relationships and produce
high-quality work.

2, Drought and extreme weather condltions.

3. Changing market for services.

CONTACT INFO:

4325 Balmont Ave.

Dallas, Texas 75204

PH: 214/824-7036

FX:214/824-7038

WEB: www.roundtreelandscaping.com
E-MAIL: johnette@roundtreelandscaping.com

North Texas’ water woes aren't going
away anytime soon. Other water
districts may eventually resort to
similarly severe restrictions, and then
how does a landscape design/build
and installation firm survive?

For now, Roundtree hasn't had to
resort to all-out “survival” mode to

no installing new landscaping and no

lawn & landscape april 2007

cope with drought. Nevertheless, the

www.lawnandlandscape.com

company is preparing for the future,
focusing on maintaining irrigation
systems, retrofitting clients’ systems
with drip, deep-soaking and micro-
irrigation technology and insulling
drought-tolerant plant material. “We
all face the similar issue of limited
resources,” Taylor adds.

Labor, too, is a looming issue in
North Texas. “We go all the typical
routes for recruiting,” says Taylor, not-
ing Texas’s 4-percent unemployment
rate is among the nation’s lowest.
“Web sites, word-of-mouth — we'll try
just about anything.” Roundtree has
even tried out-of-tﬁe-ordinary hiring
tactics, like offering internships to
high school horticulture students.

Taylor hasn't enlisted the govern-
ment’s H-2B program yet (due to
the company’s relatively small size
and year-round need for workers),
but she hopes her strategy to expand
the maintenance division may be the
labor solution she needs.

“Maintenance has a lot more room
for alternative sources of labor vs.
landscape installation, where we need
craftsmen,” Taylor says. A focus on
growth in the maintenance division
will allow Roundtree to hire high
school and college students anj other
less experienced, entry-level laborers.

Another factor that’s affecting
change ar Roundtree is what Taylor
calls “a changing climate for our
services,” brought on by social shifts
in customer demographics.

“Generationally, things have
changed a lot,” Taylor says. “People
who used to hire us were mostly my
parents’ age. Now we work for people
who are more my peers and younger.”
These younger customers are more
landscape savvy and often more will-
ing to participate in their yard’s design
and maintenance than landscape
customers of the past, Taylor says.

Landscaping as a hobby has gar-
nered widespread attention thanks to
gardening TV shows, magazines and
Web sites and greater exposure at big-
box stores. Consider that 83 percent
of all U.S. households participated in
one or more types of do-it-yourself
lawn and garden activities in 2005.
That statistic set a new record in
terms of the percentage and number
of houscholds participating in land-
scaping, according to the National
Gardening Association.

continued on page 52, sidebar on page
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GIVE YOUR GUYS THE RIGHT
| TOOL FOR THE JOB.

‘ sumiumcul END ‘ JOB CODES

so | B 72

Employee Report ’
Owen, Bill Date Range: 4/9/2007 through 4/13/2007

Day Date Jobsite Start Stop Cost Code Hours Total

38:53 hours

“G e | Track hours and cost codes with dead-on accuracy.
mncK‘ ost codes? Find out why more than 350,000 workers clocked in
| C

today with The JobClock System —
The contractors’ timekeeping tool of choice.

THE JoBCLOCK? THE LANDSCAPER’S TIMECLOCK™ .
Call today: (888) 788-8463 - www.jobclock.com E{(AKTIM
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http://www.jobclock.com

Early in Roundtree Landscaping's history, President Johnette Tay-
lor couldn't afford to hire experienced managers, so she hired
recent college graduates. She was pleasantly surprised by their
enthusiasm and performance, but the downside was these young
employees stayed with the company for a few years, gained experi-
ence and then moved on.

In 2003 with Roundtree at a steady $1 million, Taylor used her
networking skills to recruit two industry veterans with her level
of technical expertise and
managerial capacity. As part
of her goal to strategically
position Roundtree for the
future, she needed to prepare
the company for her to step
out of daily operations and
eventually to leave, "Although
I'm not ready to leave, | want-
ed to make sure that at any
time it was a viable business

without me." Taylor says. "It
From left: Suzanne Ouren, Johnette Taylor

and Berit Hutson. Photo: Mark Byrne was time for me to delegate
and get out of the way."

First Taylor hired Berit Hutson. The two women met when
Hutson, who at the time was a corporate landscape architect for
State Farm Insurance, hired Roundtree to complete several proj-
ects. “| would always tell her, when you decide to give up this State
Farm thing you should just come to work for me,” Taylor says. In
2003, ready for a change, Hutson moved from lllinois to Dallas to
join Roundtree. Collaborating for several years as client and service
provider gave the women mutual confidence that they could work
well together and learn from each other. Today. Hutson manages
Roundtree's maintenance and landscape architecture divisions.

The next year, Taylor knew she needed to hire someone to
help boost the company’s sales as she moved out of a traditional
sales role, “l thought, who is the best salesperson | know?" Taylor
says. She turned to Suzanne Quren, who she knew from the Texas
Nursery & Landscape Association. Ouren joined Roundtree in 2004,
bringing years of industry experience - she formerly owned her own
green industry firm that included landscape maintenance, design/
build, interiorscape and retail nursery components.

Taylor's nephew, Eric Taylor, rounds out the company's man-
agement team as operations manager. She brought him on in early
2007 to refine systems and add business management knowledge.
“Starting out small and doing it all myself for s6 many years, that
was a really hard step,” Taylor says of delegating. “Now | feel like

CAL COMPORENT

To find a dealer visit www.kawpowr.com

or call 800-433-5640. we've got the right people in place and we'd like to see the company |
“see a participating dealer for details double in size.”
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Priced at $29.95 - you'llfind this a perfect complement to your resource collection.
Every article, every ad, and every supplement from the 2006 digital editions of

Lawn & Landscape is on one easy-to-use, searchable DVD or two CD ROMS.
Choose your format! Both formats can be accessed whether you are on or off the web.

Find what you need when you need it!
ORDER YOUR COPY TODAY!
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Solutions that fit any grub problem.

When it comes to grubs and the serious problems they can dish out, Bayer has the solution—
products that will prevent or control every no-good grub you may come across, quickly and
effectively. Therefore, keeping your customer’s lawn healthy and lush and your business healthy and
in the black. And all our products are Backed by Bayer™ and the support and science that come with it.

For more information ask your Bayer Field Sales Representative or visit us at BackedbyBayer.com.

alectus  DULOK

BACKED
i) by BAYER.

Bayer E Science, a division of Bayer CropScience LP, 2 TW. Alexander Drive, Research Triangle Park, NC 27709. 1-800-331-2867. www.BackedbyBayer.com. Allectus,
Dylox and Merit are registered trademarks of Bayer AG. Backed by Bayer is a trademark of Bayer AG. Not all products are registered in al states. Always read and follow label directions
carefully. ©2007 Bayer CropScience LP
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continued from page 46

All of these factors have created a
better-educated, enthusiastic pool of
customers, who enjoy doing a part of
their landscaping themselves.

“We've found thar as our clientele
has changed somewhat over the years,
a lor of people like getting out and
doing some of their yard work,” Tay-
lor says. “They don’t mind mowing
the lawn and doing some additional
yard work. But they want somebody
to partner with them to make sure
their home looks good all the time.”

A NEW SERVICE. To cater to this
younger, more involved clientele and
at the same time boost the mainte-
nance division, Roundrtree created a
new specialized maintenance offering
called horticulture services.

Taylor compares horticulture
services to the bi-weekly or monthly
cleaning services popular among
homeowners. Most people don’t mind
vacuuming regularly and doing their
dishes, but they're too busy to dust

The goal of horticultural services is to partner with clients to keep their landscapes
looking great year-round. Photos (above and page 56): Roundtree Landscaping

and polish furniture and do full-
fledged bathroom cleaning.
Likewise, many homeowners
don't mind mowing their own yards,
but they don’t have the time, energy
or know-how to do all of the things
required to maintain a prize-winning
landscape. That's where Roundtree’s

horticulture services comes in.
Horticulture services eliminates
mowing — the activity that homeown-
ers are usually most willing to do
themselves — from a typical mainte-
nance package and provides them with
technical services like an annual tree
assessment, monthly irrigation checks,

© 2009 PACE AMEMICAN, WNC.

THE BEST GROOMED LANDSCAPE TRAILERS.

SUMMIT

HAMMER CONQUEST

CARGOSPORT JOURNEY
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pruning, acration, fertilization and
disease and insect management, all
under one umbrella.

Additionally, this service places
Roundtree in a bracket in which it
doesn’t have to compete with a neigh-
borhood kid or a “mow, blow and
go” contractor charging $20 for their
weekly services,

“We can’t compete with that,
so there’s no sense in even trying,”
says Hutson, adding that one of
Roundtree’s selling points is its techni-
cal expertise — including on-staff land-
scape architects, licensed irrigators, an
arborist and both management and
field staff with years of experience.

Clients like horticulture services
because they can opt to mow them-
selves or hire someone in the neigh-
borhood to do it inexpensively — po-
tentially saving them several hundred
dollars per month, while their yard
still receives expert care.

This service is priced by the
man-hours required to do the work

annually and then billed out over 12
months. Taylor estimates that a client
paying $600 per month for full-ser-
vice maintenance would pay $200

to $250 per month for horticulture
services. While the company nets
less money per client for horticulture
services, the work rendered is more
profitable, less equipment-intensive
and better in line with Roundtree’s
level of expertise. Taylor projects the
profit margin on horticulture services
to be 10 to 20 percent better than
that of full-service maintenance.

The company gradually intro-
duced this concept to its customers
over the last two years to a warm
reception. About one-third of
Roundtree’s maintenance clients opt
for horticulture services over full-ser-
vice maintenance.

It’s been successful partly due to
an experienced two-man crew that’s
well-managed by Hutson, who'’s a
landscape architect, certified arborist
and licensed irrigator.

Hutson conducts the annual tree
assessments, Roundtree’s horticulture
services crew takes care of bi-weekly
and monthly tasks like pruning and
irrigation checks, and Hutson hires
subcontracrors for highly technical
jobs like major tree work and special-
ized chemical applications, though the
company retains pesticide licenses.

Hutson also is responsible for
quality control, which she completes
by making visits to clients’ homes and
sitting down with the crew as needed
{0 go Over any questions or CONcerns.
“Her design background is a nice
Taylor says. “She’s really able to
teach the staff ro look at maintenance
from both a design and horticultural
standpoint.”

This hands-on management is
p()s\ihk partly because of Roundtree’s
size — 14 melmu\ Considering
Taylor estimates the number of em-
ployees will double as revenue grows,

.ls.\ct."

continued on page 58, sidebar on page 56
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TOOLS.
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Professionals have relied on Corona tools
for more than 80 years. Each tool is made
to perform under the loughest workmg

; conditions. No matter what you need to
‘M ik 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.

Coron

Contact Corona today for a free product catalog or to place an order: 1-800-847-7863

www.coronaclipper.com * sales@corona.bellota.com
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J ohnette Taylor has an undeniable practical is one of the places you can really
streak when it comes to keeping overhead cut back," Taylor says.

costs down. Taylor, president of Roundiree She also feels strongly about
Landscaping in Dallas, has purchased a lot of inventory waste. She opts to have
equipment over the years as jobs have dic- all plant material delivered to a
tated. During this time she's developed a pet jobsite, which limits the number

peeve for idle equipment. “When | drive upand  of times it's handled and avoids
it's sitting in the yard, | think 'Oh, it's gotta go,'""  any chance for damage. Jobsite

she says. delivery typically costs about $75,
Taylor prefers to sell the equipment and but Taylor doesn’t believe that

then rent it if necessary. “When | look at what Roundtree is losing money. "It's

the rental is going to cost me for a month and that lean management mindset of

| look at what | could purchase it for and pay just-in-time deliveries,” she says.

per month, | have to make sure that I'm really “From a cost standpoint, the plants

going to continue to use it." She doesn't like to don't show up until we need them

own a piece of equipment unless. it will go out and we didn't pay for them In

80 percent of the time. advance." Plus, until the plants are
“Eliminating that recurring equipment taken off of the truck. they're the

expense if you're not really using it that much nursery's responsibility.”

The NEW Z-MAX The NEW Z-SPRAY JUNIOR-36

» 50 gallon Capacity * Wider wheel base ~ * 35 %" width for gated lawns

* Redesigned spray tank for lower
Check out our full line  center of gravity

of Ride-On Spray * All the standard features of
Systems and Aerators our current units
Patents penting at www.z-spray.com  * Powered by Kawasaki
L.T. RICH rrobucts, inc.  cll: 877-482-2040
B
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Irimec® Classic Broadleaf Herbicide

* First product ever formulated for ® Low odor since 1995

turf professionals =
® Premix formulated as
¢ The original **3-Way” a complex

¢ Best known brand in the ® The superintendent’s
history of selective broadleaf favorite for over
weed control 30 years

Reliable, Dependable, Predictable

,ﬁ | phi/sordon 800-821-7925
b | corporEtion trimec.com

An Employee-Owned Company

Trimec® is 8 registored trademark of PBIGordan Corporation

USE READER SERVICE # 46




cover story

continued from page 54

she needs solid leaders and training
in place. Three of Roundtree’s top
production employees are being
trained to take on leadership roles
over the next year to cope with the
company’s growth. In February, for
example, they traveled to Denver for
a three-day green industry leadership
training event. In addition, manage-
ment is developing a training program
and employee competency assessment
to make certain quality continues.
The program is a skill benchmarking
system that ensures new employees
master certain tasks within certain
time periods after being hired. As it
grows, managers will use these bench-
marks to monitor quality and decide
on promotions.

Because horticulture services isn't
performed weekly like traditional
maintenance, Roundtree takes care to
explain this difference to clients up-

front. Hutson includes a calendar with

a homeowner’s contract that shows
what services will take place each
month. “And there’s always the dis-
claimer that the calendar is assuming
weather is cooperating,” Hutson says.
“It’s all on the calendar and I havent
had any issues as far as that goes.”

PRODUCTION BOOSTER. Along
with quality control, another chal-

e s
| “We've found that as

our clientele has changed
somewhat over the years,
a lot of people like getting
out and doing some of
their own yard work. But
they still want somebody to
partner with them to make
sure their home looks good
all of the time.”

- Johnette Taylor

lenge with growing maintenance is
keeping production rates in check.

In addition to hiring Operations
Manger Eric Taylor this January, Tay-
lor implemented a time-tracking scan-
ner system to streamline the process
for production information reporting.
“We're looking for ways to be more

roductive and not make people work
ﬁarder," she says. The scanners compile

job, task and material data for both
maintenance and installation crews.

Each production person has his
own scanner that's used to clock in
and out every day. Employees also
have notebooks that list every task
they perform, and they scan these
tasks upon completion. On the main-
tenance side, crews scan in and out
at cach site via barcode tags affixed to
fences with zip tes.

Before adding the scanners in
January 2007, employees filled out
work orders. At the end of the day
data had to be manually entered. “All
told it cost probably five to 10 hours
a week of overtime, five to 10 hours a
week of a manager’s time, which is at a
high rate of pay, and probably a mini-
mum of 10 hours a week of a clerical
person’s time,” Taylor says.

Now, at the end of the day cach
employee plugs his scanner into the
computer andg production data down-
loads automatically.

Although it’s too early to tell how
scanners, which cost about $6,000,
will save, Taylor has her expectations.
She estimates the scanners will save
the company the salary of one em-
ployee each week.

MARKETING FOR THE FUTURE.
With the management support in

o
&

To find out more ahout us and
Ihe opportunity U.8. Lawns
can offer you, conlacl:

U.S. Lawns
4407 Vineland Road
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* Protected Temitories
= Ongoing Support
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Have we got
a deal for youl!

Purchase a pair of machines and qualify for an
introductory rate of 5.9% or up to $3500 off the equipment package

What can a pair of ACES do for you?
Smaller Applications

Twister 12
* Lightweight & economical * 60-115 horsepower
* Designed for ease of maintenance * Fully boxed & extended frames
* 12" capacity * Light duty winch available

D52SP Stump Grinder

34 horsepower liquid cooled diesel * Independent drive motors

52" boom arc swing w/hydraulic equalization valves
Available wireless remote « Stationary engine design

8.1 cubic feet of chip retention

Larger Applications

Hurricane 18

+ High capacity, high production « 2" x 6" x 3/8"” heavy duty tubular framing
+ 18" capacity * Replaceable knife holders
+ 125-250 horsepower * Available with a loader

D86 Track Stump Grinder

+ 86 horsepower liquid cooled diesel + Expandable tracks
+ 86" boom arc swing * Remote Control
* Piloted flange bearings « 98% power transfer from engine to head

Call your local dealer for more information.

800-831-0042
989-866-2381
www.morbark.com

......

ire “Chipper” Industries

S4L.855. 2048
www envirohipper.cam

OFer good at participating dealerships only. Offier valid April 1, 2007 - June 30,2007. Financing must be approved by June 30, 2007.
Ouilitying pairs: Hurricane 18 and D76 or DB6 Track (eligible for $3500 discount), Twister 12 and D52SP or G52SP [eligible for $2000).
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place since hiring Eric Taylor this
year, Hutson in 2003 and Landscape
Installation Manager Suzanne Ouren
in 2004, Taylor is finally comfortable
stepping out of her day-to-day activi-
ties. “My role now is to market and
prepare the company and our clients
for the future,” she says. “Right now
my role is to make sure in our market-
ing that people really understand who
we are as a company so our clients are
the most appropriate clients for us.”

Taylor always has marketed her
firm’s expertise through communirty
involvement and education, like
teaching classes at the Dallas Arbo-
retum and Botanical Society. But
with Roundrree in growth mode, the
new challenge is to rake the message
she conveys in a two-hour class to a
broader audience.

One solution is a DVD Roundtree
produced two years ago. Playing on
the popularity of HGTYV, the three-
minute spot includes a conversation
with Taylor about the company and

SYNTHETIC PUTTING GREENS & LAWNS

Lawns

" Ideal add-on service to any
Landscape company.

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

its credentials and shows two projects
transform from design to installation.

Roundtree usually distributes the
DVDs as a “leave behind” after the
first meeting. They're give to most
clients, but those new to the landscap-
ing process are ideal, Taylor says. “It
clarifies any questions they have about
the process and also can build some
trust and confidence.”

The initial cost, from $5,000 to
$10,000, is nothing to balk at, Taylor
acknowledges, but she says it's worth
it. “Even if it helped close one sale, it
would have more than paid for itself.”

Another effective marketing
program focuses on reaching high-end
new homeowners. “When a realtor
sells a house, being associated with
them is one of the greatest opportuni-
ties to reach somebody new in town,”
Taylor says.

To pilot the program in 2004 she
tapped a real estate agent she knew
socially. Now she works with two
agents, supplying them gift cards

to offer their clients for free design
consultations, landscape cleanups or
several weeks of maintenance. Taylor
works only with high-end agents who
close between 12 and 24 sales per year
and earns about two jobs per year
from each one. “It’s a fairly expensive
proposition on our part, but we really
only need one good project to make it
more than pay off,” Taylor says, not-
ing it costs less than $50 annually to
create the gift cards in house and dis-
tribute them by hand. “The consulta-
tions and free designs or maintenance
is where our expense is involved.” She
estimates these expenses range from
$100 to $1,000 per client.

With this solid marketing effort,
growth plan and management team in
place, Roundtree Landscaping’s stra-
tegic positioning is more focused now
than ever, but flexible, too. Taylor
says: “Looking at our challenges, labor
issues and also drought, when we can't
install new plantings, we still have to
maintain existing landscapes.”

per acre!

Taking Care of Business...
10 minutes

Turf Tracker
Time Machine

60 lawn & landscape

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

America
www.turfamerica.com info@turfamerica.com
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" The Scotts-Advantage”
keeps on spreading.

Landscape professionals are discovering that Scotts the world leader in plant nutrition. Just one
they get more consistent results with Scotts application provides up to three to four months
Landscaper® PRO™ extended-release fertilizers, of balanced nutrition for the lush turf and

pest solutions and professional-grade spreaders. gorgeous foliage that your customers demand.
Every bag of Scotts Landscaper PRO fertilizer Put all the advantages of the Scotts reputation to

contains the advanced technology that made work for you.

= & Landscaper PRO

Contact your Scotts Distributor, call 1-800-492-8255 or visit www.scottsprohort.com to learn more about Scotts Landscaper® PRO”
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ntil 2003, telemarketing was one of the
primary methods the lawn care industry
used to generate business because of the

opportunity to initiate a large volume of
low-cost sales. The advent of the Federal marketing efforts. Today, commerce is quite different. Markeren
Trade Commission’s National Do Not Call  use “buzz” and “blink”™ techniques, search engine optimization,

Registry four years ago greatly inhibited the pay-per click advertising and a variety of other ways to get their

ability of lawn care firms to reach their prospective clients. names in front of their customers.

Facing this major roadblock, some of these companies With these modern methods available, some business ownen
found a new — or perhaps old — way to sell their services: are skeptical that door knocking works. They say homeowners
knocking on doors. may perceive this sales strategy as a nuisance and that people in

Door-to-door sales evokes thoughts of a simpler time, when  this day and age don't want to be bothered.
asking people for their business was the extent of a salesman’s Although it takes persistence, regulatory due diligence and a
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[he Do Not Call Registry caused some lawn

tare companies to turn to door-to-door

sales. Here's how they execute it — and why

they say it works.

westment in manpower, several lawn care companies

that door to door could be the way of the future.

TRUGREEN'’S DOING IT. TruGreen ChemLawn is one of
these companies.
I'he industry’s top earner with close to $1.5 billion in
nue in 2005, TruGreen at one rime generated 100 per-
its sales from teler eting, says Iim Erhart, director
With the do-not-call list in place, in order for our

1

Photo: Dreamstime.com

company to continue to grow, we ve had to move into other
areas of sales generation, one of which is what we call neigh-
borhood marketing.

In 2004, TruGreen'’s central region piloted its neighbor-
hood marketing, or door-to-door sales, program under the
leadership of regional Marketing Manager Kerry Tidwell.
Ihis region, which encompasses the state of Indiana, looked
into door-to-door sales before the company’s other 19
regions because it was one of the first areas to have statewide




smart business

do-not-call restrictions. In 2004, the
central region alone generated 87,000
neighborhood m.lrkuint., sales.

In 2005, with 75 percent of
regions participating, TruGreen made
280,000 door-to-door sales. Last year,
with 90 percent of regions complmnt
the company made 320,000 door-
to-door sales and projects 327,000
neighborhood marketing sales in
2007. That's about one-third of
TruGreen’s million-plus annual sales.

While the results have been good,
Erhart says the company has adjusted

its expectations over the last few years.

“Our initial thought when getting
into this was that our nughb()rhood
marketing would be our primary
channel and the No. 1 way we'd make
sales as a company,” he says. “Quite
honestly, what we've learned is it’s
going to be a big piece of whar we do,
but it’s not going to be the driving
sales force in the company.” TruGreen
still makes at least half its sales over
the phone, Erhart notes, and plans to
use “pull” marketing, or creating in-
bound interest through direct mail
and other methods, to supplement
sales moving forward.

Cost played a significant part in
this decision, considering a TruGreen
neighborhood m.lrkcnn{_, sale is 50
percent more expensive than a tele-
marketing sale, Erharr says.

METHODOLOGY. Companies
considering door-to-door sales and

350
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50
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TruGreen’s Neighborhood Marketing Sales

2005 2006 2007 (prejectea ‘

marketing can implement it in a va-
riety of ways, the simplest of which is
the owner of a business knocking on
doors each evening on his way home
from the shop, says Joe Kucik, owner
of Scott’s LawnService of Lansing,
Mich. “That’s how I first got into
lawn care back in 1984," he says. “I
only had to do it for a month and a
half before | was so busy I didn’t have
the time or need to do it anymore.”

It can be difficult for an owner
to get morivated to knock on doors
himself, Kucik acknowledges. “Even
after weeks of doing it, it was hard to
knock on that first door every night,”
he says. “But I really believe you can
take somebody who's not afraid to go
door knocking and they could grow a
lawn care business in a year.”

Kucik founded his current busi-

I n his experience. a door-to-door sales representative is best
equipped for success if he comes with an attractive offer.
says Joe Kucik, owner of Scott's LawnService, Lansing, Mich.

ness, a Scott’s franchise, in 2003
and started using a lead-generation
method in 2006.

Ideally, one supervisor manages &
team of six door knockers (who are
typically friendly high school or
college students) and two salesmen.
For his first year testing door-to-do

sales, Kucik promoted two of his be
technicians to salesmen.

This crew targets one neighbor-
hood at a rime, deploying two door
knockers per street. “They should g
together for nothing else bur safery,
working across the street from each
other,” Kucik says. The uniformed
door knockers introduce themselves
and the company with the intent
to generate a lead for the salesmen.
When they reach the end of the

continued on page 69, sidebar on page

“You have to have an offer, and 5 or 10 percent off is probably

not strong enough,” he says, Half off the first application or one

free service with a pre-paid program will yield better success, he
says. “The better the offer, the better the results.”

Having an offer can get a salesperson's foot in the door, but
it's not everything, says Tim Erhart, TruGreen's director of sales.
*What we've noticed is it's more of an issue of having better
sales reps.” he says. “If you can train your sales reps how to ap-
proach people at the door and capture their attention, they can
do that without an offer.” TruGreen has toyed with incentives, but
Erhart says it hasn't conclusively proved better results.
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APRIL IS NATIONAL LAWN CARE MONTH

t's April, which means warm weather,
green grass, and flowering plants are on
=Y their way. And as spring arrives, 30 million acres of
turf across the nation is turning green and growing.
: The Professional Landcare Network (PLANET) observes the
TR importance of lawns and their aesthetic and environmental
benefits during National Lawn Care Month each April.

DID YOU KNOW . ..

* Well-cared-for lawns can significantly increase
your clients’ property values.

* A healthy lawn is of utmost importance to our
environment. A 50-foot by 50-foot lawn produces
enough oxygen for a family of four.

* Lawns cool the atmosphere. Eight healthy
front lawns have the cooling effect of 70 tons of
air conditioning, which is enough for 16 average
homes.

* Grass converts carbon dioxide to oxygen, a
process that helps clear the air.

* Dense, healthy grass slows water runoff, removing
contaminants and trapping soil. Fresh, filtered
water returns to the underground water supply.

Be proactive in April and propose lawn care programs for
your clients that ensure both a healthy and beautiful lawn
throughout the year.

Professional Landcare Network

# PLANET

(800) 395-2522 * LandcareNetwork.org
The association of members who create and maintain the QUALITY OF LIFE in communities across America.
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‘EXPECT REJECTION’
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SOUTHWESTERN
COMPANY

NO VENDING
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know that dir elling canadd va t rowever, a
vord tior [: Jjone awry can h ISINESS a
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¢ fewer ! whict S i little time to creats first impri
3 [ t rejecti 1 be able to ge 1
Jjoes with the territory when peadling door-
per n tt sther e T the 100r 1S NOt rejecting you, Ne or she IS
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Training. One of the biggest errors in door-to-door marketing Is the

research, planning and training. Every

Ethics. Ethics st id be part of the training. Always be truthful and

represent the best in business practices. Reputable direct
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abide by a code of ethics such as
the Direct Selling Association's
code, Respect those who display
signage expressing their wishes
not to be solicited. Always thank

those who open their doors

Credibility. Establish credibility
from the start. Begin with an intro-
duction that includes your name,
company and services, Carry a
photo 1D with company informa-
tion and a permit if required. Check

in with the local authorities to let

them know you soliciting door-

to-door. Wear professional apparel
such as a uniform or logo item
This will assist with your credibility
and reduce uncertainty of who
you are and what company you

represent

Safety. Be aware of your surround-
ings. Carry a cell phone and do not
go in a home if you feel uncomfort
able. You can just as easily relay
your message on the porch or in
the yard — which may even work

to your advantage because of the

service being offered.

Ask for Referrals. While the hom
eowner may or may not need your
service, he or she may know some-
one who does, such as a senior
citizen or single parent.

Have a Leave-Behind. Be sure o
leave behind a flyer, brochure or
magnet with the company logo and
ontact information on it. Coupons
or other discounts may even gener-

ate future business

value

Evaluation. Keep records in the
form of statistics to evaluate what
worked, what did not, who worked,
who didn't and what services were
sold where. This information can
be used in any number of ways to
build a successful avenue of mar-
keting your business to consum-
ers, — Trey Campbell

The author is the communications
manager for The Southwestern

Co. Established in 1855 in Nash-
ville, Tenn., it is a direct selling
company. Southwestern helps
college students run their own
summer businesses by selling
educational products to families in
their homes. Contact Southwest-
ern at www.southwestern.com or
888/602-7867. L

Demand more. jood enough isn't good enough

Demand Maruyama. Because extraordinary quality, prover

durability and superior performance still matter
‘ ommitment to service and support still count.
Because we build the tools of your trade, the tools you

depend on, everyday. Demand Maruyama. Because anything

ommercial outdootr
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Sntinued from page 64

ureet, they give any leads to the
supervisor, who relays them to the
glesmen.

Although the door knocker tells
the customer that a representative will
b out in the next two days, Kucik
Iikes the sales rep to follow up within
30 minutes. “1t’s a sales rool to exceed
their expectations,” he says. “Plus,
they re home, you know it and
you want to get in front of them.

The salesmen can say, ‘I knew
you were interested, so I got out
here right away.””

After one year of implemen-
ation, Kucik says the company
fpects each door knocker,
working three hours a day (typi-
ally between 4 p.m, and 7 p.m.)

w yield nine leads, or about

three leads per hour. Salesmen

wpically close one-third of those

kads. He pays his door-to-door sales
#ps 2 commission like he would any
slesperson and he pays door knockers
36 to $7 per lead.

“As long as you've got the right
people in pace, it’s pretty effective,”
Kucik points out. “You can make
sales for less than $60 per sale. It can
be an economical way to pick up new
customers, like telemarketing used
to be.”

The Weed Man franchise system
has implemented a similar system over

in Canada, the organization discov-
ered that on-the-spot sales didn’t
work. “What we know about our
customers is that they want to buy
from a company or person they have
a relationship with,"” says Phil Fogarty,
submaster franchisor for Weed Man
in Ohio, Pennsylvania and New

York. “So we decided to try to create

“Our initial thought when getting into this was that our

neighborhood marketing would be our primary channel and

the No. 1 way wed make sales as a company ... It's going to be

a piece of what we do, but it's not going to be the driving sales

force in the company."

the last three years, also as a result of
the do-not-call list.

