


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

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

http://WWW.GMC.COM




Business 

Mowing 

Best of the Web -
Making Them Pay 
What do you do when a client refuses to pay? Lawn 

& Landscape online message board participants share 

their war stories and debate ways to get what their 

clients agreed to pay for services rendered. 

Get the Most Out of 
Mowing 
To make mowing lawns as productive as possible, 

a combination of efficient equipment and crews is 

a contractor's best bet. 

Construction Equipment 

96 Smart Spending 
The way your company purchases a 

skid-steer can be just as important as 

which skid-steer you purchase. 

I rr igation 

n o 
Specialty Chemicals 

Spring Start-ups 
A 10-point program ensures this service 

runs smoothly. 

84 Easy Does It 
Using postemergent herbicides correctly is a relatively 

simple way lawn care operators can provide their 

clients with weed-free lawns. 
media 
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This new zero-turn runs circles around performance. 

Z D 3 0 0 Se 
Engineered for power, 

B O A ) g ^ 

"'""ni.imVTTr, 

EVERYTHING YOl VALUE 

>r power, durability ana peTK>wT\ioce, 
the ZD300 Series zero-turn mowers feature 
21, 26 or 31 HP, long-life, fuel-efficient Kubota 
diesel engines. A smooth HST Transmission, a 
new deeper mower deck, an 11.9-gallon fuel tank, 
and a hands-free hydraulic deck lift, ensure the 
high quality demanded by commercial operators 
and landscape professionals. 

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

or go to www.kubotaZ38.com 
S A F E T Y 

USE READER SERVICE # IO ©Kubota Tractor Corporation, 2007 

http://www.kubotaZ38.com


www.lawnandlandscape.com 

n n 

Product Spotlights 

122 Guiding Lights 
These lighting products can help 

promote warm, secure environments. 

140 Pulling Weight 
Check out some new truck models that 

can hold their own in the field. 

148 Trailblazing 
Manufacturers answer the call for 

versatility with this range of trailer 

models. 
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CONFRONT 3®+ DIMENSION® 
In spring it never seems like time is on our 

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

Dimension "/Confront* right from the bag to 

control a wide variety of broadleaf and grassy 

weeds in a single labor saving pass. Forget 

about mixing, spraying and worrying about 

weather conditions. Dimension provides 

excellent crabgrass control including early 

K rr 

Announcing ProScape Confront 3 + Dimension for Spring 2007! 

post-emergent control for an extended win-

dow of application! Confront 3 obliterates 

broadleaf weeds, and MESA ' gives you 

brilliant deep long lasting green without 

excess growth or clippings. Service more cus-

tomers, later into the season, using less labor 

and with total confidence. It's like turning 

your spreader into a time machine! Your 

phone will be ringing with referrals instead of 

call-backs! Visit your LebanonTurf Dealer, or 

call 1-800-233-0628 to find out more. For a 

FREE copy of our weed ID booklet visit 

www.LebanonTurf.com/promotions 

and enter coupon 

code LL8027. 

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

Confront is a registered trademark of Dow AgroSciences LLC 

USE READER SERVICE # 11 

http://www.LebanonTurf.com/promotions
http://www.LebanonTurf.com


^ J g ^ g a n d j 

PODCASTS 
APE HEPE! 

Lawn & Landscape is your source for 

the latest industry news, trends and 

business management informa-

tion in print and on the Web. But we re not 

stopping there. From virtually anywhere, you'll 

now be able to hear and receive more insightful and 

useful information from our business and technical resources as our 

editors travel across the country visiting contractors, suppliers and 

trade shows. Log on to www.lawnandlandscape.com, where you 

can view our latest downloadable audio clips and videos, including 

presentation speeches from Lawn & Landscapes Leadership Awards 

ceremony, sponsored by Bayer Environmental Science. 

Check our Web site frequently for more multimedia content. 

making them pay 

Customers who don't pay for services 

rendered can create a di lemma for the 

contractor who performed the work. 

How do you get them to pay up? To 

find out how Lawn & Landscape Mes-

sage Board participants deal with this predicament, turn to 

page 65 and check out this month s Best of the Web story, 

"Making Them Pay." 

After you read the piece, let us know if you agree with 

the contractors in the article or if you have a method they 

left out. Share your ideas with us by visiting our Message 

Board at www.lawnandlandsape.com/messageboard. 

Whi le you're there be sure and peruse other posts or post a 

question of your own. 

on l i ne >11: c u s t o m e r f eedback 

o n l i n e 

This month's How We Do It, found on page 
160, focuses on customer forums. Joseph 
Schill of Schill Landsap ing and Lawn Care 
Services in Sheffield, Ohio, describes how 
he hosts customer forums to market his 
company and get feedback. 

How does your company identify 
its strengths and weaknesses? Visit www. 
lawnandlandsape.com/poll the week of 
Feb. 12 and answer the question, "How do 
you solicit client feedback?" Then visit our 
Message Board and comment further. 

After you read about pond maintenance service tips in this month's Business Opportunities installment, "Call in 

the Pondsitter," on page 40, you'll probably be compelled to read more. We've got your fix. Look for the Online 

Extra "Pond Maintenance: Equipment Clean Up Quick Tip" on www. lawnandlandsape .com to read about a way 

to help your pond maintenance operation run more smoothly. 
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www.Ferr is lndustr ies.com/lawn • 1(800)933-6175 
GIE Indoor Booth #932 • Outdoor Booth #616 

What will you do on your day off? 
44 Because of the smooth ride on my 

Ferris during the week, I'm able 
to ride more miles on my bike 
every weekend.} 5 
Pete Aceto • Aceto Landscaping • Utica, NY 

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

And since our patented suspension systems allow the cutter 
deck to follow the contours of the landscape, you'll have a 

beautiful manicured finish every time. 

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

USE READER SERVICE # 12 

http://www.Ferrislndustries.com/lawn
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In Search of Future Leaders 

For nearly two decades, Lawn & Landscape magazine has been 
bringing its readers stories on the faces, companies and unique 
characteristics of the people who drive the professional lawn and 

landscape industry. 
Through our in-depth cover profiles - totaling more than 150 dif-

ferent businesses - we've introduced you to firms representing every 
niche of the marketplace. You're familiar with them: Mom-and-pop 
shops, half-million dollar firms, million dollar and growing firms and 
the multi-million dollar businesses that make this dynamic industry as 
multi-faceted, unique and captivating as it is. 

No doubt about it. People shape the industry. We annually spotlight 
contractor achievements in our Top 100 landscape company list. We 
provide benchmarking financial data and analysis so that you can compare 
your company to your peers across the country. Contractor roundtables 
hosted by Lawn & Landscape magazine reveal critical thinking on timely 
issues. Up-selling opportunities are illustrated monthly in our Business 
Opportunities column. 

Quite simply, people drive the industry. People talk to people. People 
attract people. Attracting the best and the brightest individuals is top of 
mind for all businesses. It's not only a measure of an industry's vitality, 
it's also critical to a company's creative culture. Young people bring fresh 
approaches and a willingness to challenge the status quo. 

Following this tradition, we've spent several months searching the 
industry for its young leaders. Whether business owners, crew leaders or 
employees, we sought to identify those individuals who are on a career 
path toward growth and success. These up-and-coming professionals 
represent the next generation of innovative thinkers. They affect change. 
They shape the future. 

The outcome of our search is the basis of a new Lawn & Landscape 
feature. Through "35 Under 35" we've profiled the emerging leaders in 
the landscape profession. 

True to the nature of the marketplace, a common thread throughout 
our profiles is a genuine love for the outdoors. And to no surprise, many 
started in the business as teenagers looking for a way to make an honest 
buck. Once they figured out they were earning good money and having 
fun, they made a career of it. Others inherited the passion and dynamics 
of a family business and have been actively involved since childhood. 

While this industry's roots have evolved from those whose first love 
was the outdoors, the next leaders have a notion to advance the business 
side of landscaping. Technology, business training, the customer's need for 
immediacy all contribute to the enhanced business systems and models 
often found in today's up-and-coming businesses. Even subcontracting 
is playing a bigger role for some folks. 

We had a lot of fun putting together our first "35 Under 35" feature 
through industry nominations and interviews. Their stories are both 
compelling and motivating. H 
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Two Salespeople, Two Approaches 
In the past month, I closely observed 

two salespeople with two different ap-
proaches, and I believe we can learn a lot 
from both - good and bad. 

The first salesman, Steve, is a develop-
ment officer for a non-profit, and its his 
job to sell his organizations mission to 
donors who will buy into his cause. As 
a step toward accomplishing this, Steve 
organized a golf outing with prospective 
donors so he could establish a rapport 
with them and solicit them for gifts. 

The first mistake Steve made was ar-
riving 30 minutes late, leaving us to make 
our own introductions and wonder if he's 
reserved the course for our game. Once 
he finally arrived, Steve chose to vent his 
frustrations about the traffic he was stuck 
in rather than apologize for being late. 
When he finally stopped talking about 
himself, he asked each of us where we were 
from, apparently having failed to learn 
anything about us before the meeting. 

When we went to the golf course, Steve 
headed off with three of the men while I 
joined the other foursome, all of whom 
were relieved to be without Steve. 

When we met up back at the clubhouse 
at the end of the day and tallied up our 
scores, guess who won? Steve. He clearly 
cared more about proving his prowess 
on the golf course than about whether 
his guests were having a good time. Not 
only did I leave the outing with a poor 
impression of Steve, but the organization 
he represents has fallen a bit in my eyes. 
Steve didn't close his "sale" to me nor 
anyone else present that day. 

Now, consider Mike, a shoe salesman at 
the Nordstrom store in Chicago. Normally 
I can't find a single pair of shoes I like, 
but at this store I found so many I was 
overwhelmed by the options. Noticing my 
bewilderment, Mike came over, extended 
his hand, and said, "Hello, I'm Mike. You 

look like you could use some help. Could I 
measure your feet to make sure you get the 
best fit?" Mike was impeccably dressed, his 
shoes shone, and his manner was courteous 
and professional. After measuring my feet, 
he looked at the shoes I was considering 
and told me what was good and bad about 
them, both for the structure of my feet and 
what I do for a living. Then he handed me 
a bottled water and told me to relax; he 
would be right back. 

A few minutes later, Mike returned with 
all of the shoes I had picked out in my size, 
plus a couple of shoes I had not seen. I tried 
on each of them as Mike waited patiently 
and told me more about each shoe. He 
politely asked me where I was from and 
inquired more about what I do for a living, 
as well as what I do for fun. As I looked at 
the shoes, he addressed me by name, saying, 
"Mr. Grunder, if you get your feet wet a lot 
walking around in your clients' yards, you 
ought to consider the waterproof version. 
And I know it would be a lot, but if you 
bought two pairs of the same shoes, you 
could alternate from day to day and allow 
them to dry out in between wearings - that 
way they'll last much longer. But that's just 
a suggestion. Whatever you want to do is 
fine with me, Mr. Grunder." 

I ended up buying three pairs of shoes 
that day. At the cash register, Mike shook 
my hand, thanked me for my business, 
and sent me on my way. When I got back 
to my hotel room and opened the boxes 
of shoes, I saw that Mike had included a 
pair of nice dress socks in each box, along 
with his card. And a week later, I received 
a handwritten thank-you note from Mike, 
inviting me to come see him the next time 
I'm in Chicago. You can bet I'll be buying 
more shoes from this superb salesman. 

So, two salesmen, two very different 
approaches. Which one are you going to 
buy from? B 

is a speaker, consultant and author, as well as owner of Grunder 
Landscaping Co., Miamisburg, Ohio. Reach him at 866/478-
6337, landscapesales@gie.net or via www.martygrunder.com. 
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the grass just got greener 
Irrigation Direct is transforming the irrigation industry and providing a direct 
manufacturer source for contractors to purchase the best irrigation products 
available at the best prices possible. 

By using Irrigation Direct, contractors benefit from: 

Products priced 35 to 50% below competitors 

^ High quality, 100% tested irrigation valves and controllers 

100% satisfaction guarantee and 3-year warranty 

«=> No more complicated supply chains 

•=> Free shipping to their doorstep 

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

$49.00 - $69.00 
Module 
$14.00 

wwjrrigationdirectxom I 
the grass just got greener I U 

Irrigation Direct 
877.436.6922 

USE READER SERVICE # 13 
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Planning 'Good Things' 

Philip Crosby, in his 1979 classic, Qual-
ity is Free - The Art of Making Quality 

Certain, hit pay dirt on page 66 where he 
states, "Good things only happen when 
planned; bad things happen on their own." 
Crosby understood the importance of 
planning, especially as it relates to quality 
and the bottom line. He also understood 
the importance of budgeting as a key 
planning document. 

I once read in the Wall Street Journal 
that only 14 percent of small businesses 
use budgets. My experience tells me that 
the number of industry professionals who 
use budgets is far less than half of that 
number. Why? Part of the answer is due to 
ignorance. Industry professionals simply 
do not know how to budget. They also do 
not know how to use budgets effectively 
throughout the year. Here are some tips 
and benchmarks to help you make a 
budget simple and useful all year. 

The Process. When preparing budgets, 
I suggest simple Microsoft Excel work-
sheets. Look at costs for 2006 and project 
them forward for 2007 with a minimum 
10 percent net profit margin. Focus on four 
items - general and administrative (G&A) 
overhead (it should run between 20 to 25 
percent of sales); labor burden for the field 
crews (it normally runs between 25 and 
35 percent, meaning that for every $10 
of gross field payroll, you have to pay an 
additional $2.50 to $3.50); the number 
of billable labor hours for the upcoming 
year; and the sales projected for the upcom-
ing year. If you are planning to do more 
than $300,000 in sales in 2007, identify 
sales and billable labor hours per division 
(installation, maintenance, etc.). 

Once you calculate these four items, 
fill in material, equipment, rental equip-
ment, subcontractor costs and any other 

costs you might incur. Now, you have a 
complete budget. Then, step back and 
compare various ratios in the budget to 
the industry as well as to your company's 
historical benchmarks. These would in-
clude G&A overhead percentages and per 
field-labor hour, sales per labor hour, labor 
burden percent, gross profit margins, etc. 

By the way, the benchmark for G&A 
overhead per labor hour is $6 to $9 for 
maintenance work and $9 to $ 16-plus for 
installation work. 

Making Budgets Useful. Few contrac-
tors have the time to track all of the budget 
items to actual costs throughout the year, 
so focus on a few important ones. 

First, track sales budgeted to actual 
sales. This is what I call the "Big Picture." I 
recommend using another Excel worksheet 
to track sales (and billable labor hours sold). 
Call it the Bid Board. It should calculate 
sales, billable labor hours and backlog. 

Second, calculate your bids and work 
using the budgeted labor burden and G&A 
overhead per labor hour. Call it the "Little 
Picture." Basically, you need to price and 
produce enough work correctly (the little 
picture) to meet your sales goal for the year 
(the big picture). If you do, you're almost 
guaranteed to be profitable. 

Your 2007 budget should be simple 
to calculate and track. The Bid Board ties 
the Little Picture (individual jobs) to the 
Big Picture (annual sales goal), and it tells 
you where you are throughout the year. It's 
your daily "score board." Keep it simple. 
If you bid enough work accurately and 
produce it as you bid it, your primary 
concern should be to sell enough work to 
meet your budgeted sales. Good things can 
happen in 2007, if you plan accordingly. 