Weed Man first tested direct sell-
ing, where a salesman simply knocked
on the door himself. After some trials

~ Tim Erhart

that relationship by making several
contacts with them. We're using our
door knockers as lead generators, like
in telemarketing.” After receiving the
door-to-door leads, sales representa-
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tives set up firm appointments over
the phone and visit their prospective
clients at their homes.

Like Kucik, Weed Man owners
also prefer to hire high school or col-
lege students as door knockers. “The
younger they look, the more likely
people are to come to the door,”
Fogarty says, adding that Weed Man
franchises send pairs of knockers
out into targeted neighborhoods,
supervised by an adult. Although
the teams’ sizes and structures vary
from location to location, on average
Weed Man door knockers generate
one and a half to two leads per hour,
Fogarty says. “It’s been wonderful as
a good way to start off a relationship.
We still take advantage of the phone
as much as we can, but we don’t
stop because someone won't let us
call them. We want density in our
neighborhoods and this is a great way
o 50 it.”

TruGreen'’s approach is to send the
salesmen directly out into the field,
not preceded by a lead generator.

“Our opinion of that is it would just
add cost,” Erhart says.

Depending on the region,
TruGreen uses a territorial concept,
where teams of sales representatives
are assigned to a set of ZIP codes to
target for the entire spring, or a crew-
canvassing concept, where a group of
eight to 10 salesmen blast a particular
neighborhood in one day. Although
homeowners sign commitments on
the spot, no money is exchanged at
the door.

lawn & |andscape apnl 2007

The TruGreen neighborhood
marketing sales force is generally
made up of former telemarketing
salesmen. “When we first started, we
thought it would be a completely dif-
ferent salesperson,” Erhart says. “But
in a lot of cases our telephone reps
made the transition into knocking on
doors.” Companywide, 80 percent
of TruGreen'’s door-to-door sales take
place in the spring, so these sales-
men may do telemarketing or quality
audits the rest of the year.

In fact, telemarketing is a big part
of TruGreen'’s neighborhood market-
ing success. The company learned
along the way that homeowners may
say they're interested but prefer to
talk to their spouses before mak-
ing buying decisions. In this case, a
TruGreen representative takes down
the homeowner's name and phone
number and asks him or her to initial
a form granting TruGreen permission
to follow up with a phone call.

Typically, neighborhood market-
ing reps spend about six hours per day

in the field, knocking on at least 100
doors per day, and then make these
follow-up calls in the evening. “Some
of our neighborhood sales reps make
a good chunk of their sales over the
phone because of that process,” Erhart
says. On average, the neighborhood
marketing team’s goal is 10 to 11 sales
per week per person.

Considering that a person is home
at only 23 percent of the doors com-
pany reps knock on, TruGreen leaves
marketing marterials in the mailbox,

WWW, awnandhndscapo,com

which helps generate in-bound sales,
Erhart says. |

CHALLENGING PROPOSITION.
Fear of rejection and alienating
consumers is one¢ major challenge
associated with door-to-door sat‘s and
marketing efforts. “There’s a fear of
anything new,” Fogarty says. “Occa-
sionally somebody’s having a bad day,
but generally we feel people are prerty
receptive.

If you're polite, nine out of 10
people say thanks for stopping by,
Kucik says. “I've only had one person |
slam a door in my face,” he says.

Erhart agrees. “I started out in this
business as a sales rep on the phone
and I thought the doors were just
going to shut in my face, bur thar's
not what happened,” he says. “Does
it happen occasionally? Yes, but it’s
not near as often as youd think. On
a nice day when you're talking about |
how to make someone’s lawn look
better, people are more receptive than |
youd think.”

The key to a well-received door-to-
door sales plan is following soliciting
laws and regulations, which can be
tricky because restrictions are different
from municipality to municipality.
Some towns simply require that solici-
tors request permission, others require
permits (which can range from $20 to
$2,000) and some prohibit door-to-
door sales entirely.

Regardless of laws and restrictions,
direct sales professionals say to always
respect an individual homeowner's
wishes. “If an individual puts a sign
on their door saying ‘No Soliciting,’
then we'll turn around and go away,”
Fogarty says.

Weather, too, is another factor to
consider. “I think weather’s the big-
gest challenge,” Erhart says.

Although TruGreen’s neighbor-
hood sales team knocks on (i)ors rain
or shine, homeowners are less likely
to come out and ralk if the weather
is nasty, he says. But Fogarty says
poor weather can be an advantage.
“Everyone’s home,” he says.

As with any kind of sales, Erhart
says a sales rep with a winning, posi-
tive attitude gives neighborhood mar-
keting the best chance of success. As
he explains, “If you're going to smile
and walk up and down the street and
be enthusiastic about what you're do-
ing, then you can make as many sales
as you want.” il
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Contractors like the advantages of communication technology

but have been slow to adapt.

hen it comes to business technology, nearly three quarters of land-
scape contractors consider themselves proactive, integrating high-tech
systems to increase performance and avoid operational problems.

Though, when probed further, a recent Lawn & Landscape business
technology survey discovered that contractors more readily invest in and
adopr in-the-field technology than back-office systems.

For example, nearly 57 percent of landscape contractors budget for
business technology purchases, the Lawn & Landscape study shows, and
84 percent earmark $5,000 or less for technology investments and system
upgrades.

And for the most part, landscape contractors believe their technol-
ogy investments have made their business processes more effective (78 percent) more so than improving employee

By mike zawacki | managing ed
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performance (66 percent), according to survey dara. Overall,
b3 percent of contractors believe these investments have
wsulted in higher profits, the survey says.

So what technologies are landscape contractors investing
m? Cellular and other two-way communication technology
oviding a vital link between the work crews and head-
are the most readily adopred by landscape contrac-
tors, the Lawn & Landscape study reveals.

In contrast, more cutring-edge — and less-proven — tech-
nology such as global positioning systems (GPS), while
holding the potential for greater efficiency and performance,

emains relatively untested in the green industry, survey
articipants indicate.

www.lawnandlands

Photo: Dreamstime.com

Having nearly 60 percent of landscape contractors
regard business technology as a budgetary line item is not
as encouraging as the figure may indicate, says David Sloan,
marketing director for Kansas City-based Drafix Software.

“It also means nearly half — the other 40 percent or so
- dismiss technology,” he says.

While unexpected when you consider the vital role
business technology plays with many modern companies,
Sloan says it may be an accurate reflection for the landscape
industry. “A lot of landscape contracrors out there are mom-
and-pop-type shops that are comfortable in the (low-tech)
way they've been doing business and are alright with that,”

continued on page 76
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continued from page 73

Sloan says. “I would guess that 43
percent who are not budgeting for
these improvements are one- and two-
man shops who are happy with their
paper and pen systems.”

A company's size, though, has
a bearing on its attitude towards
adopting and implementing business
technology. For example, the Lawn &
Landscape survey found thar land-
scape companies reporting more than
$500,000 in annual revenue budget
for technology purchases and up-
grades, provide their employees with
cellular and two-way communication
devices, maintain an active presence
on the Web and more frequently
update and/or replace hardware and
software systems.

As a result, these companies more
often report a return on their technol-
ogy investments. Likewise, 92 percent
of these contractors report that
integrating technology has made their
business processes more effective, and
76 percent reported their businesses
were more profitable, the study found.

COMMUNICATION. Accessibility
drives landscape contractors’ desire
to be connected to clients, crews and
companies.

More than 67 percent of landscape
contractors provide their employees
with cell phones for communication,
according to the Lawn & Landscape
survey data. Likewise, 94 percent of
firms reporting more than $500,000
in revenue provide cellular devices to
some members of their workforce, the
study says.

So who’s dialing? Overall, con-
tractors say the top employees issued
these tools include foremen/supervi-
sors (71 percent) top-level managers
(56 percent), and crew chiefs (40
percent), according to the Lawn &
Landscape survey. In contrast,
the study found less than 15
percent of landscape com-
panies provide their laborers
with cell phones, and a small
contingent (less than 5 percent)
provide them to everyone on staff.

Less popular among all landscape
contractors surveyed were two-way
or Nextel-type devices, with less than
a third (31 percent) of contractors
using the walkie-talkie/cellular-hybrid
communication devices, the survey
says. However, two-way devices were
more popular among firms reporting
more than $500,000 in revenue (62

april 2007
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percent), the data says.
And as seen with cell
phones, the devices were
allocated most often to
foremen/supervisors (75
percent), top-level manag-
ers (58 percent) and crew
chiefs (46 percent).

Communication is
key to running a success-
ful landscape business,
says Scott Hutchings, vice
president of operations at
Grant & Power Landscap-
ing in West Chicago, Ill.
His firm provides all em-
ployees with cell phones
and adds the investment
is worthwhile.

“I like knowing I'm
connected to all of my
foremen regardless of
whether | have a land-
scaping issue or a Snow
removal issue,” Hutchings
says. “And all of our clients like know-
ing they're connected to me and can
reach me on my cell at any time.”

SOFTWARE. When it comes to up-
dating design, business and account-
ing software, the majority of land-
scape contractors are keeping these
systems up to date.

In fact, nearly 66 percent of
landscape contractors have updated
their computer software within the
last year, according to the study, and
an additional 24 percent have done
so within the last three years. Only
2.5 percent of contractors say they've
waited longer than a decade to do so.

With regard to landscape design
software, the numbers match up to
the trends Sloan has observed in the
marketplace.

“Between 20 and 30 percent of the
people I talk to at the shows still do
this by hand,” Sloan says.

“They seem in-

igital cameras may be one of the
most popular high-tech tools used
by landscape contractors, according to
a recent Lawn & Landscape business tech-
nology usage study. :

More than 87 percent of contractors
use a digital camera for business purpos-
es, the study says,

And it's a trend that's most popular
among contactors at larger landscape
firms. More than 95 percent of contractors
at firms reporting more than $500,000 in
annual revenue use digital camera, ac-
cording to the study.

terested in the technology, bur they're
just not budgeting for it. One of the
No. 1 challenges we face is getting
the message across to these %andscapc
contractors that technology is not
your enemy, it’s your friend.”

GPS. Despite its apparent benefits,
landscape contractors are not utilizing
global positioning systems (GPS) in
their operations, the study discovered.

More than 85 percent of contrac-
tors do not use GPS, and the main
reason they dismiss the technology
is they do nor believe it is applicable
to their landscape operations. Other
reasons to pass on GPS include the
rewards not justifying the financial in-
vestment, the need to invest in heavy
equipment and the business isn't larg-
est enough in size to warrant adopting
the technology, contractors say.

And while some say they are in-
vestigating in GPS, nearly 65 percent
of contractors not using GPS will not
reconsider it over the next 12

months, the survey says. And

\ only 19 percent of those
\ who consider themselves
proactive toward tech-
nology utilize GPS.
Contractors
using GPS ad-
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opted the technology for routing (62
percent), to increase operations and
procedural efficiencies (58 percent)
and to track work crews and their
progress (44 percent), the study says.
And while the rewards have justified
the investment for 78 percent of GPS
users, the study indicates 52 percent
see additional untapped potential in
the technology.

thon Data Systems in Tinton Falls,
N.J. Most landscape matters do not
require an immediate response.
Rather, Mish says a better invest-
ment is software that creates tighter
routing for landscape contractors. “A
better use of the money is to use tech-
nology that will create more efficient
routes for the contractor’s day-to-day
work,” she says. “This is where you'll

“A lot of Iandscape contractors out there are mom-and-

pop-type shops that are comfortable in the (low-tech)

way they've been doing business and are alright with

that.” - David Sloan

Contractors don't consider GPS a
good fit for their operations because
the technology is more ideal for track-
ing fleets and personnel for timely
matters and issues, says Jamie Mish,
sales and marketing manager at Mara-

-
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Visit our website and:
Register for an Online Software Demo

Get your Free Trial
www.dynascape.com
1800710 1900

DynaSCAPE is Integrated with pre loaded
content from Industry Partners including:

find the cost savings.”

Successful integration is an educa-
tion issue, says Joe Kucik, owner of
Real Green Systems in Walled Lake,
Mich. GPS technology offers more
than fleet tracking, he says.

“Fleet tracking has been the big
buzz word for GPS,” Kucik says.
“Sure, everyone wants to know where
their trucks are at, and every owner
has fears about having unsupervised
crews out in the field all days.

“But there’s also the improved safe-
ty features in allowing drivers to not
have to read maps while they drive
and the efficiency factor in getting
crews to their destination over the
shortest distance possible,” he says.
“Contractors using these systems to-
gether are seeing a significant increase
in productivity, between a 10- to 15-
percent increase.”

HIGH-TECH. The use of handheld
devices and laptop computers in the
field among landscape contractors was
split almost evenly, with nearly 45
percent of contractors saying they or
someone on their staffs utilize one of
these devices in the field. This trend,
however, increases with higher-per-
forming firms, the study found, with

_ DynaSCAPE

& Business Management Software

for all Landscape Professionals

“The investment in product, implementation and training was recovered faster than
anyone imagined. Bringing DynaSCAPE™ on board definitely made the difference
between having an average year and having one that beat all our expectations.”
Dan Maffei, W.D Wells & Associates
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more than 90 percent of contractors
reporting more than $500,000 in
annual revenue using these portable
high-tech tools.

“This is a trend that has occurred
over the last few years,” Mish says.
“People want to be connected to
their office and to information.”

The popularity stems from
the various applications of the
mobile solution hardware and
software that increase produc-

she says.

times.

them up to attend ro other duties,

Like many contractors using lap-
top computers in the field, Hutchings
says he keeps his in his truck at all
“I have a portable printer that

goes with my laptop which enables
me to write up bids on-site,” Hutch-
ings says. “For me, it’s a tool that
makes my job a lot easier.”
However, Kucik does not believe
such a high percentage of contractors
are using this handheld technol-
ogy in the field. While they may
say they are using laptops and
handhelds in the field, they most
likely are not using the associated
industry-specific software systems

tivity. Contractors using these uring the first quarter of 2007, Lawn to their fullest capacity.

devices have access to more & Landscape surveyed landscape “I believe the number contrac-
information than they ever contractors throughout the United States tors fully using this technology and
have had before, whether it’s on issues relating to their adoption, these business systems is closer to

a project proposal or a client
history, Mish says. Likewise,
contractors are now able to
input information and dara
right in the field instead of
deciphering handwritten notes
back art the office. And, mobile
devices decrease or eliminate
the amount of data entry done
by office support staff, freeing
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application and maintenance of technol-
ogy. With the assistance of the research
company InsightExpress, Lawn & Landscape
surveyed nearly 350 landscape profession-
als from its subscription list. In addition,
we interviewed additional contractors and
technology suppliers to gain their insights
into trends regarding technology usage and
the landscape industry.

www.lawnandlandscape.com

the percentage who say they are
using GPS," he says.

Kucik argues handheld devices
allow contractors to integrate, at
a cost savings, the innovations as-
sociated with GPS along with data
collection to create a more efficient
mobile system.

“These products have a lot of
functionality,” he says.
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THE WEB. While contractors are
technology minded, they may not be
as savvy with components considered
business staple.

Sixty-six percent of landscape con-
tractors do not have company Web
sites, the study found. Likewise, 63
percent nf‘(()n(l';u(()r\ who consider
themselves “proactive” in regard to
technology usage don't maintain a
presence on the Internet, according to
the Lawn & Landscape study.

The lowest frequency (30 per-
cent) of company Web sites was
seen among Midwestern landscape
contractors, while the highest (36
percent) is among contractors in the
western U.S., the study found.

Many landscape contractors
still don't see the business potential
inherent in having a presence on the
Internet, says Sal Mortilla, owner
of Landscaping Unlimited in Long
[sland, N.Y.

“This is a classic example of our

industry being in the dark ages,” says

Our Name Says It AII

« Fastest mini-trercher
on the market

»Trench up to
30’ per minute

« Cut 27-4” wide trenches
up to 12" deep

* Choice of 4 quels,
plus optional trailer & «

r a FREE pr

800- 227 7SIS
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Mortilla, who generates about 85 per-
cent of his business via his Web site.

Contractors have been slow to un-
derstand that many customers prefer
to deal with firms who use technol-
ogy, Mortilla says. “If they didn't then
they wouldn’t be on the Internet,” he
says. "1 see guys who could be doing
so much better then they are if they
embraced the technology.”

Sixty-six percent of contractors
without a Web presence means gained
Web leads for the 34 percent of land-
scape contractors who are active on
the Web, Mish says.

“Web sites dont cost much to put
up and maintain and the main point
of having the Web site is to get sales
leads,” "And the cost per lead
is very low. And it’s not like the Yel-
low Pages where you compete against
everyone else on the page.”

Grant & Power uses its Web
presence as a component of the sales
process, Hutchings says. The site en-
ables clients to begin the selection of a

.\ht‘ Says.

N

Brenda, want a
greener, thicker,
healthier lawn?

William,
Don’t gamble
with your

i :mu!

M\
Neighborhood Postcard Marketing
www.oppknockspostcards.com

Special Incentives!
Call today!

“wish list” of what theyd like to have
in a design/build project, he says.

“When [ get to (hc client’s home
they're ready to go,” Hutchings says.

“It takes out a lot of the time lost in
those middle steps explaining our
services and what's available. Instead
we can start right in and spend more
time on the nitty gritty of the design.
Ultimately, I'm not selling a single
landscaping project, I'm building a
relationship.”

However, the study reveals that
e-mail is a much more popular tool
for landscape contractors than Web
sites. Nearly 80 percent of contractors
say they and their employees urilize
e-mail for work-relared activities.

Visit the April Online Extras section for more

ms:gH into how landscape contractors are
uhlmng h?c‘mology systems to enhance their
business operations.
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What you should - and shouldn’t - do when establishing

or revamping your company’'s Web site.
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Competing against your larger competitors or fran-
chise-type lawn services with on amateur approach

1o online marketing can be difficult. For this company
(www. | 888lawntec.com), their online presence reflects
a professional, franchise-life feel, while providing poten-
tiol clients o clear understanding of their lawn and shrub
care services. Photos: Graphic D-Signs

This Web site (www.nicolazzobros.com) illustrotes o
simple woy to quickly view photos. Simply place the
mouse on the smaller thumbnails on the left side and

the Jarge photos pop into the window on the right side

\\f

TL TNV T | W
U AN 5T

WWW. anandldv‘ld&(ape com

ired of lL'”ing your

customers that

you don’t have a

Web site? Or may-

be you have a Web site

but it’s not working for

you. There’s no bet-

ter time to revisit

the issue of wheth-

er or not you should be
on the net. But first, you need to be aware of what
works and what doesn't, as well as what a site can
and can’t do for your landscape business.

WHAT A SITE WON'T DO FOR YOU. The big-
gest misconception most landscape contractors
have is that once they get a Web site, somchow it’s
going to bring in a lot of business on its own.

The reality is most landscape contractors want to
stay within a 75 mile radius of their home town.
This limits the effectiveness of search engines,
since most customers might search using more
broad terms (i.e. “landscaping NJ” or “New Jersey
landscape contractors”) and that means you may
get leads outside of your area. So, your search
engine strategy has to be very narrow and region
specific in focus.

But make no mistake, a properly optimized
site will bring in leads and should pay for itself
quickly. For instance, ranking No. 1 on Google for
a search phrase like “NJ Landscape Contractors”
means your link will be in front of thousands of
potential clients during the course of a year.

WHAT YOUR SITE SHOULD DO. First and
foremost, your site should establish your company
as a repurtable, professional organization. It should
make it easy for potential customers to quickly
look through your work and establish a posi-

tive impression of your firm. With that in mind,
it should also help eliminate the wrong kind of
clients just as it should reel in the right.

Some landscape company sites present high-
end design work, so having photos of their high-
end clients’ landscapes on their homepage or a
button on their site will make it obvious that the
visitor has come to the right company. On the flip
side, visitors looking for a less expensive firm that
does more simplistic designs may believe they're
at the wrong place. In practice, this works well
as a tool when a potential client is on the phone
and inquiring about your service. You can point
them to the site, and they'll immediately ger a
sense for what you do. It’s also helpful if you get
cornered about pricing options. You can have the
potential client view the portfolio section of your

continued on page 90
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continued from page 87

site and give price ranges for actual
jobs complered. The time you'll save
is immeasurable. You'll weed out the
tire-kickers, and bring in the people
who will pay for your work.

Also, there are some numbers you
should know to ger started. A typical
starting price for an entry-level site
that includes search engine optimiza-
tion is $3,500. Web hosting plans can
range from $19 to $35 per month.
Routine maintenance on a site (edits,
changing photos, etc.) by a designer
typically run $85 per hour.

ANATOMY OF A LANDSCAPE WEB SITE DESIGN
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PLANNING YOUR PRESENCE.
Here are some points to consider,

as well as common pitfalls to avoid,
when planning your online presence.

1. Designing your own Web site. If
you're a creative person and have an
industry standard Web design pro-
gram, designing a Web site can look
casy. But just like your clients who

think laying down brick pavers must KB Page Title. The page title contains relevant keywords and

bc pretty casy, _ulc.nrl)' there’s a lot phrases that will help with the search engine ranking. ‘
involved in building a good market- ‘
ing tool for your firm. As a business FA Easy Navigation. Keep this as simple as possible - About
that’s selling the importance of a neat, Us, Services, Gallery, Contact Us, Testimonials and a Site map

professional job and installation, you
don’t want to present an amateur im-

age. Designing your own site may bea EX Flash Element. You can use Flash to create some visual

poor use of your resources because the : v j ) = i
learning curve is steep, so think about excitement on the site while being able to highlight orie of your
this sertously before attempting it. best jobs. This site's introduction has some audio with a bird

that "pulls” the image in and faux waterfall movement,

(which helps for search engines). x

24 Hiring a friend, student, etc. Be
careful of this concept as well. You X Keyword Density. It's important to place as many keywords
may get a W Fl‘ SIS "’,‘" can be func- in HTML (not graphics which cannot be read by search engines)
tional but fails to deliver the strategic L ;
marketing objectives of your business. on the home page. Here, it's placed within the copy terms that

§ ' people would use to find a company like this.
3. Developing a marketing plan for

your Web site. You'll hear from some EA Address and Contact Info. This information appears on

people who have had a site built com- every page throughout the site. You don't want visitors to work to
plain it’s not generating any leads or find out how to contact you. |
sales. Building a site and marketing a

site are two different things. You can't [A Page Width. In general, it is still a good idea to have your site! |
expect that once the site is up sudden- designed for 800 pixels wide, although you want to also make

ly Google's going to make you No. 1

for “Landscape Designer California.” sure the site looks pleasing on larger monitors. Use sophisti-
Your Web designer should be advising cated background fills to ensure the site looks good on larger
you on a marketing program designed monitors with higher resolutions settings.
to generate traffic to your site. This is
4 SCP.”\"L' C()n]P()"L‘n( iln(l lnigh( con-
sist of a paid placement strategy with 4, Having poor navigational struc- tion in a cohesive, logical manner. i
the major search engines, in addition  ture. The Web site needs to contain should be easy for people to contact
to traditional search engine optimi- a logical flow and hierarchy. There you (phone numbers and e-mail in-
zation techniques. A good rule of are certain things viewers, especially formarion should be on every pagel
thumb here is to really look for actual  porential clients, expect to see. The Nothing on the Web site should be
search engine results from the design =~ Web site should be as succinct as pos-  more than three clicks away from
firm you are considering hiring. sible and present the relevant informa-  finding,

920 lawn & landscape april 2007 www.lawnandlandscape.com
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5. Including unprofessional copy-
writing. Contrary to the common
myth that “no one reads anything;
they just look at the pictures” — you'll
want to make sure the wording on the
Web site is polished and professional
and speaks on the level of your target
audience. While you may know what
“compacted underlayment for brick

copywriter or have one on staff who

to make sure a professional reviews
and thoroughly edits it.

$LUE R‘Dce www.blueridgearboristsupply.com
m We carry: Rope, Ascenders/Descenders,

Arberist Supply Tree Climbers/Spurs/Spikes, Hand Pruning

Tools & Accessories, Poles, Pruners
& Accessories and more.....

| Secure Online Shopping = I \

Blue Ridge Arborist Surp
PO Box 1626 ® 17277 Poor Farm Rd. ® Culpeper, VA 22701
1-540-829-6889 + 1-800-577-TREE
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il UNIVERSAL
AERA-VATOR’

THE AERA-VATOR IS NOW AVAILABLE
WITH 3 INTERCHANGEABLE ROTOR SHAFT
OPTIONS FOR INCREASED VERSATILITY.
THE AERA-VATOR NOW COMES WITH THE
AERA-VATOR SHAFT, THE MULTI-TINE
SHAFT, AND A NEW SLICER SHAFT. ONE
MACHINE WITH 3 OPTIONAL SHAFTS WILL
HELP PRODUCTIVITY THROUGHOUT THE
WHOLE YEAR FOR TURF PROFESSIONALS.

\
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= Products

INNOVATIVE TURF EQUIPMENT
{800-363-8780
| WWW.1STPRODUCTS.COM
|| SALES@1STPRODUCTS.COM
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pavers” is, don't assume your audience
does. To them, it’s just a pretty patio.
Ask your designer if they work with a

can interview you and write the copy
for the Web site. Even if you write the
bulk of the copy yourself, you'll want

nce the site is built, it's

time to market it. Here
are a few quick tips.on mar-
keting your new site.

1. Paid search engine
placement. A paid strategy
might entail paying to have
your site listed on the top of
the search engine for various
search terms under the “spon-
sored links" category. This
allows you to set a budget per
month, and you are charged
per-click when someone goes
to your site from the search
engine. This Is very effective
but can get expensive the
broader the term. You are able
to target the reach to specific
regions.

2. Your answering
machine/voicemail. |f no
one is there to answer your
office phone, make sure po-
tential customers learn from
your message that they can
get immediate information on
your Web site,

3. Stationery and
business cards. Change ev-
erything that goes out of your
office to now also include
your Web site address.

4. Vehicles, Make sure
your trucks contain your Web
site address, especially on the
back of your vehicles. People
are more likely to remem-
ber the Web address than a
phone number.

5. Meetings. Encourage
your prospects to visit your
site before you do a site visit.
This will immediately set the
tone for the type of company
they are dealing with and pre-
sumably will give you a big leg
up on the competition if your
site looks professional.


http://www.blueridgearboristsupply.com
http://WWW.1STPR0DUCTS.C0M

When it comes to nasty lawn diseases and the problems they create, Bayer has the solution—products that

will prevent or control tough lawn disease like brown patch, dollar spot and many others, quickly and
effectively. Therefore, keeping your customer’s lawn healthy and green and your business healthy and
in the black. And all our products are Backed by Bayer and the support and science that come with it.

For more information ask your Bayer Field Representative or visit us at BackedByBayer.com.

Armada BAYLETON COMPASS ProStar

BACKED
i) by BAYER.

Sayer Environmental Science, a business division of Bayer CropScience LP, 2 TW. Alexander Drive, Research Triangle Park, NC 27709, 1-800-331-2867. www.BackedByBayercom, Bayleton, Compass and ProStar are
regstered rademarks of Bayer AG. Armada and Backed by Bayer are trademarks of Bayer AG. Not all products are registered in all states. Always read and follow label directions carefully. €2007 Bayer CropSclence LP.
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6. Establishing an
archaic method for view-
ing photos. What's shown
in your photo gallery is
probably the biggest sell-
ing point to a potential
customer. Unfortunarely,
many landscape Web sites
make the viewer work

too hard to look at their
work, and they end up
frustrating their audi-
ence and losing potential
business. Years ago, one
big issue that needed to be
considered when building a landscape
company Web site was the manner

in which the photos were loaded and
viewed. Load rimes were clearly more
critical several years ago than they are
today. The vast majority of higher-
end consumers are on some type of
high-speed Internet, and since they
are presumably your rarger audi-
ence, you can have much easier and

efficient ways for your photos to be
viewed, such as photo galleries using

a disjointed photo method — a simple
way to allow viewers to quickly look at
a lot of photos. It eliminates pop-ups
or annoying “before and next” type
navigation. The view simply stays on
one page and places the mouse over
smaller thumbs, that, in turn, display
the larger photo — nothing to click and
no browser “back” buttons needed.

7. Templated sites. Templated sites
offer the advanrage of a lower cost
entry onto the Web. You can pick
from existing sites and through a Web
interface, simply drop your informa-
tion into the pre-packaged Web site.
You can also add and delete photos on
your own without needing to ask your
Web designer. However, the question
remains whether a templated Web

site can adequately and professionally
reflect your landscape company and
your unique corporate identity.

8. Web hosting plans and stats
importance. Consider the impor-
tance of the Web hosting plan offered
by your designer. One feature that

is often overlooked is how the Web
hosting provides stats for your Web
traffic. Analyzing your hits, page
views and other information tells you
where people go on your site and how
long they stay. For example, if your
average visitor spends only 30 sec-
onds on your site, then maybe it's not

More Effective
Less Expensive...

From Tree Tech® Microinjection Systems comes a full line of nationally labeled
insecticides, fungicides, bactericides and fertilizers in leakproof microinjection units.

Insecticides - Acephate, Vivid®ll, and MetaSystox®R
Fungicides - Bayleton®, Aliette® and Alamo®
Fertilizers - Our proprietary Nutriject™ formulations
Bactericides - Oxytetracycline anfibiofic
Herbicide - Dicamba
Deflowering Agent- Snipper®

Tree Tech®

[ nd
F“ N

Tree Tech®
microinjection lyuom‘n

950 SE 215th Ave.
i Morriston, FL 32668
A 1-800-622-2831

P4 e-mail: info@treetech.net
Tree Tech® Environmentolly Sound Tree Health Care for the 215! cantury and beyond.

Labels, MSDS Sheets and Other Information Available at www.treetech.net
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working properly. It’s also helpful to
know where your traffic is originating
from (i.e. search engines, other Web
sites, erc).

9. Do your homework. When choos-
ing a firm to undertake your Web
design, make sure whoever you hire
understands your company and the
message you are trying to communi-
cate. Make sure you find appealing
designs in their portfolio; otherwise
don’t be surprised if you're not happy
with their design for your business. i

M ost Web sites utilize consistent buttons that people expect to see. Hi
a general outline of what your Web site should include.

Home Page. Set the tone for the rest of the Web site. Flash on the home |
can provide some visual excitement. It's also important to use a lot of HTN
text on the home page for search engine purposes.

About. Here's where you can talk a little more in detail about your busine
your dedication to excellence, your experience, awards, honors, etc. You

want to include a picture of yourself, your shop trucks and your employees

Services. Have one page that lists all of your services, or perhaps multipl

tons for each service category.

The author is /ﬂ'('.\'l(/:'l// and creative
director for LandscaperMarketing.
com and Graphic D-Signs. He can be
reached at dan@landscapermarketing.

com.

www.lawnandlandscape.cé

Questions about your Web shategy? Start
a discussion on the online message board
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(843) 756-6444 or
www.eztrench.com
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Portfolio. This is the meat of the site and where visitors will spend their ti

Testimonials. These add credibility and are very popular on a Web site. P
really do read them.

Contact Us. Use a form for potential clients to fill out. Include your phons
e-mail address on this page and every page of the site.

Weed out the
competition.

Make your business
grow with a new
logo package from
Logoworks.

* Logo concepts in 3 days
* Starting at $299

* Over 45,000 satisfied
customers

= Satisfaction guaranteed

Start your new logo today visit
www.logoworks.com/lawn

Logoworks

1-866-986-LOGO

www.lawnandlandscape.com
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compare to the active
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TURFTDHOR

Contains imidacloprid -
compare to the active
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dke C C Turfthor and Maxxthor control a wide

range of above and below ground
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and ornamental insect control.
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business opportunities

THE TREE CARE TREATMENT

Emotional appeal and profit potential make plant health care an attractive opportunity.

Photos: International Society of Arboriculture

eople are passionate about their trees, certified arborist Sam Hill has learned
from his clients. Take the homeowners who treasure a red oak their son cult-
vated in a milk carton as a Boy Scout and eventually planted in the yard.
“With trees, they may not just be aesthetic, they may be sentimental,” says
Hill, president of Sam Hill Tree Care in Dallas. “Most people want to take care
of their trees.”
The emotional appeal is one reason tree care is an attractive business op-
portunity for lawn and landscape contractors. The profit porendal is another.
Consider the 55 percent profit margin Hill earns from his firm’s plant health care division, which
includes tree fertlization and insect and disease management. This service makes up about a
quarter of his company’s near-$1 million revenue. The other 75 percent is tree maintenance,
which includes pruning, stump grinding, tree removal and other services.
“Plant health care is a really good service to provide, especially for a lawn maintenance busi-
ness that’s out on customers’ properties on a weekly basis,” Hill says. “That makes adding it even
better because there’s a pair of eyes on the trees every week.” Many companies are looking to

98 lawn -9) landscape april 2007 www.lawnandlandsc ape.com USE READER SERVICE = |28 2
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PRO Landscape has helped thousands of contractors
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sell more, profitable services to their
customer base, and plant health care
(PHC) is a profitable, often easy-to-
sell add-on.

Another reason tree care can be
a natural fit for green industry firms
is many companies, especially those
providing lawn care services, already
own some or most of the requisite
equipment. For example, Hill’s irm
uses a mix of methods, including
foliar spraying, soil injections and
trunk injections to treat various pest
problems and nutrient deficiencies.

Foliar spraying, one method used
for applying tree care products like
pesticides and horticultural oils,
requires a hydraulic pesticide sprayer,
which many lawn care companies
already own. For those that don',
they can purchase a self-contained
skid-mounted sprayer for between
$3,000 and $4,000, Hill says. “It’s
a nice way to start because you can
put it in the back of a truck or in
the back of a trailer.” There’s a wide
range in price for other sprayers, like
truck-mounted, power take-off-driven
sprayers, which can cost more than
$10,000. Lawn care companies that
already have hydraulic sprayers should

april 2007

remember they need a dedicated
non-herbicide tank for their tree care
services, Hill says. Lingering herbicide
residue could damage a tree.

Soil injections, used for applying
fertilizers and pesticides, are per-
formed using a soil-injection probe
connected to a tank by a pressurized
hose. Contractors with spray tanks
can use the same one for soil injec-
tions, and only need to purchase the

soil-injection probe, which is available

for about $300 from a spray equip-
ment distributor.

For trunk injections, contractors
have several options including two
types of microinjection (|nw-prcs.surc
or high-pressure) and macroinjection.

Tree care professionals use micro-
injection to tap into trees’ vascular
systems to apply insecticides, fungi-
cides, fertilizers, micronutrients and
plant growth regulators. Low-pressure
microinjection requires a cordless drill
and a rubber or plastic-faced mallet
(all of which should cost less than
$100). The start-up cost for a high-
pressure microinjection system, which
requires a syringe-like direct-inject
tool, is abour $600.

Macroinjection requires drilling
a hole more than ¥ of
an inch in diameter and
distributing 30 to 60
gallons of material into
a tree. It's often used to
treat diseases, especially
high-profile ones like
Dutch elm disease and
oak wilt. The equipment
needed includes a tank,
plastic tubing and tees,
which technicians insert
into the holes they've
drilled by lightly tapping
them with a mallet. A set
of equipment should cost
abour $300.

Diagnostic skills are
the No. | necessity
when adding plant
health care to a
business. The Inter-
national Society of
Arboriculture offers
arborist training

and certification.

www‘lawnandlandscapa.com
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TRAINING TIPS. While equip-
ment is essential to get the job done,
contractors interested in plant health
care will discover thar gaining the
diagnostic and application skills will
be the greatest investment they make.
“If you make a mistake on a lawn,
the customer won't be happy, but you
could re-sod it and they'd have an-
other lawn in a few weeks,” Hill says.
“If something happens to a 100-year-
old tree, there’s probably going to be
litigation. People are passionate about
their trees, so you should get as much
education as possible so you can avoid
misdiagnosis and misapplication.”

On the diagnostic level, train-
ing in ornamental integrated pest
management (IPM) is necessary, but
nothing compares to having a staff
member certified by the International
Society of Arboriculture (as either a
certified arborist or a board-certified
master arborist). These designations
ensure the professional is knowledge-
able in diagnostics and treatrment of
tree problems, fertilization and other
issues. “The industry has done a good
job promoting that certification, and
a lot of customers will ask if you're
certified,” Hill adds.

Industry associations like the ISA
and the Tree Care Industry Associa-
tion also provide continuing educa-
tion for tree care professionals. 1
would also recommend, even though
I'm down in Texas, the University
of Maryland’s Advanced Landscape
IPM PHC Short Course,” Hill says.
“My plant material and climate are
different, burt I was able o adapt the
information.”

‘\pphulur training is (\pu.lll\
done in-house at Sam Hill Tree Care,
although the company also sends
technicians to training sponsored by
the Texas Cooperative Extension and
U[I]Cr l()(ill sSources. P’CCQIUSC tree care
technicians handle pesticides, they are
required to have up-to-date pesticide
applicators’ licenses. Manufacturers of
tree care products also conduct train-
ing seminars, which are p.lrmuLlrlv
h«.lphll if the specific product requires
its own application technique.

SERVICE SETUP. Tree care divisions
can take various shapes within compa-
nies. At Sam Hill Tree Care, the PHC
division runs two one-man crews.
Each technician has the potential

to generate between $180,000 and
$200,000 in revenue annually, Hill



gys. Since 1999 the division has aver-
aged 20 to 50 percent growth each
year, and Hill shoots for a 55 percent
aet profit on all services in this seg-
L ment. “We're able to hit this number
because it's just one man and a truck,”
hesays. “Our pruning crews require
three men, a large truck and a chipper
plis tons of liability. We promote
PHC as much as possible and use
pruning to get in the door.”

Other firms set up the service
differently. Some cross train their
lawn care applicators to perform
both tree and lawn services on their
toutes. Others use tree care as an
advancement opportunity for their
fawn applicarors, promoting excellent,
detail-oriented technicians to their
own PHC routes.

Hill conducts most of the compa-
ay’s sales by going out to visit clients’
properties, doing walk-throughs and
employing his PHC and IPM knowl-
adge. In addition to listening to a
dient’s concerns, he identifies possible
&ty pest problems that may pop up in

IPM knowledge is
key when learn-
ing plant health
care diagnostics.
Hill recommends
the University of
Maryland’s
Advanced Land-

l scape IPM PHC

Short Course.

the future. “Sometimes you just have
to be honest and say we might not
have a solution,” he says. “It might
not be the right plant for the right
place. It may be better off to remove
and replace it.”

In tree care sales, educating the
client is necessary because they're
usually unfamiliar with application
techniques and materials. Hill says
one challenge is remembering that
competing companies may take dif-
ferent approaches to plant health care.
“Because tree care is not the client’s
specialty, it’s hard for them to dif-
ferentiate what's a good, valid service
and what may not be.” As such, Hill
makes it his priority to stay on top
of research and resources available
in plant health care. “We will often
quote or provide copies of research
articles just to enhance our credibility
and show we are recommending a
treatment that’s beneficial to the tree.”

Another reason education is es-
ﬁL’n(iJl i) h()\\’ infrt'(lu('nfl.\' (h(‘ .\Cl'\’iCCS
occur throughout the year. “With

www.lawnandlandscape.com

lawn spray services, you're doing
herbicides, preemergents, fertilization
— all on a six- to eight-week schedule,”
Hill says. “You may be doing tree care
once a quarter.”

Infrequent applications can cause
customers ro get out of the tree care
mode. Fewer applications can lower
a client’s perceived value and cause
them to discontinue service, Hill says.

“A really good way to overcome
this is to sell the entire year at once,”
he says. To sweeten the por and boost
cash flow, Hill recommends offering
a pre-season discount for customers
who pay upfront.

In addition, Hill reccommends
companies set an expectation when
they make the initial sale. Part of
his company’s proposal and contract
includes a space for Hill to specify
what time of the year the application
will take place. For example, Hill
would advise clients that horticultural
oil sprays and imidicloprid treat-
ments take place from mid-December
through early March; foliar pesti-
cide spraying takes place during the
growing season, usually late March
through early September; and fertil-
ization may take place year-round.

When it comes time for an ap-
plication, a receptionist calls clients
to set up appointments for the
technician’s visits. “At this time we
try to educate them abour what the
application is,” Hill says. This phone
call doubles as an operational ool to
ensure technicians’ jobs run smoothly.
“We ask them to put away children’s
toys, leave gates open for us and if
the tree is in the backyard not to have
cars parked under it,” Hill says. If
the customer hasn’t been compliant,
applicarors are trained to pick up toys,
cover non-removal items with tarps
and request thar cars be moved, if
possible. “But sometimes we just have
to reschedule,” Hill says.

PRICING POINTERS. Careful job
costing has allowed Hill to designate
a set price to each different task based
on what type of pesticide, fertilizer
or nutrient is used. Each type of ap-
plication is priced according to the
size of the tree being treated and type
and amount of product being used.
For a fungicide being sprayed, Hill
estimates the size of a tree’s crown to
decide how many gallons of prod-
uct he'll use, and then he charges a
per-gallon price, which accounts for
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labor. “You have to have good
numbers for this way to work,
but it’s very effective,” he says,
noting internal time studies are
a good way to get this informa-
tion. “You need lots of good
data on how long it’s going to
take you to perform the service
and what your material cost is.”
The wide variety of mate-
rial costs is what makes “good
numbers” essential, Hill says.
For example, horticultural
oils, which are highly refined
petroleum oils combined with
an emulsifying agent, are rather
inexpensive (abour $3.50 per
gallon). Fertilizers are about
$40 per 30-pound bag. Fungi-

Some companies train lawn care techni-
cians to make plant health care applica-
tions; others promote detail-oriented

lawn techs to their own PHC routes.

MANAGE your BUSINESS

the SMART WAY ...

¢ 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?

Because it WORKS!

www.clip.com ¢ 800-635-8485
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, however, can cost as much as
3400 per gallon.
.~ For cxampk the insecticide
midicloprid is applied by diameter
inch. An imidicloprid soil injection
o a 12-inch-diameter tree would take
out 20 minutes, including mixing
fime. The insecticide comes in 1.6-
ce water-soluble packets, which
be mixed to treat 24 diameter
inches, or two 12-inch trees, “We've
hgured our that for our chemical cost,
dabor and profit, the price is $3 per
dlamerer inch,” Hill says. “To esti-
mate, all we have to do is go our and
measure a tree. A 12-inch tree would
st $36."

MARKETING METHODS. When
Hill started his business, marketing
s one roadblock. After trying all of
“conventional” methods like the
Yellow Pages, direct mail and local
spaper and magazine advertising,
ill found he just wasn’t getting the
high-cnd residential customers ic was

| “Plant health care is a re-

ally good service to pro-

vide, especia”y for a lawn
maintenance business
that's out on customers’
properties on a weekly

basis . . .

Theres a pair of
eyes on the trees every

week.”

- Sam Hill

looking for. “I regret the amount of
money | spent not getting the clients |
wanted,” he says.

He knew referrals were the answer,
and has since created an informal
relationship with a reliable neighbor-
hood nursery. “People go with their
plant problems to local nurseries they
trust,” Hill says. “The nursery could
probably sell them a bottle they could
spray themselves, but many people
don't have any equipment and aren't
comfortable doing it. It’s great to have

that nursery refer them to you.” Does
he compensate for the leads? “We
just send them business in return and
most of the time they want to take
care of their client, so they're happy
to refer them to someone they can
trust. And they know their client

will come back to someone who gave
them good advice.”

Other than referrals, Hill spends
less than $3,000 annually on market-
ing, including aboutr $500 on Web
site maintenance and $1,600 total for
four postcard mailings per year. “We
have a small, one-line Yellow Pages ad
now,” Hill says. “We do no marketing
in newspapers. It’s all about word-of-

mouth.” ji§
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Put down your shovel and
let's think about how to make

more money in a business as
tough as ours. Each job puts

your reputation and income on
the line. If plants die, you lose.

That's where we come in.

Over 50 university studies prove

that ROOTS* products reduce

dieback. ROOTS plant perform-
ance products give you the right
blend of microbes, biostimulants

and nutrients for better

* Root development

* Stress tolerance

* Soil and plant health
= Nutrient efficiency

Wlthout Us

‘And, ROOTS products are perfect
for all of your environmentally
sensitive clients and conditions.

If you want your business to
thrive and your plants to
survive, don't make a move
without ROOTS.

Ask for ROOTS today.

800-342-6173
Www.rootsinc.com

w

rnn&. .. Our Name Says It All

Read and follow all label directions. ROOTS, dryROOTS, M-ROOTS and TRANSPLANT 1.STEP are
trademarks of Novozymes A/S.  ©2007 Novozymes Biologicals, Inc.
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smart business

Invest in a
marketing plan
that can carry
you through

the real estate

I GHLPERFORMANSE
VIARKE | N

he home building boom has simmered, home turnover has declined
and home prices have decreased.

Consequently, the cause for concern among small business own-
ers is a decrease in personal consumption, according to Bill Rossi,

a professor of entreprencurship at the University of Florida. For
example, when people feel wealthier, they spend more freely, but
when housing prices decline and people feel as if their pennies are
being pinched, they grab a tighter hold on to their purse strings
Rossi says.

As prices continue to level off or decrease, depending on the mar-
ket, companies in industries directly related to the housing boom,
such as landscaping, could suffer a sales slump.

As a result, investing in a smart, high-performance marketing plan is critical now more
than ever.

bust.

continued on page 110, sidebar on page 108

by je“rey scott | contributing editor
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Purchase 5 pallets of:
e MERIT® plus Fertilizer
* Allectus® plus Fertilizer
* TopChoice® plus Fertilizer
¢ RonStar® plus Fertilizer
¢ Or a combination of the above

and get the industry’s best spreader for FIIEE'*
Pl“s 0% ﬁnancing Do of povchase’’ Tonme

4/1/07 - 4/30/07 0% interest and no payments until 7/07
wailable with any minimum purchase of /107 - 5/31/07 0% interest and no payments until 8/07
‘1500 of the products featured above! 6/1/07 - 7/31/07 0% interest and no payments until 9/07

To find out more, visit your nearest LESCO Service Center®

location or contact your LESCO sales representative. LE S C O

Professional Turf Products
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M any contractors have one business goal this year — to stop losing business based on price and to
finally get paid what they are word%. Do you feel the same? Lets explore what it takes to make
this goal a reality. First, assess your our own self-respect. Profitable marketing and pricing strategies

begin with the concepr of I value myself; I value my time.” Once you realize “I am worth it,”ct%ren

you eliminate unprofitable client relationships. Here are nine ways to combar the price question.

1. Raise Your Referrals. Referral clients automatically have positive expectations of you and are
willing to pay more, especially when they come from clients who already pay you what you're worth.
Shift your business so you are receiving more referrals from your profitable clients. To do this, spend
more face-to-face time with your clients. Make it a corporate goal to increase repeat and referral
business as a percent of your new business. Change compensation plans, marketing plans, job de-
scriptions, sales roles, etc., so employees are focused on bringing in more referrals.

2. Develop a Unique Product or Service. It is the law of supply and demand. If you sell
something in low supply that has a reasonably high demand, you can raise your rates. Spend more
time with your clients, and they will share their needs with you. Add new services into your product
offerings and reduce the number of other contractors your client has to deal with. Add services that
save your clients time. Save your clients more time, and you'll make more money.

3. Fine-tune Your Sales Process. First, remove any obstacles. Do you make your clients jump
too many hurdles? Is your response time inadequate for the high-priced niche you want to compere
in? Do you give a poor first impression? Handle your first appointment like a job interview. Do
less telling and more showing. If you are known for great service, then show great service in how
you handle their inquiry, how you set up and confirm the appointment and how you arrive early
prepared for the first appointment. Also, review your sales compensation plans. Make sure they are
aligned with any strategy changes you put into effect.

4. Hire Talented Sales People. Some people are born salespeople, others are not. Even if you pay
more for the right person, you will get a tenfold return on that incremental investment. Salespeople
come with extra confidence, extra people skills and that extra something that is difficult to teach to
non-salespeople. Use personality tests to assess who should be hunting and who should be gathering.

5. Clarify Your USP. Your unique selling proposition (USP) is the one thing that makes you desir-
able and unique in the eyes of the clients. Are you clear on yours? If nor, take a few days off from
work to develop this. Once established, make sure your staff is clear on this, as well. This is the long-
term key to getting more money on each sale.

6. Lower Your Costs. Lean thinking has been the rage in the manufacturing industry for years,
and it is just making its way to our industry. In some states you can get state-sponsored consultants
to help you understand and execute this concepr. Lean thinking gets your whole company looking
for incremental ways to reduce time and waste from your processes. We applied this to our swim-
ming pool division and reaped benefits after a half-year of continually asking and answering these
questions. Lowered costs mean increased profits (or increased sales — your choice.)

7. Increase Advertising. Don't advertise for the heck of advertising. Rather, increase advertising
when you haye something new ro promote. Perhaps you have a new USP or product. After awhile,
advertising transforms into a good referral. People simply say, “I keep hearing about how good you
are,” and this comes subconsciously from frequent advertising,

8. Build Your Brand. Your brand is the summation of all your customer’s experiences with your
firm. These experiences happen when your customer reads your literature, visits your Web site,
speaks to you on the phone, visits with you, meets your staff, sees your work, experiences your work
(and your warranty work), receives your bills and staff phone calls, etc. The more unique and consis-
tent and attractive/satisfying this experience, the better your brand reputation will become, the more
in demand your company will be, the more leads you will get, the more you can walk away from
price sensitive clients and the higher your average job price will be,

9. Ask For More Money. A professional negotiator told me clients don't ask for enough money.
His really successful clients simple ask for more money. He gave me this homework: keep asking my
clients for something (more money, more time, a referral) undil 1 hear “No” 10 times. He swears by
the time I get to the 10th request, I will be extremely surprised and all the richer for it.

april 2007 www.lawnandlandscape.com
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tush Hog* Zero Turn Mowers deliver superior performance the first day you
wn them and for years to come. See why at www.bushhog.com/lawn
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www.bushhog.com/lawn

See the Bush Hog
Utility Vehicles at
www.bushhog.com/
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continued from page 106

B STEP | - UNDERSTAND YOUR
POSITION IN THE MARKETPLACE.
To market effectively, knowing your
market is the first step.

Who are your ideal clients? What
towns do they live in? How much
money do they have? What are their
homes worth? What is their marital
and family status? What types of jobs
do they have? What is their lifestyle?
[n answering these questions, not only
will you discover your client niche,
but you'll also discover what types of
people are not your clients.

What problems are you solving
for your ideal clients? You might be
solving their one big need or you may
be attempting to sofve a few different
needs. Do they need a complete pack-
age? A budgered solution? Healthier
lawns or trees? Are their frustrations
taken care of? Hint - if you can solve
important problems that no one else
can solve, /ou can make more money.

Why is 3 tion the best?

‘ mpany’s unique
! gou mlqght

;trateﬂmcr—
: mail, Hycrs. network-
ing, etc. . Internal means your trucks,
signs, office, store and people. Your
people are key. How your employees
treat your customers defines your
reputation. Develop a plan for how
you train and treat your employees.

Lesson 2. Use multiple marketing

strategies. A single marketing strategy
can fail at any tume. For example,
I used leads from real estate agents
last year and they suddenly stopped
producing. If that had been our sole
strategy, we would have been sunk.

april 2007

Lesson 3. Exploit each strategy for
all you can. For example, when you
invest in a route, get as much bang
for your buck. Or, if you set up a
Web site, just don’t throw it up - find
multiple ways to use it.

Lesson 4. Your clients need mul-
tiple impressions before they call you.
It is all abour frequency. It’s even bet-
ter if your clients get these multiple
impressions from different sources.
One client recently told me “I heard
about you from some friends, I saw
your advertisement, and I looked on
your Web site and liked what I saw.”
Don't just run one ad; run a lot of ads
in different places where your clients
will see them.

A MARKETING EXAM \;hs say

ou are a landscape contractor selling
families with dual income

you are “an ex
friendly environments:
objectives are:
* To expand in the four surrounding
towns.
* To get clients with more discretion-
ary income.
* To get more leads earlier in the
spring.
* To grow your company by $500,000
in‘two years.
c{ let’s say you are willing to
aend 'S percent ($25,000) to obtain
growth. So, what is your strategy?
Figst, identify where your cur-

rent leads are coming from. This is
* asystem you need to have in place.

Perhaps your leads come from people
i trucks, from networking
m referrals; Following Lesson

these three areas further.

“in some way. Start by
a color you can own.

nd, if referrals work, put

Remind them why they “fell in love
with you” to begin with. Ask them for
help in reaching your goals.

Third, if networking works for
you, pick the town in which you most
want to make inroads and start there.
To artract the wealthier homeowner,
network with people who already
work for them: Realtors, lawyers,
architects, builders, patio furniture
stores, etc.

www.lawnandlandsupe.com

e energy into this. Visit, call and ©

write letters to clients who love {ou

To get leads earlier in the year,
lan to market earlier in the winter or
the fall before (actually, the spring and
summer before because it takes time
to put a solid plan together).

To get people with more discre-
tionary income, you need to identify
where they live, what they read and
where they hang out. Also, explore
their interests. Do they want to save
time? Keep up with the Joneses? Cre-
ate environments to entertain their
friends? Then build your marketing
strategy and “message” around this.

And if your town has a preferred
newspaper, then advertising in it
might work because you know your
ideal clients read it. But if there is no
clear leader, be wary.

Direct mail is another popular ap-
proach, and it works because buying
mailing lists thar are rargered to your
ideal client is easy. Be prepared to
experiment with different lists. Get-
ting one that works for you may take
a couple some time. Make sure your
offer is clear. Why should readers call
you? What action should they take?
Your ads and direct mail pieces must
reflect your USP and convey why you
are unique and the best choice.

One caveat: You may find you
don't have enough money to do all of
these different marketing strategies. In
this case, pick fewer strategics and go
deep with them. It makes no sense to
run an advertisement once. So either
commlr or do something else.

| | STEP 4 MEASURE YOUR
SUCCESSES AND FAILURES AND
MAKE CHANGES. Measure where
appointments come from, which ones
turn into sales and which leads are
more likely to fizzle out. For example,
u closcdy one of every two referral
{e:ds.. but just one in five advertising

. leads?

Likewise, determine for every dol-

lar you put into a specific marketing
“stratégy- how many dollars in sales and
profits were generated?

This is called the return on
investment, or ROI. For example, it’s
natural to think about ROI before
you buy a piece of equipment. Now
do the same when you spend money
on marketing. And do it with guts,
passion and imagination.

The author is co-owner of Glen Gate
Pool & Property. He can be reached at
Jeffs@glengatecompany.com.



Spring

Into The

This workbook offers a comprehensive look
at irrigation design, installation,
' maintenance and water management
‘ mcludins practical hands-on
echniques. Each chapter contains
quesﬂons and answers which can
be used to test.your own knowledge
or as m-housa training tool for new -
and seasoned emplyees. Appendix
includes detailed drawings of irrigation
installations and tables and conversion
data. - $12.95

Volume 1. The Grubs, sponsored by
Bayer Corporation Garden & Professional jg*
Care, is a state-of-the-art training tool
featureing technical content by industry \
researcher Dr. David Shetlar. The Ohio
State University, and original full-color
images of 8 commonly encountered
grub species. Advanced 3-D technology
enables users to rotate and zoom in en
images, ensuring fgster and more accurate
insect |denttﬂcat|on. Other program features
include a fully searchable glossary of

technical terms, printable homeowner fact
sheets, an interactive taxonomic key, and
‘a grub identification testing component.
-$39.95

This field guide to turf & omamental
nsect identification & management
ovides lawn and landscape
nicians with unequaled

" PEST
IDENTIFICATION
SERIES
- —
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THEVANTS
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Volume 1. The Ants is a convenient, easy-to-use
CD-Rom training tool featuring original, three-
dimensional, full-color images of 23 commeonly
encountered ant species. Advanced 3D technology
enables users to rotate and zoom in n images,
-ensuring faster and more accurate pest identification. Additional
features include a searchable glossary of technical terms, printable
jomeowner fact sheets, interactive taxonomic key and an Ant ID.
testing component. All technical content provided by noted author
and entomologist Stoy Hedges. - $39.95

ne.com/store

than 60 commonly encountered

insect pests in both turfs and

prnamentals. You'll ﬂnd

identification tips and detailed
individual pest profiles with accompanying
illustrations, as well as a full-color photo
identification section featuring more than 50
insects. - $14.95

Order Online: www.lawnandlandsca

Fll out order from completely with payment information.
Fr: 330-659-4043
Gall: 216-925-4610
Mail: Lawn & Landscape Bookstore
4020 Kinross Lakes Pkwy #201

Richfield, OH 44286

Description QTY | Total
Spring Special - All Four Products $80.85 plus $10.00

shipping

Lawn & Landscape Technician's Handbook - $14.95

The Complete Irrigation Workbook - $12.95

Name The Grubs CD ROM - $39.95
Company The Ants CD ROM - $39.95
Address ) ; Merchandise Total

“ —Stete L S OH Residents add 8% sales tax
Phone Fax

Shipping - Domestic orders $6.00 for first item, $2.00
for each addtional item. International orders - $11.00
for first item, $4.00 for each additional item.

Payment Information:
dCheck Enclosed
Charge My Credit Card
dVisz 1 MasterCard

) American Express 7 Discover

Total Amount Due

Card Number

Make checks payable to Lawn & Landscape Bookstore. All

checks must be drawn on a US bank in US dollars. Products

will not be shipped without accompanying payment information,  JJBOOK-A
e R

Expiration Date

Name On Card
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best Ol:the Web by mike zawacki

1

s spring blossoms and green spaces begin to re-emerge from

Cut-rate contractors ‘
their seasonal slumber, so awaken the low-ball contractors.

are always a threat, but how In fact, landscape contractors contributing to Lawn &
Landscapes Online Message Board recently posted their
can a landscape professional complaints about spring advertisements pt)ppmg up in local
newspapers from shady lawn care companies touting they
effectively deal with their will march or beat anyone’s prices.

“How do you react to this sales tactic because | know some of my custom-
low-ball 5“‘*’8)'? ers are going to see this,” posts landscape contractor Matt Dues. “Do I run
an ad myself and somehow slam the low-baller?”

It’s an interesting dilemma for landscape contractors. Do they go on the
offensive to protect their client base, or do they do nothing and place their
faith in client loyalty? The overriding fear is that either action or inaction
could result in disaster.

Lawn & Landscape
Message Board users

debate how to counter

low-ball proposals and COUNTER OFFENSIVE. Dues has a legitimate concern, respond many mes-
sage board participants; however, the overall issue is a thorny one and should

try to understand the be handled carefully. Likewise, it's not to be taken lightly, cither. As a matter
of fact, rcspundum to Lawn & Landscape’s 2006 State of the Industry report

cut-rate contractor. cited low-ball competitors left them with a heightened concern this year.

www.lawnandlandscape.com - 4
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Legitimate landscape contractors
should be careful not to overreact to
such advertising ploys, many message
board participants warn.

“To counter respond would show
them that you are overly concerned
and adds fuel to that guy’s fire,” posts
Sal Mortilla, owner of Landscaping
Unlimited in Long Island, N.Y.

wood Lawn Care in Rising Sun, Md.,
agrees and adds silence is the best
defense.

“I would not be concerned about
the low-ball contractor’s ad,” Holt
posts. “If you offer great customer
service and do quality work, you
should have no problem with the low
baller. In no way would I try to ‘slam’

Contractor Ryan Holt, of Drift-

|Hook-ALe HoOKLIFTS

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!

B
M

MARUFACTURED EXCLUSIVELY BY:
AUTOMATED WASTE EQUIPMENT

800-851-8938

COME VISIT US AT WWW. AMERICANROLLOFF.COM

USE READER SERVICE # 81

INEVv.EIRIIC oK
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PO Box 5757, 3 Tennis Court, Trentan, NJ 00638

CE 1
o™ 95q

WELLS
"ARGO

You really don’t have to,
but if you did, you would be
comforted knowing you’ve got the easiest towing, most
dependable, and longest-lasting trailer on the road behind you. Thousands
of trailers on the job is our proof. Over 53 years in the trailer business

and our comprehensive 6-Year Warranty Program is your protection.

catl tot-tree (800) 348-7553 or visit us on the web o WWW.Wellscargo.com
USE READER SERVICE # 82
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the low-ball contractor. That may lose

you more customers than this guy’s
prices.”