E-mail me for free copies of the Excel 
worksheets I mentioned. • 

i i m h u s t o n The author is president of J.R. Huston Enterprises, a Denver-
based green industry consulting firm. Reach him at 800/451-
5588, benchmarking@gie.net or via www.jrhuston.biz. 
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Catch the Biggest Wave for Oceans of Color 

Tidal Wave Purple Spreading Petunia O 
H 

So to make the biggest splash and build the biggest 
customer satisfaction, catch the biggest Wave -
Tidal Wave. 

Download free growing and care tips, at: 
w w w . B a l l L a n d s c a p e . c o m / G r o w i n q T i p s 

s Tidal Wave Cherry 
Spreading Petunia • 

Tidal Wave Hot Pink Spreading Petunia O 
& Purple Majesty Ornamental Millet OO 

Tidal Wave Silver Spreading Petunia O 

Tidal Wave® has everything you love about other 
Ride the Wave® petunias: 
• Long-lasting color • Fast fill-in 
• Low maintenance • Exceptional weather tolerance 

Plus, Tidal Wave is the biggest of the Ride the 
Wave petunias: 
• Forms a dense mounded hedge that spreads up to 4 ft. 
(1.2 m) with an average height of 16 to 22 in. (40 to 55 cm) 
- much bigger than the original Wave& petunia! 
• Tidal Wave will grow an extra 2 to 3 ft. (60 to 90 cm) 
upward when grown in a restricted space. 

http://www.BallLandscape.com/GrowinqTips


• p e o p U 
^^MwÊÈÊÉ ' — 

e smarts 

Change Made Easy 
I talk about the concept of "change" to 

people in the landscape industry all 
of the time. Whenever I bring it up, it 
seems the world becomes divided into 
two groups of people - those who cause 
change and those who must adapt to the 
effects of change. Owners of landscape 
businesses most certainly have all been in 
one or the other of these groups at some 
point in our lives. 

Those who have traditionally held 
leadership or management positions are 
probably more used to causing change. If a 
good deal of your association with change 
has been on the "causing change" side of 
the ledger, here are some tips to help those 
who must adapt to changes get through 
the transition a little easier. 

If you think about it, change really 
involves moving people from one situation 
in which they are very comfortable to a 
new and different situation in which we 
hope they will accept and become just as 
comfortable and accepting. Change can 
best be described as a process. Here are 
some definitions and helpful guidance: 

• The starting point for a major change 
is helping the people going through the 
change to understand there is a real need 
for it. Define these needs in clear terms 
that people can understand. If possible, 
define the consequences for not making 
these changes. 

• Don't criticize the old ways of doing 
things and, by implication, diminish the 
contributions of the people who were part 
of the "old way." This is especially true if 
you are a manager at a major landscape 
firm that has recently bought a smaller 
business and inherited key staff. 

• Spend time defining for people what 
the new way will look like and also how 
they will know when they have success-
fully made the necessary changes in order 
to get there. Share lots of information so 

they can transition to change more easily 
instead of the "do it, or else" mantra. 

• Look for ways to reinforce and reward 
the behavior of people who are making 
genuine efforts to change. Encourage 
others to do the same. 

• Continue to communicate about 
the change by giving accurate and timely 
information about what's going on and 
who's doing what. Follow-up to ensure 
clear understanding. 

• Expect and plan for negative reactions 
to the change. People will get angry and feel 
insecure during the process. Sometimes you 
may even witness this coming from people 
whom you thought had a clear understand-
ing of the whole picture. Let them get it 
off of their chests - then move on. 

• Look for ways to assign tasks and re-
sponsibilities to people so they feel involved 
and part of the change process. There is 
nothing better than to engage those who 
have thoughtful ideas and can serve as a 
catalyst for getting the right message out. 

• If people need training to make the 
change, make sure it is scheduled, attended, 
and effective in terms of what it promised 
to deliver. Think through what the desired 
outcomes are instead of just sending your 
managers for "a heavy dose of training." 

• Be sensitive to the other needs of people 
who are going through change, especially 
things like new equipment, procedures, 
information and positive reinforcement. 

• Demonstrate your own confidence 
and commitment to the new direction as 
well as your trust in those who are going 
through this adjustment period. Show a 
certain amount of empathy for the current 
situation, but outwardly display enthusi-
asm and confidence in the future. 

Real change is never a "slam dunk." 
It takes time, leadership, attention and 
concern for the different paces at which 
people accept and adapt to it. • 

I a r r y is president 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 GreenSearch. 
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The true test of a mower 
is how fast and effectively 
it cuts through problems. 

( 

•^4 Long, wispy grass 

Different grass varieties 

As conditions change, Toros 7-gauge TURBO 

FORCE " cutting deck can be quickly adjusted 

on the job to deliver an unbeatable quality of 

cut. To see the productivity-enhancing deck 

that professionals are raving about, contact 

your Toro Landscape Contractor Equipment 

dealer, or visit www.toro.com/zmaster. 

TORO Count on it, 

No-tools-needed adjustable baffle lets 
you quickly adjust cutting performance. 

USE READER SERVICE # 15 

http://www.toro.com/zmaster
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[Understanding Seed Labels 
Turf seed labels are not as informative as 

those found on a pesticide package, but 
that doesn't make them any less critical. In 
fact, based on the importance of develop-
ing a healthy lawn to reduce weed, disease 
and insect pressures, seed labels includes 
factors critical to a landscape professionals 
planning process. 
JUST THE FACTS. As with pesticide la-
bels, which the Environmental Protection 
Agency requires, the law mandates all seed 
packaging carry explanatory labels. 

Seed labels are approved by the gov-
ernment of the state in which the seed 
is grown, typically a state in the Pacific 
Northwest for seed grown in the United 
States. The state issues the label after 
extensive testing verifies all of the seller's 
claims. After a harvest, the seed is collected 
in various lots, and each lot is subjected 
to the same series of tests. 

The labels most important data is: 
• Percent Purity - This number tells 
how much of the seed bags contents are 
comprised of each component based on 
weight. For example, a blend of three vari-
eties of tall fescue may contain 35 percent 
of one variety, 34 percent of another variety 
and 29 percent of a third variety. 
• Percent Germination - This number 
speaks volumes about seed quality because 
it reflects the percentage of tested seed that 
germinated into a turf plant when planted 
in test plots by the state. As with any crop 
seed, some individual seeds from each bag 
will not germinate. 
• Other Ingredients - Harvesting turf 
seed from thousands of acres of crop 
field is a challenging process. And while 
the harvesting and cleaning process used 
by seed growers cleans the final product, 
material other than turf seed usually ends 
up in each bag. The pertinent question is 
what material and how much? Seed testing 

i 
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identifies how much other crop seed, how 
much inert matter and how much weed 
seed finds its way into each bag. Monitor 
these numbers closely. After all, the last 
thing you want is to plant a lawn using 
seed that already contains weed seeds. 

BYTHE NUMBERS.The fact that purity 
and germination levels can vary within a 
bag illustrates the importance of carefully 
examining the seed. The most important 
metric for evaluating seed is not found on 
the label, but it can be figured using simple 
math. This helps buyers evaluate compet-
ing seed on an apples-to-apples basis. 

Savvy seed shoppers determine the 
Pure Live Seed value for each bag. This 
number is calculated by multiplying the 
percent purity by the percent germination 
for each variety in a bag. That equation 
yields a PLS percentage for each variety. 
Add up the PLS percentages for each va-
riety to reach the PLS value for the entire 
bag. That number reflects how much of 
the seed in the bag you should expect to 
germinate. 

Using the sample percent purity figures 
identified above, if the label tells you that 
each of the three varieties germinates at 90 
percent, then the 50-pound bag of seed 
actually contains 44.8 pounds of pure live 
seed. That's what you want to know before 
making any purchase. 

Additional information can be found 
on each bag including a test date for the 
seed and the state where the seed was 
grown. Ideally, seed should be planted 
within 12 months of testing. But if the 
seed is stored in a cool, dry location, then 
it should perform according to label claims 
for up to three years after the test date. 

Seeding a lawn properly demonstrates a 
commitment to the healthiest turf possible. 
Understanding seed label information 
ensures you achieve that result. K 

b . t o o r i s h a n d b r i a n k e 
are part of LESCO s Tech Services Department. They can be reached at 
fromthefieId@gie.net or at 800/321-5325 ext. 3 1 5 0 to answer technical questions. 
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"With the quality of product they 
have to offer, a support system that 
is incredible, the endorsements, and 
the professionalism and integrity of 
Southwest Greens... it's the best 
investment we could have made." 
Southwest Greens Sacramento -
Cottage Landscaping 

Southwest Greens'"1 is pleased to offer a unique 
franchise opportunity to individuals and companies 
who are interested in participating in a rewarding, 
unparalleled franchise relationship. What makes 
Southwest Greens a cut above other franchise 
opportunities is our expert knowledge in designing 
and installing premium golf greens and other 
synthetic surfaces. 

We offer exceptional corporate training and support, 
and an extensive support network of vendors, suppliers 
and other franchise operators who can help make your 
franchise operation successful. We are a leader in the 
sale, design and installation of low-maintenance, 
championship-caliber synthetic golf greens worldwide. 

Professional golfers at the very top of their game like 
Vijay Singh, Sergio Garcia, Jim Furyk, Hale Irwin, 
Fred Funk and Chris DiMarco have our custom 
designed, sand filled golf greens at their homes. It's 
why leading golf course architectural firm, Nicklaus 
Design® chose Southwest Greens to work with its 
design team to offer a premium line of synthetic golf 
greens. The acclaimed Envy Lawn™ turf products that 
we use are some of the best in the industry. 

If you're looking for a highly attractive franchise 
opportunity with the power and expertise to stand 
behind its reputation, look no further. Call us today at 
1-877-260-7888. 

r v j i c z r ^ L S O U T H W E S T G R E E N S 
Put t ing Greens • Synthet ic Grass • Play Areas 

Challenger 

utSWG' has created a support base 
that ensures each dealer that they 
are never alone in their quest for 
success... from the extensive training 
of our installation team, to the daily 
accessibility of the management to 
answer any and all questions." 
Southwest Greens Long Island -
Island Hardscaping 

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

Visit us at www.SouthwestGreens.com 
or call us toll free at 1.877.260.7888 
Southwest Put t ing Green Technolog ies, Inc., 8535 E. H a r t f o r d Dr. , Suite I 05, Scot tsda le , A Z 85255 

USE READER SERVICE # 16 

http://www.SouthwestGreens.com


E a s y t o U S E . . . P R O F I T A B L E . . . 

AND N o w WITH 

Night and Holiday Lighting 

i 
Customer Proposals 



Specifically designed for landscape 

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. 

u [ 

[ 
i (frafix software ine 

B PRO is 
P Landscape 

'I sold two jobs the first week I owned the program. 
J'm hooked!" 
Dustin Leite, Maple Leaf Farms & Nursery 

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

NEW 3D 

drafix software, inc. 

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

www.prolandscape.com 
800-231-8574 or prolandscape@drafix.com 
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The Bane of Leaf Blower Bans Bill Harley 

VWf 

Last fall, communities across the U .S. made 
attempts to ban or regulate leaf blower 
usage. 

For example, in September 2006, 
the Capitola, Calif., city council voted to 
increase restricted hours of use for leaf 
blowers in residential areas to 8 a.m. to 

5 p.m. from the original 7 a.m. to I I p.m. This resulted 
from a petition submitted that requested a complete 
ban on leaf blowers. Capitola is a neighbor to Palo Alto, 
Calif., which enacted a ban on gasoline-powered leaf 
blowers in July 2005. 

In October 2006, in Westchester County, N.Y., County 
Executive Andrew Spano indicated he would submit a 
proposal that would require 
commercial landscape profes-
sionals and county employees 
to switch to "cleaner" models 
over a two-year period. West-
chester County encompasses 
16 towns. 

Under the proposed legisla-
tion, the Westchester County 
Depar tment of Consumer 
Protection will provide a list of 
approved products that must 
be used in order to renew 
contractor/landscaper licenses 
(renewed every two years). 
Landscapers wil l verify the 
quantity, make and model of 
all portable leaf blowers when 
applying for or renewing a 
license. The legislation recom-
mends that any violation result 
in a $ 1,000 fine or the denial or 
revocation of a license. 

In Cambridge, Mass. in 
November 2006, City Manager 
Robert Healy created a task 
force to investigate the pos-
sibility of a citywide ban on leaf 
blowers. Resident complaints 
included noise, environmental 
damage and potential health 
risks. The task force contained 
residents, representatives from 
an equipment manufacturer, 
a landscaping firm, relevant 

city departments, and the Massachusetts Institute of 
Technology. / 

These are just a few examples of the regulations 
being enacted. 

In the case of the Capitola action, a group of land-
scape professionals and citizens effectively argued that 
a ban on leaf blowers would increase costs of landscape 
maintenance and that the issue was one of courteous 
use - not the leaf blower itself. Taking these steps to 
educate the public can make a difference. 

Take an active role in protecting your business. It 
is important that information on cleaner, quieter leaf 
blower technologies be communicated to city officials 
by landscape contractors and equipment dealers in 

those communities considering 
leaf blower regulation. Under sec-
tion 209 of the Federal Clean Air 
Act (FCAA), California is the only 
state given authority to regulate 
emissions for small engines less 
than 50 horsepower. The Bond 
Amendment to the FCAA pro-
hibits other states from adopting 
California's emissions regulations. 
Therefore, under the Clean Air 
Act, no state or municipality can 
regulate any product's emissions 
(e.g. air pollution). 

If you hear about a proposed 
leaf blower ban, you should: 
• Contact the Professional Land-
care Network (PLANET) to keep 
them informed of the proposed 
legislation (www.landcarenetwork 
.org, 800/395-2522). 
• Talk to the community. Call the 
city department that is initiating 
the proposed regulation and set 
up a meeting to discuss facts about 
sound and usage. Be ready to 
discuss alternatives to bans. 
• Meet with the city. Have ac-
curate facts about leaf blowers 
to present to those at the meet-
ing. Use the resources listed at 
the end of this article to support 
your case. 
• Call the manufacturer of the 
equipment your company uses 

Photo: Echo continued on page 24 
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emiWMIlM 
ONLINE MANAGEMENT S Y S T E M 

• I F 

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

eCons te l l a t i on saves you 
time... manage your 
sites from office, home 
or anywhere 

eCons te l l a t i on saves you 
water... automatically adjust 
your irrigation using local 
weather conditions 

eCons te l l a t i on is easy 
to use... no complicated 
installations, programming, 
or upgrades 

Internet Central Control for your irrigation system has arrived! 

With eConstellation™ ET information is delivered automatically to 

adjust irrigation schedules. You can remotely access the same 

controllers from any internet-accessible computer no matter 

where the contractor is located. And there is no need to have a 

computer on site. In fact, with web-based central control, there 

are many other advantages. The Web-based platform allows 

contractors to do anything they can do on the site, including 

writing new irrigation schedules, performing rain shutdowns, 

turn individual valves or programs on and off, adjust water 

budgets and receive reports and alarms from sensors on the system. 

Call or visit us online today to get started! 

Advanced Technology > 
< Total Control 

C O N T R O L S Y S T E M S . I N C . 

4 Mason • Suite B • Irvine • California • 92618 
Toll free: 866.4SIGNATURE 
Local: 949.580.3640 • Fax: 949.580.3645 
Web: www.SignatureControlSystems.com 
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and let your contact there know what 
is happening. 

When operating your leaf blowers, 
remember to: 
• Invest in the latest equipment. In 
some cases, due to engine re-design, 
new leaf blowers are 75 percent qui-
eter than older versions. In addition, 
new models also reduce emissions 
that make the equipment more envi-
ronmentally friendly. 
• Make sure your equipment is well 
maintained. Equipment that is not 
maintained reduces the life of the 
product and creates unnecessary noise 
and emissions output. 
• Reduce the sound of your leaf 
blower by lowering the throttle speed 
and by using special nozzle attach-
ments designed to reduce noise even 
further. 
• Practice safe and courteous use. 
Stop blowing if there are people in 
the area. Reduce noise in populated 
areas during early morning and early 

evening hours as much as possible. 
• Make sure your employees have 
read and understand the manual. 

To help present the facts about leaf 
blowers, the Outdoor Power Equip-
ment Institute has assembled these ma-
terials at www.opei.org/commercial 
/index.asp: 
• Flash presentation - Leaf Blow-
ers: Concerns, Perceptions, Facts & 
Solutions 
• Training Manual - Leaf Blowers: A 
Guide to Safe & Courteous Use 
• OPEI Leaf Blower Fact Sheet 
• OPEI Member Leaf Blower Manu-
facturers 

Other online resources include: 
• www.landcarenetwork.org/cms/ 
legislation/position/leafblowers.html 
• www.arb.ca.gov/msprog/mailouts/ 
msc0005/msc0005. pdf 
• w w w . v a l l e y a i r . o r g / n e w s e d / 
leafblowers/leafblower. pdf 
- Bill Harley, president and CEO of the 
Outdoor Power Equipment Institute 

DID Y O U K N O W ^ ^ 

Thirty-four percent of landscape 
contractors purchased landscape 
lighting products in the past 12 
months and 34.6 percent plan 
to purchase them in the next 
12 months. The average land-
scape contractor spends $10,196 
annually on landscape lighting. 

For a look at some of the latest 
landscape lighting products in the 
market, turn to page 122. 

http://www.opei.org/commercial
http://www.landcarenetwork.org/cms/
http://www.arb.ca.gov/msprog/mailouts/
http://www.valleyair.org/newsed/


M E R G E R S & A C Q U I S I T I O N S 

Weed Man Increases Franchises 
Weed Man River Valley in Russell-
ville, Ark., is the newest franchise to 
join the other 93 Weed Man dealers 
in the United States. 

Owner Norman Chronister 
purchased the exclusive geographic 
rights to the River Valley territory, 
which is northwest of Little Rock, 
Ark. There are now 207 licensed 
territories in the United States. 

Chronister s past work experi-
ence includes lawn and landscape 
maintenance. He is adding Weed 

Man services such as aeration, 
weed and pest control and fertil-
ization to his existing business. 

Turf Holdings owns the rights 
to sell sub-franchises in the United 
States. 

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

PGMS Honors 
Grounds Programs 

Elon U n i v e r s i t y in Elon, N.C., pictured 
here, took home a Grand Award in the 
Professional Grounds Management Society's 
2006 Green Star Awards competition. PGMS 
recognized 26 grounds management programs 
- 14 with Grand Awards and 12 with Honor 
Awards - in a dozen categories. For a complete 
list of award winners, visit www.pgms.org. 

Your window of opportunity for 
controlling grubs just got bigger. 

ARENA™ is the only preventive and curative grub control product proven 
to provide maximum application flexibility. 
Unlike other turf insecticides, ARENA" Insecticide with clothianidin lets you apply from early spring to 
early fall and still get unsurpassed white grub control. Plus, ARENA offers proven performance against 
sod webworms, chinch bugs and other damaging pests. To learn more, contact your turf products 
supplier, log on to www.arystalifescience.us/arena or call 1 -866-761 -9397 toll free. M rrcna 
Always read and follow label directions. ARENA and the ARENA logo are trademarks of Arysta LifeScience North America Corporation. 
The Arysta LifeScience logo is a trademark of Arysta LifeScience Corporation. ©2005 Arysta LifeScience North America Corporation. ARN-043 Putting You In Control" 

Arysta LifeScience 

Harmony In Growth 

f 
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in dustr news 

EYE O N T H E E C O N O M Y 

• 
Real Estate Expected to Flounder This Year 
Although few experts predict that home values will 

fall dramatically this year, many economists say that 
prices wont improve for 12 to 18 months. And without 
the cushion of rising home equity - which softened the 
blow of high oil prices last year and kept consumers buy-
ing big-ticket items at a rapid clip - Americans may lose 
confidence in their finances, and the broader economy 
is likely to suffer. 

Ambitious building booms in many markets in the 
past half-decade, combined with mortgage interest rates 
that have increased about I percent in the past year, have 
resulted in residential real estate stagnation. The gridlock 
defies conventional wisdom, stubbornly remaining neither 
a buyer's nor a seller's market. 

"We are currently experiencing the worst of the 
market freeze, which is being exacerbated by the gap 
between the buyer's desire for bargains and the seller's 
fantasy of what they once thought their homes would 

continued on page 28 

VISIT OUR WEB SITE AT PACEAMERICAN.COM OR CALL B O O . 2 4 7 . 5 7 6 7 

CHECK OUT THE ENTIRE LINE 
OF LANDSCAPE TRAILERS O P 

HAMMER CONQUEST 
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Fi rst to Start. Last to Quit shindaiwa 

FORGET WHAT YOU KNOW 
ABOUT 2-STROKE POWER. 
Introducing the new 242-series, featuring a newly engineered 2-stroke 
engine with an improved power-to-weight ratio and lower emissions. 

We've redefined 2-stroke technology and equipped it on the new 
242-series. The result is a powerful new line of tools including a trimmer, 
edger, brushcutter, articulated hedge trimmer and multi-tool. Each one 
designed to be relied on all day, no matter the job. 

Discover how we've made the toughest tools on earth even 
tougher. Learn more at Shindaiwa.com or call 800.521.7733. 
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continued from page 26 

be worth," says Diane Swonk, chief economist for Chicago-based 
Mesirow Financial, who forecasts a rebound in early 2008. "The good 
news is that there are some signs of stabilization. The bad news is that 
a substantial backlog of unsold homes still exists." 

Global forces and U.S. monetary policies play important roles in 
the housing slowdown, which already appears to be depressing the 
national economy. 

The newest forecast by Moody's Economy.com, a private research 
firm, projects that the median sales price for an existing home will 
decline in 2007 by 3.6 percent - the first decline for an entire year in 
U.S. home prices since the Great Depression of the 1930s. ^ ^ ^ ^ ^ ^ ^ B B ^ ^ ^ ^ M K E f o A f i ^ ^ Z ^ ^ ^ ^ ^ 

The Commerce Department reported last November that gross | 
domestic product grew at a 2.2 percent annual rate in the third quarter, 
down from 2.6 percent in the second quarter. The residential construc-
tion falloff subtracted 1.2 percent from growth, the department states. 

Peter Morici, business professor at the University of Maryland, says artificially low interest rates over the past half-decade 
encouraged China and other exporting nations to purchase 10-year bonds, which kept U.S. mortgage rates low and fueled the 
housing bubble - despite a gaping trade deficit that should have sapped investor confidence years ago. 

"In order to play this Ponzi scheme, the value of the homes had to go up faster than the economy grew and faster than 
people could service their debt. We've reached that limit," Morici says. "The housing market sustained the economy at a time 
of very large trade deficits. It's been a false prosperity." 

In addition to macroeconomic forces, regional U.S. housing markets face particular challenges. In expensive coastal cities, 
economists say, price appreciation hit a wall. San Francisco and Boston - where many investors enjoyed double-digit property 

continued on page 30 

The NEW Z-MAX 
50 gallon Capacity • Wider wheel base 

Check out our full line 
of Ride-On Spray 
Systems and Aerators 
at www.z-spray.com 

The NEW Z-SPRAY JUNIOR-36 
• 35 W width for gated lawns 

• Redesigned spray tank for lower 
center of gravity 

• All the standard features of 
our current units 

• Powered by Kawasaki 

P R O D U C T S , INC- Call: 8 7 7 - 4 8 2 - 2 0 4 0 

THE BIST JUST KEEPS GETTING BETTER! 
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Introducing the new 
imidadopnd option that can't miss 

MalletM is Nufarm's newest insecticide using the proven technology of 
imidadopnd to provide residual control of a wide variety of insect pests, such as white 
grubs, cutworms and billbugs in turf and aphids, beetles and other troublesome pests in 
ornamentals. 

While others have rushed out the door to take advantage of off-patent opportunities, we 
have taken time to ensure that our supply source is secure, that our registrations allow 

ilatic 

MAUET 
us to be innovative and that our formulations have been extensively tested, 

ensuring that you get the premium quality and service that you've come to expect from Nufarm Turf & Specialty. 

• Mallet™ 2F is a 2 lb. flowable concentrate containing 21.4% imidadopnd 

• Long-term curative and preventive action with just one application 

• Available in 2.5-gallon or 60 ounce jugs 

800.345.3330 • us.turf.nufarm.com 
™ Mallet is a registered trademark of Nufarm Americas Inc. 

Always read and follow complete label instructions. 

USE READER SERVICE # 23 
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gains in the late 1990s and the first half of this decade - have 
simply become unaffordable. 

The number of Californians who could comfortably pay 
the mortgage on an entry-level home fell to 24 percent in the 
third quarter - down from 44 percent in 2003, according to the 
California Association of Realtors. The median price statewide 
was $563,190. 

Housing prices in New England grew an average of 10 per-
cent per year f rom 2000 to 2005, compared with 8.3 percent 
for the entire nation. 

But a forecast released Nov. 14, 2006 by the New England 
Economic Partnership, a nonprofit forecast organization with 
members from private industry, government and academia, 
projects prices in New England will be flat through 2010, below 
the U.S. forecast of 2.1 percent growth per year. Housing prices 
in Massachusetts are expected to decline 9 percent through 
2010. 

"Areas along the coast of the nation and the large urban 
areas tend to see stronger price gains in housing upturns, and 
stronger declines in downturns," says Celia Chen, a housing 
economist with Moody's Economy.com in West Chester, Pa. 

In Sun Belt havens such as San Diego, Las Vegas and Phoenix, 
overzealous construction resulted in a glut of new homes and 
condos. Real estate experts say sellers and developers there 
will struggle throughout 2007. 

Florida will likely remain the toughest market. Building 
frenzies in Miami, Orlando and the Caribbean coast resulted 
in a plethora of for-sale signs. Developers desperate to unload 
inventory are offering a slew of incentives - even cars, vacations 
and mortgage payments for up to six months. 

Meanwhile, insurance companies dramatically raised pre-
miums after Hurricane Katrina. 

Depending on where they live and their policies, Florida 
homeowners may pay as much as 10 times more for flood and 
wind insurance than last year; premiums can exceed $30,000 
per year on mansions. That's caused monthly costs to skyrocket, 
pinching current owners and making it all but impossible for 
renters to buy. 

No t everyone is pessimistic - even in beleaguered 
Florida. 

Long-term demographic shifts from the Midwest and New 
England bode well for the notoriously boom-and-bust state, 
said Dave Denslow, professor of economics at the University of 
Florida. Florida, which gained 430,000 new residents in the past 
year, is a popular destination for Latin American immigrants and 
retirees from northern states, Canada and western Europe. 

People start thinking about buying a retirement home in 
their late 50s, and baby boomers are approaching that age," 
Denslow says. "The demand for residential housing here is only 
going to get stronger through 2020." - The Financial Express 

Now is a gredt time to 
stock up! __ 

FREE 

Hybrid™ Pruner 
Multi-tool with 

$300 Order! 
Offer expires 3/15/07 

For offer details call 
1-800-382-8473 

and mention 
keycode 

or view this 
offer online at 

www.gemplers. 
com/LAL 

¡Catalog Shop online today 
at www.gemplers.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 

1-800 888-5502 
PO BOX 18358 

3701 NEW GETWELL ROAD 
MEMPHIS, TN 38118 
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S P A N I S H L E S S O N S 

Considering that a growing num-
ber of landscape contractors are 

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

In an effort to aid landscape and 
lawn care professionals in their com-
munications, Lawn & Landscape will 
be running a few phrases each month 
in English and Spanish, including a pro-
nunciation 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 
nwisniewski@gie.net. 

1. ENGLISH: How long have you been working with lawns/sod? 
SPANISH: Cuanto hace que trabaja con cesped/grama/pasto/tepe/terron? 
(KWAHN-toh AH-she keh trah-BAH-hah kohn SEHS-pehd/GRAH-mah/ 
PAHS-tohrTEH-peh/teh-RRROHN? 

2. ENGLISH: I have been working with lawns/sod for years. 
SPANISH: Hace anos que trabajo con cesped/grama/pasto/tepe/terron. 
(AH-she AH-neeohs keh trah-BAH-hoh kohn SEHS-pehd/GRAH-mah/ 
PAHS-toh/TEH-peh/teh-RRROHN.) 

3. ENGLISH: How long will it take you to complete this job? 
SPANISH: Cuanto le tomara completer este trabajo? 
(KWAHN-toh leh toh-mah-RAH kohm-pleh-TAHR EHS-teh trah-BAH-hoh?) 

4. ENGLISH: Have you used a sod cutter before? 
SPANISH: Ha utilizado una cortadora de cesped/grama/pasto/tepe/terron 
anteriormente? (ah oo-tee-lee-SAH-doh OO-nah kohr-tah-DOH-rah deh 
SEHS-pehd/GRAH-mah-PAHS-toh/TEH-peh/teh-RRROHN ahn-teh-ree-ohr-
MEHN-teh?) - The Lingo Guide For Landscapers 

LAWN AND LANDSCAPE 
COMPANIES HAVE 
GENERATED OVER 

IN SALES FROM 
C L C L A B S S O I L 

T E S T I N G ! 
LET US SHOW YOU HOW! 

Call 614/888-1663 Today for your 
Soil Testing & Marketing Information 

CLC LABS 
325 Venture Drive 
Westerville, OH 43081 
614 888-1663 
FAX 614 888-1330 

Exclusive laboratory services for the 
Turf & Ornamental Professional. 
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3 Generations, 54,000 Jobs, 
630,000 Holes... 
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...and Still Going Strong. 
After 60 years in the fencing business,the 
Semmerling family knows something about 
long-lasting equipment. That's why they've 
relied on Little Beaver earth drills for more 
than 30 years. Little Beaver has 
been there for them, generation ^ 
after generation. ^ ^ 

"We use Little Beaver because LITTL 
they're easy to operate, easy to tAWTH 0 

maintain, and they are 
extremely long-lasting." 

"The best features of Little Beaver are: 
lightweight, durable and very affordable." 

"One of the main benefits we receive from 
using Little Beaver products is the portability 
of the machines. You can get the machine 
around tight areas, such as flower 

beds and gardens." 

H ^ "We've received great ROI 
K ^ ? from Little Beaver equipment 

EAVER 
"Little Beaver is for us because 
it's a good company, has 

good service, and has great people." 

-The Semmerling Family 

% 
LHtle Beaver, Inc. RO. Box 840, Livingston, TX 77351 

www.littlebeaver.com • soles@littlebeaver.com • 800-227-7515 
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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 8 O O - 7 6 2 - O 3 O I to schedule a live demonstration of EverGreen Software 

or visit us online at www.evergreensoftware.com. 

http://www.evergreensoftware.com
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Small Business Experts 
S e e H o p e for 2 0 0 7 

The year 2006 started strong for 
small business owners, but sluggish 
economic growth took a toll on 
entrepreneurs toward the end of the 
year. This year promises to be better, 

but not by much, experts say. 
In the second half of last year, small business 

owners spent less on capital 
equipment, inventory invest-
ment weakened and hiring fell 
flat, according to the National 
Federation of Independent 
Business. 