Quality and customer service are
the two best weapons a landscape con-
tractor can wield to combart a low-ball

contractor, says Kevin Kreps, owner of

New Life Enterprises, in Nampa, Ind.
“Do what you know how to do
best,” Kreps says. “Let them die their
slow death. You'll be here next year,
buying their slightly used equipment

and picking up their disgruntled
customers.

Andrew Aksar, president of Out-
door Finishes in Walkersville, Md.,
offers a tongue-in-check remedy to
counter a cut-rate contractor's adver-
tising campaign.

“I find it interesting that one would
boast (hc\ will match or beat anyone's
prices,’ > Aksar says. “Knowing that, |
would go and price a job at §l5 That
dude would have to march it.

SYMPATHY FOR THE DEVIL. Some
message board parricipants posted
opinions that a few cut-rate landscape
contractors actually perform respect-
able work. The problem, they post,
is these contractors are misguided
on how to properly price their work.
Other message board participants ex-
pressed some sympathy for the plight
of cut-rate contractors.

“Most of us were all low-ball
contractors when we started,” posts
Jamie Bush, president of Jamie's Lawn

i aspes 1]
“To counter respond
would show them that
you are over|y concerned
and adds fuel to that

guy's fire.” - Sal Mortilla

Service in Plano, Texas. “When you
don't have 40 hours scheduled to
work, the tempration is there for new
companies to bid work to get it. It is
not a strategy for sustained growth,
but if you think you are going to lose
key cmplnvus b\ not having hours
for them to work, the strategy might
pay off to bid some jobs to get them.”
A lot of the time the problem
with new companies is they do not
know whar their costs are, says Troy
Tiedeman, owner of Tiedeman Lawn
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& Landscaping, Clare, Mich. “So they
figure that they'll match your price to
get customers, he says.

Other landscape contractors post
that the market eventually evens out
the cut-rate contractor.

“If the low-ball contractors are
doing the same thing you are and just
as well they will either wind up raising
their rates or going out of business,”
posts Chad Stern, president of Mow-
ing & More in Chevy Chase, Md. “If
customers want to change companies
every couple of years because their

“Do what you know how
to do best. Let them die
their slow death. You'll
be here next year, buying
their slightly used equip-
ment and picking up their

disgruntled customers.

- Kevin Kreps

prices go up 50 percent they can work
with a low-ball contractor. If they
want to work with an accountable,
reputable and stable contractor they
can work for you.”

Some contractors even agree that
cut-rate contractors have a place
in the marker and refer to them as
a “necessary evil.” For example, a
certain segment of the customer base
wants to do business with the lowest-
cost service provider, and aren't the
caliber of clients reputable landscape
contractors are seeking.

“Let the low-ball contractors have
the customers who are only looking
for a cheap price,” posts contractor
Bill Atwood. “They are usually the
slow payers anyway. I will keep the
customers who want more than cheap
mowing and are looking for other
services and know that we will be
there when we say we will and do a
good job. Good customers know thar
if there is a problem it will be taken
care of immediately.”

TAKING ADVANTAGE. lstablished
clients choose a reputable contractor
because of the consistency in the work
they perform, and not because they

consistently offer the lowest price,
posts Todd McCabe, president of
McCabe Landscape Group based in
Wrightsville Beach, N.C.

“I am sure they already know they
could find someone else for the same
or lower price, so | would not worry
about it,” McCabe says.

With this in mind, landscape
contractors have an opportunity to

use the cut-rate marketing strategy to
their advantage.

For example, Jeffery Scort,
owner of The Glen Gate Co., Wilton,
Conn., posts a cut-rate threat is an
opportunity to get closer to the cus-
tomer.

“Proactively build your relation-
ships with your clients,” Scott says.
“If you have too many, then focus on

A DIRECT HIT ON
PURPLE AND YELLOW NUTSEDGE

‘ Gowan Company’s SedgeHammer effectively controls both yellow
and purple nutsedge, in cool and warm season turfgrasses and
| established woody ornamentals.

Knocks out Nutsedge - Safe To Turf

-

SedgeHammer"

USE READER SERVICE # 83
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the clients that bring in 80 percent of Wmmng over a cut-rate competitor without stooping to his level
your profits.” may come down to knowing as much as you can about how he
(‘U“*”"“f\l I '“l*‘”,"-"' P‘Nl‘; operates. Doing so allows you to design an effective plan to compete
XPCCt personal attenuon, quality scr-
b 2 e cqw:icn?c g against low pricing by providing superior service.
expertise. Instead of countering cut- The National Federation of Independent Business offers a few key
rate contractors with even lower rates, points you should know about who you're going head-to-head against
contractors need to accentuate these in the marketplace.
assets as reasons that justify paying a
premium for better service, he adds.
*1 have found what Jl“"l.\'_\ works COMPENSAT'ON How thev pay their emplovees and what benefits
the best is personal attention,” Tiede- they provide offer a glimpse of the value they place on their workers.
man posts. “If a customer calls you Knowing this can keep you competitive in attracting and retaining

and you call them, or even solve their
problem that same day, then that cus-
tomer will stay with you forever. And
they'll stay with you even if someone PRESENCE. How do they present themselves to the community?

else comes in with a lower priced How do their employees look? Are their trucks and equipment clean?

scr\'i(c." n -
Do they conduct themselves as professionals on the job site?

good employees to your company.

wwwlawnanc“anc]sc ape.com

FEEDBACK. What are your competitors saying about you? Do they
Visit the April issue of Lawn & Landscape tell customers your services are inferior, that your prices are unrea-

online for the key drawbacks to attracting sonable, that you're an incompetent business owner?
business through low-pricing practices.

RYAN

: _ o Hours
The First Name in Turf Renovation

lade

fusl off

[ LAWNAIRE® IV PLUS AERATOR B

« Speed, versatility and value in a core aerator
» High-speed, coring and roll-type unit
« Built for rental industry and commercial users

« Fold-down handle and protected lift grabs for safer,
easier transportation

* New ergonomic features include: More
comfortable handle, handle-mounted
throttle and rubber grips

* Easy operation
* Provides excellent results in harder soils
* NOTHING PULLS MORE PROFITS

Magna-Matic manufactures the leading service taols 10
clean, balance, and sharpen lawn mower blades. Our
equipment is designed for productivity, to ensure you

sérvice your blades every 10 machine hours for the hest
resuits for your business,

Call or visit our web site
for a catalog, more info,
or to order direct.

THE RYAN ADVANTAGE

10,000 sq. ft. X 6 customers per day * $5.00 a thousand =$300.00 per day ~ARE

X 5 days =$1500.00 per week * X 8 weeks =$12,000.00 Lawn Mower

Per season on single unit purchase, your payback would take approximately 2.5 weeks : Blade Sharpener

MACGNAMATIC

High-Performance Service Tools for the OPE Industry

For more information or to find your local authorized Ryan dealer:

Please visit www.ryanturf.com RYAN

or call toll-free 1-866-469-1242 The First Name in Turf Renovation™

Sod Cutters Aerators Dethatchers O\)erseeders www.magna-matic.com

; - : 1-800-328-1110
© 2007 Ryan. Div of CGC Inc. All Rights Reserved RY070003 ‘ Made in the USA I~ =
USE READER SERVICE # 84 USE READER SERVICE # 85
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They say many
hands make light Work.

What they don't sayis
how mucha Bunch of
hands goes for
these tays.

fact is, hand-weeding can strangle your profits in no time. Maybe that's why so many nursery operators are opting for the proven, long-lasting

weed control of Gallery™ specialty herbicide. Gallery effectively controls 95 species of broadleaf weeds — including chickweed, spurge and oxalis — for up to

sight months. And Gallery can be used on 440 field-grown and 230 container-grown ornamentals. Gallery can also be applied in an over-the-top application

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

Speciaity Herbicide
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oftware. Spreadsheets. Experience. The list goes on. Landscape contrac-
tors in the business of commercial maintenance use a variety of methods
to arrive at their pricing schemes. But whatever ways contractors choose
to bid commercial properties, one thing is consistent across the country:
Commercial maintenance is a competitive service offering.
“Bidding on commercial properties is very price-driven,” says Steve
Rak, vice president of Southwest Landscape Management in Columbia
Station, Ohio. *I know people don't like to hear that, but that’s the fact.
And it’s gotren worse in the last couple of years.” Consolidarion and the
increasing strength of national firms are the reasons competition had increased, Rak says.
One particular challenge Rak and other contractors cite is communicating to clients
that there’s no real “apples-to-apples” comparison out there. Although the same spec sheet
may go to all contractors bidding on an account, each contractor is returning a price based
on different scope of knowledge, skills and service. For example, “pruning” may mean the
technical craft of hand trimming trees and shrubs to one firm, and may mean shearing

18 lawn & landscape april 2007 www lawnandlandscape.com



WE REDESIGNED THE TANK™ TO
SATISFY THE PEOPLE WHO MATTER MOST.

OWNERS. OPERATORS.

Durable construction backed Full-suspension,
by an industry-leading foldable, high-back seat.
3-year limited
commercial warranty® Deck height adjustment can be
= conveniently controlled with
Special sale price on ; — operator foot pedal.
THE TANK™M60 \\
7699** (MSRP *8.199). Dual-size cup holder accommodates
‘ small and large beverages,

Ergonomic operator controls
for improved visibility.

Removable foot platform
for easy maintenance.

TANK

Commercial owners and managers demand the durability, productivity and power THE TANK™

delivers. Commercial operators want the comfort and ease of use THE TANK™ offers. This year a b &C@t
we've made them both happy. Visit www.cubcommercial.com or call 1-877-835-7841. "

*See your local Independent Retaller for limited warranty details and information. Certain limitations and restrictions apply.

**Special pricing on THE TANK™ M60 with Kawasaki® or Kohler* engine valid through April 23, 2007. See your local Cub Cadet
Commercial Retailer for details. Special pricing also available for THE ENFORCER™ Commercial Zero-Turn Mower and the Commercial YOU CAN'T GET ANY BETTER™
G 1548 Walk-Behind Mower.
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branches randomly to another. Labor
plays into this as well, with some
firms employing American citizens,
others using the H-2B program and
some still hiring undocumented work-
ers, points out John Harich, business
development manager for Ruppert
Nurseries, based in Layronsville, Md.
Carefully communicating these
differences, accurately assessing costs
and learning from others’ mistakes
will help contractors secure more con-
tracts and keep profitability in place.

CRAZY ABOUT NUMBERS. Almost
every business owner will say know-
ing your costs is the first step to
profitability. How do you achieve
this in the landscape industry? “Track
everything,” says D.]. Vander Slik,
president of D.].’s Lawn Service,
Grand Rapids, Mich. Vander Slik
began “tracking everything” at age 14
when he purchased a green industry
software program for $1,400. “1 put
in the square footages for all of the
lawn [ was doing, I measured all the
edging, found out how long it took
me to edge and what that translates to
in linear teet,” Vander Slik says. “I just
got really crazy about numbers.”
That rings true in his business
today. When D.].'s Lawn Service re-
ceives specifications for a commercial
property, he or another qualified esti-
mator will visit the property, measure
the turf, parking lots, beds, amount
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of hard-line edging and other factors.
A custom software system allows him
to apply those measurements to job
costing data he collects, which helps
him determine how long it will take a
crew to perform a service, and in turn
generate a price.

Vander Slik monitors crews’ job
costing data weekly to keep budgeted
hours in check. At the end of the year
he averages crews actual times and
uses that number for the following
year’s pricing formula. “We want to
know whart our ability is,” he says.

Ruppert Nurseries uses a similar
system to price properties. “Tradi-
tionally, if we get a call or we have
a prospect, we'll get a spec sheet,
and then we measure the property,”
Harich says. In addition to measuring
turf, beds, etc., Ruppert inventories
plant material and makes notes for
“subjective” services, like tree pruning,
which can vary widely depending on
tree type, condition, age and health.
Next, this information is entered into
Ruppert’s estimating system, which
produces the number of expected job
hours (based on years of the compa-
ny’s historical data) and generares a
price accordingly.

Some companies, however, still
put pen to paper. Southwest Land-
scape Management is one of them.
“I've done this for so long that | can
look at a property and be pretty darn
close,” says Rak, who uses a home-

www.(awnandlandscape,com

grown method that includes taking
measurements, W.’l”(ing ‘h(.' pr()pcl’()’
and dividing up large properties into
smaller sections to make estimating
casier. Rak also uses a checklist that
includes each service (mowing, trim-
ming, edging, etc.) to make sure he
includes everything before calculating
a price that takes into account the
amount of time to perform the service
and what type of equipment will be
used.

Although it may be tempting to
fire off a bid after just receiving the
specs, visiting every property is of the
UtmMost iMportance, CONLractors agree.
“There’s a lot of variables,” Rak says.
“What if they have a fence around the
back of the property and you can only
get a 36-inch mower in? Well that
changes your pricing.”

Accounting for travel time is
crucial, too. Contractors include it
in a variety of ways. At D.].’s Lawn
Service, it's billed to each job from the
previous one. “From the shop to job A
is billed to job A, from job A to job B
is billed to job B and so on,” Vander
Slik says. Southwest builds travel
time into overhead along with other
“non-production hours” like equip-
ment servicing, and Ruppert bills a
certain percentage per job depending
on how far away it is in terms of time
(whether it’s 15 minutes to a half

continued on page 124, sidebar on page 122
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STABILITY? WE'RE ALL OVER IT.

Wright's latest example of engineering excellence, the C‘: . '

Mid-Mount Z is a compact, lightweight mower with the =

Ianovative belt Arive
orreng ements natce
e Cyr’Cﬂ i 41[ q/'Aw/‘f‘),
lower Ao orhesr

’

ﬂq,'ﬁ(m&(/\nf Z b &

stability of machines twice it's size. Innovative belt
’ drive arrangements put the hydro pumps, engines,
\ and seat lower than other mid-mount Z's, creating a
lower center of gravity and increased stability.

The Mid-Mount Z also runs faster and cooler than
the competition with larger hydro pumps. And at
300 Ibs less than the industry average, you can tear
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{ up the hills without damaging the lawn.

Power, performance, and a little excitement.
' That's the Wright way to mow.
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THE WRIGHT WAY TO MOW.

Q i
commercial products

For more information, call
1.301.360.9810 or find our dealer
locator at www.wrightmfg.com.
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ny contractor who's been in a commercial

maintenance bidding situation knows that
it's not uncommon for there to be a several
thousand dollar swing between the high and low
bid on any one account. And that's in the same

market.

Imagine the differences when “bids" are
compared on a national scale. Nationwide, the
cost of doing business varies widely and con-
tributes to what prices markets will bear for the

same commiercial property specifications. Lawn

& Landscape put this rule
to the test by interview-
ing contractors from east
to west to find out how
commercial maintenance
prices differ.

In addition to the
services and frequencies
listed in the chart at right,
contractors were provided
with the following specs:
* 19,000 square feet of
irrigated turf with a level
elevation;

* 20-car parking lot; a 100-
foot-long entranceway;

* Modest flower bed; and
* Five trees typical to your
VE'_CJIOI‘I.

The specifications we
provided were intention-
ally vague to account for
regional differences (i.e.,
“five trees typical to your
region’). All contractors

noted this made the job

' > | s
lawn & landscape aprnil 2007

difficult to bid on —and they would have to visit
the site and ask a lot of questions to gather
more information before providing a bid. For
the purpose of this story, contractors were
encouraged to make assumptions based on
their regions. These additional comments are
included in the chart below,

On a positive note, all contractors noted
they would never simply fax or e-mail propos-
als to a client — they'd always deliver them in
person.

ANNUAL COST
MIDWEST SOUTHEAST

FREQUENCY EAST

Turf mowing 28 occurrences $5.085 (includes $2.072 $2.364 $2.700
trimming 28 times
and edging 14 times)
Turf 3 applications $298 $225 $270 $550
fertilization
Turf weed 2 applicanons (included in (included in $180 (included in
control fertilization price) fertilization fertilization price
price) ~ combination
fertilizer)
Turf crab- | application (included in {included in | $90 (included in
grass control fertilization price) fertilization fertilization
price) price)
Turf core 2 occurrences $529 $130 $2.660 $760
aeration
Spring 1 occurrence $1.275 (includes $880 $390 (60 installed | $2,640 (leaves/
cleanup/ edging: mulch is bales of pinestraw) | debris removed
mulch based on approxi- on a weekly
mately 10 cubic yards schedule)
of double shredded
hardwood mulch at
2-inch depth)
Bed 28 occurrences $479 (included $960 (leaves/debris
maintenance with turf removed on a
mowing) weekly schedule;
accounted for in
spring cleanup
above)
Tree/shrub Full year $380 (accounts for $675 S480 $420 (12-foot
pruning 3 shrub occurrences and below)
and 1 tree
occurrence)
Tree/shrub 3 occurrences $449 (only includes | $180 $400 n/a
spraymg 1 occurrence)
Leaf removal | | occurrence 8460 $370 $1,200 $400
Pavement 3 applications n/a $150 Included in mow- | n/a
Vegetation ing price; con
control ducted biweckly
Floral 18 visits $95 (priced as a S666 $300 $732
maintenance one-time visit for
“perennial cutback”™)
Contract $9,050 $5,348 §9,294 $8,202
total

| |
wWww. law rmr-:1\-;!‘1’1'.(.—)')0 com
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/0UGH MOWERS FOR HARD WORKING PROS.

Scag Power Equipment offers a complete line of tough, reliable mowers to
meet your business needs as a professional landscaper. Visit www.scag.com
to find the Scag dealer nearest you, and to see the Scag difference for yourself.

www.scag.com

Scag Power Equipment, Division of Metalcraft of Mayville, 1000 Metalcraft Drive, Mayville, Wi 53050 s c
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continued from page 120

hour, a half hour to 45 minutes or 45
minutes to an hour away).

PRESENTATION. Because of the
competitive, price-driven nature of
commercial maintenance, it’s impor-
tant to present a well-put-rogether
proposal in person.

“It has to be in person,” Rak says.
“If they just say, ‘Hey, fax or mail us
the bid, they're just looking at num-
bers on a piece of paper.”

Vander Slik agrees. “If a customer
calls and asks us to fax over a quote,
there’s very little opportunity to sell
myself,” he says. “I always try to pres-
ent it in person.” His proposals are
bound into a packet that includes a
cover page, schedule sheet, references,
a color brochure and, lastly, the pro-
posal page. Vander Slik also includes
a loose-leaf copy of the proposal that
the client can sign and scmrin if they
choose his firm.

Presenting a proposal in person
allows contractors to explain to
customers thart all quotes won't be
apples-to-apples comparisons due to
varying levels of training, experience
and service. “The biggest challenge is
explaining quality vs. price,” Harich
says. “In that face-to-face time we talk
about quality and try to educate about
things like the way we prune shrubs.
We're hand pruning everything and
another company could just be shear-
ing everything.”

This in-person presentation also
allows you to inquire about unusual
specifications if you haven't yet had
(Ec opportunity, Rak says. He's found
that somerimes clients don't realize
that the services they're asking for are
out of the ordinary or that other solu-
tions exist. Clearing up gray areas like
these can often save clients money,
show you're looking out for their best
interest and save your firm time and
headaches. Rak cites a homeown-
ers’ association that requested grass
clippings be picked up for the entire
property — front yards, back yards and
all green spaces. “We're ralking acres
and acres of property,” Rak says.

Getrting to the bottom of the
client’s request is key. In this case,
the residents didn’t want “clumps.”
“Ninety percent of the residents were
60 and older and don't spend time
in their backyards anyway,” Rak
explains. “So I said, cant we mulch
the clippings or double curt in the
back yards? Is this request really that
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important? Because we can save you a
ton of money.”

If the presentation doesnt go as
planned, or if the client was seeking
the lowest bidder and you weren't it,
your job shouldn’t end there. Follow
up with decision makers to discern
why they awarded the contract to
another firm. It can be helpful when,
or if; you re-bid the following season.
“Simply call and say where were we,
or why didn't we ger the job?” Rak
says. “A lot of them will tell you.
They might say your mulch was really
expensive or we're sticking with the
company we have because we're com-
fortable with them. Sometimes they’ll
say it was $1,000 less to go with the
other guy.” Rak files those comments
for the following year to evaluate if
he'll be close to being compertitive and
whether he should re-bid or just pass.

LEARN FROM MISTAKES. When of-
fering pricing for any service, whether
i’s commercial maintenance or retain-
ing wall construction, contractors
should avoid “shooting from the hip.”
Sometimes business owners are over-
confident in their estimating abilities,
Vander Slik says. “It’s important to
follow the steps I've put in place to be
successful,” he says, noting he learned
this lesson the hard way. In the carly
days, he was somerimes quick to agree
to prices on the spot, before returning
to the office, crunching numbers and
realizing he spoke too soon. “Now,
I'm not embarrassed to say, I can'’t tell
you that right now, but please let me
work on it and I'll make it my priority
to get back with you in a timely fash-
ion,” he says, noting within 24 hours
is a reasonable time period.

Being eager to place a bid has
gotten Southwest Landscape Manage-
ment in trouble in the past, wo. “A lot
of times, people want bids in the win-
tertime and we've gone out, looked
at the property when it was snow
covered and blew the bid,” Rak says.
“We learned from that mistake; don't
bid the property unless you can really
see it. It sounds obvious, but when
you're trying to pick up accounts, it’s a
nice job and you want to get your bid
in on time, it's tempting.” Instead of
rushing to meet a bid deadline in bad
weather, just be honest with the client
and ask for more time. Nine times
out of 10, Rak says, they'll give you
another week until you can see the
property in better conditions. Il

www.awnandlandscape.com
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rate increases?

aising rates can be tricky,

especially for a commercial
maintenance contractor that just
secured a coveted contract. With
increasing downward pressure
on prices from national compa-
nies and the ever-present start-
up, low-overhead contractor, ho
does a landscaping company
know when to raise its prices?

The National Federation
of Independent Business, a
Washington D.C.-based small
business advocacy group, offers
a few tips for owners who are
unsure when to raise rates.

Cost is the No. 1 compo-
nent. When costs increase (due
to a rise in labor rates, equip-
ment costs, fuel prices, etc.), so
should your rates.

Competitors are a factor,
too. Low rates, when coupled
with superior quality, could
result in an excess of work. If
you're in high demand, it may
be time to raise your rates: Plus,
low rates can cause potential
new customers to question the
quality of your service.

Consider the two-year rule.
Customers understand that
costs go up over time, soa 10to
15 percent increase every two
years should discourage valued
customers who understand you
quality of work, according to the
NFIB.

Once you've established a
reputation in a market and have
built a good customer base,
you'll be more confident to ask
for and receive a higher rate.
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STOP

INSECTS BEFORE

THEY START _#

Two researchers share their
recommendations for
improving your preventive

control programs this year.

reventive programs for turf are presented with the view that one pest is
often the primary focus of treatments directed by the lawn care opera-
tor. This is called the primary target. But the impact of the program
or treatment on secondary pests causing damage at application time
should also be considered.

PREVENTIVE PROGRAMS FOR NORTHERN TURF. The major justi-
fication for following a preventive approach is a past history of infesta-
tion and confidence that damage from insect pests will reoccur. Such
history is based on previous years' experiences, observations, monitoring
and knowledge of the seasonal spectrum of pests ()&.Llll’lllu., at any specific location.

Consideration of a treatment’s impact on the primary targer and the spectrum of second-
ary pests can reduce the number of applications needed to achieve the objective.

‘“'," harry nuem(..zyl-; and david shetlar

lawn & lnndscapn apn| 2007 WWW. awnand|and',cape com



1-866-SYNGENTA

Provide your customers the latest in grub and insect
control with new Meridian™ insecticide. Quickly control
or prevent most pests that damage

turf, trees, and shrubs with a wide

application window and forgiving (=02

water requirements. And with broad-

spectrum preventive or curative control

at amazingly low rates, Meridian will

surely become your cornerstone in

helping to keep customers’ landscapes

healthy, green, and pest free.

Important: Ahyays read and follow ket instrocions befors baying o esng this product §
C20GT yynfenta. Syngenily Professigral Prodiscts, Gresfishiors, NC 27419 Mercllian T aral the "Smaenta jogo
e wadinacks ol 4 SyngeRus Group Company
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White Grubs. If grubs (black
turfgrass Ataenius, Aphodius, Japa-
nese beetle, masked chafer, European
chafer, Asiatic garden beetle, Oriental
beetle, erc.) are determined to be
the primary target, and a preventive
program is selected, early May is the
optimal time to apply imidacloprid
(Merit) or clothianidin (Arena). In
addition to providing season-long
control of these grubs, other second-
ary pests in the spectrum (billbug
I'JrVilC. ﬁrSI gCnCr;l[i()“ curworm
larvae, greenbug aphids and fric fly)
will also be prevented. In our opinion,
ants (i.e., Lasius neoniger) will also be
suppressed. Label directions regarding
rate(s) to apply should be followed.

While an application of imidaclo-

The earliest feeding stage of a soil-inhabiting target insect is usually the easiest to control. See the differ-
ence in size between a newly hatched first instar grub and more mature second and third instar grubs.

prid or clothianidin in June provides
season-long control of grubs, it is too
late to prevent the first generation of
cutworm and billbug larvae. Applica-
tion from July to mid-August will
prevent annual grubs, including green
Junc beetle, but is too late to control
most other secondary pests.

In our experience, preventive
control of Japanese beetle, masked
chafer and black turfgrass ataenius
grubs has been achieved with a single
application of the new thianicoti-
nyl, thiamethoxam (Meridian), in
May, June or July. Larvae of billbugs,
cutworms, sod webworms and chinch
bugs existing during and for a time
after application are also controlled.
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Season-long preventive control of
black turfgrass ataenius and Aphodius,
Japanese beetle and masked chafer
grubs can be achieved with June ap-
plications of halofenozide (MACH2).
Control of European chafer and
Asiatic garden beetle is limited. Infes-
tations of billbugs, cutworm and sod
webworm larvae existing at the time
of application may also be controlled
with treatment at this time.

Application of halofenozide from
JUI‘V [hru Cﬂrl)’ .'\llgll.\l QlIS() prL‘VCn(.\
infestation of the above grubs and
controls existing infestations of cut-
worm and sod webworm. Treatments
applied from mid-August to mid-Sep-
tember control Japanese beetle and
masked chafer and may provide some

degree of control of sod webworm
larvae that normally overwinter.

Annual Bluegrass Weevil. On turf

where grubs and annual bluegrass wee-
vil are major targets, a combination of
imidacloprid plus a pyrethroid insecti-
cide or clothianidin from mid- to late-
April prevents damage from first and
SCCOnd gcllcm(i()n 'Jnnuﬂl blucgr;lsﬁ
weevil larvae. This treatment should
also prevent larval infestations of bill-
bug, black turfgrass ataenius, Japanese
beetle, masked chafer, European chafer
and first generation cutworms.

On turf where grubs are not major
targets, a single application of the
labeled pyrethroid insecricides during
the third week of April should prevent

www, awnand'andscapevcom

damage from annual bluegrass weevil
larvae. The principle of this approach
is to target overwintered adults as they
return to annual bluegrass to begin egg
laying, but treatment must be applied
before significant egg laying occurs.

Black Turfgrass Ataenius. In
situations where BTA is the only
grub of concern, another preventive
option has been used successfully. The
principle of control involves a labeled
pyrethroid to target overwintering
adults just as egg laying begins.

Bluegrass Billbug. The bluegrass
billbug is a significant cause of damage
o KC“‘UCk'\' blucgmss '.'lnd n()n'Cnd()'
phytic perennial ryegrass. Damage can
be as subtle as a chronic thinning of
the stand. Symproms are often misdi-
agnosed as irrigation not reaching the
turf, drought or disease such as dollar
spot. If uncontrolled for extended pe-
riods, the Kentucky bluegrass portion
of a sward continues to diminish over
time. Kentucky bluegrass varieties vary!
in their susceptibility to this pest.

An application of imidacloprid,
clothianidin or thiamethoxam during
the first week of May for prevention
of major rargets also prevents blue-
grass billbug damage and controls a
spectrum of other pests.

Other Insects/Cutworms. When
cutworms (mainly the black cutworm)
are the primary target of concern on
turf, a preventive approach is not
recommended. We discourage adding
an insecticide to a treatment of which
the objective is fertilization, growth
regulation or disease control just in
case there may be cutworms present.
Instead, we recommend a curative
approach and application of a control
when evidence of damage first appears.

Sod Webworm. Sod webworm
larvae commonly overwinter in turf.
The overwintered larvae resume feed-
ing in early spring (mid-April to early
May) by constructing a C-shaped
cover of webbed-together topdressing
over its burrow. Spring damage can be
prevented by treating the turf areas of
concern with an insecticide from late
September to mid-October to kill the
larvae that would otherwise overwinter.
A May application of imidacloprid for
preventive control of grubs or other
primary targets has not controlled
overwintered sod webworms.

PREVENTIVE PROGRAMS FOR
SOUTHERN TUREF. Cartegorized by

insect, these strategies can improve




$ PROFITS $
made easy

Expand your profits,

as you expand your services. Adding Mauget’s Micro-Injection Treatment to your landscape
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your preventive control strategies.

Mole Crickets. The most dif-
ficult time to control mole crick-
ets is lare fall and early spring
when adults are flying to relocate
and mate. These adults may
burrow decp in the soil profile
(below the target zone) during
cool or dry sc:ﬁ conditions and,
therefore, are less prone to feed,
which minimizes their exposure
to control materials. Little can be
done to prevent this.

At sporadic times, usually
associated with warm and rainy
weather, adults move to the
surface, tunnel extensively, fly
in mass and mate. Research has
shown that moist (nort saturated)
sites with dense turf or weed growth are
highly attractive to spring-active adults
so eggs will be concentrated there.

Mapping mole cricket activity can
help determine treatment areas. In
spring, areas where mole crickets are
most actively tunneling, emerging,
calling and digging back into the soil
are where most of the eggs will be
laid. A visual inspection of the turf
should allow for easy detection of
mole cricket “hot spots.”