"As goes the larger econo-
my, so goes the small business 
sector," says Chad Moutray, 
chief economist for the office of 
advocacy of the Small Business 
Administration. 

Moutray points to a sluggish 
housing market, high gas prices 
and a slump in employment 
for the downturn in the small 
business economy. 

With hiring down slightly 
in the second half of the year, 
small businesses have gotten 
smaller on average, according 
to SurePayroll's Small Business 
Scorecard. 

Meanwhile, small business 
salaries have been increasing. 
Year to date, small business 
salaries have jumped 7.4 per-
cent to $31,288 on average, 
SurePayroll reports. 

That could be problematic 
for business owners, according 
to Michael Alter, president of 
SurePayroll, if they have to pay 
more to hire and keep talent 
and raise prices to stay even. 

But there is still reason 
to stay positive, according 
to William Dunkelberg, chief 
economist at the NFIB. 

"Profits were weaker but overall numbers were quite good," 
he says. 

In fact, even as the economy slowed, small business owners 
remained fairly optimistic about economic growth into 2007. 

Although, the NFIB's Index of Small Business Optimism fell 
one point to 99.7, it remains at historically high levels. 

Although many expect a worsening economy in 2007, small 
businesses may still prosper in 
the year ahead. Employment, 
however, will be key to what's 
in store. 

If the labor market contin-
ues to tighten, then attracting 
and retaining qualified workers 
will remain a big challenge for 
small business owners who 
have always struggled to com-
pete with larger businesses in 
terms of competitive salaries 
and benefits. 

If, however, the move to-
ward taking early retirement 
continues to gain momentum, 
then more people may leave 
the labor market and choose to 
become entrepreneurs, which 
could be a boon to the small 
business economy. 

And for those entrepre-
neurs eager to start a business, 
2007 is not a bad time to bite 
the bullet. 

All things considered, while 
most experts agree that this 
year won't be exceptional, 
many contend that it will at 
least be decent for small busi-
ness growth. 

Dunkelberg, who predicts 
it will be a "ho-hum year," 
maintains that there are still 
opportunities out there for 
entrepreneurs. He says, "you 
should at least have a good year 
to get started, get your roots 
down." - CNN Money 
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Depend on the Proven 
Durability and Performance 

of Cheng Shin Tires. 

Shin Tires 

For more information on Cheng Shin Tires, 
see your local dealer or distributor. 

K T t > 
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h o w t o s p o t a 

g o o d p l a n t 

market trends 

When it comes time to take de-
livery of your color annuals, or if 
you're in a pinch and have to stop 
at a garden center or landscape 
supply store to pick up extra plants 
on your way to a job, look for these 
signs of a healthy plant: 

GOOD ROOTS. Look at the bot-
tom of the plant as well as the top. 
If the roots are healthy, white and 
plentiful, then the rest of the plant 
is likely to be healthy, too. Pull a 
couple of plants out of their pots 
and make sure you know what 
you're getting. 

HEALTHY LEAVES. Most leaves 
are green, of course, but leaves 
should exhibit good color no mat-
ter what the hue - be it burgundy, 
purple, chartreuse, variegated or 
even black. 

LOTS OF BUDS. If it's a flower-
ing plant, the ideal time to plant 
is when about 25 percent of the 
blooms are open, and there should 
be lots of buds to indicate more 
flowers are on the way. At this 
stage, plants can handle transplant-
ing stress and can easily acclimate 
to the new soil, and they'll provide 
color quickly. 

NO DISEASE. Even if you aren't an 
expert in plant pathology, you can 
usually tell if a plant looks "sick." 
Yellowing leaves, spots, wilting 
or even oddly-shaped flowers 
are all signs the plant isn't fit for 
the job. 

Remember the "golden rule" of 
landscape plants: If you wouldn't 
plant it in your own yard, don't 
plant it in your client's yard. 

Tree and S h ru b T ips 

As a contractor, you're often expected to source ornamental trees, 
shrubs and other woody plants as specified by a landscape archi-
tect or designer. But you also have a vested interest in making 

sure what goes into a client's landscape is the best possible choice. That 
means understanding selection as well as purchasing healthy plants from 
your supplier. 

Look for low-maintenance varieties that are resistant to pests and dis-
eases; this reduces the need for immediate pesticide treatments and the 
possibility for application mistakes. Quick-to-establish varieties reduce the 
need for replacements and frequent watering. In terms of plant size, the best 
choice will depend on the particular requirements of the job: smaller plants 
(in quart- or gallon-sized pots) are easier to install and can better handle 
the stress of transplanting, but they need more time to look "done;" larger 
plants (in 5-, 7-, 10- or 20-gallon containers) are more difficult to plant due 
to the hole size required. They also take longer to establish because there's 
more root disturbance - but you can charge more for them and you get 
a bigger impact immediately after planting. Make sure the plants you buy 
have a good root system and are well-established in their containers. Check 
the hardiness zone recommendation to be sure the plants will overwinter 
in your area. If you have questions, ask your grower. 

Unlike annuals, new trees and shrubs often take years to be readily 
available in the marketplace. It's common for a grower to have the plants 
in production for two or three years before they're ready to be sold. Still, 
here's a tip: Incorporate one new tree or shrub - something you haven't 
used before - into every project. One shrub won't present too much of a 
cost burden in the grand scheme of the project. It's also a way to try some-
thing new without committing to fill a large planting space with something 
you haven't tried. Over time, you'll understand what works best, and you'll 
benefit f rom giving each client something their neighbors certainly won't 
have. - Jessie Atchison, Ball Horticultural Co. 
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It won't do your bottom line any good, either. Research shows that hand-weeding can knock your profits for a loop in no time. Maybe that's why 

so many nursery operators and landscapers are choosing the superior control of Snapshot* specialty herbicide. Snapshot can be used over-the-top of more 

than 413 field-grown and 235 container-grown ornamentals, for control of 111 broadleaf weeds and annual grasses - for up to eight months.That's more 

than any other preemergence product on the market. Plus, it's gentle on ornamentals. This year, knock out weeds and grasses - instead of your workers -

with the proven performance of Snapshot. H d™ AgroScfcnces 

* Trademark of Dow AgroSciences LLC 
Always read and follow label directions 
www dowagro com/turf 1-800-255-3726 

Day and Night. Month after Month. § | 1 3 p S h 0 t 

Specialty Herbicide 



C A L E N D A R 

To ensure that 
your meeting date 
is published, 
send an announce-
ment at least 
12 weeks in 
advance to 
Heather Wood, 
Web editor, 
at hwood@gie.net. 

> > > ^ g n 

www.lawnandlandscape.com 

FEB. 13 - 14 Nevada Landscape Association Trade Show & Conference, Reno, Nev. 
Contact: www.nevadanla.com, 800/645-9794 

FEB. 14 - 15 Ohio Landscape Associations WinterGreen Expo, Cleveland, Ohio. 
Contact: www.ohiolandscapers.org, 440/717-0002 

FEB. 14 - 16 The Mid-Atlantic Hardscaping Trade Show, Atlantic City, N.J. 
Contact: www.mahts.com, 866/624-8707 

FEB. 19 - 21 Grandy & Associates' Basic Business Boot Camp, Minneapolis, Minn. 
Contact: www.grandyassociates.com 

FEB. 22 Target Specialty Products Workshop, Pleasanton, Calif. 
Contact: www.target-specialty.com, 800/352-3870 

We'll turn 1 yard into 100! 

^ ^ ^ ^ ^ h c u i t h i c i * 

¿ g g j j j b k W i l l i a m , 

l e t u s a c c e n t 

t h e v a l u e o f y o u r 

^SP*homc' 
r f ¿W1*?* 

W/r. ¿St 
It.. Z -.TTT ^ | (555)555-5555 Brenda, want a 

greener, thicker, 
healthier lawn? 

• S t e p h a n i e , 

^ D o n ' t m i s s o u t , 

J o i n > o u r n e i g h b o r s 

• V a n d i n c r e a s e t h e 

^ \ l » l u o o t \ o i i r ' h o m e . 

^ v * (555)555-5555 

William, 
J)on't gamble 

^ with your 
Lawn! 
Call.. 

AJCM.I 
«NOW far A Ito-MI 

William, 
* Transform 
Your World! 

©Stano 

f-rrofr»t»-.K in tfa-

£100 o m S H i i t j r - g g 
$48! 

(postage included!) 

Neighborhood Postcard Marketing 
www.oppknockspostcards.com 

Special Incentives! 
Call today! (oXfiM 

USE READER SERVICE # 30 

Taking Care of Business.. 
10 minutes 
per acre! 

Turf Tracker 
Time Machine 

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

Visit us on the web for great savings! 

USE READER SERVICE # 25 
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FEB. 23 - 25 Peninsula Home & Garden Show, San Mateo, Calif. 
Contact: www.peninsulahomeshow.com, 800/321 -1213 

MARCH Grandy & Associates' Basic Boot Camp; March dates and locations include: 
March 13-15- Billings, Mont.; March 19-21 - Owensboro, Ky.; March 27-29 - Sioux Falls, S.D. 
Contact: www.grandyassociates.com 

MARCH 5 New York State Turfgrass Association Western Regional Conference, Amherst, N.Y. 
Contact: www.nysta.org, 518/783-1229 

MARCH 5 - 8 Western Pennsylvania Turf Conference and Trade Show, Monroeville, Pa. 
Contact: www.paturf.org, 814/355-1912 

MARCH 5 - 1 1 The Association of Professional Landscape Designers' annual conference, Pasadena, Calif. 
Contact: www.apld.org, 717/238-9780 

MARCH 6 Target Specialty Products Seminar, Mesa, Ariz. Contact: www.target-specialty.com, 800/352-3870 

You Can See 
the Difference 

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

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

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

www.savatree.com 

I N I N C 
The Wor lds Finest Decorat ive Outdoor and Landscape L i g h t i n g 

H a d c o Nightlife 
Nightscaping 
Kim Lighting 

Lumiere 
C o p p e r m o o n . Inc 

Kichler 
RSL Professional Landscape 

Lighting 
Hinkley Lighting 

Stone M a n o r Lighting 
Escort 
Dinico 

Designers Fountain 
M a x i m 

Focus L a n d s c a p e 
Lighting 

B-K Lighting 
X-10 Pro 

Flexilight - Rope Lighting 
Vista L a n d s c a p e Lighting 

Tahoe 
O a s e 

D a b m a r 
Al's G a r d e n Art 

Cal l for a c o m p l e t e List 

1.800.758.6359 
or visit us on the w e b on 

f• " IM • * iliT' WWMi 
i. 

je fófcMtoMil 
».IW.lJikLlMW 

KICHLER Lumière 

Llumitech 
Light Craft 

Arroyo Craf tsman 
Hanover 

Hunza 
Progress Lighting 

G r e e n l e e 
Satco 

Evening Lights 
Holiday Litesource 
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business opportunities 
i i 

The popularity of water features leads to a potential service area - pond maintenance. 

You can almost hear the pre-vacation banter between husband and wife. 

"Honey, did you put a hold on our newspaper subscription?" 
"Sure did." 
"Ask the Joneses to pick up the mail, take Fluffy to the kennel and call the 

pondsitter? 
"Yes, yes and - what?!" 
As more homeowners add ponds, waterfalls and water gardens to their 

outdoor living spaces, opportunities will open up for contractors to care for 
these features. Pondsitting, or "vacation checkups," as St. Clair Shores, Mich.-based contractor 
Pondering Waters calls them, are just one of several water feature maintenance offerings contrac-
tors can provide their clients. 

"Customers love the services that go along with their ponds," says Jeff Michaels, owner of 
Pondering Waters. "A lot of them are professionals. They love to enjoy their ponds, but they 
don't have time to do maintenance." 

Aside from pondsitting, pond maintenance firms provide weekly or monthly pond mainte-

by m a r i s a p a l m i e r i | a s s o c i a t e e d i t o r 
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P h o t o s : A q u a s c a p e 

nance, spring clean-outs and pond 
closings. These services can supplement 
cash flow when pond installations are 
down and serve as a marketing tool to 
build client rapport. "The more con-
tact we can keep with our existing cli-
ents beyond installation leads to more 
referrals," says Cliff Raitz, president of 
TerraScapes, Costa Mesa, Calif. 

Michaels agrees. "I'm finding 
service is everything in ponds - its 
not just install and go," he says. "I've 
found out that a few of the jobs we've 
landed vs. other contractors is because 
we re more service-oriented." 

S E R V I C E O F F E R I N G S . W h e n i t 

comes to water features, there are two 
types of customers, Raitz says. Some 
clients are water gardening enthusiasts 
who dote over their water lilies, treat 
their koi like pets and consider main-
taining their pond a hobby. And then 
you have clients who want beautiful 
ponds without the "hassle." 

This second type of customer is 
the reason TerraScapes added pond 
clean-outs to its mix five years ago. 
While this service is usually per-
formed starting in March in most 
parts of the country, TerraScapes 

offers clean-outs anytime of year be-
cause it's located in Southern Califor-
nia, where customers keep their ponds 
open year-round. 

Clean-outs involve draining some 
of the water; removing fish; removing, 
cleaning and dividing aquatic plants; 
power washing the pond, rocks and 
waterfall; and cleaning the filter and 
other components. The next step is 
to refill the pond, add de-chlorinator 
and any necessary beneficial bacteria 
or fertilizer and acclimate the fish 
before putting them back in the pond. 

continued on page 44 
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Synergy Push Spreader Sprayer 
Available to fit most spreaders 

Perfect Balance 
The tank t rea ts 16,000 f t .2 leaving 
most of the hopper open for 
fer t i l i zer . 

One Trip Weed Control 
One low-d r i f t , w ide-ang le nozzle 
covers complete ly wh i le spreading. 

Effortless Operation 
Gently pul l ing a lever br ings the 
rubber pump wheel against the 
spreader 's t i re . 

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

/ T h e NEW Magnum & Synergy spreader sprayers are 
/ now available with most popular spreader brands. 

U / K t Y 



World Class Power Train 

Magnum Ride-On Spreader Sprayer 
•Vorld's most popular spreader sprayer 

Ride o r W a l k 

TlW ^ r n & DftsMg 

Only the best! Honda 6.5 HP engine 
and all stainless steel const ruc t ion 
works tough all day long. 

Drop the handlebar and wa lk 
dangerous hi l ls and c l imb curbs 
w i t h ease. 

S m o o t h R i d i n g 
Ar t icu la ted s teer ing t racks hi l ls ides 
and smoothes out rough te r ra in . 

u.s. patent 6,336.600 and patents pending. © 2006 PermaGreen Supreme. Inc. LESCO is a registered trademark and LESCO Service Center Is a registered Service Mark of LESCO Technologies. LLC. all nghts reserved. 

call for a free InfoPak or dealer location 
800.346.2001 permagreen.com 
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business opportunities 
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continued from page 41 

Another offering, especially im-
portant in colder climates, is closing 
ponds for the winter. Pond closing 
usually takes place during October, 
Michaels says. Winterizing a water 
feature entails removing pumps and 
fountains, cleaning them and stor-
ing them in a bucket of water in the 
homeowners basement so the seals 
don't dry out and crack. The next step 
is bringing tropical plants inside or 
disposing of them (they can be treated 
as annuals and replaced the follow-
ing year). Next, debris is removed 
and filter systems are taken out, 
rinsed and stored in a shed or garage. 
Finally, contractors add a pump to 
the skimmer box (at least 1,400 to 
1,600 gallons per hour, Michaels says) 
with a discharge hose to maintain an 
opening in the ice for gases to escape 
because fish are generally left in the 
pond during the winter. 

Routine maintenance is one more 
service contractors can offer. Some 
clients enjoy cleaning filters and 
trimming back plants; others don't. 
Contractors can offer to provide 
these services to their customers, in 
addition to fixing any minor repairs, 
testing water for pH levels and adding 
beneficial bacteria or fertilizer. 

And as for a vacation checkup, 
it's as simple as sending someone to 
check on the pond periodically during 
a clients time out of town. "Some 
people are worried that they'll come 
back and something will have gone 
wrong," Michaels says, adding that 
jeneral maintenance and potential 
eaks are clients' biggest concerns. 

ADDING IT ON. To effectively add 
pond maintenance to a business, a 
thorough understanding of fish and 
aquatic plant health and an overall 
knowledge of a pond's ecosystem is 
necessary. Some manufacturers offer 
certification programs that include 
maintenance training, require con-
tinuing education and make available 
instructional DVDs and manuals. 

Manufacturer-sponsored training 
is the route both Raitz and Michaels 
took. "I try to keep everybody going 
to classes at least four times a year 
to keep up with new techniques," 
Michaels says of pond installation and 
maintenance training for his employ-
ees. "Even if we've been to the classes 
before, we often go again. You never 
know when someone's going to ask a 
different question." 

pond maintenance: equipment/tool checklist 
• GENERAL MAINTENANCE: 

• Pair of long shears for trimming water lilies; 
pruners/scissors for other aquatic plants 

• Additive products: beneficial bacteria, 
de-chlorinator, fertilizer 

• Liner repair (patches, silicon, etc.) 
• Water test kit 

SPRING CLEAN-OUTS AND POND CLOSINGS: 
• Submersible pump with hose for extracting water 
• Extension cords with GFI adaptor plug 
• Pressure washer 
• Quarantine tanks/live wells with the capacity of 

50 to 100 gallons for fish storage 
• Shade cloth or some other type of container 

covering - aquatic animals can be escape artists 
• Aerator/bubbler for the tanks 
• Fish nets or "koi socks" for removing fish 
• Pair of waders 
• Tarps for keeping the area clean while cleaning 

and separating aquatic plants 

Being a pond installer also usually 
ensures you'll have most of the appro-
priate equipment for servicing water 
features (for a general list of what you'll 
need, see "Pond Maintenance: Equip-
ment/Tool Checklist," above). "We 
pretty much had everything we needed 
thanks to our day-to-day operations 
doing installations," Raitz says. 

Sales, scheduling and pricing, how-
ever, are often left up to trial and error. 

Pond maintenance contractors 
agree you should present the service 
options at the initial installation 
consultation - this offering may be a 
client s reason for choosing your com-
pany over an installation-only firm. 

Once Michaels sells an installa-
tion, he gives his clients a packet that 
includes information about their war-
ranty, pond specifications and service 
options for regular maintenance, 
spring clean-outs, pond shutdowns 
and vacation check-ups. He sells each 
service separately rather than as a 
package, which allows his clients to 
remain flexible. Many customers don't 
mind routine maintenance but prefer 
to leave more in-depth jobs like clean-
outs and shutdowns to the pros. 

For regular maintenance and 

vacation checkups, contractors typi-
cally charge flat rates. Michaels offers 
three levels of service - silver, gold 
and platinum. These range from $60 
per month (including filter cleaning, 
plant pruning and checking liners), 
to $ 130 to $200 per month for more 
detailed, bi-weekly maintenance. 

For replacement parts, Michaels 
says most contractors charge the 
manufacturer's suggested retail prices, 
which is usually no less than a 50 
percent markup. 

Seasonal services can be tricky to 
price because the condition of the 
pond often depends on how well the 
homeowner cares for it and the last 
time the pond was cleaned out prop-
erly in the spring or shut down prop-
erly in the fall. To ensure profitability, 
Michaels has tracked the average 
amount of time it takes to perform 
clean-outs and shutdowns based on 
pond size (he says an 11-by-16-foot 
pond would take about two to three 
hours for a dean-out). Michaels' 
pricing for seasonal services includes a 
$60 service charge plus $50 per hour. 

Michaels estimates his company 
nets a 30 to 40 percent profit margin 
on pond maintenance and says find-
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ing an appropriate price range is one 
ticket to success. Overcharging can 
drive customers to try to complete 
services on their own, he says, noting 
a small, bathtub size pond shouldn't 
cost $200 to clean out. "A pond like 
that might take you less than an hour 
and if you charge them too much 
they'll do it themselves next time." 

Scheduling proves to be one of the 
most difficult tasks in the business of 
pond maintenance, many contractors 
say. To service routine maintenance 
clients, Pondering Waters has a dedi-
cated one-man crew who takes care of 
monthly maintenance customers and 
small repairs. It's the boom and bust of 
the seasonal services, however, that can 

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

1-800-285-7227 
expressblower.com 

E x p r e S S B i o w e r , I n c . Express Blower™ is a trademark, and the Express Blower design logo 
is a registered trademark of Express Blower, Inc. 

be a lot more challenging. 
During the spring and fall, Pon-

dering Waters' installation crews turn 
to maintenance. Two two-man crews 
complete about 150 clean-outs and 
shutdowns per season. "Having two 
crews in the spring really helps," Mi-
chaels says. "The quicker we have them 
done we can begin installations again." 

To minimize scheduling conflicts, 
Michaels mails reminder notices about 
a month before the seasonal services 
begin, typically offering an incentive 
for customers who book early. For ex-
ample, Michaels sends out shutdown 
information in September and takes 
$10 per hour off the shutdown price 
for customers who schedule their ser-
vice prior to a mid-October deadline. 

Michaels also uses these notices as 
an opportunity to up sell customers 
on pond products. He includes a list 
of products a customer might need 
for each season, and customers simply 
check off which ones they'd like deliv-
ered during their service call. Items on 
the springtime list include beneficial 
bacteria, fish nets, aquatic plants, etc. 
Winterization forms include bubblers, 
heaters, nets, etc. "That way, they can 
check off the products they need and 
we can bring it out to them," he says. 
"They don't have to worry about find-
ing the time to pick up these products 
- it will all be done for them." 

Overall, Raitz and Michaels agree 
that adding a pond maintenance com-
ponent is beneficial to the business 
of a contractor who already installs 
water features. "Pond servicing can be 
profitable," Michaels says. "It's another 
service that can make you money." I 

www.lawnandlandscape.< 

Visit the February issue online extras to find 
some quick tips on cleaning your equipment 
between pond maintenance jobs. 

USE READER SERVICE # 36 
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THIRTY-FIVE 
U N D E R 3 5 

Chris Angelo 
Financial controller, Stay Green, Santa Clarita, Calif. 
Age: 33 
Years in industry: Since childhood 
Why he's one to watch: He is influencing the industry's management 
style into one of a more mature and compassionate leader. 

As a teenager, Chris Angelos days were spent working with the gardening, 
mowing, irrigation or enhancement crews of the company his father, Rich, 
started three years before he was born. Following high school, Angelos father 
persuaded him to major in business administration. Through his influence, 
the business has reached $12 million in annual revenue. 

Angelo considers his passion for the industry an extension of the values 
his father taught him - respect, honesty, kindness and integrity. "With these core 

values, I look to inspire our families, communities, team members and business partners to share 
in a successful and gratifying life," he says. 

Angelo stresses that the right people are the best assets in business. Upon finding those people, understanding 
the individual drivers and needs of each employee is critical to create a dynamic team and culture, he insists. 

His advice for other landscape business owners: "Always be yourself and manage your life experiences with 
people from the heart; don't change your natural style. Always begin with the end in mind, and keep your eye 
on your goals." - Marisa Shoemaker 

A d a n A r t e a g a 
Senior maintenance manager, Acres Group, Wauconda, III. 
Age: 34 
Years In industry: 20 
Why he's one to watch: He proves that hard work pays off. 

When Adan Arteaga started working for Acres Group, he wasn't working outside; his job was 
cleaning offices. "I wanted to be out in the field, but the company didn't have a spot for me," 
he says. Eventually, Arteaga joined a crew and was quickly promoted to crew leader, then 
senior foreman, then manager and, finally, senior maintenance manager. 

"Adan is the perfect example of hard work paying off," points out Jeff Dumas, vice 
president of maintenance production, Acres Group. "Adan started sweeping floors at Acres 
and is now responsible for 42 crews and more than $8 million in production revenue." 

What keeps Arteaga motivated? "I love that in this industry, you start at zero, where 
often the job looks terrible," he says. "I love watching the properties grow and develop and seeing the 
difference. It's like night and day." 

Regarding his future, Arteaga says he plans to continue growing and learning within the Acres Group and 
the industry. "I don't think the current H-2B program is the answer," he says, with respect to work force and 
immigration issues. "I think if we don't come up with a different solution for renewing permits and increasing 
the number of visas, a lot of companies will struggle." 

However, Arteaga is optimistic about industry obstacles, saying, "I think you can accomplish anything if 
you try hard enough." - Marisa Shoemaker 
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K o r y B a l l a r d 
President, Perficut Lawn & Landscape, 
Des Moines, Iowa 
Age: 31; Years in the Industry: 17 
Why he's one to watch: He reminds us 
of the notion that team work and quality 
customer service are the tried-and-true 
standards to success. 

Kory Ballard started his business in 1989 as 
a high school kid trying to make money on 
evenings and weekends. After realizing he 
was making more money than his friends 
while enjoying his love of the outdoors, 

J Ballard became serious about making 
his after-school job a career. Since then, 

Perficut has doubled in size every year, 
topping $8 million annually. 

Ballard is most proud of his business image and 
reputation. "If we say we're going to do something, 
we do it - and then we follow up," he says. 

When talking to Ballard about Perficut, it's difficult 
to get him to say the word "I." "I never try to take all 
of the credit," he says. "We have a great team of people 
and we all work very hard to meet our goals. 

"I knew with the right people we could grow," 
he adds. "I just didn't expect to ever get where we are 
now." - Emily Mullins 

B r i a n B e e l e r 
General manager, Salmon Falls Landscape, 
Berwick, Maine 
Age: 30; Years in industry: 10 
Why he's one to watch: He's taking the 
time to teach what he's learned. 

Beeler graduated from the University of 
Maine on a Saturday in 1997 and began 
his career on the following Monday. With 
a degree in landscape horticulture and 
a plant science minor, he was hired as 
a residential landscape designer with 

Salmon Falls. 
By 2000, Beeler became a design manager. By 

2004, he took over more in-depth responsibility for 
day-to-day financials, as well as hiring, job scheduling 
and job costing for the company as a whole. 

"What I'm most proud of is that from 1999 to 
2004, our division grew from $500,000 to more than 
$ 1 million," he says. "I'm also proud of my evolution 
as a designer, as well as the fact that I have my hands 
in every aspect of the company." 

Beeler is driven by his love of transformation. 
"I enjoy seeing a clients face light up after we've 
completely redone their yard," he says. 

Looking forward, Beeler says the industry would 
be well advised to sharpen its business sense, noting 
that he's going back to school to get his MBA. "I 
want to talk to other business people and learn from 
them - not just landscapers who have businesses," 
he explains. 

Additionally, Beeler reads books that delve into 
realms other than that of the green industry to further 

his own business knowledge. "Good to Great is a good 
one, as well as anything on people or business," he 
shares. 

Beeler is currently teaching adult education classes 
on landscaping basics and design. He also teaches 
seminars at the University of Maine on estimating 
and budgeting in the landscape industry. - Marisa 
Shoemaker 

John B i e h l e r 
Founder I co-owner. Suburban Landscape 
Management, Wichita, Kan. 
Age: 33; Years in industry: 14-plus 
Why he's one to watch: The ambition that 
piqued him to start his company is alive in 
him today. Will he reach his goal of creating 
a $50-million company? 

Fourteen years ago, John Biehler was a col-
lege freshman with a vision to transform 
his lawn mowing side job into a full-service 
landscape company. Today, he's co-owner 
of a $9-million landscape firm and has made a 
steadfast commitment to growing his business to 
more than five times its current size. 

And there's no reason to believe it can't be done. 
In 2000, the company was named Wichita's third 
fastest-growing privately held company by the 
Wichita Business Journal. In 2004, the same pub-
lication honored Biehler as one of the city's top 40 
executives under the age of 40. In 2006, Biehler was 
accepted into the Young Presidents Organization, a 
global network of leaders who exchange ideas and 
information. 

What, then, are this entrepreneur's recommenda-
tions for success? It comes down to delegation and 
fostering leaders. "I'm a big believer in, if you really 
want to start growing, you've got to be willing to 
let your managers make mistakes just like you did. 
And it may mean losing money. But you've got to 
be willing to do that." - Marisa Palmieri 

K u r t B l a n d 
General manager, Bland Landscaping, 
Apex, N.C. 
Age: 31 
Years in industry: Since childhood 
Why he's one to watch: He's progres-
sive and committed to environmental and 
educational issues. 

Kurt Bland's first green industry memory a 
is highlighting plant symbols on landscape ^ 
blueprints for his father, Tom, who founded 
Bland Landscaping in 1976. As a 4-year-old, 
Kurt learned how to do "take-offs." He didn't 
realize it at the time. "I was a shape finder with a 
magic marker," he jokes. 

As a 15-year-old, Bland pulled weeds and 
graduated to mowing lawns, working his way up 
the ladder like everyone else. "People assume that 
a second-generation heir to a family business has it 
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easy," he says. "I challenge that." 
Eventually, Bland attended North Carolina State 

University and headed to California with his horti-
culture and agricultural business degree to work for 
Del Conte's Landscaping. Two and a half years later, 
he returned to Apex, N.C., and the Bland family 
business, where he was a department manager. 

Since returning to the business in 2002, Bland 
has infused in the company culture his passion for 
environmental stewardship, service and a triple-net 
bottom l ine- a buzzed-about concept among the For-
tune 500 crowd that Bland takes to heart. "Whatever 
we do as a company must be socially, environmentally 
and fiscally responsible," he explains. 

For example, Bland propelled the decision to 
replace diesel fuel with biodiesel. He insisted three 
years ago that wireless technology would eventually 
be mainstream and critical for business. Now, as 
general manager, Bland finds himself in a role where 
he can continue to animate the values his father and 
mother instilled through the choices he makes for 
the business. 

"I drink this certain brand of iced tea," he says 
off-hand, digging around the cup holder of his vehicle 
to find a bottle cap he saved. Each has a message, 
and Bland buys the tea as much for the wisdom as 
the taste. "Optimism may sometimes make you look 
like a fool, but cynicism will always make you look 
cynical," he reads. 

"If I could only be motivated by profitability and 
growth, I don't think I'd enjoy my job," he says, altru-
istically. "I like knowing we are doing the right thing 
- that we are not cutting corners or trying to benefit 
at the expense of others." — Kristen Hampshire 

D e r e k B l u m b e r g 
President, Quality Seasons, Savage, Minn. 
Age: 35; Years in industry: 15 
Why he's one to watch: His company is 100-
percent high-end residential - and subcontracts 
100 percent of the work. 