Subsurface Application. In the recent

ast, insecticides with moderately

ong residual activity (isofenphos and
isazofos) were applied to high risk arcas
at the beginning of mole cricket egg
hatch (usually late May o early June).
Fipronil (Chipco Choice) applied with
subsurface placement equipment can
provide season-long control of hatch-
ing mole cricket nymphs.

Surface Application. When applied
at mole cricker first egg hatch, surface
application of imidac%gprid. clothiani-
din or thiamethoxam adequately
prevents mole cricket nymphal
damage. The actual calendar date of
this event varies considerably from
south to north. For example, tawny
mole cricket egg laying may begin as
early as late March in south Florida,
mid-April in north Florida and early
May in south Georgia, and egg hatch
occurs about 20 days later. Generally,
each major biological event in the
life history of mole crickets is delayed
by ane week as one moves 100 miles
from south to north. Coastal and
island areas can vary from this rule.

Our opinion is that a single surface
application of imidacloprid, clothiani-
din or thiamethoxam (at the highest
label rare), made within the first three
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Understanding when various grub species lay eggs and early instar grubs begin feeding at the
interface determines the best time to make preventive control applications.

weeks of first egg hatch, should ef-
fectively prevent damage from rawny
and southern mole crickets. One of
these insecticides, applied within this
time period, should suppress (if not
control) the first new generation of
cutworms, fall and true armyworms,
and tropical sod webworms for 25

to 30 days after application, thereby
eliminating the need for a surface
insecticide treatment during this time.

Grubs. If grubs are the primary
target, and a preventive program is
selected, the first priority is to deter-
mine which species is present.

In many Gulf States, masked
chafers and annual forms of May/June
beetles are the most common grub
pests. In Texas, Oklahoma and the
West, the southwestern masked chafer
and annual May/June beetles are the
common pests. The adults of these
southern grubs usually fly and lay eggs
when the rainy season begins or when
summer rain fronts pass through.
Flights of the southern and south-
western masked chafers are common
in late July through August. The May/
June beetles usuaﬁy fly from May to
August, depending on the species.
Knowing which species is dominant
and when it flies and lays eggs is es-
sential for successful control timing,

May and early June applications
of imidacloprid generally provide
control of masked chafer and annual
May/June beetle grubs except where
the adults delay fﬁght until mid- to
late August (e.g., West Texas). This
application should also control sec-
ondary targets such as mole crickets,
cutworms, armyworms, tropical sod
webworms and hunting billbugs.

Where green June beetle is also
present, or late flying masked chafers

www.lawnandlandscape.com

or annual May/June beetles occur,
imidacloprid, clothianidin or thia-
methoxam applications should be
delayed until mid-July. This treatme
will provide season-long control of
the grubs and suppress secondary
pests such as cutworms, armyworms,
tropical sod webworms and hunting
billbugs. However, it is too late to
provide mole cricket control.

May and early June applications
of thiamethoxam or clothianidin
should provide control of masked
chafer and annual May/June beetle
grubs and also control mole crickets,
armyworms, cutworms, tropical sod
webworms and hunting billbug.

June application ofialofcnozide
has been shown to control masked
chafer and annual May/June beetle
grubs in July and August. Applicatio
at this time will also control secon
pests, such as cutworms, armyworms
and sod webworms, that are present at
the time of the application. il

Niemezyk, Ph.D., is a professor emeri
department of entomology, The Ohio ,143
ricultural and Development Center, T)
Ohio State University, Wooster, Obio.
Shetlar, Ph.D., is an associate professor,
department of mmmo/o?‘ The Ohio

State University, Columbus, Ohio,

EDITOR’S NOTE: Arcna is a regis-
tered trademark of Arysta, MACH2
is a registered trademark of Dow
AgroSciences, Meridian is a registered
trademark of Syngenta and Merit and
Chipco Choice are registered trade-
marks of Bayer. This article was ex-
cerpred from Niemczyk and Shetlar’s
book Destructive Turf Insects, which is
available for purchase ar www.lawn-
andlandscape.com/store.
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These ‘Swiss Army
knives' allow contractors
to take on bigger jobs
and go where smaller

. ’
machines can't.

by mark phi”ips | ass

|
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3ackhoe

Basics

ob Tyler calls them
the “Swiss Army
knives" of construc-
tion and landscape
equipment. And
while backhoes
certainly won't fit
into anyone’s pants
pocket, these large
machines enable landscapers to accom-
plish tasks on a scale much larger than
skid-steers or other loaders.

Backhoes fill an important niche for
landscape contractors by giving them the
ability to provide services, especially large-
scale ones, previously out of reach with
smaller machines. Much like attachments
enable skid-steers to perform multiple
tasks, backhoes allow contractors to com-
plete jobs that would typically take several
machines,

“If a contractor needs to bury a pipe
4 feet in the ground and then cover it
up afterwards, a backhoe would save on
buying two separate pieces of equipment
— an excavator to dig the trench and a
four-wheel drive loader to fill the trench
after the pipe was set,” says Tyler, product
marketing manager for Moline, 1ll.-based
John Deere’s construction and forestry
division. “A backhoe can do both.”

For Rob Brown, president and co-
owner of Agave Environmental Contract-
ing of Glendale, Ariz., the backhoe is
an invaluable tool. The company, which
has owned backhoes since 1991, often
salvages native trees in the Arizona desert

continued on page 136
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a grub control product that
requires immediate irrigation.
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before development begins. “We use
them when we box trees,” Brown says.
“Instead of hand-digging native trees,
we'll use the backhoes with a guy on
the ground, cutting roots. They're
versatile enough that if there’s enough
room on a site, we'll use them to
move material around.”

And Brown’s crews use backhoes
to move trees and boulders and to ex-
cavate tree holes. “In areas where the
ground is too hard, they will use them
instead of trenchers,” he says. “Instead
of mobilizing another piece of equip-
ment, we can leave it at the office.”

THE DIFFERENTIATING FACTOR.
The obvious difference between a
backhoe and a four-wheel drive end
loader is a backhoe features both front
and rear dig components, while a
four-wheel drive end loader has only
a front load component. In addi-
tion, a four-wheel drive end loader is
articulated in the center, which allows
it to steer, Tyler says. In contrast, the
front wheels of a backhoe steer much
like those of an automobile.

“Skid-steer loaders work similarly
in principle to a crawler dozer, in
that they slow down both wheels
on one side to steer, and use various
forms of levers to steer rather than
a traditional steering wheel,” Tyler
says. “Skid-steers have the tightest
turning radius of all three machine
types and are useful for confined
spaces, since they can spin on the
spot by moving the wheels on one
side forward, and the wheels on the
other side backwards simultaneously.
From a landscaping perspective, this
may not be desirable in all instances
where there is a desire to avoid tear-
ing up the surface that the machine is
running on. Skid steers also have the
smallest capacity loader buckets of
the three.”

Backhoes provide digging ability
as well as increased lift and bucket
capacities to complete larger jobs,
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says Jim Hughes, brand market-
ing manager for Racine, Wis.-based
Case. Common backhoe attachments
found on a landscape job site include
brooms, forks, tree spades, augers and
grapple buckets.

“Backhoe loaders offer the
most versatility because they have
the trenching capability of a small
excavator and the front loader
performance of a small wheel loader,
without changing attachments,” says
Kevin Hershberger, head of backhoe
loader markering for Peoria, Ill.-
based Caterpillar.

“If a contractor needs to bury a pipe 4 feet in the ground and
then cover it up afterwards, a backhoe would save on buying two

separate pieces of equipment - an excavator to dig the trench

and four-wheel drive loader to fill the trench.” - Bob Tyler

Backhoes are frequently used
alongside skid-steers since they gener-
ally have more performance capabili-
ties and deliver more productivity,
Hershberger says.

“For example, the larger loader
bucker might mean fewer trips when
hauling gravel or landscaping mate-
rial from the street to the backyard
of a house,” Hershberger says. “If
both trenching and loader work
are required, a backhoe can do it as
equipped, while a skid-steer loader
wourd require changing attachments.
A skid-steer loader is o%course
smaller, and can be transported with a
small trailer and pickup truck.”

Backhoes and end loaders are
larger machines than skid-steer load-
ers, which have much smaller, rigid
frames and lift arms to atrach buckets
or a variety of other tools, Hughes
says. “Depending on the size of their
business, landscape contractors are
using backhoes and tractor loaders
in addition to skid-steer loaders,” he
says. “Having the additional machines
makes the contractor more versatile.
They can bid larger jobs and finish
them more quickly, which means
more money in their pockets.”

Brown’s employees can dig in
tough Arizona soil using the backhoes
and cut the amount of work by half.
“A 10-man crew is probably going

www,|awnand|andscspe.com

to do 10 ro 20 trees per day, depend-
ing on the soil. In some areas, the
ground is too hard and we're not able
to hand dig it,” Brown says. “We'd
probably need twice the amount of
guys if we were going to hand-dig
them all.”

Skid-steers, which come in
wheel- or rubber-track forms, are
generally small, easy to transport
and can work well in confined areas.
They're as versatile as the attachments
paired with them and can perform
a host of duties, such as lif{ing and
carrying materials, digging, grading

and general ground preparation.

In addition, they can be used for
post-hole digging, planting trees and
trenching. Contractors can expect to-
pay between $24,000 and $50,000,
depending on the horsepower. Back-
hoes can range from about $45,000
to $250,000, and sometimes more.
Four-wheel drive loaders can cost
between $65,000 and $400,000.

“Backhoes and tractor loaders are

important additions to a landscape

contractor’s fleet because the equip- |
ment makes the contractor more ver-
satile and more productive,” Hughes
says. “The additional equipment gives
a landscape contractor the opportu-
nity to bid jobs that may have been
too large in the past.”

For example, a landscape contrac-
tor who typically uses a skid-steer
loader as the primary piece of equip-
ment may not be able to finish the
grade in a new residential construc-
tion community. “If a landscape job
requires larger trees to be planted, a
skid-steer loader may not have the
capacity to carry the trees,” Hughes
says. In these instances, the higher lift
capacity of backhoes is needed.

BIGGER CAN BE BETTER. Whereas i
skid-steers are known for their
agility and abil-
ity to work in
confined spaces,
backhoes are
known for their
sheer strength
and capacity

|
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Stmove large amounts of materials.
" backhoe is used on applications
Where a contractor needs to do a lot
Wi digging or material management
“aound a job site,” Hughes says. “Each
tmachine has its place in a landscape
wntractor's fleet. It all depends on ex-
sty what type of landscape construc-
tion the contractor is doing.”

An end loader, for example, would
bcadcqu.'uc if a contractor is gener-
ally working with bulk materials
and truck loading. A backhoe would
2d the capability of digging water
fatures, placing landscape rock with
the hydraulic thumb, and digging
holes for trees, shrubs or fences with a
hydraulic auger.

Most advances on backhoes center
on productivity, operator comfort and
werviceability. Some backhoes feature
fide control that cushion the loader
ams from rough terrain, eliminat-
ing the front-to-rear rocking motion
that backhoes and tractor loaders
an experience under load, Hughes
says. “This is a feature that not only
makes the ride more comfortable,
but it makes you more productive,”
Features such as shock absorbers
keep the operator from getting too
farigued. Hughes says contractors
should look for machines thar are
asily maintained, such as hoods that
an be opened regardless of whether
the loader arms are raised or lowered.
That will give technicians full access
w critical parts and daily service
points, he says.

|
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Some backhoes now feature hydrau-
lic thumbs which can be grear tools for
handling and placing landscape rock,
Hershberger says.

With an expensive piece of equip-
ment, it’s important for contractors
to learn from others' mistakes. “The
most common mistakes contractors
make when purchasing a larger piece of
equipment is to underestimate their fu-
ture needs,” Hughes says. “If you don't
take into account your future business
plans, you may not buy the equipment
with the proper options on it.”

For example, if the business is going
to expand and hire more employees,
contractors should take into account
what control pattern they are used to,
Hughes says. Many backhoes offer
controls that can be switched between
backhoe- and excavator-style controls,
Another feature to think about is a
hydraulic quick coupler, Hughes says.
“This feature allows you to quickly and
easily change attachments withourt get-
ting out of the machine's seat,” he says.
“A contractor may not be using a lot of
attachments today, but how about if his
or her business expands?”

Hershberger agrees contractors
should think ahead. “Using short-term
thinking can cause a contractor to pur-
chase the least cost-effective machine
if he is too focused on configuration
or price,” he says. “As with agy
purchase, a contrac-
tor can make a
better decision by
considering the

Photo: John Deere
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ecause backhoes are rather expensive, contractors will normally

want to rent them before buying for a few reasons, mainly to see
if there's enough existing wark to justify buying one or to explore new
jobs they can attract.

“Renting equipment from a dealer is an excellent way to truly
determing if the equipment is right for the contractor,” says Chris
Gustafson, division manager for rental and used equipment of Peoria,
IIl.-based Caterpillar. Many contractors rent before buying backhoes
because it allows them to develop a long-term plan to ensure the
equipment will be utilized over the long term, he says, Backhoes
are some of the costliest pieces of equipment a contractor can own.
They can cost between about $65,000 and $500,000 depending on the
features and capacity.

“Landscape contractors are doing both — renting machines and
buying them outright. It really depends on the individual's circum-
stances," says Jim Hughes, brand marketing manager for Racine,
Wis.-based Case, “For example, if a contractor won a bid for a job that
requires a backhoe and they don't have one, they may rent the equip-
ment just for that job."

Or, If cash flow is an issug, a contractor may rent a piece of
equipment because it may be cheaper in the long run, Hughes says.
“But if a contractor has good cash flow and it makes sense from a
business perspective, buying may be the best choice.

Many dealers offer rental purchase option programs (RPOs),
where contractors can buy equipment after the rental period. “They
allow a customer to utilize rental dollars toward the purchase of the
equipment,” Gustafson says. Many times, RPOs allow for a percent-
age of rental fees to go toward the purchase cost,

answer, but Hughes offers one determinant.
*Enough work to pay for the unit over the life
of the unit." he says. "It's hard to say how
many man-hours are saved by owning a
backhoe because each contractor's situation
is different.”

Hughes suggests contractors ask them-
selves a few guestions: How long would it take
to unload a truck full of pallets of sod by hand
vs. a machine equipped with pallet forks? How
long would it take to dig a hole to plant a tree
by hand versus using an auger attachment? *
you look at It in those terms, the equipment Is
very valuable," Hughes says.

Regardless of whether a machine is going
to be purchased or rented, it's always impor-
tant to demao the equipment before buying it,
Hughes says. "That way, you can be sure te
know that the machine will fit your needs.”
he says. “Demos should always take place on!
your job site because it will present real-world
results. If you demo at a dealership, you may
not run into the same type of conditions that
you could encounter on your job site."

HOW MUCH IS ENOUGH? Just how much work is enough for a
contractor to justify buying a backhoe? There's no one-size-fits-all

potential to expand his business with
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versatility features like quick couplers
and auxiliary hydraulic lines.”

THINGS TO CONSIDER. When
buying equipment, no matter what
type it is, a contractor should be look-
ing at productivity, operator comfort
and serviceability, the experts say.
“Productivity is important because a
more productive machine puts more
mongey in _\'()llr P()L k(‘l I)L'(JU.\C you gk‘[
the job done faster,” Hughes says.
Serviceability is a key to produc-
tivity for two reasons — the less time

lswn & landscape april 2007

contractors have to spend servicing
the machine, the more time they
spend in the dirt making money. Also,
the easier daily service checks will be
to perform, the more likely they will
get done, Hughes says.

How much weight needs to be
lifted, how much needs to be moved
in what time period, how deep a hole
needs to be dug and how narrow a
space does the machine have to drive
through? These are some of the factors
that determine machine size.

“A skid-steer may need a truck
and rtrailer for transport since it has a

WwWw, 'Jwru\h(“dhdﬁ(dp(‘ com

top speed of up to 11 mph vs. around
23 mph for a backhoe or four-wheel
drive loader,” Tyler says. “Both the
backhoe and four-wheel drive loader
can often be driven from one site to
the next without need for separate
transport.” Bl

WwWw 'i\w n.m(”au‘.dfn_.fape,cor_n‘
How are you using your backhoe? Share

your experiences with other contractors at
the online message board
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Adding irrigation main,
tenance and installation
to a business can bé a

smart move - even if

you don't know

what you're

doing.
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he summer of 1997 was very hot and dry in Sartell, Mo. Michael Hornung and
his crew at Valley Green Cos. came across more damaged lawns than healthy
lawns as they performed their routine lawn care and aeration services and realized
that most of their clients” irrigation systems were either not running or running
improperly. To resolve this pml rlem, Hornung and his technicians decided it
would be a good idea to install and maintain the sprinkler systems themselves.
Io promote this idea, Hornung sent postcards advertising the service to his 1,200
accounts. “Within a month’s time I had more than 200 customers send their
postcards back saying ‘Yes, [ want you to start my sprinkler system,™ Hornung says. “And thar’s
Lmv our irrigation installation and maintenance services began.”

by »‘.-mi‘y mullins | edit
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Irrigation installation and mainte-
nance now comprise 30 to 35 percent
of Valley Green’s business and brings
in an average of $315,000 annu-
ally. In a way, this profitable add-on

do the maintenance for clients whose
installation companies left them with
nowhere to turn. Then we benefit and
get more work from positive, word-of-
mouth referrals.”

local supplier who helped him get the
service o&of the ground. The supplier
advised him to only offer irrigation
maintenance services to his exist-

service is simply Hornung and his
crew picking up the slack of less
reputable companies. “There are a lot
ochompanics that emerge, install a
system for next to nothing and then

“If you answer your phone, customers are
surprised. |f you call them back, they're
wowed. And if you show up on time, they’ll
work with you again.” - Michael Hornung

are out of business a few years later
because they managed their business
poorly,” he explains. “Oftentimes
what we see happen is we get hired to
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800-600- TURF

(8873)
M-F 7:30-5 SAT 8-1r0T

71804
Lower
Price

Call Now & Save
www.SPRINKLERS 4 LESS com

USE READER SERVICE # 96

142 lawn & landscape april 2007

WHAT DOES IT TAKE? Hornung
admits to not knowing much about
irrigation when he incorporated the
service into his lawn care business

that hot summer 10 years ago. But
by utilizing the resources around
him, he was able to learn about it
rather quickly. He first went to his

wWww, IBW'\GDd'BDdSC ape.com

ing customers during the first inirial
stages of implementation, so as to not
get overwhelmed with too much too
soon. “Our supplier was very instru-
mental in not Y tting us get into the
installation side of things too quickly,”
Hornung says. “If you get too big too
fast it will cost you because you §onr
have the trained people or the experi-
ence to handle it.”

If Hornung and his crew treated a
lawn they felt was in poor condition
and thought the irrigation system
wasn't working as it should, they
would contact their supplier who
would come out to the property and
help diagnose the problem. “We tried
to smooth out the learning curve
by having someone who knew what
they were doing around to help,” he
explains. “We ticn learned from his
guidance.”

New lid seal collar lor greater durability
fmproved ribbing strueture foc increased strength
Kuock-outl mouse holes increase flexibility

The Trusted Valve Box
for 38 years

Fa
We also offer a complele line of quality drainage and fittings w
solutions and the innavative HosEnclose Storage System
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“When the well’s dry,
We knOW the worth Of Water-" ~ Benjamin Franklin

S————

e ——

In life its all about priorities, and ours is to design and develop irrigation solutions
that reinforce our commitment to The Intelligent Use of Water,™ like our nozzles that
reduce water use by up to 30%. Everything we do revolves around water, so we feel it is

our responsibility to extend our commitment beyond products and technologies to include
educational and training programs that encourage others to conserve. We want to do even
more, and with your help we can. To partner with us, visit www.rainbird.com/I[UOW.

The Intelligent Use of Water™ —— LEADERSHIP - EDUCATION . PARTNERSHIPS . PRODUCTS |

RaIN I BIRD
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After the first year, Hornung
also sought the guidance of a retired
gentleman who had spent much of his
career in the irrigation industry. His
knowledge was crucial in implement-

ing the irrigation installation aspect
of Valley Green, Hornung says. “He
basically walked me through the
process of installation and fixing
existing problems,” he explains.

“Since he was retired, he had the flex-
ibility to be a part-time employee who
helped out 20 to 25 hours a week.
The first person he suggested we hire
still helps run the service today.”

A third way Hornung took
advantage of industry relationships
is through a partnership with a lawn
maintenance company, also based in
Sartell. For the past 17 years, the two
companies have referred one another
for jobs the other doesn’t do, giving
both companies the benefit of great
word-of-mouth.

“We met at a McDonald’s where
they were finishing up the mow-
ing and maintenance and we were
getting ready to do the fertlization,”
Hornung says. “We struck up a
conversation and have been working
mgclhcr ever since. It’s been a great
relationship because neither business
had to add additional services that
it wasn't good at, and we didn't have
to deal with fierce comperition as we
grew.”

-

P

THE MP ROTATOR

-

saves water compared to
conventional sprays & rotors

WE TAKE THIS CLAIM VERY SERIOUSLY
The water savings potential is real ...
itis big ...and the MP Rotator® is the future.
Visit www.mprotator.com to learn more.

s —

A subsidiary of Nelson Irrigation Corporation

i? \ / Walla Walla
4 Sprinkler Company

Walla Walla, Washington, US.A.

Tel: +1 509-525-7660
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Treated

Visual results in 24 hours and dead clover in as little as a week.
That'’s the kind of performance you can expect from a precision
product like SpeedZone.

University tests, field trials and turf managers have demonstrated
consistently fast control of tough weeds such as clover , plantain,
ground ivy and spurge. And dandelions are blown away!

Get your weed control program on the fast track with
SpeedZone® Broadleaf Herbicide for Turf.

Low odor Rain-fast in 3 hours PbI /cordon
Excels in cool-weather Reseed in 2 weeks G conponation

An Employee-Owned Company
800-821-7925 * pbigordon.com
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or too small. Wilkins water control
products for in-ground or above
ground, are solid, time-

No installation or retro-fit is too large

With the necessary guidance firm-
ly established, Hornung then needed
the necessary equipment. One such
piece of equipment was a plow used
to pull piping through lawns and dig
trenches, which Hornung rented from
a rental agency on an as-needed basis
for about $100 per day. It took until
the company was doing at least 50 in-

-
SN
.

This Isn’t The Half ¢ Of It!

tested performers with

fewer parts and lower ?
maintenance costs. ! 5
To see the other half of

our product line, ask for Wilkins new irriga-

fion brochure or check out Wilkins web site af

www.zurm.com,

For more details, contact your local
Wilkins Representative or visit www.zurn com

(23

stallation jobs a year before Hornung
could justify purchasing one. “If there
are 25 weeks in an operating season,
1 felt we needed to do more than two
installs a week to justify having the
equipment on our lot,” he explains.
“Until then, it paid to rent it.”

Other equipment Hornung
purchased within the first two years of
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performing irrigation installation and
maintenance was electrical wire locat-
ing equipment, a handheld remote
control and the typical shovels and
handheld tools. “We basically added
equipment as we grew and realized we |
needed it,” he says. “With irrigation,
a lot of the equipment is technical so
if you and your crew know how to use
it, you're in good shape.” (See “Equip-
ment Chcck?ist" on page 148.)

INSTALLATION DON'TS. As the
business grew, Hornung realized some
of the dos and don'ts of incorporating
irrigation installation and mainte-
nance as an add-on service. “When
you don’t know how to do something,
you make a lot of mistakes,” he says,
simply.

One of those mistakes was
improperly managing the business’
growth. Instead of adding just one or
two skilled technicians to his overly
busy crew, Hornung decided to add a
second crew — a decision that ended
up losing him money. “The second
crew was not 100 percent active so
we didn't make any money — we lost
money,” he explains. “You have to be
able to fully maximize a second crew
to benefit from that kind of drastic
addition.”

Today, Hornung has one full-time
dedicated three-man installation crew
and one full-time service technician,
a combination that suits his business’
current needs.

Another mistake was not charging
enough on a per-hour basis to cover
his overhead costs. “We were actu-
ally going out and losing money the
first two or three years because we
hadn’t looked at our true labor costs,”
he says. “Once we knew what we
should have been charging, that really
helped.”

To price his business today, Hor-
nung considers the product cost for a
specific job based on the number of
sprinkler heads, valves and control-
lers, and then he looks at the difficulty
of the job and the amount of time it
will take to perform it. An average job
of his 80 percent residendal and 20

ercent commercial client base costs
Ecrwecn $2,500 and $3,200. “Some
companies have a minimum job price,
but that's not how we do it,” Hor-
nung says.

Since incorporating the service,
Hornung shoots for a 10 to 15 per-
cent net profit each year, and some
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years fair better than others for a
variety of reasons. The first few years
of business hit the higher end of that
goal because of the housing boom of
early 2000, he says. But Missouri’s
housmb market has declined in the
past few years and use of his instal-
lation services has since slowed
down. “If the economy is poor, our
maintenance sales stay relatively the
same, burt our installation sales drop,”
Hornung says. “People will keep up
their existing systems, but are reluc-
tant to install new ones because they
just don’t have money for the extra
expense. It’s seen as a commodity
rather than a necessity.”

Other economic factors such as
the high price of gas have also con-
tributed to the luﬁ in irrigation instal-
lation. “Last year was really hot and
dry, but the price of gas went up and
people didn’t have the extra money for
sprinkler systems,” he explains. “This
year might come full circle as people
receive their tax returns, the price of
gas has gone down and people want
to revive their lawns that died last
year.”

INSTALLATION DOS. A do that
Hornung has always done well is
utilizing the support offered to him
by irrigation manufacturers. Some
irrigation system manufacturers offer
beginner, intermediate and advanced
training courses that can benefic all ir-
rigation technicians regardless of how
many years they've spent in the indus-
try. “We pay for all of our staff to at-
tend these sessions,” he says. “They're
great for helping newer people get

up to speed and for helping veterans
refocus and learn new techniques.”

Hornung’s employees are required
to participate every year and take the
courses relevant to their level of expe-
rience. First-year technicians attend an
orientation and one or two introduc-
tory classes. Second-year employees
attend more involved courses focusing
on topics such as design or drip ir-
rigation, and third and fourth year
employees take the most advanced
classes offered.

Based on their completion of the
course, each attendee earns credit
hours toward irrigation certification.
“A lot of it is hands-on work and
some of the courses can get very in
depth,” he says.

Proper training is not something
that can happen in a week’s time,

Hornung says, and focusing on this
aspect of his business can help de-
crease turnover by increasing employ-
ee confidence. “Irrigation installation
is not necessarily an easy job, and the
turnover of people who don't under-
stand what they're doing is typically
high,” he says. “A company shouldn’t
offer a service if the owner doesn't

plan to properly train his employees.
Failing to plan is planning to fail.”
Another area where Hornung's
company excels is in customer service,
which he says can either make or
break a landscape company. “The
industry isn't as professional as it
could be in some areas, and it has a
continued on page 150, sidebar on page 148
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PADDLE AGITATION
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LOW MAINTENANCE
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o
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WINTER SPECIALS

DISCOUNTS UP TO $1500
ORDER NOW FOR SPRING DELIVERY

800 638 1769 EASYLAWN.COM
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Features:

« Secure 2-way wireless communication

« Full in-the-field accessibility to all controlier
data using the hand heid remote

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

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

* The LEIT XRC controller can operate with or
without the radio link

DIG Corporation 1210

Ph 800-322-9146/760-727-0914

Water management in the
palm of your hand.
LEIT Link MULTI-PRO: can communicate
with up to 99 controllers

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

Vista, CA 920818510

www.DIGecorp.cor
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o matter what service a contrac-
tor wishes to incorporate, proper
equipment is necessary to get the job
done. This equipment checklist can en-
sure your company has what it takes to

install and maintain irrigation systems,

1. PLOW - A plow is used to pull piping
through a lawn and also to dig trenches
for large projects. These machines can

be rented through rental agencies on

and valves buried underground for easy
repair.

3. HANDHELD REMOTE CONTROL

- This handy device allows technicians
to adjust irrigation controllers while
working off-site saving time, money and
labor. These range in cost from a few
hundred dollars for residential short-
range remotes to $1,500 for high-end

commercial two-way radio devices with

regular use.

Mo

OTTERBINE FOUNTAINS & AERATORS

"

3 HP Galaxy

? Phoenix

AT OTTERBINE, we know that water quality is
equally as important as aesthetics. We offer a
complete line of fountains and aerators rang-
ing from 1/6HP to 25HP, meeting the needs of
virtually everyone.
Our Aerators:

+ Reduce Algae, Odors, and Discoloration

+ Deter Insects and Insect Breeding

+ Have the Highest Pumping Rates in the Industry

+ Come With an Industry Best Warranty

For a complete listing of our products and services,
Contact us at www.otterbine.com or 800-AERSTER!
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an as-needed basis or purchased from

equipment manufacturers

{ : 2. ELECTRICAL WIRE LOCATING
EQUIPMENT - This is used to help a

technician locate broken or faulty wires  ari

remote capability.

for more

4. MISCELLANEOUS SHOVELS AND
HANDHELD TOOLS - These are tools
that most landscape companies have

on-hand or can purchase as the need

wn

eS.

(RN LAWNGRIPS

footwear designed for the
green industry ...

Now in stock at
GEMPLER'S

...when comfort
cussc  alone isn’t enough

» Water-resistant, full-grain leather

* Self-cleaning Grip 'N Go™ outsole

» Stability-enhancing, multi-directional cleats
* Roomy steel toe that won't pinch

— oo 1210 Fourier Dr.
GEMPLER'S® padison Wi 53717

www.gemplers.com/LAL or
call 800-382-8473 and use keyword 24SA424
socks with purchase.

to receive a FREE pair of Carha
Offer expires May 31, 2007. ,
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Gleary. Because great landscapes
shouldn’t he left to chance.

There’s no room for guesswork when it comes to effective control of pests and fungus. That's why landscape professionals
everywhere have come to depend on Cleary’s solutions to keep their lawns and gardens lush and beautiful. Backed by

a 70-year tradition of excellence in product research, innovative formulation and unsurpassed customer service, Cleary
products provide you with the confidence you want and the protection you need to keep your landscapes, and your
business, growing healthy every day.