Derek Blumberg is wired to celebrate success - and 
move on. "What can we do next?" he constantly asks. 
This perennial question has sparked quite a bit of 
change since he founded Quality Seasons in 1992. 
Namely, a paradigm shift that redefined the way he 
does business. 

Rather than running maintenance crews at full 
throttle - and wondering whether employees would 
report to work and deliver quality - he decided to 
model his company after that of a homebuilder. Why 
not delegate services to independent operators? With 
one out of every three green industry companies do-
ing $ 100,000 or less annually, Blumberg figured this 
was a dependable, untapped workforce. "How can I 
harness the energy of that guy?" he contemplated. 

The answer was seemingly simple. Big snow 
companies subcontract every account, why couldn't 
Blumberg hire owners to work as partners? Today, 
his office staff is one person, Kris Gerold, who says 
"Derek has helped others create their own companies, 
so they could become contractors for us." 

Blumberg delegates entire routes to owners, under 
the condition that they only work for Quality Seasons 
in that service area. He handles every capacity of the 
customer relationship - except for the labor. The 
decision has been lucrative - Blumberg's two-man 
business raked in more than $1.1 million in revenue 
in 2006. "We'll have paid off more than a half-million 
in debt that came out of a lot of business mistakes we 
made before 2001," he says, quipping that "freedom 
is not owing anyone. 

"And we've been able to keep our business simple," 
he adds. "I'm most proud of the fact that we have a 
quality company that runs really smooth." - Kristen 
Hampshire 

J e n n i f e r B u c k 
Recruiting director. Chapel Valley Landscape Co., 
Woodbine, Md. 
Age: 29; Years in Industry: 6/2 
Why she's one to watch: She's 
bringing new life to the industry 
by helping shape future landscape 
professionals. 

Jennifer Buck got her first taste 
of the landscape industry as a 
young girl reluctantly tending to 
the azaleas in her father's nursery. 
"I helped out, but it never really 
interested me," she says. "I was 
always envious of my friends who 
got to do more girly things on the 
weekends." Based on that start, 
Buck never thought she would 
grow up to have, not to mention love, a career 
in the landscape industry recruiting young people for 
future landscape careers of their own. 

Buck's career began in June 2000 as a personnel 
assistant at Chapel Valley Landscape Co. shortly after 
graduating from Virginia Tech. She currently serves 
as the company's recruiting director, where her ability 
to discover dedicated and talented individuals to join 
Chapel Valley's team has helped to triple company 
revenue to more than $46 million since fall 2001. 

In 2005, Buck accepted the role of chair of 
PLANET's Student Career Days, a position she 
will fill until 2010. She's an advisory board member 
for the landscape programs at the University of 
Maryland and Virginia Tech, and also served as an 
advisory board member of the Longwood Garden's 
graduate program this past summer. "Ifyou ever have 
the opportunity to be involved in anything, take it," 
she says. "Once you get your foot in the door and 
industry professionals see you want to contribute, 
you can make a name for yourself." 

One of Buck's favorite aspects of the landscape 
industry is that young people can be taken seriously, 
which isn't always the case for work force newcom-
ers. "In this industry I've found that you can make 
a serious impact in just a few years, especially if you 
go the extra mile," she says. Through her work with 
landscape industry hopefuls, this is a realization Buck 
has the opportunity to pass along. - Emily Mullins 
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C h r i s B u r n s 
Operations manager, CI in tar Groundskeeping, 
London, Ontario, Canada 
Age: 29; Years in industry: 8 

Why he's one to watch: His love of 
the flexible, yet demanding side of the 
industry. 

Just short of the three-decade mark, 
Chris Burns has encountered myriad 
levels of employment in the industry. 
After earning a landscape technician 
degree from the Humber College 
of Applied Arts & Technology, he 
joined a small residential landscape 
company, where he shared in "all 
the problems that go along with a 
business when the owner is in over 

his head." He began concurrently work-
ing with Clintar Groundskeeping, plowing sidewalks 
during the winter. 

By 2001, Burns opted for full-time employment 
with Clintar, acting as crew leader in the landscape 
construction division, which lead to being the manager 
of construction services - shoes he filled for three 
seasons before becoming operations manager two 
years ago. By June of this year, Burns will be head-
ing up the recently purchased Ottawa-based Clintar 
franchise. 

Burns cited his passion for the industry as the 
impetus for his upward movement. "I got into the 
industry because it's flexible, yet demanding," he 
says. "I love the winter side, where during the rush 
of a snowstorm, I'm dispatching crews and getting 90 
properties handled in an eight- to nine-hour span." 

Bums also notes the management of jobs, budgets 
and people as ingredients that keep him motivated. 
"Having long-time employees means you're doing 
something right and providing a rewarding atmo-
sphere." - Marisa Shoemaker 

M a r i a C a n d l e r 
President/CEO, James River Grounds 
Management, Glen Allen, Va. 
Age: 35; Years in Industry: 14 
Why she's one to watch: She 
inspires quick decision making and 
active industry involvement. 

"I'm very decisive - 1 never hesitate to 
make a decision," Maria Candler says. 
"It might not always be the best one 
or the right one, but it's a decision all 
the same." 

Many could disagree that Can-
dler makes bad decisions, as her career 
in the landscape industry has been filled 

with quite a few good ones. Her decision to postpone 
settling down with a "real job" after college landed 
her at James River Grounds Management where her 
primary responsibilities were "doing whatever." Her 
decision to stay there has led her to the role of president 
and CEO and the fulfillment of a good majority of 

her career aspirations - all at the age of 35. 
In addition, Candler has been active in PLANET 

legislative affairs and H-2B issues, involvement she feels 
is important for all industry professionals. "Everyone 
in the industry needs to recognize that they do have a 
voice and can be heard," she says. "We can't just leave 
it up to the national organizations - grassroots-level 
work can and does make a difference." 

By working together, Candler believes that the 
green industry will become more professional each 
year. Her future plans include preparing James Rivers 
next generation of leaders as thoroughly as the previous 
generation prepared her, while staying involved with 
her family and her community - a decision that will 
surely benefit everyone involved. - Emily Mullins 

Orlando Cruz 
Senior production manager, Piedmont 
Landscape, Chamblee. Go. 
Age: 35; Years in industry: 14 
Why he's one to watch: His diligence 
and consistent performance. 

"My whole life has been working out-
side," explains Orlando Cruz, who 
grew up in El Salvador, working on a 
farm with his father since the age of 
7. At 17 he moved to California and in 
1993 he made his way to Georgia and the landscape 
industry. Starting out as a laborer, Cruz worked his 
way up through several companies and today oversees 
Piedmont Landscape's construction division, which 
produces more than $15 million in revenue. 

Cruz manages a department of about 100 people. 
One of his greatest attributes, according to Piedmont 
Principal Phil Walters, is his low employee turnover 
rate. "He has the ability to grow people," Walters 
explains. Consequently, helping his employees suc-
ceed is one of Cruz's favorite aspects of his job. "I 
like to show and teach what I know - what I learned 
from my father," says Cruz, who - although it's no 
longer a part of daily duties - still enjoys getting on 
the machines, working with "the guys" and "putting 
trees in the ground" when he has the opportunity. 
"I've worked outside my whole life," Cruz reiterates. 
"And I still like it." - Marisa Palmieri 

Jason C u p p 
President, Highland Outdoor. Olathe, Kan. 
Age: 34; Years in industry: 21 
Why he's one to watch: This progressive 
thinker-who happens to be president-elect of 
PLANET-is an industry ambassador, promot-
ing the merits of certification, networking and 
education in his business and travels. 

Jason Cupp has come a long way since founding 
a landscape company as a high school student 
in 1986. The energetic entrepreneur has quickly 
risen through the ranks of PLANET and, in 
2008, is slated to become one of the organization's 
youngest presidents. 

54 
lawn & landscape february 2 0 0 7 www.lawnandlandscape.com 

http://www.lawnandlandscape.com


Cupp prides himself on being an ambassador 
for the industry that's allowed him to turn a passion 
for the outdoors into a career. As such, certification 
and boosting professionalism are front-of-mind for 
Cupp. 

Both inside PLANET and out, Cupp thrives on 
information-sharing and networking, which led him 
to found Viridian Group, an operations, marketing 
and human resources consulting firm. "I want to 
continue to get people to talk about their businesses 
and share with each other the things we can do to 
make our businesses better," he says, offering his best 
advice for young contractors: "Ask questions. 

"We are a very open industry," Cupp adds. "Get 
involved in some type of trade association. You can 
learn a lot from the people around you." - Marisa 
Palmieri 

M a t t D a v e n p o r t 
Vice president and partner, Lasting Impressions 
Landscape, Foothill Ranch, Calif. 
Age: 29; Years in industry: 8 
Why he's one to watch: He contributed to a 
company-wide culture shift toward service. 

Matt Davenport is thankful life took him down 
a different path. 
He graduated from the University of Wisconsin 

with aspirations of being an NFL place kicker. While 
he trained to pursue this dream, Davenport worked 
part-time in sales for Ruben Green, the owner of 
Lasting Impressions. Davenport soon realized that 
the NFL wasn't where his destiny was to be found, 
rather it was in the green industry. 

At Lasting Impressions, Davenport has relent-
lessly pursued ways for his company to become a 
better service organization. He has helped energize a 
small, established yet stagnant maintenance company 
into becoming a fully operational service organiza-
tion. "Inwardly driven and outwardly focused" is 
Davenport's mantra for cultural development at 
Lasting Impressions. "A lot of guys used to be very 
'me' oriented," he says. "I've seen the change within 
our culture so that now it's about other people. 

"When Ruben started the company in 1986 he 
planted this idea of culture," Davenport adds. "I've 
been able to help water, nurture and expose those 
tendencies for service and I've seen it increase and 
I've witnessed it grow." 

The landscape industry holds many opportunities 
for young people who want to be part of a career and 
industry that produces tangible results for others, 
Davenport says. "The landscape industry affects us 
and everyone around us every day," he says. "You can 
get into landscaping and really find your niche. In 
this industry there are a vast array of opportunities 
within each opportunity." - Mike Zawacki 

Josh D e n i s o n 
Operations/human resources, Denison 
Landscaping, 
Fort Washington, Md. 
Age: 26; Years in industry: 21 
Why he's one to watch: He takes ad-
vantage of every opportunity-whether 
it's working on the job or implementing 
new business philosophies. 

"I started in the business when I was 5 
years old, riding in the truck with my dad 
to work," says Josh Denison. By the time he was 15, 
he was working with installation crews, learning how 
to handle a landscape job from beginning to end. 

Upon Denison's college graduation, he entered 
the office realm of the business, working mainly in 
human resources. To date, he has implemented train-
ing and accountability programs and procedures for 
the company, showing a talent for recruiting strong 
individuals with a solid work ethic. 

"Josh has worked in just about every division of 
Denison's, gaining the knowledge and experience that 
will someday allow him to manage our entire opera-
tion," adds Duane Denison, executive vice president 
of Denison Landscaping. 

From the knowledge he has garnered, the 26-
year-old advises other landscape contractors to "never 
stop learning. Take advantage of any opportunities 
you can, whether it's through classes, mentors or just 
on-the-job training." 

In addition, he suggests contractors understand the 
obstacles brought by the uncertainties of immigration 
reform. "One of the most challenging problems of 
the near future will be finding, hiring and retaining 
a strong workforce with the correct work ethic." 
- Marisa Shoemaker 

C h r i s D i S a b a t i n o 
Founder/president, DiSabatino 
Landscaping, Wilmington, Del. 
Age: 30 
Years in the industry: 21 
Why he's one to watch: He brings 
his cache of business awards and 
resulting elevated professionalism 
to the industry with the hopes of 
making a difference. 

With a single push mower in 1986, Chris Di-
Sabatino began his career. By the age of 16, he had 
earned $7,000, which he put toward his first pickup 
truck. In 1995, he hired his first full-time employee, 
making $35,000 in revenue that year. Today, the $5-
million company now stands 50 strong. 

"Chris is a go-getter," says Marty Grunder, 
president of Marty Grunder Inc., Miamisburg, Ohio. 
"He takes risks and supports his team well. He's very 
diversified." 

Of his accomplishments, DiSabatino prides 
himself on a team that exceeds customers' expecta-
tions. "We call it the 'DiSabatino Experience,'" he 
explains. 
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In addition, DiSabatino and his company have 
been the recipients of the "Best of Delaware: Best 
Landscaper Award" in 2004, the "Young Entrepreneur 
Award" in 2005, as well as the Better Business Bureau s 
"Torch Award" for marketplace ethics in 2006. 

In the future, DiSabatino aspires to continue rais-
ing the professionalism in the industry by promoting 
greater networking, even among competitors. He says: 
"If you do what you say you will and are proud to 
put your name on your work, you will be successful." 
- Marisa Shoemaker 

T i m E h r h a r t 
Director of sales, TruGreen ChemLawn, 

\ Memphis, Tenn. 
Age: 32; Years in industry: 10 
Why he's one to watch: He's a mover 
- and a changer. 

"Career opportunity." This teaser attracted 
Tim Ehrhart to the green industry 10 years 
ago, when he interviewed for a position to 
be a residential sales representative at Tru-
Green ChemLawn in St. Louis. "I had no 
green industry experience before that," he 
admits. No big deal, his manager told him. 

"They said they would teach me everything I needed 
to know, and they did." 

Ehrhart was hungry for the opportunity he saw 
in the organization - managers empowering hard-
working associates, mentors moving fresh industry 
talent up the ladder. "To me, the best part about this 
job is having the opportunity to bring in someone 
who didn't know the industry and watch that person 
develop and become a manager themselves," he says, 
proud to have been on both ends of the promotional 
table by now. "When that person wins awards and 
furthers his or her career, you know you had an impact 
on making that happen." 

In his time at TruGreen ChemLawn, Ehrhart 
moved to four different cities and advanced from a 
sales rep to branch manager to regional marketing 
director and, finally, to the lofty position he holds 
today: director of sales. Since the Do Not Call List 
handcuffed the company's telemarketing campaign 
-TruGreen today depends on it for 45 to 50 percent 
of sales - Ehrhart says a culture of change motivates 
him to help evolve the company's focus from customer 
acquisition to retention. 

"I am proud to have been a part of a team of 
people who really changed the way a billion-dollar 
company works," he says. TruGreen's $1-billion an-
nual sales continue to grow, despite the telemarketing 
regulation. Only a company and management team 
willing to change could pull this off, he remarks. 

"I've always embraced change," he says. "It pro-
vides new challenges and makes each day exciting." 
- Kristen Hampshire 

B e n t o n F o r e t 
President, Chackbay Nursery & Landscaping, 
Thibodaux, La. 
Age: 30; Years in industry: 18 
Why he's one to watch: His community spirit 
is building a positive image for the industry. 

Benton Foret calls his entry into the green industry 
"an accidental situation," thanks to an 18-acre 
shopping center job he helped manage for a 
friend's father. Foret was just 12 years old then 
- and already bitten by the business bug. He 
fell in love with free enterprise. "That is what 
drives me," he confirms. 

Ultimately, Foret developed a love for 
green industry business as his work continued 
to prove that landscaping makes a significant impact 
on the community and the environment. "I love the 
green industry because of what we do for society as 
a whole," he explains. 

After growing a business called Benton Foret Land 
Co. in college, Foret was approached by the former 
owners of Chackbay Nursery & Landscaping in 2000 
and purchased the company. Since then, his ambitious 
ideas for growth - namely penetrating the commercial 
market and assuming aggressive projects - and desire 
to give back to the community drive his efforts. 

"I'm proud of taking an industry that, in our 
area, was not in the forefront, and making the local 
community realize what we are capable of doing with 
an outdoor environment that is designed and planted 
well," Foret says. "I've seen the change in attitude 
here. People realize what a landscape architect really 
offers." 

Foret and his company also worked with Oprah 
Winfrey, the Angel Network and Habitat for Hu-
manity on two projects to landscape home sites for 
displaced Hurricane Katrina victims. "It is rewarding 
to see the effect our work had on someone who lost 
their home or never had one," he says soberly. 

"If you think about it, as landscapes we are cus-
todians of the planet," he says. - Kristen Hampshire 

S c o t t F r i t h 
Vice president of marketing and franchise 
development, Lawn Doctor, Holmdel, N.J. 
Age: 34 
Years in industry: 17 
Why he's one to watch: He's willing to work 
harder to keep the landscape industry a step 
ahead of the rest. 

While his high school friends spent their free 
time hanging out at the beach, Scott Frith was 
working in his father's manufacturing facility 
producing Lawn Doctor application equipment. 
Seventeen years later, Frith is the company's vice presi-
dent of marketing and franchise development, and 
often reflects on the valuable experience of that first 
part-time job. "It definitely wasn't the most exciting 
thing to be doing at the time," he says. "But having 
sat in different seats has given me a better perspective 
from which to view the position I'm in now." 
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While working full-time, Frith earned his MBA 
from Fordham University and was named a certified 
franchise executive from the International Franchise 
Association. He likes to be good at what he does and 
is not afraid to work hard to excel. "I'm willing to 
prepare in order to be successful," he says. "I tend to 
seek out opportunities to change to increase efficiency 
or improve products." 

Friths future aspirations include growing Lawn 
Doctor to its highest potential while staying at the 
top of his game. - Emily Mullins 

E d w a r d F u r n e r 
Client representative, Mariani Landscape, 
Lake Bluff, III. 
Age: 26; Years in industry: 12 
Why he's one to watch: His creativity sells and 
his service smarts earn him fans. 

Edward Fumer's creativity inspires clients to delve 
into new design projects. At Mariani Landscape, 

Furner works as a quarterback, connecting high-end 
residential homeowners with appropriate maintenance 
services and managing their accounts. 

But Furner likes to get personal with clients. "I 
know clients on a different level," he says, thanking 
his rural roots growing up on a dairy farm in upstate 
New York for his friendly demeanor. "That allows 
clients to trust me, and they give me free reign on 
many of these jobs." 

Because Furner's background is in landscape 
contracting and design, the innovative possibilities 
he notices on clients' properties provide an artistic 
outlet and opportunity to increase sales. Furner was 
awarded employee of the year at Mariani Landscape, 
which employs about 400 people during peak season. 
"Every year, I took on a more active role with the 
high-end clients, and this year I exceeded my sales 
goal by almost $400,000," he shares, humbly. 

"The passion, for me, is the design - the creativity 
of the job," he adds. "Being an artist, that is what 
intrigued me from the beginning." 

Furner has been an acrylic painter, and he is a 
musician, playing soulful rock a la Van Morrison 
every Tuesday night at Vaughan's Pub in Chicago. 
"I think everyone has to have their release," he says, 
crediting his hobby for the reason he stays fresh on the 
job. Though the two intermingle sometimes; Furner 
distributed a five-song holiday CD called "A Pleasant 
Fiction" to his customers to "continue to build that 
above-and-beyond relationship." 

Furner honed his skills by interning at top com-
panies around the country: The Brickman Group in 
Colorado Springs, Colo.; Smallwood Design Group 
in Naples, Fla.; and his current employer, Mariani 
Landscape. "I was willing to go anywhere, which 
created opportunities for me," he says. 

Today, Furner's active role in PLANET as a chair 
for the Emerging Leadership Network allows him 
to connect others with opportunities. He says: "The 
satisfaction I get is when I've mentored someone 
and they call me and say, 'thank you.'" - Kristen 
Hampshire 

D.J. G a l l a g h e r 
Oregon regional manager, 
Teufel Landscape, 
Portland, Ore. 
Age: 35 
Years in industry: 14 
Why he's one to watch: He 
always does the right thing. 

D.J. Gallagher's first "grass 
roots" industry experience 
came when he was a volunteer 
in the Peace Corps, where he 
worked as an urban forestry 
consultant in Ecuador, South America. 
"In the two years I was in Ecuador, I managed to 
learn a foreign language, learn a culture and make lifetime 
friends," he says. "The experience has helped me in every 
aspect of my career." 

Upon his return, Gallagher joined a mid-sized con-
struction and maintenance company as a maintenance 
account manager, then became a senior account manager. 
In 2005, Gallagher joined Teufel Nursery, where he quickly 
became the maintenance division manager. While he says 
the bottom line is a focus at Teufel, he feels the business 
differentiates itself because money doesn't come at the 
expense of reputation and quality. 

Gallagher's drive stems from the desire to succeed in 
an industry that presents a different challenge every day, 
challenges that require him to stay ahead of the curve. 
While he has a genuine desire to achieve results, which he 
combines with a strong work ethic, he also feels timing has 
played a role. "Being in the right place at the right time 
has been 90 percent of the game; however, the remaining 
10 percent is what you do with that opportunity." 

As for his business philosophy, Gallagher advocates 
always doing the right thing. "So often in today's com-
petitive landscape market, it can be easy to take shortcuts 
to get ahead - whether it's price slashing to gain volume 
business rapidly, cutting corners on a job to increase short-
term profits or ignoring safety and training of employees 
to shave overhead costs," he says. "But at the end of the 
day, you not only hurt yourself, but the customer and the 
industry as a whole. Don't cheat, don't steal, work hard 
and have fun." - Marisa Shoemaker 

T a y l o r H a u g h t 
Branch manager, 
The Groundskeeper, 
Albuquerque, N.M. 
Age: 25 
Years in industry: 7 
Why he's one to watch: He 
believes the industry offers 
the best in variety. 

With on-the-job training from 
a family-owned landscape main-
tenance/installation company, 
Taylor Haught began working for 
The Groundskeeper, Gilbert, Ariz., 
in 2003. As a maintenance supervi-
sor he worked diligently and was rewarded quickly with 
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high-profile accounts, such as Motorola and Boeing. 
Within a year of his employment with The Grounds-
keeper, Haught was managing $110,000 in monthly 
accounts, as well as 25 production employees. 

Because growth potential holds his focus, Haught 
decided to move to Albuquerque to be the branch 
manager for a new Groundskeeper operation. There he 
has grown a successful, profitable business to comple-
ment the other five company branches. "Taylor has 
grown the Albuquerque branch in 18 months from 
one employee to 16," points out The Groundskeeper 
CEO Anil Hiremath. 

Haught's passion stems from an industry that 
rewards him with variety. "One day I can repair a 
mainline and the next day I can be negotiating a large 
contract with a client," says, Haught, who also sits on 
the board for the New Mexico Business Water Task 
Force Committee. "There are so many skills that are 
needed to be successful in this industry. I feel like there 
is always something to be learned or taught. And we 
can step back and look at the tangible successes we 
have on a day-to-day basis." 

Clearly his initiative propels him forward - and 
upward. For others to accomplish the same, Haught 
says, "Believe in your talents and abilities, and find 
a company who is willing to develop and invest in 
them." - Marisa Shoemaker 

Ted H o f e r 
Franchise start-up manager, Spring-Green 
Lawn Care Corp., Plainfield, III. 
Age: 31 
Years in industry: Since childhood 
Why he's one to watch: He's following 
in his father's footsteps to lead "America's 
neighborhood lawn care team." 

"Depending on how you look at it, I've either 
had almost two years in the industry or 30," 
says Ted Hofer. While such a statement might 
seem strange to those who don't know Hofer, 

it's true. As the son of the president and founder 
of Spring-Green Lawn Care Corp., Hofer has been 
around the lawn care industry for most of his life. 

Hofer officially joined Spring Green in June 
2005 as franchise start-up manager, where he and his 
team focus on supporting all of the company's new 
franchises for their first three years. During his first 
year on board, Hofer helped the department reach all 
of its initial sales goals and half of its high-end goals 
- not bad, for the new guy. And the company, with 
a 2006 revenue of more than $25 million, has plans 
for reaching $ 100 million in about 15 years. "For me, 
lawn care is something I've been involved in since day 
one," he says. "I don't really know much else." 

However, Hofer does know something else that 
proved to be a valuable asset to his current career. Prior 
to joining the Spring Green team, he tried a different 
career on for size as owner of a UPS franchise. His 
combination of lawn care and franchise backgrounds 
made him a natural for his current role. 

"In the next few years, I plan to familiarize myself 
with all aspects of the business as preparation to even-

tually run the company some day," Hofer explains. 
- Emily Mullins 

Rache l K e l l y 
Vice president. R.A.R. Outdoor Services, 
Baltimore, Md. 
Age: 32; Years in industry: IS 
Why she's one to watch: She won't take 
"No" for an answer. 

"I love to trim - love to weed-whack," pro-
fesses Rachel Kelly. Not a poetic position 
for some people, but Kelly feels differently. 
She entered the industry as a 17-year-old 
when her boyfriend (now husband) started 
a landscape company in their hometown, 
Baltimore. "There is nothing sexier than straight 
lines," she jokes about trimming. 

Kelly's gregarious sense of humor matches her 
urgent drive to prove that "career laddering" is a reality 
in the green industry. This strong combination might 
overwhelm someone not expecting blunt responses to 
questions like, what makes you different from others 
in the industry? "Drive. Sheer drive," she bursts. 

Kelly isn't interested in second place. "I am highly 
competitive," she confirms. "What some people think 
is a goal for five years is a one-year goal for me." 

One of those goals is to help grow R.A.R. Out-
door Services so it is the largest, profitable, privately 
owned landscape company. "One bite at a time," 
she adds, explaining how the $8-million business 
will get there. Currently, she and her executive team 
are implementing lean management, and she says 
the gradual adoption of this program is paying off. 
"I am a zealot," she says of the efficiency-focused 
methodology. "The fact that improvements are hap-
pening organically means lean is starting to become 
culture, and I am proud of that." 

Kelly is also proud of her role as a board member 
for PLANET. R.A.R.'s involvement with Student 
Career Days and the friendships that have evolved 
through the association are important to her. So is 
education, which Kelly pronounces as her passion. 

Leaders in the industry, she says, are responsible 
for spreading this message and showing promising 
candidates that lawn and landscape is a viable, fulfilling 
career. That's a lot of responsibility, but Kelly says it's 
only fair. "Ifyou are a leader, you have a responsibility 
and you either accept it or get out of the way and let 
someone else accept it," she says simply. -Kristen 
Hampshire 

S t e v e n Keys 
Owner I president, U.S. Lawns, Columbia, Lexing-
ton, Greenville, S.C. 
Age: 33; Years in industry: 14-plus 
Why he's one to watch: He reminds us that 
we don't have to reinvent the wheel to be 
successful. 

After working for a residential maintenance com-
pany in high school and several years as a spray 
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technician for a lawn care franchise, Steven Keys 
started Back Place Landscaping in 1996 with the help 
of mentor Bob Morris. 

Reinventing the wheel is an often criticized blun-
der in business and Keys recognized early on that he 
may be doing just that. "After working in a lawn care 
franchise system I realized the benefits and support of 
a national company," he says. "I realized I could use 
some help from the business angle." 

In October of 1998 Keys, who got his passion 
for plants and landscaping from his grandfather who 
worked in land clearing, converted his company to 
U.S. Lawns ofColumbia, S.C., committing himself to 
the commercial maintenance market. It was a perfect 
match for Keys, who thrives on customer relation-
ships. The franchise model allowed him to dedicate 
himself to this aspect of his company - while growing 
it methodically. Since its inception, Keys' U.S. Lawns 
business has grown steadily with revenue of about 
$150,000 the first year to $1.6 million in 2006. He 
added the Lexington, S.C., operation several years ago 
and just purchased the rights to Greenville, S.C., on 
Jan. 1. Keys - whose success already has landed him 
in the U.S. Lawns Hall of Fame - hopes to add two 
more territories. 

Keys says his story is a lesson in "learning the 
business side" of the industry. He recommends young 
contractors "get involved more with the financial side 
- know how to read a profit and loss statement," he 
says. "Don't always just focus on cutting grass. Run 
it like a true business." - Marisa Palmieri 

Roscoe K l a u s i n g 
Owner, The Klausing Group, Lexington, Ky. 
Age: 30; Years in industry: 18 
Why he's one to watch: He's a teacher and 
an ambitious change artist - business change, 
that is. 

A 180-degree flip in service focus tested Roscoe 
I Klausing's ability to devise a concise business 
V strategy, execute the plan and fulfill ambitious 
i 1 growth goals. Klausing switched his company 

from residential maintenance to commercial in 

Oi two years. "It's just about developing a meth-
| odology to achieve the goal," he says. 

In 2000, after learning more about run-
ning a green industry business and not just a 

service, Klausing decided that the company needed 
more defined sales systems - a solid operations plan to 
facilitate the success he dreamed of since he started the 
business in 1992. Then, he was just 16 years old. 

"I really set benchmarks based on what I observed of 
others at the time," Klausing says. "I did an enormous 
amount of networking, surrounded myself with folks 
who owned companies that were much larger than 
mine and had long since addressed many of the issues 
we faced, and I continue to use that same network of 
people today." 

As Jason Cupp, CEO of Highland Outdoor in 
Olathe, Kan., explains, "Roscoe is never shy to ask 
questions and to constantly refine himself and his 
company." 

Klausing earned his management degree by lis-
tening to others. Success followed. "In two years, we 
went from $300,000 in residential maintenance sales 
to doing $500,000 million in commercial - all con-
tractual, all annual obligations," he reports proudly. 

But business is more than numbers for Klausing. 
Equally important are peer development and pushing 
an agenda to administer the Certified Landscape Tech-
nician (CLT) exam in Kentucky. "What really drives 
me is my desire to bring the exam here so there is an 
establishment of standards," he says. The first CLT 
exam in Kentucky will be administered in September 
2007. 

Meanwhile, Klausing concentrates on finding ways 
to motivate other talented industry professionals. He 
serves on an informal board for mentees Renee and 
Brent Berkemeier of Berk's Landscaping in northern 
Kentucky. "It's flattering," Klausing says. "Any time 
I have an opportunity to give back in the form of 
teaching or educating, I also begin to understand the 
concepts at a greater depth." - Kristen Hampshire 

A n d y K u r t h 
General manager, Weed Man. 
Madison, Wis. 
Age: 25; Years in industry: 9 
Why he's one to watch: He wants 
to make the green industry bigger 
and better while focusing on envi-
ronmental consciousness. 

Andy Kurth is excited about the 
future of the green industry. He's 
excited to help make it bigger and 
better while stressing the importance ^ ^ 
of environmental awareness. He's 
excited to give his company a new 
and improved image and, at the young age of 25, he's 
excited to get started right now. 

"The potential for the lawn care industry and the 
green industry as a whole is phenomenal," he says. 
"I see it absolutely exploding in the next few years. 
There will be more qualified people available and our 
company will be stronger." 

Kurth began his career at Weed Man, Madison, 
Wis., as a sales intern while attending the University 
ofWisconsin for a degree in soil sciences. After gradu-
ation, he joined the company as a full-time employee 
working in sales and franchise support. Within two 
years he became sales manager for the Madison area 
and is now general manager of the Madison, Milwaukee 
and Rockford branches. 