Discover ENDORSE® — a new, unique mode of action for disease management from Cleary.

— - —— With a proven track record in the control of many economically threatening turf
' diseases, Endorse” is now available as a totally new management tool for
horticultural applications. Using a new active ingredient for the U.S. market,

ENDORSE WP , Endorse® works like no other furjgicide afound " emplqymg a unique mode of
: action that obstructs the production of chitin while inhibiting spore generation and
Turf and Ornamental Fungicide mycelium growth. And while Endorse* is easy on your plants, it's tough on disease
M — providing foliar and translaminar systemic activity for superior control of
: > " Botrytis, Powdery Mildew and others.
-
g Why leave the health and beauty of your landscapes ¥
— to chance? Discover all the advantages of new Endorse \

by contacting your local distributor or visiting
www.clearychemical.com. We'll make your day
S——— look better than ever.

CLERY fungicide and our complete line of landscape products c LEEA/RY

™

CELEBRATING 70 YEARS OF INNOVATIVE TECHNOLOGY UNPARALLELED CUSTOMER SERVICE

Read and follow ail label directions. The Cleary logo is a trademark of Cleary Chemical Corporation. Endorse is a trademark of Arysta Corp. © 2007 Cleary Chemical Corporation
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continued from page 147

black eye for poor customer service,”

he says. Hornung rridc.\ himself
on being open and honest with his
customers and treating them the

way he would want to be treated. “If

you answer your phone, customers
are surprised. If you call them back,
they're wowed. And if you show up
on time, they'll work with you again,”
he says. “If you want to be successful,

relatiopship with a company that specializes in one thing
equipment for green industry professionals. Our gos
sible solution, whether it's

you with ‘the best |

FERTILIZER? Nope. A MOWER? Sorry. HAND TOOLS? Not here.

SPRAYERS? Now we can help you there.

With Gregson-Clark you get more than gquality eguipment. You gel a

spraying
is to to provide
a new sprayer,

technical support, or parts. Call for our new catalog,
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those are three key things to start with
and are three things we always make
sure to do. It sounds so easy but that
is where a lot of landscape companies
fail.”

To promote his irrigation services,
Hornung suggests first looking at
how much work your company can
handle. From there, decide if you can
get adequate calls from your exist-
ing Yellow Pages ad or if you need to
take additional steps. Early spring is
the best time to promote irrigation
services because people are getting
anxious for a summer of enjoying
their lawns, Hornung says.

Although he and his team are
currently busy planning this year's
marketing strategies, the last 10 years
of service will probably ease some of
their hard work. “Customer referrals
are the best form of advertising,” he
says. “If your customers refer you,
and you do good business and follow
through, you'll have that customer for

life."

GREGSON-CLARK

A Diiviston of Rhess M. Cliark, inc

Toll free: 800-706-9530

Phone: 585-768-7035 | Fax: 585-768-47T1

LeRoy, New York 14482
www.gregsonclark.com
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All for mowing less
and making more;
please stand.

ILLINOIS

Barnington
Mowerworks Ltd
847-842-8035

Benton
Benton Lawn & Garden Inc
518-438-3331

Carol Stream
Carol Stream Lawn & Power

630-483-0888

s Do It Best Store
618-542-2191

Hilisdale
Big Country Tractors
877-654-9258

Liberty
Mike’s Small Engine Rep
217-645-3807

Millstadt
Hartmann Farm Supply
618-476-1145

Normal
Midwest Equipment ||
309-454-6800

Odin
Gary's Outdoor Products
618-775-644

Palatine
Halloran Power Equipment
847-705-1984

Peoria
Midwest Ecuipment
309-676-5855

Rockford
Nicholson Lawn & Garden
815-963-5150

Steeleville
Coleman Lawn Equipment
618-965-3903

INDIANA

Bloomington
J & S Locksr
812-332-4533

Bremen
Joe's Engine Shop
574-546-4413

Fishers
The Mowaer Shop
317-849-9500

Franklin
Jacaobi Sales & Service
317-738-7440

Greensburg
Roger’s Lawn Mower Shop
812-852-2014

Hudson
McKees Garage
260-587-3322

New Haven
Lees Outdoor Power
260-493-6589

Palmyra
Jacaobi Sales & Service
812-364-6141

Sellersburg
Jacobi Sales & Service
812-246-6304

Seymour
Jacaobi Sales & Service
812-523-5050

Valparaiso
Burke’s Lawn & Garden
Equipment
219-759-2688

Wabash
McKillip Equipmant
260-563-1149

MASSACHUSETTS

Halifax
Morgans Power Equip Inc
781-283-9361

GREAT DANE

Harwich
RPM Small Engine and
Equipment Co
508-432-8161
Norfolk
Crowley’s Power
Equipment Inc
508-384-7775
Spencer
Ahearn Equipment
508-885-7085
MICHIGAN
Armada
Van Paemel
Equipment Co, Inc
586-784-5295
Grand Rapids
AlS Engine
800-442-2522
Maybee
Sweeney Farms
134-587-3340
NEW HAMPSHIRE
E Hampstead
ECL Rentals
603-329-7532
NEW JERSEY
Neptune
Neptune Mower Repair
Accurate Mower
732-988-4216
Tuckahoe
Cody's Power Equipment
509-628-9816
OHIO
Cincinnati
Schwab Feed & Nursery
513-574-0020
Dayton
Superior Services
of Dayton
937-898-2700
The Yard Barbers
937-264-3013
New Lexington
Fisher Farm Equipment
740-342-2466
Qakwood Village
M & D Mower, Ltd
440-914-1252
Pataskala
Sally's Hearth & Home
740-927-5018
WISCONSIN
Kaukauna
Freedom All Season
Repair & Rental
920-687-1756
West Bend
F & | Equipment
262-338-1138

DISTRIBUTORS

Engine Power Inc.
800-457-7056
Serving: No. IL. IN, M1, Wi

Oscar Wilson
800-873-6722
Serving: So, IL

W.J. Connell Company
800-456-5691

Serving: CT, MA, ME, NH,
NJ, NY, OH, PA,RI, VT

Saving
you time:






product tocus - lighting

See

inety percent of the time Rick Brauneis
hooks the client.

Brauneis’ bait is professional land-
scape lighting, and not the big-box,
do-it-yourself kind many residential
clients are all too familiar with. Once a
client sees how a few well-placed fixtures
equipped with some wisely chosen bulbs
can add a new dimension to a home once shroud in darkness,
they almost immediately buy into Brauneis’ vision.

Landscape lighting’s main objective, say contractors offering
the service, is to create a certain effect for the client — an electrical
‘Wow' factor. Accomplishing this successfully involves an artistic
eye, an understanding of how lighting systems work together in
concert and the skill to translate a mental picture into reality.

Clients easily become “enlightened” by the potential they
discover in landscape lighting, which makes it a particularly at-
tractive add-on service for landscape contractors, especially those

Photo: CAST Lighting
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catering ro high-end clients.

“The trend is more people in the
middle- to upper-income levels are
looking to do a landscape lighting
prmut " says Maria Burk, market-
ing manager for lighting systems
at Kichler in lndgpn ndence, Ohio.

I lnd\&.IPL lighting is the natural
progression in the evolution of clients
desire to create and enhance outdoor
living environments, she says.

Low-cost and low-tech to adopt,
landscape lighting has a short learn-
ing curve for contractors. Because of
these attractive features, landscape
pn)k\\mn.i]\ are l\u'lnnlm_, to see the
service in a pmmu light. According
to recent Lawn & /.1’1//.\(:1/'( research,
35 percent of contractors offering

landscape construction services engage

in lighting installation. In addition,
nearly 35 percent of contractors plan
to purchase landscape lighting materi-
als in the coming year, according to
the research.

Likewise, the service not only sells
itself, but it also serves as the catalyst
for future referral business.

“As long as | don’t make the cli-
ent’s home look like an airport land-
ing strip it generates a lot of referral
business,” Brauneis says. “The lights
come out and the neighbors start to
‘Ooh’ and ‘Ah’ and they want to know
who did the lighting work for them.”

FLICKING THE SWITCH. Landscape
lighting is a logical addition for con-
tracrors l‘ltdd\ offering design/build
services. And it’s the |ku il next-step
decision for clients investing in ex-
terior living spaces, such as backyard
patios and outdoor kitchens.

For example, Parrick Devereux,
the owner of Stone Oaks Landscapes
in Milwaukee, Wis., already owned
the necessary equipment and machin-
ery for his landscape construction
projects. Unlike other green industry
services, landscape lighting does not
require a steep financial investment
into specialized and expensive tools.
Contractors will need
electrical tools, such as a pair of qual-
ity wire cutters, as well as meters that
measure voltage and amperage. In all,
a basic landscape lighting rool kit can
be assembled with high-quality equip-
ment for less than $1,000.

With a basic mechanical back-
ground and understanding of electric-
ity, landscape lighting is not a difficult
service to get a handle on, says Andy

some basic

april 2007

Photo: Kim Lighting

White, pl‘t'\idcnl (l{\\'ll'\'sidt Land-
scape Services in Asheville, N.C.

“Sometimes, I've found thart elec-
tricity can be a lot easier to under-
\l'md than how pl.mt\ grow,” he says.

“The laws of physics are very pruhu-
able, unlike the laws of nature.

In addition, many states do
not require contractors to have an
electrician’s license to install low-volt-
age lighting, Burk says.

Another attractive bonus, De-
vereux says, is there are a number
of educational venues available to
contractors to learn about proper wir-
ing and to get up to speed on current
landscape lighting techniques and
design/layout trends.

“I was able to attend a number
of seminars and training sessions put
on by our wholesale provider to learn
how to design lighting,” Devereux
says, adding many are offered either
for free or for a nominal cost.

One \upplu r provided Devereux
with an on-site represe neative to assist
in the design and installation of his
hr\t few l.llld\L.lpL lighting jobs.

“The hands-on training they were
able to provide was very lulptul and
appreciated,” Devereux says. “My

| il
www.lawnandlandscape.com

crew was able to learn to do an install
the right way and on-site with the
help of the rep.”

“The best source for knowledge
on getting started with landscape
lighting is from manufacturer- and
supplier-driven workshops and educa-
tion opportunities that are available to
the contractor, often for free,” White
adds. “I've attended dozens of these
types of events over the years and
they’re the places | can go to get my
questions answered or have a profes-
sional troubleshoot my problems.”

[t may take a dozen or more light-
ing projects before a contractor begins
to get a good feel for how systems
work and different lighting interacts
with each other, White says.

“You can make some good guesses,
burt until you purt that combination
()" ﬁx(llrc,\ out (hCrC .\'()ll \\'()"'[ rcilll)'
know for sure,” White says. “Eventu-
ally, you'll get good enough where
you can create the effect you want the
first time out, burt it takes a number of
jobs to get to that point.”

And whether a contractor forms a
dedicated lighting crew is a matter of
personal preference and depends upon
the size of his operations and the



http://www.lawnandlandscape.com

LV131

SOLID BRASS

Lves]

SOLID BRASS

PLEASE
CONTACT V%
TO REQUEST

OUR NzW

2007

LANDSC AP=

LIGHTING
CATALOG

AP = At ian r'-\‘('v‘,, O,{ntﬂr-‘, /,,,-\ N o
W\ dabmar.com BOS5/604-9090[ph] BO5/604-9050 [Fax]

USE READER SERVICE # 109



l

ﬁroduct focus - |iﬁhtinﬁ '

156

magnitude of lighting installations he
or she expects to perform throughout
the year.

Devereux, for example, has a
three-man crew that specializes in
large-scale (more than 20 fixtures)
lighting projects. This crew, in turn,
trains other workers on proper instal-
lation techniques to handle smaller-
sized jobs.

Many contracrors, though,
indicate the crew that performs the
landscape install or constructs the

design/build project also takes care of

the lighting.

People who haven't experienced pro-
fessional lighting firsthand tend to not
want it because many correlate it with
the big security spotlights attached to
the sides of garages and sheds.

In fact, the greatest challenge
landscape contractors offering lighting
services say they face when 5c|ling a
project is countering the Do-It-Your-
self mind set. It’s not uncommon
for a potential client to respond o a
contractor’s lighting proposal with,
“Can’t | just go to my local big-box
retailer, buy my own kit and do it
myself?”

“As |ong as | don't make the client’s home look like an airport

|anding strip, it generates a lot of referral business. The |igl'nts
come out and the neighbors start to ‘Ooh,” and Ah and they
want to know who did the |ig‘1ting work for them.”

Photo: Dreamstime.com
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SELLING AND PRICING. The worst
time to sell landscape lighting, as the
common joke told by landscape con-
tractors goes, is during the day.

The truth, though, is clients often
have a difficult time envisioning the
potential improvement factor that
professionally-installed landscape
lighting can have on their properties.

april 2007

- Rick Brauneis

Professionally installed landscape
lighting is a relatively new industry,
says Steve Parrott, media and mar-
keting director at CAST Lighting in
Hawthorne, N.]., and has seen growth
rates of about 30 percent every year
for the last 15 to 20 years.

“People are starting to see more
professionally lit homes and that’s

|

building a lot of momentum for the
service, Parrott says.

However, even the most brilliant
plans for landscape lighting might not
look that great on paper. In selling
landscape lighting, contractors say
seeing is believing.

Demonstration — or “demo” — kit
are a great selling tool for contractors
pitching landscaping lighting plans to
a client. The average kit consists of a
transformer and a sampling of about
two-dozen different fixtures equipped
with quick-connect wiring. Most
manufacturers and suppliers sell dema
kits, or a contractor can develop his
or her own custom-built kit for a few
hundred dollars.

The demo kits are worthwhile in-
vestments for landscape lighting con-
tractors. Installation takes, on average,
about 30 minutes, and the kit gives
the client a preview and appreciation
for what a full-array can look like.

“Demo kits are a great way for
contractors to markert their landscape
lighting services,” Burk says. “Once
people see this beautiful example of
whar landscape lighting can do for |
their homes, they want it.”

Indeed, the demo kit, set up and &'
left with the client for a week or two,
often does all of the sales work for the
CONtractor. |

“It’s a good idea to leave the demo
kit in place for the client foroneto |

esides utilizing a demonstration kit, Steve Parrott, media and )
marketing director for CAST Lighting in Hawthorne, N.J. suggests !

a few other strategies for contractors hoping to shed some light on thel

landscape lighting services.

» Donate your services to wire and light a very visible location in your
hometown, For example, volunteer to install landscape lighting at the

* Contact the owner of a strategically-place, high-end or historic
home and offer to do the install portion of a landscape lighting project

for free.

* Market directly to a high-income client base by working a deal with

town library or another public landmark, i

a local country club to install landscape lighting.

*  Work with a local garden club or neighborhood association to put
on a landscape lighting presentation that not only shows a project's
potential for beautification, but also stresses the lighting's safety and

security benefits to the community.

|
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“I hardly noticed”

“l sure did!”

No unpleasant odor

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

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

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

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

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

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

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

2TRIPLET Low Odor B

Contact a Nufarm representative or your local distributor for more information: TNurfu&'SaeEim
800-345-3330 ® www.turf.us.nufarm.com PERESEY
® Triplet is a registered trademark of Nufarm Americas Inc., Trimec is a registered trademark of PBI-Gordon Corporation Home of Riverdale Brands
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two weeks,” Parrott says. “Installers
report nearly 100 percent sales at the
homes where they have used a demo
kir.”

The ideal time to sell the service,
according to White, is while a con-
tractor is developing and/or selling a
landscape or design/build project.

“During the install and construc-
tion phases you can incorporate all of
your physical systems into the plant
material and you won't have to come
back and risk cutting into a drip ir-
rigation tube,” White says.

basis, Parrortt says.

“Contractors will begin to rec-
ognize clients who will want to do a
landscape lighting project,” he says.
“But it may be too much to ask if the
bill for the hardscape project is high.”

[t costs next to nothing to lay
cable and install the dedicated cir-
cuitry during the construction phase
of a landscape or hardscape project,
CONLractors say. Often, the few dollars
spent is a worthwhile and time-saving
investment.

“Offer to put the wire in the

“Landscape ‘ighting demo kits are a great way for contractors

to market their landscape |ighting services. Once people see

this beautiful example of what landscape |ighting can do for
their homes, they want it. - Maria Burk

Photo: Kichler Lighting

lawn & landscape

But this isn't always the case
and clients are more apr to consider
landscape lighting during the second
or third phases of a design/build
project. Even if the client is nor ready
to commit to lighting right away,
incorporating the guts — laying the
wiring — for a system alleviates a lot
of headaches down the road.
Offer the service on a case-by-case

april 2007

www.l

ground for free and then approach
the client the next year with a pro-
posal for adding landscape lighting,”
Parrott says. “Don't push the client
into doing landscape lighting that
they're not comfortable with during
a design/build project. Tell them you
understand if it’s too much to pay
for landscape lighting now, but you'll
throw in a demo kit for free. It'll give

tion job.

Avoid inferior fixtures. Cheap fixtures do not stand the test of
time, with some rotting out within five years.
Keep wiring out of the way. When possible, run fixture light-

For landscape contractors installing landscape lighting, mistakes
are bound to happen. For example, a contractor may misesti-
mate a job that requires more light fixtures than originally projected
or underestimates the amount of voltage a string of lights requires,

The bottom line. though. is a poor installation of landscape light-
ing will burn a contractor every time.

Patrick Devereux, owner of Stone Oak Landscapes in Milwaukee,
Wis., offers a few easy ways contractors can avoid a sub par installa-

the client a good idea for whar light-
ing could look like.”

A solid sales tactic, many contrac-
tors advise, is not to push a landscape
lighting scheme on a client, but rathe
suggest it.

“When people see a really good
landscape lighting system they will
want it,” White says. “But remember,
this is a discretionary purchase for the
typical homeowner and they can be
easily talked out of making a commit-
ment, 0o,

Initially, contractors are unsure
of how much ro charge clients for
landscape lighting services. Devereux
suggests fine tuning price around a
combinartion of how I(mg the install
will take (Will a transformer need to
be installed or an excessive amount of
cable laid?) and the going marker rate
for the service. For example, Devereuy
charges between $200 and $250 a
fixture for an average lighting job,
which is berween 15 and 20 fixtures.
He adjusts this figure accordingly for
large-scale (more than 20 fixtures) and
small-scale jobs (less than 5 fixtures).

“While it’s not an exact formula,
it’s good to approach each job on a
case-by-case basis,” Devereux says.
“When you're installing more than 20
fixtures you're making a pretty nice

continued on page 16], sidebar on page 160

ing out of the way of active landscape areas, such as flower beds.

Run balanced systems. An improperly balanced system will be
more expensive to run. Overloaded circuits lead to strings of lights
with fixtures that are too bright and too dim. And when possible, run
heavier gauge wire to minimize resistance.

awnandlarvciscape com



Thes PDWER to Cut ‘5*
"  COMFORTABLY % %«

When you're looking at another long day on your mower, you want to know you've got the power to get through the
job quickly and the comfort features that make the day seem a little shorter. That's why we built our Massey Ferguson
Zero-Turn Mowers with rugged diesel engines and high-performance hydraulics that let you get down to business, while
the open platform design and high-back deluxe seat offer a smooth, comfortable ride.

* Powerful 3-cylinder, liquid-cooled diesel engines - in 29 or 33 hp models —- deliver reliable performance.

* Two hydrostatic pumps and two hydrostatic motors with gear reduction at the drive axle ensure
unbeatable performance and long life.

* Roomy, semi-flat operator’s platform provides ample legroom.

* High-back, deluxe seat features spring suspension, dual arm rests, fore/aft adjustment and retractable
seat belt, for a smooth, comfortable ride.

* Comfort-grip steering levers easily control forward and reverse travel.

» Convenient knob on right-hand console controls electro-hydraulic, multi-disc wet clutch to engage/
disengage mower deck.

See both zero-turn mower models at your Massey Ferguson dealer today.

2007 AGCO Corporatio 4205 River Green Parkway, Duluth, GA 30096 « (800) 767 3221 * www yfers * MF333ESWVOI MASSEY FERGUSON®

USE READER SERVICE # | 1]



http://www.masseyferguson.com

7 ﬁrocJuct focus - |iﬁhtinﬁ

any contractors are adopting remote control switches. “When
doing an install on a new home you have the opportunity to
run wires just about anywhere," says Andy White, president, Wayside
Landscape Services, Asheville, N.C. "But running those same wires
in an established home can be expensive or near impossible.”

To troubleshoot this problem, contractors are turning to remote-
control technology, which bypasses the need to install expensive and
invasive wiring. Wireless, remote switching devices send signals to
the transformer on when the lights should be on and off.

"Remote control systems have really worked well for us because
they allow us to place switches in a number of locations easily,”
White says.

The remote devices also assist contractors when they're called
to troubleshoot lighting problems. “They're great tools for repair
work,” White says. "Instead of running back in and out of the home
to flip switches on and off you can take the controller with you out-
side and operate the whole system from there.”

Photo: Vista Professional Outdoor Lighting

- ﬁAI/V&B/RD SALE
moouanese SO 5004-PC

CONTROLLER

i CusTomM DEFAULT PROGRAM 4”P0P-Up Turf Rotor
Up To 13 S7ATIONS 5\
N

S

HorSwap MobuLEs
EXTRASIMPLE
PROGRAMMING BEsT O 00
— W THE £ESP STanvaro TURF
ESP4MI (Indoor) 4-sta....$ 67- Roror
ESP4M (Outdoor) 4-sta..$ 80- Buy

ESPSM3 (3-sta.Module)..$ 1950
IZE¥) -Your BEsST Source For Ran3 Birp

FREE Ask Asout E s
Shipping ‘ QUAF‘JTIW [@,@

Order By 1 p.m. M-F 7:30-5 SAT 8-1 7/ PRICING
SHIPS SAME DAY Se Habla Es anol Call Now & Save

Buy the Box
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pmfir‘ I .l”(i\kaL' llgll(in;; tcnds to ln‘
more profitable than other landscape
work. | shoot for about 35 percent
gross profit.

When pricing jobs, some contrac-
tors boil a project estimate down to
labor and materials. For larger jobs,
though, many work backward by
sstablishing a price-per-watt.

“Once you do a few jobs and es
tablish a price you're comfortable with
you can \ll\'lklk' lll.ll nto lllc wattage
youve sold for a bigger job,” White
says. “And then you can adjust that
higure according to a particular job's
difhiculcy level.”

ELECTRIFYING RELATIONSHIPS.

A common misperception among
homeowners is that their landscape
lighting project is final once the install
is completed.

“Sometimes, |'ve found
that electricity can be a lot
easier to understand than
how plants grow. The laws
of physics are very predict

able, unlike the laws of

nature. - Andy White

I'his is not the case. Contrac
tors should educate clients thar their
lighting arrangement will need to be
tweaked in a year or two to maintain
its optimal effect. This provides an ad-
ditional profit center for the contrac-
for, as \\c“.

“Every few years the lighting
needs to be re-evaluated,” White says.
“As plants grow, the lighting needs
to change. Some of the lamps and
fixtures will not continue to do their
jobs because after a few years they’ll
either become buried or blocked by
the surrounding landscape.” il
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There i1s a reason
we’re the leader.

Exclusive 24-hour turnaround,
including most custom orders.

Forward thinking lighting solutions.

Customer service that’s second to none.

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

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

/. VISTA

v {57\ PROFESSIONAL
'A\ OUTDOOR
//\\ LIGHTING

800-766-VISTA | FREE OaQuct gual

WWWwW.V ist ‘)'n»‘\\,._ om

) /
weve sedn w R grotiight rom oven
TWENTY YFARS

USE READER SERVICE # 113

161


http://www.lawnandlandscape.c
http://www.vistapro.com

Business Bytes

Up-to-date software helps keep companies organized.

compiled by heather wood | web editor

Advanced Tracking Technologies e 4 y
Shadow Tracker P2

¢ Allows the user to monitor a vehicle's every movement

o Tracks speed and location of the vehicles

* Easy to install

¢ Includes detailed mapping features ; L .
¢ Productivity reports are available Shadow Tracker

* Free technical support offered ‘ p

* Advanced Tracking Technologies — 800/279-0035,

www.advantrack.com

Circle 218 on reader service card
CLIP Software Training Video
¢ Features audio from a recently hosted live class

» Contains more than six and a half hours of training

o Covers such topics as set up, managing customer files, preparing work
orders, recording the work and billing

* Sensible Software — 800/635-8485, www.clip.com

Circle 219 on reader service card

CLIP Basics

Computer Systems Odessa ConceptDraw VI {

o Features libraries of objects and instruments for landscape design
¢ Updated version is available

* Objects can be dragged and dropped into designs

e Option to create your own library is available

¢ Computer Systems Odessa Corp. — www.conceptdraw.com
Circle 220 on reader service card

lawn & landscape april 2007 www.lawnandlandscape.com

e Screenshots help users better understand how to set up and use the software
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's rt possuble for cllents to be too happy"

Usenuldtsnveﬂhableldetoaeateaﬁstmlonmatlasls.

When it.comes to weeds; clients aren’t patrent so you can't be either. With QuickSilver herbncrde. &, e
+customer satisfaction starts from_the' very first treatment. with' visible results just hours “after. w4
; application. That's because when you include QurckSrtver herbicide in every tank mix, you ¢ see a boost‘ Ry '
./¥in the performance on more than fifty tough to control broadleaf weeds. And QurckSrtver herbrcrde BIVIAYY
* * . specially formulated to be effectwe at'a'wide range of temperaures S0 your customers never have 10, "
- wart on the weather for'the results they want. You only get one chance to make a lashng |mpressron A
Keep customers happy and ‘coming -back by using Qurcksnver herblcrde in every tank. For more ) \
R unformanon ple&e contact your FMC sales representatlve or local FMC drstnbutor

s 3

1+ QuickSilver. CustvmerSatrsfacnon In Every Tank. " "

' 29 ! ' ' ‘ ’r ) .

| .

275 read and follow label directions. FMC'and QuickSiver are trademarks Jmc r:uroaarm § A |
W1 MG Corporation. All rightsteserved. FSPA034901 08/07 ) )

QuickSilver

HERBI!
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DeWalt Mobilelock

Stand alone, portable wireless alarm system
Easily mounted to equipment using heavy-duty
magnets or screws

GPS feature allows contractors to locate device
using the Internet DeWALT |

Includes four sensors that can be individually
programmed through a phone or Web site
DeWalt - 877/456-5625, www.dewalt.com

Circle 221 on reader service card

Drafix PRO Landscape 13 4

Features new 3D imaging capabilities

Allows users to zoom in and out and rotate at any angle
to view landscape designs at various perspectives

3D feature is integrated into the software’s Image
Editor and Planner components

Image Editor gives designers access to more than

5,000 high-quality images

Planner component creates a 2D comprehensive layout
plan that accurately represents plants, irrigation systems,
hardscapes and waterscapes

Drafix - www.prolandscape.com

Circle 222 on reader service card

DynaSCAPE Color Add-on 4

Circle 223 on reader service card

Feature is an addition to the DynaSCAPE Suite
Transforms designs into full-color designs

User can open a design and quickly drop in a color swatch
Style Editor allows the user to create custom swatches
and styles

Advanced transparency and shading effects are available
Existing designs can be colored

DynaSCAPE — 800/710-1900, www.dynascape.com

For moms information on owr DynaSCAPE Color 1001 plesse vislt v

164
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Openit up.

Our company, our products and our reputation are
all built on one principle: Quality.

: l & It's what we're made of. Better
1 parts and better engineering
- A " . mean greater performance e
and longer life. At Shindaiwa, :
: we invest mere in research,
: PIOR ~ design and materials to give you a

I\ year after year.

FHE510RT BACKPACK BLOWER

Displacement: 79.7cc / Output:
Air Flow: 762 ¢/ Speed:


http://www.shindaiwa.com

Envista Landscape Software < ‘

* Contains several integrated modules, including estimating, sales ‘\‘/\
tracking, scheduling, customer service, profitability analysis and
administration
¢ All information is accessed via the Web, so employees can = 1l v i1 S 7 &
access real-time information
* Designed exclusively for landscapers by a landscaping company
that has been in the business 20 years
o Envista - 866/641-6459, www.envistainc.com

Circle 224 on reader service card

Exaktime PocketClock

¢ Simple-to-use software that runs on a Palm Pilot
¢ Allows multiple users to clock in and out

o Can be used alone or with Exaktime JobClocks
* Exaktime - 888/788-8463, www.jobclock.com
Circle 225 on reader service card

Insight Direct Service CEO &

* Helps lawn care companies manage tasks including
scheduling, dispatching, jobs, service contracts, estimates,
customer information and inventory

o Allows the user to provide instant, accurate answers to
customers and employees :

: : ; QuickSt:
¢ Demonstration available online

¢ Insight Direct — 800/47 1-4200, www.insightdirect.com

Circle 226 on reader service card

Serveon SAVI Data Collection System 4

o Customizable wireless, GPS-enabled handheld system
allows users to capture, share and report field data

* Sold on a subscription basis

e Contained in the Pharos 525E, a wireless handheld unit

e All data imported by subscribers is stored on the
company's secure server network

e All types of data can be stored on the system

* Serveon - 302/529-8640, www.serveon.net

Circle 227 on reader service card

166

lawn & |andscape aprul 2007 WWW, awnandlandscape.com



http://www.envistainc.com
http://www.jobclock.com
http://www.insightdirect.com
http://www.serveon.net

'

/ﬂ__
Pro Deuce Introducing ProDeuce™ - the first ever
Glyphosate/ Prodiamine herbicide.

Sick of respraying? Wish there was a broad-spectrum herbicide that offered extended grassy weed
control throughout the season to cut down on labor? Tired of the carnage of mechanical trimmers?

Introducing ProDeuce™ - a groundbreaking herbicide that combines the non-selective knockdown

power of glyphosate with the preventative long lasting pre-emergent control of prodiamine. Together
for the first time in a convenient dualaction herbicide!

Ideal for:

* Chemical edging * Mulch beds of well-established plants
* Cracks and crevices in driveways, sidewalks and patios*
* Foundations * Gravel areas

www.turf.us.nufarm.com (800) 345-3330

™ ProDeuce is o frademark of Nularm Americas Inc
* May couse femporary stoining. Do not use on oreas where this is unacceplable

"

Value with a difference. Turf & Specialty
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smaller Pawe. Bigger Claws.

New FastCat models from BOB-CAT* give
you all the power, comfort and performance
of a big zero-turn mower in a compact
design. Mow where the big boys can't!
Starting at a slim 36", the FastCat easily
gets through narrow gates and into
hard-to-reach areas. Choose any one of
four workhorse engines for all the
power you'll need.

New ergonomic features give you comfort for
the long haul. Get more done with the
compact, more productive, more powerful, more
comfortable FastCat from BOB-CAT.
To Find a Local Dealer Call Toll-Free
1-866-469-1242
www.bobcatturf.com
Commercial Grounds Care, Inc:
One BOB-CAT Lane
: Johnson Creek, Wi 53038

©2007 Commercial Grounds Care, Inc BCOT0016
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d Quality Parts
FLAIL-MASTER® sl
Your B/Eir Choice for Quality Mower Parts

& walk Beh,‘nd

68 g I

www.flailmaster.com (800) 251-4020

P.O. Box 40984, Nashville, TN 37204

‘Free shipping on all orders of S50 or more
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Real Green Torq N100

Navigation System

Equipped with TomTom Navigator 5
Gives voice turn by turn directions with
easy-to-use touch-screen menus and a list
of points and interests to help you navigate
to your destination of choice

Supports GSM phone services

Also works as a cell phone

Includes a |.3-megapixel camera for live
and still captures

Windows mobile PDA capabilities are
available, including Word mobile and
Excel mobile

Real Green Systems — 800/422-7478,

www.realgreen.com

Circle 228 on reader service card

Teletrac FleetDirector
Tracking System

Circle 229 on reader service card

Vehicle location and fleet management
system for service companies

Features wireless two-way communication
between drivers and dispatchers

Allows the user to schedule change
requests, unplanned delays, parts
replenishment issues or crew reassignments
Message Display Terminal can accommodate
both pre-programmed and free-form
messages

Turn-By-Turn navigation gives verbal

driving directions

Teletrac Reporter supplies the facts needed
to measure driver, vehicle and customer
performance

Teletrac — 800/835-3872, www.teletrac.net



http://www.bobcatturf.com
http://www.flailmaster.com
http://www.teletrac.net

)ermagcfe@n wmyfw

all or register online to win a new Magnum or Synergy

00.346.2001 permagreen.com
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compiled by heather wood | web editor

Advan Enforce Insecticide 4 / I\'/ £

¢ Delivers protection against grubs, mole crickets,
billbug larvae, annual bluegrass weevil, cutworms,
chinchbugs and European crane fly

* Best used as a preventative before egg lay

» Offers curative action through the second instar

e Advan - 800/250-5024, www.advanllc.com

Circle 230 on reader service card < D lS a—rmTM

Arysta Disarm 480 SC Fungicide

e Provides long-lasting, broad-spectrum control of brown The Hyperactlve Fung|c|dem

patch, anthracnose, gray leaf spot, summer patch and other
major diseases on greens and fairways

o Offers fast-acting systemic disease protection

* Includes leaf and crown protection

o Arysta LifeScience ~ 800/358-7643, www.arysta-na.com

Circle 231 on reader service card

BASF Trinity Fungicide

4 = =
e Member of the demethylation inhibitor class of \ r I n I

chemistry (DMI) FUNGICIDE
e Offers preventive and curative control of patch diseases,

anthracnose, dollar spot and pink and gray snow mold
e Can be used in rotation with non-Group 3 DMI fungicides
o BASF - 800/669- 1770, www.turffacts.com

Circle 232 on reader service card

The Way to Wellness

These pesticide formulations offer the cure or prevention for several turf and ornamental problems.

170 lawn & landscape april 2007 www.lawnandlandscape.com
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COMMERCIAL TRUCK CENTER

FORMERLY KNOWN AS KELLEY COMMERCIAL TRUCK CENTER

DUE TO MORE STRINGENT EMMISSION LAWS ON COMMERCIAL
VEHICLES, THE PRICE OF TRUCKS PRODUCED AFTER
JAN. 151, 2007 WiILL INCREASE $3,000 - $5 000

or details

2007 ISUZU NPR * 2006 ISUZU NPR Diesel
Auto, A/C, 6.0L 300hp. Auto, A/C, 14ft Dovetail
Pwr Windows & Locks ! Pwr Windows & Locks

16ft Landscape Body Cruise Control

S e e e, i AN
= -.-—J.r.. ¥
Lals”
! :"'—A - _ml
‘"L‘:’:‘f‘*“"‘""ﬁ-‘\i‘.'f’!! ‘
A -—dd

2006 ISUZU NPR DIESEL « 2007 ISUZU NPR
Auto, A/C, 16t Landscape 29 966 CREW CAB DIESEL 36 8 l 6
Body, Pwr Windows & Locks } Auto, 16ft Landscape Body

Cruise Control

BEAT THE RUSH!

We have stocked up on 2006 year model trucks to save
you money for the upcoming landscape season. Don't
wait, call and order your trucks now!!!

1-800-543-5109 OR 770-496-1000

FAX: 770-270-6774
email: TKPisciottad@aol.com

www.adobetrucks.com
*PRICES AND PAYMENTS
SUBJECT TO CHANGE

sased ok curkeNT  “Cz// oyr Parts Department for Overnight Nationwide Shipping”
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Bayer Armada Fungicide 4 A r m ada :

* Approved for control of foliar diseases of ornamental plants and trees

* Applied as a foliar spray, it controls diseases including anthracnose,
black spot, downy mildew, leaf spot, powdery mildew, rust and scab

e Use rates vary from 3 to 9 ounces per 100 gallons of spray solution

e Product may be applied at |4- to 28-day intervals until the threat of
the disease is gone

¢ May be used for preventive and curative disease control on

ornamental plants including chrysanthemums, geraniums and — ————

marigolds, as well as on trees and shrubs
* Bayer Environmental Science — 800/331-2867,
www.bayerprocentral.com

Circle 233 on reader service card

Cleary TriStar Insecticide

70 WSP Insecticide
¢ Available in 70 WSP granular formation and 30 SG \\

P
water-soluble granular formation “‘E\_A,"
¢ Controls pests including aphids, mealy bugs, caterpillars, scales, N
whiteflies, thrips, leaf eating beetles and leaf miners '
o 30 SG formulation is packaged with 8-ounce containers that \
allow for multiple measurements of the products :: ‘:____;4 -:)}

» Both formulations are compatible with many tank partners
o Cleary Chemical — 800/524-1662, www.clearychemical.com
Circle 234 on reader service card

Dow Dimension 2EW Herbicide <

* Provides postemergent control of crabgrass and preemergent
control of other grassy broadleaf weeds including spurge, oxalis and
lespedeza

¢ Can be sprayed over the top of many landscape ornamentals,
including field-grown nursery ornamentals

¢ Doesn't stain or harm turf

¢ Sprayable version contains 2 pounds of active ingredient per gallon

e Available in half-gallon, 2'%-gallon and 30-gallon containers

¢ Dow AgroSciences — 800/255-3726, www.dimensionherbicide.com

Circle 235 on reader service card
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n with optional hopper cover.

[ ESCO [ESCO g EScO
i ,mmz;MlA_(h2 AACH 2
Date of purchase: Terms: | Fert

Fortilizer | Fertilizer ‘Sertilizer

o

To find out more, visit your nearest LESCO Service Center®
location or contact your LESCO sales representative. I E SCO
e isted s not vakd with any sales covered by contract and/or bid pricing. All truckioad orders will be direct shipped to your location. Some offers only avaslable in A

areas. lterns on sale may not be in stock at all locations. LESCO reserves the right 10 substitute a like product If out of stock. Offers valid from April 1 - July 31

7. Quaiifying purchase(s) must be on one invoice. Offers do not apply to agency products. Some restrictions apply. FREE LESCO Stainless Steel Spreader (#705699)
the optional deflector kit and has a retail value of $398. Maximum 5 spreaders per customer. MACH 2 is a registered trademark of Dow AgroSciences LLC Professional Turf Products
is a registered trademark of LESCO Technologies, LLC. *"Qualitying purchase(s) must be on one invoice and paid for with your LESCO card. Offer listed is not vahd

wny sales covered by contract and/or bid pricing
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DuPont Provaunt Insecticide 4

* Provides effective control to multiple types of caterpillars, mole
crickets, annual bluegrass weevil larvae (curative application),
European crane fly larvae, potato leafhopper, grasshoppers and
European pine sawfly

» Features the active ingredient indoxacarb

¢ Classified as a reduced-risk active ingredient by the EPA
e DuPont - 888/638-7668, www.proproducts.dupont.com

Circle 236 on reader service card

FMC Dismiss Turf Herbicide

* Controls yellow nutsedge and green kyllinga in a single application

>

Controls purple nutsedge in two applications

¢ Well-tolerated on most warm- and cool-season turfgrass

¢ Offers effective preemergent control on annual broadleaf weeds
¢ Labeled for both lawn and golf turfs

DI.SI‘I‘.‘I.I.SS « FMC Corp. - 215/259-6000, wwwfmc.com

TURE BERBICID Circle 237 on reader service card

Once and For All
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If you haven't read this week’s [ndustry Buzz then you re}L missing out!

~ CATCHIT EVERY MOI&DAY Al

www.lawnanc”andscape.com
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W 1o better manage your business.

ools of the Trade.

where else will you find a better and more complete resource for the lawn & landscape
wdustry than L&L Online (www.lawnandlandscape.com) — containing all the tools you need to
Bucceed! Daily news and commentary. Product information. Message Boards. All these tools

id more can be found on the industry’s |

eading website. Visit today for ideas and insights into
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Nufarm Mallet 2F Insecticide 4

¢ New line of insecticide products based upon the
active ingredient, imidacloprid

¢ Available in 2x2.5-gallon and 8x60-o0z. cases

» State registration process is underway with several
states having already granted approval

¢ Nufarm Turf & Specialty — 630/455-2000,

www.turf.us.nufarm.com

Circle 238 on reader service card

PBI Gordon Speed Zone W |
Broadleaf Herbicide for Turf < — |

o Provides fast broadleaf weed control for turf

¢ Injury is visible in hours

o Clover can be controlled in as little as one week
o Herbicide becomes rain-fast in 3 to 4 hours

o Carries a caution signal word

¢ Low-odor formulation

* PBI Gordon - 800/821-7925,

www.pbigordon.com/speedzone

Circle 239 on reader service card

Special Dealer Incentives
Check website for availability
(866) 968-3188

“Your Total Lawn Gare Solution”

www.LawnSolutionsCP.com

“Hydro walk-behind power seeder!”

6.0 HP
82733

VITALIZER
R o

:ﬂ

USE READER SERVICE # 123
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ProScape
MESA

Patented Siow Release Nirogen Tec hnology

ProScape " fertilizers and fertilizer combi-
nation products aren’t for everyone
fortunately, some of your compettion still
hasn't figured it out. They think low cost is the
path to high profits, that value is the same as
low price. Thats why you're out closing a
referral while they're across town scrambling to
deal with a customer complaint! ProScape’s

innovative nutrient sources like MESA™ give

How can s z)/hng/Lz'njf
LZ/LALZ NO/‘%J J0 Ajf.../dizf Jo [(Mjf?

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

you more green, faster, and longer than the
competition, with less surge growth. You can
reduce nitrogen rates lowering spring disease
pressure, go longer between applications, even
save time and money associated with excess
dippings. All while providing excellent quality
fesults that your customers will rave about.
ProScape s for serious turf care professionals.
fo learn more visit our web site
wwwlebanonTurfcom. Click on Promotions
and enter coupon code L12047. Well send
you a FREE 40 page Agronomy Manual just for

faking a look!

Lebanenlurf

1-800233-0628 » wwwlebanonlurfcom

USE READER SERVICE # 124
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Phoenix Peregrine Fungicide < Pe re g rl n e"“

¢ Broad-spectrum fungicide controls anthracnose,
dollar spot, large brown patch, helminthsporium,
pink and gray snow mold and leaf spot
¢ Can also be used on landscape plantings for
control of ovulinia blight, botrytis, downy
and powdery mildew
¢ Contains a combination of chlorothalonil and
thiophanate-mehtyl Aol
e Available as 66.7-percent WDG Scotts Corral Granular Herbicide 4
* Sold in five-pound, resealable jugs

¢ Phoenix Environmental Care — 888/240-8856, *. Preemergent herbicide
» Provides particularly effective control of goosegrass,

crabgrass and Poa annua, in addition to other annual |
grassy weeds

¢ Also provides effective control of certain broadleaf weeds

» Features the flexibility of being used with OH2 and Rout

e Scotts Co. - 800/492-8255, www.scottsprohort.com

Circle 241 on reader service card

www.phoenixenvcare.com
Circle 240 on reader service card
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Bug us
Rnytime
866-4857255 www.mistaway.com
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SePRO Octane 2 Percent SC Herbicide <

¢ Contains active ingredient Pyraflufen ethyl, which when added as -
a tank-mix with postemergent broadleaf weed herbicides increases
the speed of kill

o Visual herbicidal results are evident within 24 to 48 hours
of application

¢ Gentle on desirable turfgrasses

* Low-water solubility and vapor pressure limit its potential
off-target movement to sensitive sites

¢ SePRO - 800/419-7779, www.sepro.com

Circle 242 on reader service card

Syngenta Meridian Insecticide <

- .~
: : e "‘- y
¢ Registered for commercial and residential use on turf N &

» Controls a spectrum of soil and foliar pests with a wide

o Product is suitable for use on trees and shrubs and has a

%
application window ]',q," @ @& _
» Features preventive and curative properties f g I ! ’a n
J =y o= A i
i e

reduced need for watering-in after application

¢ Insects controlled include soil pests such as billbugs and white grubs,
Japanese beetles, oriental beetles, and European, Southern and
Northern masked chafer; and foliar pests such as aphids, whiteflies,
mealybugs and leafhoppers

o Offers control of ants and other insect pests of trees and shrubs

» Syngenta Professional Products — 866/796-4368,
www.syngentaprofessionalproducts.com

Circle 243 on reader service card

™=

Valent Safari Insecticide 4

¢ Label has been expanded to include new pests, including chili thrips,
cycad scale, Asian longhorn beetle and hemlock woolly adelgid

¢ Also controls adelgids, aphids, armored and soft scales, leafminers,
mealybugs, leaf feeding beetles and wood boring beetles

¢ Insecticide is systemic, so it quickly controls a spectrum of

landscape pests
* Soil application can give control in a few weeks
¢ Valent - 800/8982536, www.valentpro.com \
Circle 244 on reader service card
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ECHO PB-755 Backpack Blower

Blosioss

Strap on one of these backpack blowers and clear the way for a more productive day.

Equipped with a 63.3-cc engine

Features a shorter hip throttle that tucks out of the

user's way

L frame with a straight back makes it more
convenient to transport or hang when not in use
Re-designed tube stays flexible in cold weather and

allows greater operator efficiency through its

increased range of motion

compiled by heather wood | web editor

Includes a 68-fluid-ounce fuel tank, 625 cubic feet

per minute at the pipe and 205 miles per hour

maximum air speed

ECHO - 800/432-3246, www.echo-usa.com

Circle 213 on reader service card

Husqvarna 170BT Backpack Blower

¢ Powered by the X-TORQ engine, providing 70 minutes of run time
v ¢ Produces an air flow of 742 cubic feet per minute and a 199-mile per
hour wind speed output
¢ Equipped with the LowVib anti-vibration system
¢ Air Purge function ensures the unit is easy to start
e Unit is ergonomically designed
e Husqvarna - 704/597-5000, www.usa.husqvarna.com
Circle 214 on reader service card
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RedMax Strato-Charged Backpack Blower

» Blower moves 463 cubic feet per minute of air at |3 | miles per
hour

» Unit weighs 14.9 pounds

¢ Powered by a 29.5-cc Strato-Charged pure two-cycle engine

o Super e-START reduces pulling force needed to start the

engine compared to previous starting engines
¢ Recoil pulling speed is also reduced
¢ RedMax - 800/291-8351, www.redmax.com

Circle 215 on reader service card

John Deere BP65LE Backpack Blower <

» Features a heavy-duty 64.7-cc John Deere M-Series
low-emission engine

¢ Produces |90-miles per hour maximum air velocity

» Air volume reaches 630 cubic feet per minute

o Large muffler aids in quieter operation

¢ Pistol-type throttle is tube mounted for easy operation

¢  Weighs 21.4 pounds

¢ John Deere - 309/765-8000, www.johndeere.com

Circle 217 on reader service card

<

Tanaka TBL-7800R Backpack Blower

Powered by a 65-cc, 4.3-horsepower, two-stroke engine
Produces 850-cubic feet per minute output

Blows as fast as 205 miles per hour

Includes a tube-mounted throttle control switch

Weighs 22.9 pounds

Tanaka America - 800/482-6252, www.tanaka-usa.com

Circle 216 on reader service card
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Dynamax Automated Soil CO2 Exchange System 4

* Designed for the long-term, unattended monitoring of soil flux
* Automated design allows the soil area to be exposed to ambient
conditions between analysis cycles
¢ Soil chamber automatically closes prior to soil flux measurements being made
e Dynamax — East — 800/727-3570, West — 800/896-7108,

www.dynamax.com

Circle 203 on reader service card

Chicago Pneumatic Red Hawk Breaker

Circle 201 on reader service card

Cover-All Meridian Building Series

Bandit Model HB20 SideWinder

Offers a pivot-action base, allowing the operator to keep the wheelbase
stationary while using a smooth gliding motion back and forth to grind stumps
Available with a 20-horsepower Kohler gas engine

Includes a |9-inch cutterhead with 24 teeth

Bandit Industries — 800/952-0178, www.banditchippers.com

Circle 200 on reader service card

Ideal for small jobs or working in remote locations
Delivers 2,600 blows per minute

Weighs 50 pounds

|9 tools and accessories are available

Silencing muffler reduces the operating noise level to
107 decibels

Chicago Pneumatic Construction Tools — 800/760-4049,

www.cpconstructiontoolsusa.com

Has a clean exterior design

Lower roof line ranges from 30 to 70 feet wide

Is a hybrid of the TITAN and Legend building series

Includes a one-piece outer-fabric membrane that allows natural light

inside the building

Outer straight-leg design gives a higher straight wall for more useable space
Cover-All Building Systems — 800/268-3768, www.coverall.net

Circle 202 on reader service card
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Ferris 1S2000Z ‘

* 4-wheel suspension system dramatically increases efficiency

* Operator does not need to slow down for bumps in the terrain,
which allows the operator to mow faster and get the job done sooner

* Powered by a 30-horsepower Briggs & Stratton Vanguard Big Block
Engine that runs more efficiently and saves fuel for the operator

* Suspension system absorbs energy, meaning less wear and tear to the
machine and the operator

* Ferris Industries — 800/933-6175, www.ferrisindustries.com

Circle 204 on reader service card

Hudson Foam-A-Matic Sprayer

* Features a 2-gallon capacity

* Foam-sprayed cleaners hold on target longer than traditional liquids

* Includes Viton Equipped O-rings and gaskets to resist harsh chemicals

* Two different spray nozzles are included to provide a heavy foam stream

or flat foam fan pattern

_HUDSON"_ * H.D. Hudson Manufacturing — 800/977-7293, www.hdhudson.com
F L, 78 Circle 205 on reader service card
. Hunter Wireless Valve System 4

* Battery-operated controller

* Can be quickly and easily installed

* Attaches out of sight in a valve box

*  Wireless, radio-controlled operation by means of a handheld
Wireless Valve Programmer that can communicate with controllers up
to 100 feet away

* Available in |-, 2- or 4-station models

* Fully submersible and waterproof up to 12 feet

* Hunter Industries — 760/744-5240, www.hunterindustries.com

Circle 206 on reader service card

J&J Truck Bodies & Trailers True Feather Air Controls 4

* Allows the operator to have better control over the speed of the hoist to
slow the descent of the body

* ldeal for contractors who need precise control over material flow in the
unloading process

* Components are not prone to bind cables or freeze shifter spools on the
pump that is common with cable controls in bad weather

*  J& Truck Bodies & Trailers — 814/444-3452, www.jjbodies.com

Circle 207 on reader service card
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Kawasaki Mule 3000 Utility Vehicle

* Two-wheel drive vehicle

* Features an industrial liquid-cooled engine, automatic
transmission, locking rear differential and tilting cargo bed

* Includes aggressive styling and a rugged bumper with
rounded edges

* Body panels of the cab are made of durable,
color-infused plastic to help hide scuffing

* Front hood can be lifted with the touch of a
button to access a large storage space

* Kawasaki Motors — 949/770-0400,
www.kawasaki.com

Circle 208 on reader service card

Kim Lighting MiniBounce Luminaires 4

* Collection of pole-, surface- and ground-mounted
architectural landscape lighting fixtures

* Maximizes downward light distribution to site and
pedestrian zones

* Features a ribbed, die-cast aluminum fixture envelope
that allows heat to easily dissipate, extending lamp life

* Broad top hood ensures that maximum illumination is provided

* Fixtures are painted in a choice of five standard TGIC thermoset
polyester-coat finishes

* Kim Lighting - 626/968-5666, www.kimlighting.com

Circle 210 on reader service card

Magnum Systems Brush
Mulching Attachments

* Available in five different models and sizes

* Applications include clearing for development,
right-of-way, remediation and reforestation

* Fixed-tooth cutter/mulcher head is designed
for speed, performance and durability

* Configured to mount close to the base machine, the low
profile design ensures the operator greater visibility
and control

* Models are available in sizes ranging from 165 to
500 horsepower and offer a hammer design that is
compatible across the model line

* Magnum Systems — 319/378-3696,
www.paladinbrands.com

Circle 212 on reader service card

Nixalite Migrate
Goose Repellant

Circle 209 on reader service card

Protero Pro Rake
Front-Mount Dethatcher

Circle 211 on reader service card
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Migrate Goose Repellent is a
biodegradable, non-toxic concentrate that
is mixed with water and applied to the
Repels geese by making the turf less than
appetizing, encouraging geese to quickly
leave the treated areas for tastier food
sources

After as little as one application, repelfant
can significantly reduce grazing by Canada |
geese

|
Nixalite — 888/624-1 189, www.nixalite.com

Features sealed ball-bearing wheel pivots,
innovative spring coil tines and an easy lift

mechanism

With 12- and 6-inch modular extensions,
Pro Rake can fit all mower decks from 36 to
72 inches
Optimal dethatching action is achieved with
free motion of the tines in special brackets
Spaced spring coils result in maximum
sideways flexibility of tines for minimum
lawn damage in turns and maximum spring
Protero — 866/476-8376,

www.proteroinc.com
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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

‘1 Lawn & Landscape Magazine and
r lawnandlandscape.com

‘I for one low cost.

)

All classified ads must be received seven weeks before the date of publication.
We accept Visa, Mastercard, American Express and Discover. Payment must be

: received by the Classified closing date.
)
; Please contact Bonnie Velikonya at 800/456-0707 or bvelikonya@pgie.net. y

LAWN PROFESSIONALS TAKE NOTICE

The information contained in our manuals and the templates & spreadsheets
on our CDs are being used every day in our lawn service and by
HUNDREDS OF YOUR PEERS throughout the United States & Canada.

* Our manuals and CDs include proven techniques for:
Bidding, Service Agreements, Estimating, Snow & Ice Removal,
Marketing, Advertising, Selling and More.....

PROFITS UNLIMlTED g;ﬁi/’:ii%l'PYg)UUDESERVE!

Call 800-845-0499 * www.profitsareus.com

Taking Your To The Next Level

Synthetic Golf Greens Voted,

“The #1 Profitable Service Idea Of 2006”
o AN

—
-

B

Reasons To Call Us:
* Huge Profits - Up To 60%
, * Online Advanced Training
* Utilize Existing Equipment
* An Easy Add-On Service
* Upsell Existing Products
Greens Sell More Landscapes

800-334-9005

scapes www.allprogreens.com

Business Opportunities

SELLING YOUR BUSINESS!?

FRE} NO BROKER
APPRAISAL FEES

Professional Business Consultants

o 2,
O - Q‘
& / %
< <« -
s 2
£ y S
=~ n
i :

Professional Business Consultants can obrain ;-‘.zuh.nt
offers from qualihed buyers withour disclosing their
identities. Consultants’ fees are paid by the buyer

CALL

708/744-6715

FAX: 508/252-4447

Is ORGANIC-BASED

Your FUTURE?

Find Out More About the
#1 Natural Organic-Based Lawn
Care Opportunity!

+ Proven Marketing Accelerates Profitability

¢+ Differentiate Yourself Using Proprietary
Organic-Based Fertilizers
+ Successful Training Tools and Programs

+ 20 Years of Accelerated Success

We can make it easy for you to join the
Leader in Organic-Based Lawn Care Team
Call Marcus Peters at
800-989-5444

S
ET
LA 15

LEADER IN ORGANIC-BASED LAWN CARE
www ni-amer.com

Let government and foundation grants hinance your

small business, with up to $2,200,000.00, from over
300 sources. (www.usgovernmentinformation.com)

Free recorded message: 707/449-8600, (NKS

WANTED TO PURCHASE

L !H HH\.{I !.!‘v\(l & tree care ulllHP.llllL\.

any area, any size business reply in strict
confidence. laurelcompanies@aol.com

SERIOUS BUYER with cxcellent reputation seeking
to acquire commercial landscape maintenance company
in southern New Hampshire or Middlesex/Essex County
Mass

ce. Expeditious

PO. BOX 226

Nashua, N.H. 03061-0226

L
W .\wnnndiand'-c ape.com
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FOR SALE IN COLUMBUS OHIO
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 19 years in
the Residential Design build field. This is a very well
known, well managed and highly organized turn key
operation. 2006 Gross sales $800,000.00 +. 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 opera-
tion, all key employees, equipment, advertising, etc
Call 614/848-6500

LANDSCAPING PHILADELPHIA
West Burbs--All Equipment
Gross $1.15M-No Broker-$995K
610/656-6472

BUSINESS FOR SALE

* Chiristmas Lighting Franchise

* Monmouth County, New Jersey

* Established 5 Years

* Profitable Bur Grear Untapped Potential
* Inventory & Equipment

* Owner Training Available

732/591-5200

200 Acre Sod Farm 90 miles E of Chicago
50x170 bldg with offices
2-40x80 bldgs w/shops — 2 homes
Sand Sod inventory/Machinery
Serving major athletic fields 269/695-5505

LANDSCAPE CONTRACTING BUSINESS
Established 12 years in the sull booming
SW Chicago Suburbs, Turnkey operation with
$260,000 of equipment included. Client base
strictly high-end homes, no maintenance work.
2006 Gross Revenue in excess of $1.3 million,
Owner’s net in excess of $300K. Conservarively,
revenues expected to grow at 1 1% over
next 3 years.

Conrtact Ed Kozak/VR Business Brokers.
630-705-3055.

Additional nursery acreage available.

Irrigation Business, Chicago market, in operation
for 15 years with an 80/20
residential/commercial mix. Recently added
landscape lighting ro services.
$409,000 Gross, $109,000 ner. Asking $271.800.
Conract Ed Kozak, VR Business
Brokers, 630/705-3055.

FOR SALE

South Florida Commercial Lawn
Maintenance Company

Best Fr. Lauderdale/TriCounty Location
Long Term Customers
Includes: 4/3 = 2800 Sq Fr
Ranch Style Home
2.5 Acres Electric Gated & Fenced
Nursery

1.8 Million * Contact Dan 954-791-9177

KUBOTA DEALERSHIP
FOR SALE
LOCATED IN ONE OF THE
20 FASTEST GROWING AREAS
IN THE UNITED STATES
FULLY EQUIPPED
GOING BUSINESS

E-MAIL tractorshipp@yahoo.com

HYDROSEED BUSINESS IN NH
8 yr-old existing business. Owner wants
change, will help with transition.
Includes all equipment (truck, tractor,
hydroseeder, 2 large trailers),
Internet business, Yellow Page ads in
4 books, and brand name recognition.
Serving all of NH. $90k.

Email landbizdsale@Comcast.net or

call 603/479-7189.

RETAIL NURSERY and LANDSCAPE
BUSINESS
established in 1970 - equipment and inventory
included - retiring-will stay on one year
and assist - 10 miles from fastest growing city
in Texas - unlimited porential!

Call 409/246-2600 for informarion...

APPLICATING/LAWN MAINTENANCE
COMPANY

Located in the Beautiful Rocky Mounctains!
Owners retiring after 15 years in business. Well estab-
lished company in a booming & fast growing market.
Good quality equipment-Excellent Reputation-
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 - October.) Serious Inquires only. Call
(970/904-1890)

FOR SALE:

SOUTHERN MARYLAND COMMERCIAL
LANDSCAPE CONTRACTOR BUSINESS.
Amazing opportunity to own a well established
reputable and profitable landscape business in
Maryland. Leased acreage for equipment, materials
and office type trailer. Asking Price is $1,300,000
which includes inventory and equipment. Call
Absolute Business Solutions, ar 443/534-7136 ask
for Shelly or email absShelly@msn.com.

Stop guessing square footage! Measure area quickly
and accurately. Just wheel the DG-1 around any
perimeter and instantly know the area inside.
$399 + $7 ship. CA add rax.
www.measurearea.com 7 60/743-2006.

Lawn Mower Parts

. Specials

Qil filters For Most Engines
Gator Mulcher Blades m]

aslowas $ 2.99
aslowas $7.99 GATOR MULCHER~ BLADES
Stick Edger Blades

Lo Emhvin

Save on all your Preseason Parts At
Mowtownusa.com

FORMS AND DOOR HANGERS. Invoices,
proposals, work orders and more. Fast service and
low minimum quantities. Order online and save.
4 WorkOrders.com Shorty's Place in Cyberspace.
800/746-7897.

TREE EQUIPMENT

Nursery and Landscaping Equipment from TREE ]

EQUIPMENT DESIGN in New Ringgold, PA:

RED BOSS Tree Spades, TREE BOSS moving |

systems, TREE PLANTERS and more.
Over 20 years in business,

877/383-8383. info@treeequip.com.

www.treeequip.com

KICK TYPE SOD CUTTERS

THE TIME AND LABOR SAVER
Made in the USA
Cuts a 127 strip of sod
Portable enough to go on all jobs.
Easy to handle at 271bs
Build to last!
Serving satisfied customers since 1953

ORDER YOURS TODAY
1-800-786-9523 * www.quail-mfg.com

TrakMats~

Ground Cover Mats for Professionals

* Tough, Lightweight

* Cleats for Traction

* UV protected

* Light color prevents
burnt grass

* Hand cutouts for

lifting

800-762-8267

www.trakmats.com
emall: sales@trakmats.com

SVE Sales, Inc.
Charlotte, NC 28216

SPRINKLER SUPPLIES

Check out our new Web Store

wwwi.sprinklersupplies.net
Great Savings on Rain Bird Sprinkler parts
And Goulds pumps
MasterCard and VISA accepred
Free shipping on orders $500.00 and up
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All Natural-Organic
Safe Lawn
Weed and Feed for
Lawns and Gardens
Made from Granulated
. Corn Gluten Meal
Call now for Spring Shipping.

877-787-7827

www.cornglutenmeal.com

DISCOUNT SPRAYER PARTS
REPLACEMENT PARTS & PUMPS FOR:

* FMC (John Bean) ® Hypro ®
o F. E. Myers * Udor *

* Comet and General Pumps *
Also Spraying Systems Tee-Jet
and Albuz spray nozzles.
We have a complete line of
sprayer accessories such as
spray guns, hoses & hose reels.

Call TOLL FREE: 888-SPRAYER
For a free catalog.
Email: spraypts@bellsouth.net

Website: SprayerPartsDepot.com

Spreader-Mate™

This self-contained "drop-in" sprayer

converts your commercial broadcast spreader
to a fully functional sprayer in minutes.

Toll free - 800.706.9530

SPRAYING Phone - 585.768.7035
EQUIPMENT Fax - 585.768.4771
Sales@ GregsonClark com

www.GregsonClark.com

LANDSCAPE
'51 DESIGN STAMPS
3 Rubber stamp symbals of frees, shrubs
£ | plants, rocks, pavers, ponds, and more

AMERICAN STAMP CO.
TOLL FREE 877-687-7102 Local 916-887-7102
Call Tue, Wed or Thur. 8-4:30 PM Pacific Time for Info

TREE GEAR. TREE PEOPLE.

SHERRILLtree
800-525-8873 or sherrilltree.com

kbKUBOTA.com
FAST

DELIVERY ON

IKyhota, parts

1-877-4KUBOTA

This website "kbKUBOTA com

by Keller Bros. Tractor Company, an aut

ol Kubota Tractor Corporation sin

1IGhat

opportunities available in:

* Irrigation
* Accounting

Start growing your career at:

brickmangroup.com

BRICKMAN

Enhancing the American Landsoape Since 1939

Brickman is looking for leaders
who are interested in growing their
careers with a growing company.

Nationwide career and internship

* Landscape Management
* Landscape Construction

* Business Administration

HicuGRrovE

PARTNERS

HighGrove Partners, LLC is growing and
we need Leaders who want to grow
with us and have fun along the way.

Atlanta career opportunities
are available in:
* Director of Design Build
* Landscape Design

* Irrigation

Grow Your Bright Furure Today!
Contact us at 678/298-0550
Or careers@highgrove.net

www.highgrove.net
EE

Exciting Career Opportunities For
Service Industry Managers

Come join one of the largest Vegeration
Management Companies in the United States.
DeAngelo Brothers, Inc., is experiencing tremen
dous growth throughout the country creating the

tollowing openings:

Division Managers

Branch Managers

We have immediate openings in:

VA, New England, FL, MO, TX, CO, LA, 11

Responsible for managing day-to-day operations,
including the supervision of feld 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

cfits packages, including 401(k) and company paid

We offer an excellent salary, bonus and ben
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-I

LANDSCAPE & IRRIGATION
SUPERINTENDENTS

WSRI has immediate openings for superintendents with
commercial project experience. New hire bonus for qualified
individuals, Email LChenoweth@wsreclamation.com; fax 303/

833-4447; www.wsreclamation.com

WwWWw. lawnnndlandscap@.com

187
- »

april 2007 lawn & landscape


http://www.cornglutenmeal.com
mailto:spraypts@bellsouth.net
mailto:Sales@GregsonClarK.com
http://www.GregsonClarK.com
http://www.americanstampco.com
mailto:careers@highgrove.net
http://www.highgrove.net
mailto:LChenoweth@wsreclamation.com
http://www.wsreclamation.com

» Wanted

/, - MDD - F\_‘_ P)=
* Landscape Management ¢ [

=Y e 11
st o g vt St S B e

TRUGREEN LandCare

INY = ""f = J/..r..~ I\IJ-'.I:

esign & Instaliation ¢ Ju.;j.w.m .A.uni-*

EAA=INJ =

. “le s » Ty »
aiteh it RUNIesS &« Year-r

» Sales Manager
* Area Manager
» Landscape Designer/Architect

E-mail: shericollins@landcare.com » Office: 301-924-7888 » Fax: 301-924-7782
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* Management School Candidate
* Regional Manager
» Branch Manager
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GREENSEARCH

GreenSearch is recognized as the premier provider
Ulrl‘h)’L‘\\l\)“.ll execunve \L‘.lr\l\. |H“n.|” resourrce
consulting and specialized employment solutions
exclusively for interior and exterior landscape com
panies and allied horticultural rrades throughout
North America. Companies and career-minded
candidares are invited to check us our on the
Web at htp://www.greensearch.com or
call voll free at
888/375-7787 or

viae¢ m.ul mto@ gre L'H\lkl"\h com

Land-Tech Enterprises, Inc. is one of the
Delaware Valley's largest multi-faceted
landscape firms. Serving commercial

clients throughout PA/NJ/DE.

Our continued growth presents exciting

Natural High

Are you enlivened by landscaping? Empowered
by excelling? Motivated by managing? Tuned in
o teamwork? Tum your energy into a successful
long-term career at one of Southem CA's
premier firms and help us reach new heights

We are looking for the following positions in
our Landscape Maintenance, Plant Health Care
and Tree Care Departments:

» Account Managers

» Branch Managers

» Sales Representatives (1}‘[55 %
Branches in Los Angeles, /. ‘
San Fernando Valley, ”

Santa Clarita /
p (5>

and Ventura. ) EXCELLENC
e LLEN(

email: humanresources@staygreen.com
Fax: 877-317-8437 Website: www.staygreen.com

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-Estimaring

Contact Human Resources at
215.491.1470 or fax resume to
215.491.1471
careers@landrechenterprises.com
www.landtechenterprises.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 benehrs package. Ourstanding 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
* dupervisors
For more information, visit: www.gothiclandscape.
com or Email: hr@gothiclandscape.com
Ph: 661/257-1266 x 204

Fax: 661/257-7749

GREEN INDUSTRY m 'l('('\i “’ someonc w l(]‘
experience and knowledge of the industry for Man-
agement opportunity. Lawn Treatment and Snow
Removal has been our specialty for 18 years. Year
round position, benefits, Grear career opportunity
MUST have prior Green Industry knowledge

Send resume to Box 114, Medina, OH 44258
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'T Great jObS in the landscape industry
hard to find...

unless someone else

finds them for you!

At JK Consultants, we are expert
recruiters for the landscape

| Industry. We offer access to job
‘opportunities you can't find
‘anywhere else. We currently
“have openings for the following
positions:

* Vice President

* Branch Manager

*» Sales Manager

To confidentially learn more
‘about these and other rewarding
opportunities, contact us today!

Consultants

Phone: (209) 532-7772
Email: contact@JKSuccess.com

KEY EMPLOYEE SEARCHES

Florapersonnel, Inc. in our third decade of
I‘ff’(l["””g \.U”ndL’"“.l] kl'\' L'l“[‘l“\'l.'l' \l'.”\.hk'\ 'l”’
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: Hortscarch@aol.com

Website: heep//www.Horapersonnel.com

www.JKSuccess.com

Where Professional Friendships

Are Valued

U.S.LAWNS

NO ONE KNOWS THE
LANDSCAPE MAINTENANCE
INDUSTRY LIKE WE DO.

Use your experience as an Account Manager
Operations Mgr., Branch Manager or
Regional Manager to work for you.

E-mail resume 1o hriusiawns net or
fax fo 407/246-1623

US LAWNS

When it comes 10 your outdoors,
choose Swingie..

EXPLORE YOUR PASSION
IN COLORADO

Ready to take the next step in your career?
Swingle Lawn, Tree & Landscape Care,
established in 1947, provides career
opportunities for professionals who are
passionate about what they do. We're looking
to add key members to our outstanding teams
in our Denver and Fort Collins locations:

* Lawn Care Technicians
* Plant Health Care Technicians
* Lawn & PHC Supervisors
* Certified Arborists with
removal experience
Swingle offers year-round employment plus top
industry wages and benefits, including 401(k)
with company match. We also provide great
opportunities for college graduates and student
interns. If you are a results-oriented individual
looking for a growing company known for our
legendary service, we want to talk to you! Visit
our website at www.myswingle.com to learn
more or to apply online
Or call Dave Vine at 303-337-6200 or email
dvine@swingletree.com
When it comes to your career...choose
Swingle!

ValleyCrest Tree Care Services,
formerly Arbor Care, provides award-winning arborist
services on a wide range of propertics throughout the
nation. Rather than focusing on isolated management
techniques, our certified arborists approach the tree asan

entire biological system

We have full-time opportunities available for
our following positions:
* Account Manager
* Operations Manager

* Business Developer/Estimator

Branches Include:

* Sarasota, Fl

* Venice, FL

* Orlando, F1

¢ Atlanta, GA

* San Fernando, CA
* San Jose, CA

* Livermore, CA
* Sacramento, CA
* Santa Ana, CA
* Gardena, CA

* Ventura, CA

* Phoenix, AZ

* Tampa, Fl

For consideration, please email resumes to.

treecarcjobs@valleycrest.com or fax 1o 818/225-6895

ValleyCrest Tree Care Services,
formerly Arbor Care, provides award-winning arborist services
on a wide range of properties throughout the nation. Rather
than focusing on isolated management techniques, our certi-

fied arborists approach the tree as an entire biological system

We have full-time opportunities available for our
following positions:

* Crew Leader/Foreman

¢ CDL Driver

* Production Specialists

* Spray Technicians

Branches Include:
¢ Livermore, CA * Sarasota, Fl
* Sacramento, CA * Venice, Fl
* Santa Ana, CA

* Gardena, CA

* Orlando, Fl
¢ Atlanta, GA
* San Fernando, CA

* San Jose, CA

¢ Ventura, CA
¢ Phocnix, AZ

- Ilm;‘x Fl

For consideration, please email resumes to

treccarcjobs@valleyerest.com or fax to 818/225-689%

Landscape Architect, Designer, Sales Person wanted
for a Charleston, SC landscape company

Please fax resume to 843/886-4918

LANDSCPAPE DIVISION MANAGER

A 25 year old Landscape/Design/Build/Garden Cen
ter firm located in beautiful Naples, FL is secking a
qualified individual with capabilities to include

* Sales/Design

* Plan Layour and Supervision

* Strong Customer Relations

* Florida Plant Knowledge

We offer excellent salary and high

potential for growth

Ray’s Lawn and Garden, Inc
Email: growcol@aol.com

Fax# 239/455-6266

LANDSCAPE DIVISION
MANAGER/OPERATIONS MANAGER

Join the Western States team — one of the most
diverse environmental conrtractors in the West
located near the Rocky Mountains, a great place to
live and play! WSRI secks a high-level manager to
take our landscape construction division to the next
level. Proven track record in comparable position
Details @www.wireclamation.com. E-mail resume,
salary history & project completion history to

LChenoweth@wsreclamation.com

WWW, lawnand[anascape com
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Join a Winning Team

Eastern Land Management of Stamford, CT s
seeking key team players with a desire to learn while
earning great wages, incentive compensation,
uniforms,training and benefits while on a great
career path.

Landscape Maintenance Account Manager:
W(3-5 yr. experience including proper landscape construction superintendent
maintenance procedures irrigation superintendent
Turf & Ornamental Team Leader: mechanic
W'3-5Years experience that ingludes identification & estimator
control procedures y sales
Irrigation Crew Leader: ‘

¥’ 5 years experience
including thorough
irrigation installation &
service knowledge

(Bilingual & Sports turf experience
is plus for all team members)

Fax your resume to 203.316.5434 Get your bills out on time
or e-mail it to bmoorejr@easternland.com and
visit www.EasternLand.com for more information. Get Paid faster
with

{ SENIOR ESTIMATOR
‘\_"’) WSRI secks a senior estimator to manage the esti

f«.»a.,;;'-m‘\ - ; atng dept Project bids include f.m\f“.(!n‘ irriga Lcndscoper B'"ing

site work, land restoration and erosion control

LANDSCAPE ARCHITECTS: projects for a variety of different government and Ca// fOl' a fl.ee Sa/n[)/e b“/ and b/‘OChUQ

private sector projects. Must have strong math and
Oklahon andscape, Inc. is a design build firm 2 LN, .
g . . gn buile computer skills. Details @www.wsreclamation.com - - ‘

upt | t E-mail resume to LChenoweth@wsreclamation.com

-~ rcial projects 1n & yvand th | )2 12
min 1al pr < n & around the lulsa or fax 303/833-444

RUPPERT NURSERIES Landscape Equipm

Part of an or zation that has been growing

panies since 1977, Ruppert TREE STAKES

u !
successiut co

Nurseries is expanding and has LANDSCAPI Doweled | ml;( pnlc Pine
CONSTRUCTION, LANDSCAPE CCA Pressure Treared
MANAGEMENT and TREE GROWING 2" Diameter, Various Lengths
f opportunities available in the mid-Adantic and Economical, Strong and ‘\”.H\“\\,
tht dvy areer & southeast " 301/414-0151 or Phone: 800 _} 38-G540)
| pre et y Ct JASPER ENTERPRISES, IN(
ative & torward thinking landscape conceprs & - We \hsp nationwide
a i If you interested i 1§ Web site: www.jasper-inc.com
el d e r e WHY WAIT?
» to hear from you
Contact Viles Presid ]

S : TR Pays to advertise in the
aronoklandecape.ncss o # 918.835-6624 i Lawn & Landscape Classifi
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Insurance

COMMERCIAL INSURANCE
FOR THE GREEN INDUSTRY

Competitive rates, comprehensive coverage
and payment plans designed for your

specific business needs.

Ifyou provide any of the following services we can
design a program for your company:

* Right of Way

*» Holiday Lighting

® Installation
* Snow Removal
s Renovation
® Fertilization

* [rrig. Install./Serv

* Mowing & Maint

* Herb./Pest. App * Tree & Shrub Serv
* Spill Clean Up

Contact onc of our Green Industry
Specialists for a quote at
800/886-2398 or by fax ar
740/549-6778
M.EP. Insurance Agency, Inc

rick@mfpinsure.com

Marketing Services

GET MORE NEW CUSTOMERS
THAN YOU CAN HANDLE

This proven step-by-step system will grow your

business 50-100% in 120 days or less. Guaranteed
Call toll-free 888/534-5125 option 1, 24 hrs a day

for a FREE auromated report to get all the details.

GPS Vehicle Tracking

No monthly fees
Call 800/779-1905
www.mobiletimeclock.com

EXTREME GPS
Extreme GPS systems
GPS tracking with satellite photos

changing to fully digital unit
WWW.extremegpssystems.com
866/213-5139

MENTION THIS AD FOR $100 OFF

GROW YOUR BUSINESS

With One or Both Of These
Great Service Offerings!

Tarer T e ntare
NITETIME
DECOR"

Landscape and Architectural Lighting

I'raining ~ Products ~ Support
www.nite lmu(l( cor.com

1-877-552-4242

| ()("lti()ll\' in 48 gl'l[t\'
000 Daily Production
Pcr_.(,rc“!

Call Today!
1-800-687-9551

www.christmasdecor.net

Web Design, Brochures, Logos, Lettering and

Printing Services for Landscapers. Your single
source for marketing your landscape business.
Samples online: www.landscapermarkering.com
or call 888/28-DSIGN

The #1 all-in-one software for lawn
care and landscaping contractors

Customer Management
Scheduling, Routing
Job Costing, Estimating
Inventory, Purchasing
Automatic Billing, Invoicing
AR/AP, Payroll, Accounting
Marketing, Moblle Computing

Download a free demo of the software that has

been setting the standard for two decades!

www.wintac.net 1-800-724-7899

Equipment
Mamtenam:e Software
Designed for the
Green Industry
@ Scheduling
@ Tracking
@ Costing
@ Parts Inventory Gl by

Free Demo 800-635- 8485
WWW.MOWERMETER.COM

;@mmmpm&mcnm
L Equipment Covers - mmm
W.EZ-TOR and Auch,

@tﬁj

e HYOU GE | MORE
= -t iNDUSTDV
OVERAGE

o0/ hcuT
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m Developing Foremen at
Designs By Sundown

t has been said that a company is

only as good as its people.

At Designs By Sundown, much of
our mandate as a full-service landscape
company is based on the importance of
hiring, developing and nurturing the
right individuals to manage our teams.

This starts with recruiting experi-
enced foremen and empowering them
to manage and build their own teams.
We seek foremen with a minimum of
10 years of trade experience and five
years supervisory experience. The chal-
lenge, though. is how do you find these
qualified individuals?

Newspaper ads, trade organization
Web sites and industry publications
are good sources for recruiting quality
foremen, but recently we have been
successful posting jobs at Web sites such
as craigslist.com. A benefit of posting
job openings on the Internet is to gauge
whether the respondent is Internet
savvy and to seck those individuals who
possess strong communication and

Co-authors Tracy Olson,

marl(eting, and Gene Gi”esPie
vice president of operations,
work for Eng|ewood, Colo.-
based Designs by Sundown.

They can be reached at

to'son@c‘esignsbysundown and
ggillespie@designsbysundown,
respectively, or at

303/789-4400.

written skills. This is important since
our foremen act as project managers and
must communicate well with vendors,
clients and co-workers. We also have
plans to integrate project management
software to improve day-to-day opera-
tions that will require compurter skills.

In addition to the Internet, we rely
on our employees and trade partners to
get the word out when we are looking to
hire a seasoned foreman. Their referrals
normally provide us a list of qualified
candidates. We have even hired foremen
when we didn't have a position open.
They contacted us and their qualifica-
tions were too good to pass up.

The interview process is critical in
selecting a foreman. This is our chance
to determine if the applicant’s personal-
ity, work history and skills are a solid fit
for the requirements of the position and
our particular culture. Additionally, this
is our opportunity to assess how well
they conduct themselves in a profes-
sional situation. Our questions focus
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on making sure candidates share the
same core values, performance expec-
tations and passion for the industry
as our management team. We ask
questions such as “Why do you want
to work for us? Have you managed
our type of high-end residential
projects? How well do you manage
crews?” How they respond allows us
to determine if they will be a good

fic for our company. “Exceeding our
clients” expectations” is the primary
motivation behind everything we do
at Designs By Sundown, therefore all
employees, in particular our foremen,
must exhibit this level of pride, busi-
ness and personal ethics and focus on
customer satisfaction.

Sound selection is critical because
our foremen build and supervise their
five- to six-person crews. Why do
we build our crews in this manner?
When mutual respect is developed
between the foreman and his or her
team, the result is increased produc-
tivity and less turn over. Our produc-
tivity increases by about 25 percent

with a crew built by a foreman com-
pared to a crew where the foreman
inherited the workers. The crews are
familiar with foremen expectations
and the foreman has accountability
for his/her hires. Less turnover of
crewmembers equates to more time
on job sites. We don't want our fore-
men spending large amounts of time
hiring and training new crews.

Once hired, it is our responsibility
to empower foremen with continued
training and to give them the leader-
ship tools to be successful in the field.
Annually, we budget about $1,500
per foreman for continuing educa-
tion and training. This involves both
in-house training, which includes
bringing in experts and training on
equipment, skills and safety, and in-
dustry training through associations
we're affiliated with.

Once we've hired a quality fore-
man and he or she has become an
asset to our operations, we do our
best to retain them. We don’t want
to develop “free agents” who become

Recruiting and develop-
ing quality foremen is a
priority with Englewood,
Colo.-based Designs by
Sundown. The full-service
landscape firm sees a

25 percent productivity
increase in a crew built

by a foreman compared
to a crew where the
foreman inherited his
workers. Photos: Designs
by Sundown

targets for recruitment by our
competitors. We pass along positive
comments and present our foremen
with motivators such as rewards for
above-and-beyond efforts and per-
formance-based incentive programs.
When possible, we compensate fore-
men using an above-the-industry pay
scale, which includes base pay and
bonus opportunities. At Designs By
Sundown, many employees carn ad-
ditional compensation based on their
work performance and by increasing
their skill set.

Advancement is another way
we acknowledge a “job well done.”
We promote from within because it
reinforces our commitment to our
employees for their hard work and
dedication.

Developing quality foremen is the
cornerstone to building a sustainable
and successful landscape business.
Everyone is a winner when you build
and nurture a quality team of skilled
employees. — Tracy Olson and
Gene Gillespie

www.lawnandlandsc ape.com
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Company Name Web Address Page # RS# Company Name Web Address Page # RS#
Adkad Technologies www.adkad.com....... everrideses SO E s iisves 59 Little Wonder...........e 23,84, 117
| Adobe Commercal Truck ...... WwW.adobeequipment.com........... i (|7 120 Logoworks.. 72
Alturnamats. .. WWW.aRLINMAMats.com ... A k. 7 MR A | LT Rich Products ... i 33,45
American Roll-Off www.amernicanroliofi.com ... 14 .......8) Magna-Matic Corp o WWWMBENE-MABC,COM ouivniviurivisrone | 16 s 85
Aquascape WWW.SGUASCADEING COM . 1cvrriyesinisisrroB ] oo . Marathon Data Systems ........ www.marathondata.com. ... 20.21 ... 18
Arens/Gravely WWW.BTAVELY,COM 11uveepenriessasnnns 496 earerts \ 1
Arysta LieSaence www.arystaifescence.com........... 30,31 22
Bayer Environmental Science.. www.bayerprocentral.com.... 3, 50, 51,93, 111*
Blue Ridge Arborist Supply ..... www.blueridgearboristsupplies.com ....92 ..., 68
Bush Hog WAWW.DUSHNOZ.COM.oirivinsininns 109 79
CaS Turf Care o WAVW.CSTUEQUID.COM., i, s 41
Carl Black GMC www cariblackgme.com ..., HOPtiS2 Neely Coble ... .o mwwineelycoble.com....... 4 125 ... 89
Carson Industnes . WWW.HOSeNCIOSe.COM..u i | 42 97 Nufarm Turf & Spedialty..........,
Cascade Lighting WWW.CASCABRGIING. COM ...vvveiinsiens 136 sirnririr 28 Oldham Chemicals Co..
Case Construcbon EQUIpDMent. Wwaw.Casece com ... ... ] 4  Otterbine Barebo ......ooviivverniid
I Caterpillar W, CRECOM s ssassrnsases W s 35 Pace AMENcan ...
Cleary Chemical ., www.clearychemical.com .......... 149 106
CLIP AWWEHD.COM |..oovrrccmsenernnsones 104 .75 13,57, 145.....15,46, 100
Corona Clipper WWW.COrONACHPPEr.COM .. .otk siasineii D9 44 Perma-Green Supreme........... VWAWW.DEITIAZIELN.COM ..vvepenererativers 169 ........ 19
Cub Cadet www.cubcommercial.com ... 19 s 86
Dabmar.., S H R - 1y S T 7 S 155,
DIG Irrigation Products www.digcorp.com
Dixe Chopper....... www.dnoechopper.com
Dow AgroScences.. - WA, ro.comAur Rainbow Tree Care.......cco WAWW.IEINDOWIrGECANE. COM L....vivvviiion e B3 wibiisssne 62
Drafix Software o WMWAIAICCOM Loy ccrvaesssnrensmssuasssbssnss Real Green Systenms ........ovveres www.realgreen.com ROG, & M L 7w L v |
DynaSCAPE ., WWW.AYNASCADE.COM....coovorrerrsreeses .80 57 REAMEX .......covemrerssessseresnnns www.redmax.com........... - - ) -
Easy Lawn. WAWW,EBSYIEWIN.COMY.. i 147 ... 103 B O L L e ek s At MAWW.IOOTSING.COMY L.t iirnsndinassdanasan L R 77
Ensystex.. e WAL BNSYSTBX.COM...viaivviriaenisessasieass T sassiases 73
Exaktime .. WWWIODCIOEK. COM .oiavsniasinriinias T i,
Exmark e MAVWBRIANK COM ...eovsenrereenrs 102, 103 o, 74 "
EZ Trench WWW.eZtrench.Com .. ... .96 =l SePRO Comp. ...iiimimmmisiiunias WWW SN0 COM .kt dabaunbibasehdabinas N & Lo 94
First Products WWW, L SEDrOdUCES.COM... 00 oriiiinnssniesiinnes I2 67 Shindawa Lwww,shindamwa.com. ... i 185 e LIS
Flail-Master...... www flailmaster.com 168 .......118 Shining Brow Software.............www.shiningbrow.com ......, et L LT
FMC Corp ... www.pestsolutions.fmc.com 163 I 14 Signature Control Systems ...... www.signaturecontrolsystems.com ......39 .......... 32
o A S ik, www iord.com . 14,15 STIHL www.stiblusa.com,...... A P ARGt {5
Gempler's .. www.gemplers.com, .. 148 105 Syngenta LTI ;
GMC Truck., < WWW.EC.COM w3, 113 www.syngentaprofessionalproducts.com ... 44, 45, 127 ....36, 90
I Gowan....... - WA SOWANCO, COM el IS e Toro... S N e r v et B b B SR Bt 10
Grasshopper. < WWW.ETasshoppermower.com .. 25 122 Tree Tech Microinjection ......... wwAw.treetech.com............... el e 69
Great Dane .. . wWww.greatdanemaowers.com w151 108 Turbo Technologies www.turboturf.com . 82 .60
Gregson-Clark.... . WWW.gregsondark.com 150 107 Turf Amenca ... s MAWWAUTRAMETICE.COM. v ivvinis AR 0y dwstic, )
Hustler Turf Equipment ........... www.hustierturf.com ... 88, 89 Tygar Mig..........  WMWWYBAITIIZ COML. o vnsetommssisrmsisans S9 reeeprentd B
Imgation Direct........ . Wwwirngatondirect.com... 141 95 US. Lawns WWWUSIAWNS.COM ... WD reevorens 0
Isuzu Commerdial Truck of Amenca .. www.ISUZUCY.COM....... ... B5 .........65 Vista Professional
J }.J- Mayget o WWW.Mauget.com .., . 129 91 Outdoor LIghting ... WWW.VISTADIO,COMY, v cvnaisnsnsissosissivnc O wivmnns 113
John Deere wevst s WHAWJORNTBEIE COM cvrriatsmsiisamusspsnse D oo I3 Visual Impact Imaging .............. www.visualimpactimaging.com ..o 78 cuuuieic 35
John Deere Landscapes........... www.johndeerelandscapes.com......... | 31 — WallaWalla Sprinkler .. WWW.MPIOLALOGCOM ....vovvisnssssess v J rrensenss 99
JRCO.... : o MWW JFCOINC.COM aioiiiivnns > 36 29 Wells Cargo ......ctmiiiinasinne WWWWEIISCRNRO.COMLL.tieiniiiccciinnn | 14 82
Kawasaki Power Products...... wWW.KBWDOWT.COM,...cooiiirmiicrnmmienn M8 creieinies 38 Westhefler www.westheffer.com ... 39 i 29
KIOH TrACKON 1vvnsicverusnserscssipinss ANWWKIOUTACAOCCOMY, ciovvvarnsrrisssssrsssnse A D, sryyassess OO 0371 g WWWIWIIBIEMHZ.COM .o cvvimvarpsmnansrinss | 21 e 87
Lawn Care Solutions Zurn Wilkins er e AWWW.ZUITLCOM o ccvssnsscesnanens w146 . 101
Commencal Products......... www.lawnsolutionscp.com.. 176 «123
Lebanon Turf.... . lebanonturf.com e TLATT 1,53, 124
Lehman Mfg.......... <wwwlic-equipment.com o 3601000000 30
LESCO. v WNWIESCO.LOM e 67, 107, 173 50,78, 121 For the latest industry news, check out
Liquid Fence Co. . www.liquidfence.com w195 126
L B s NI AD BRI R .5 B s o www.lawnandlandscape.com
* Denotes regional advertising, This listing provded a3 @ courtesy to Lawn & Landscape odvertisers
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http://www.bayerprocentral.com
http://www.dodge.com
http://www.dowagro.comAurf
http://www.gmc.com
http://www.gowanco.com
http://www.hustlerturf.com
http://www.lebanonturf.com
http://www.lesco.com
http://www.littlewonder.com
http://www.z-spray.com
http://www.sprinklers4less.com
http://www.turf.us.nufarm.com
http://www.pbigordon.com
http://www.realgreen.com
http://www.syngentaprofessionalproducts.com
http://www.lawnandlandscape.com

From the nation’s number-one selling Deer & Rabbit Repellent to guaranteed effective
Mole & Vole and Goose Repellents - Liquid Fence products will do for you
what they've done for millions of satisfied customers... really work.
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Always read and fojlow label directions




" | NEED A MACHINE THAT’S DURABLE.
RELIABLE AND THAT CAN TACKLE THE MOST
CHALLENGING LANDSCAPE!

| NEED A MACHINE THAT WILL
INCREASE MY CREW’S PRODUCTIVITY!

| NEED A COMPANY THAT UNDERSTANDS
WHAT | NEED TO GET THE JOB DONE!

| NEED GRAVELY!

COMPONENTS GUARANTE
MACHINES WITHSTAND E
LANDSCAPE DEMAND

WE RAISED THE STANDARD W
OUR DURABILITY TESTING B
COMPARING 300% MORE
COMPETITIVE UNITS AGAINST T
XDZ PLATFORM UNDER EXTREI
CONDITIONS.

THE RESULTS? WE INCRE/
DURABILITY BY AN INCREDIB
30% OVER OTHER ZERO-TU

MOWERS!

GRAVELY. '
EVERY LANDSCAPER’S DREA

JP Horizons


http://WWW.GRAVELY.C