One of Kurth's primary goals is to revamp the 
culture of Weed Man in a way that separates it from 
other lawn care companies. "We want to show that we 
are not about throwing pesticides around a client's lawn 
and leaving," he says. "By focusing on environmental 
enhancement, we feel we can be an A-player in the 
lawn care industry." 

Most of Kurth's goals involve the environment in 
one way or another. A member of Black Earth Creek 
Watershed Association, River Alliance ofWisconsin 
and Trout Unlimited, Kurth hopes to dispel the per-
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ception that the lawn care industry doesn't care about 
environmental safety. "I get excited when people tell 
me what we're doing is bad for the environment," he 
says. "It gives me the opportunity to educate them 
about it." - Emily Mullins 

B r e t t L e m c k e 
Vice president, R.M. Landscape. 
Hilton, N Y. 
Age: 26 
Years in industry: I I -plus 
Why he's one to watch: As vice 
president of a family firm and a mem-
ber of PLANET leadership, Lemcke 
leverages his youth by dedicating 
himself to one of the industry's great-
est challenges: recruitment. 

Growing up in the business that his 
father and uncle founded in 1973, 
Brett Lemcke never faltered from 
the path to a career in the landscape 
industry. He began working in the 
family business regularly from age 
15, received a bachelors degree in 

landscape development from SUNY Cobleskill, com-
pleted out-of-state internships in both residential and 
commercial landscape management and returned to 
R. M. Landscape as a designer/salesperson - eventually 
becoming vice president. 

Lemcke was exposed to PLANET through Stu-
dent Career Days and has since become entrenched 
in the organization. He's a member of the landscape 
management specialty group and serves as chair of 
the industry recruiting committee. 

Lemcke, who also participates in region five of the 
New York State Nursery & Landscape Association, says 
association involvement has boosted his confidence 
in and enthusiasm for his company's future. "It's 
allowed us to expand our experiences and abilities," 
he says. "I want to make sure our company will be 
here for another 35 years so I can carry on my father's 
legacy." 

Attracting new talent is what Lemcke considers 
one of the industry's greatest challenges and he thanks 
PLANET for the opportunity to promote the industry 
on a national level. "It's great to be involved with the 
first steps of PLANET s involvement with the Future 
Farmers of America and being on the stepping stones 
of promoting the industry to students," says the self-
described "commercial for the industry." 

"As the industry grows, I hope to grow with it," 
Lemcke says. — Marisa Palmieri 

B a r r y M o r t o n Jr. 
Vice president, Morton's Landscape Development, 
Columbia Station, Ohio 
Age: 29; Years in industry: Since childhood 
Why he's one to watch: He's a second gen-
eration landscaper with a big picture view of 
the green industry. 

Barry Morton Jr. has gained his unique insight 
on the state of the green industry from nearly 
a lifetime of study that came from working at 
the family business, started by his father 29 years ago. 
"I started out in the field and then worked my way 
up the chain to become a $1 million-plus salesman 
every year," he says. 

Today, "I step back and, for the age that I am, I 
look at where I am and where I can be in 10 to 20 
years from now," he adds. "Building on that potential 
excites me." 

Morton wants his family's landscape company to 
be lean and mean. "Run lean and work smart," he says, 
reciting his professional mantra. "It is possible to do 
more with less people if you have the right people in 
place who are trained properly. One of the challenges 
this industry faces is that it all is boiling down to price. 
In order to be competitive, we're being forced to do 
the work at less cost without sacrificing quality." 

Confronting this dilemma head on requires vigi-
lance and persistence, he adds, saying, "Serving the 
client isn't just about taking on new jobs, going out 
and completing them. It's about being a partner with 
them and sharing with them in the process." - Mike 
Zawacki 

T o d d Pugh 
Owner, Enviroscapes, Louisville, Ohio 
Age: 34; Years in industry: 20 
Why he's one to watch: He's making the land-
scape industry more professional one employee 
at a time. 

What Todd Pugh loves most about the landscape 
industry are the people - from the mentors 
who guided him to his crews he can rely on to 
industry newcomers seeking his advice. "Ev-
eryone is always willing to share information 
with each other and is very supportive," he 
says. "There were many people who helped 
me out at one point in my career and now 
we're in the position to help others, which is 
a good feeling." 

Pugh advanced his career from a 14-year-old boy 
mowing lawns to the owner of Enviroscapes, operating 
out of a 14,000-square-foot facility. Revenue of the 
Louisville, Ohio-based company has reached almost 
$6 million, but Pugh and his team aren't done yet. 
Their newest goal is to build three satellite offices in 
the next five years, along with continuing to improve 
the company's management and development teams. 
"My company is all about continual improvement 
and staying ahead of the curve with new ideas," Pugh 
says. "We're always looking to improve and are always 
willing to listen and learn." 
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Pugh invests a lot in his employees because he 
feels they're worth it. Through consultants and 
mandatory 52-week training programs, he spends 
more than $50,000 a year on employee development 
alone. Says Pugh, "If you don't develop your people, 
who will do what you promised your clients you'd 
do?" - Emily Mullins 

Ross Pudenz 
Owner, Pudenz Irrigation, Durand, Wis. 
Age: 29; Years in industry: I I 
Why he's one to watch: He's a step ahead of 

I the smart irrigation movement by thinking about 
keeping properties green with the least amount 

I of water possible. 

"There is no way you're ever going to get me be-
hind a desk," Ross Pudenz says of his rewarding 
outdoor career. "It makes me proud of what I do, 
seeing kids playing on nice green grass instead of 
a patch of dirt." 

Prior to starting Pudenz Irrigation, Pudenz was a 
golf course superintendent for several years. Yet he'd 
always hoped to pursue his own venture, one based 
on a clear distinction from other irrigation businesses. 
Pudenz and his wife moved forward with that plan, 
and four years later, "Here we are," he says. 

In addition to making contacts with and gar-
nering recommendations from local and national 
associations - contacts he says many businesses don't 
take the time to make - the young entrepreneur also 
differentiates himself with respectable presentation. 
"After all, the only way to get ahead of everyone else 
is to do your own thing and the let the competition 
worry about you." 

Of water conservation, Pudenz advises the in-
dustry to learn and teach proper watering practices. 
"From my end, in the irrigation field, we're using 
new technology like smart controllers and more 
subsurface drip irrigation and are designing more 
efficient systems. Without a properly designed and 
installed irrigation system, a landscape will never 
look as good as when it was first installed." - Marisa 
Shoemaker 

Rob S h a u g e r 
President, Advanced Applications Tree & Lawn Service, 
Utica, NX 
Age: 33; Years in industry: 13 
Why he's one to watch: With an understanding 
of how involvement can help build a business, 
Rob Shauger hopes to pass the message along to 
younger business owners. 

With an associate's degree in turfgrass management 
from SUNY Cobleskill, Rob Shauger initially had his 
sights set on the golf industry. When he realized that 
climbing the ladder at a high-end golf club wasn't 
for him, Shauger joined New England-based Lawn 
Mark Lawn Care Service as a lawn care technician. 
Here he had a well-rounded experience, building a 
tree and shrub program, becoming an area manager 

and selling residential services. 
Eventually the company was acquired, and after 

a short time with the new owner, Shauger branched 
out on his own. In 1997, out of the back of a Ford 
Explorer, he started Advanced Applications Tree & 
Lawn Service. "I had nothing to lose, so off I went," 
Shauger recalls. 

Ten years later, after building a solid business, 
Shauger spends his spare time involved in state and 
national associations so he can be a part of something 
"bigger and better" than himself and his business. 
"Whether it's a local, state or national organization 
- you don't have to reinvent the wheel," says Shauger, 
who is also a regular contributor to online landscape 
discussion boards. "Whatever you're doing, there are 
already others who have gone through it and have 
made the mistakes so you don't have to." 

In addition to one day opening up a second loca-
tion for his business, Shauger hopes to become more 
involved in helping other business people. "The things 
that keep me enthused are the camaraderie and also 
continuing to educate the public about who we are 
and what we do," Shauger says. - Marisa Palmieri 

C h i p S o r b l o m 
Turf and irrigation manager, D. Foley 
Landscape. South Walpole, Moss. 
Age: 30; Years in industry: I Vi 
Why he's one to watch: A golf 
industry transplant, Chip Sorblom 
comes to the landscape side of 
life armed with both the technical 
and management know-how to 
succeed. 

There's little doubt Chip Sorblom 
has the technical knowledge to excel in the 
landscape industry. With a bachelor's degree in plant 
and soil sciences and an associate's degree in turfgrass 
management, he seems to perfectly fit the description 
as a turf and irrigation manager. 

Add to that an attention to detail he sharpened 
during eight years as an assistant golf course superin-
tendent, and you've got a landscape company's dream 
job applicant. "Chip is only 30 years old and already 
making a really impressive impact in our company and 
the industry," D. Foley President Dan Foley says. 

The breadth of skills necessary to succeed in the 
golf industry has given Sorblom an invaluable base 
of knowledge for his current position. "When you 
prepare yourself to be a golf course superintendent, 
you have to wear a lot of hats," explains Sorblom, 
naming disease identification, irrigation repair, crew 
management and budgeting as just a few of skills he's 
transferred from the golf course. 

Since joining D. Foley, Sorblom has wasted no 
time acclimating himself to the industry, attending 
educational events and accompanying Foley on visits 
to other contractors' businesses. "His can-do attitude 
is contagious and his desire to learn is invigorating," 
Foley says. 

As such, Sorblom has championed or participated in 
various company initiatives, including training, safety, 
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bringing irrigation in-house and lean management. 
So far, he's learned that there's always more to learn. 
He advises: "Go to conferences, take classes, educate 
yourself and stay updated on what's new." - Marisa 
Palmieri 

C h a d S t e r n 
Owner, Mowing & More, 
Chevy Chase, Md. 
Age: 19 
Years in industry: 3 
Why he's one to watch: He 

i may be a young entrepreneur, 
1 but he has the focus of a 
i veteran businessman. 

This past spring Chad Stern 
counted a birthday invitation 
as one of his great accom-
plishments as a landscape 
contractor. 

One of Stern's drivers 
at his landscape company, 
Mowing & More, invited 
him to his birthday party. 

As it turned out, Stern was the only person 
outside of the employee's family in attendance. Stern 
was touched. "He wanted me there to meet his family 
and to introduce me to them as 'his boss,'" he says. 
"That was special for me because it reinforced how 
important of a role I played and that I should never 
compromise my relationship with my employees." 

Stern considers fostering stable relationships with 
his employees and providing quality service to clients as 
the two main tenets of his company's success and sage 
advice he would pass on to young landscape contractors 
starting out in the industry. Mowing & More tends 150 
accounts, 99 percent of them residential. "Always make 
sure your work for the client is top notch and done 
well and make sure you take care of your employees 
because both can always go elsewhere," Stern says. "It 
may seem fairly obvious, but sometimes you need to 
hear it to reinforce and emphasize these needs." -Mike 
Zawacki 

M i k e W a r d 
Estimating manager, 
landscape installation, 
Ruppert Nurseries, Atlanta 
Age: 35 
Years in industry: 18 
Why he's one to watch: In three 
years, he helped grow his company 
by $1 1.3 million. Enough said. 

Mike Ward enjoys the feeling of 
progress and growth that working 
in the green industry provides him. 
"It's exciting to see a big patch of dirt 
on a construction site turn back into 
a green space that people can again 
enjoy and to know that you were a 

part of making that happen," he says. 
On the business side, Ward was a part of the team 

responsible for the redevelopment of Ruppert Landscape 
in the Atlanta market. "Getting back into the landscape 
picture was challenging, but in three years we have taken 
our annual sales revenue from $ 1.2 million in 2004 to 
$12.5 million in 2006," he says. 

Commitment to the client was a major factor in 
that growth, Ward says. Not to mention staying on top 
of industry advancements, such as technology, planting 
practices and company make-up. In fact, Ward predicts 
a rebirth of the small- to medium-size landscape con-
tractor who has a knack for adapting well to these types 
of changes. "The companies that are going to succeed 
are not necessarily the ones that are the biggest or the 
cheapest," he says. "The companies that can keep pace 
with these changes provide excellent quality, a fair price 
and maintain outstanding customer service will be 
the ones that ultimately succeed and become industry 
leaders." - Mike Zawacki 

K e v i n W i e b e 
North County Lawncare, 
Ferndale, Wash. 
Age: 22 
Years in industry: 4 
Why he's one to watch: He believes 
in improving efficiency and building 
supplier loyalty. 

Beginning his business with a handful 
of properties, Kevin Wiebe currently 
manages more than 250 accounts 
as owner and founder of North 
County Lawn Care. His venture, 
which began in 2002, is an outlet 
for Wiebe's passion to improve 
the appearance of single-family 
homes, as well as small devel-
opments. 

Wiebe speaks to the importance of 
the industry's future by following environmentally 
safe practices, such as using the correct materials for 
each job and limiting waste. 

According to Josh Levien, sales manager, Carl's 
Mower & Saw, Ferndale, Wash., Wiebe's accomplish-
ments include "rapidly growing a strong and highly 
profitable customer base and implementing his trucks 
to be very efficient," adding that Wiebe is "incredibly 
loyal to his suppliers." 

"I see this industry continuing to grow as it has 
been," Wiebe says. "People want to spend more time 
with their families and friends, but they still desire a 
manicured lawn and yard." - Marisa Shoemaker 
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What do we do after clearing 330 acres? 
We start all over again." 
"When we got the contract to maintain one 
of the largest independent power plants in 
the world, I went out and got the most pow-
erful and durable equipment on the market. 
So my guys carry nothing but STIHL 4-MIX® 
trimmers and edgers. This property has it 
all—storm drains, slopes, ponds and acres of 
tough vegetation— so the increased power 

keeps the crew going 12 hours a day. We 
cut downtime, too, thanks to increased fuel 
efficiency and interchangeable parts. I opened 
my doors with STIHL 2-cycle equipment, now 
I wouldn't use anything less than these 4-MIX 
machines. I have 330 reasons why." 

www.stihlusa.com 1 800 GO STIHL 

STIHL 
USE READER SERVICE # 102 

http://www.stihlusa.com


Introducing one beauty and two beasts. 
The champion, the chopper and the chain saw: one 
awesome combination. Ladies first: Team STIHL 
member Erin LaVoie is not only a professional logger, 
she's a medal winner at the ESPN Great Outdoor 
Games and remains one of the country's top-rated 
female competitors in her sport. That sleek machine 
behind her is the sensational STIHL MS 441 Street 
Boss®, our one-of-a-kind custom chopper inspired by 
today's real hero, the new MS 441 STIHL Magnum™ 

professional chain saw. This rugged cutter has high torque, 
and a highly-efficient pre-filtration system. Compared to 
the legendary MS 440, this machine boasts a 15% fuel 
efficiency increase, and vibration has been reduced by 
60% for an improved "ride". Visit your authorized STIHL 
dealer to check out the MS 441 STIHL Magnum™. 

Learn how you could win the MS 441 STIHL Street 
Boss® at www.stihlusa.com/chopper 

The STIHL Street Boss' was produced by Ron Cimorose of Cimorose's Custom Cycles. 
Street Boss* is a registered trademark of Ron Cimorose. www.streetboss.net 

Number 1 Worldwide STIHL 
USE READER SERVICE # 102 

http://www.stihlusa.com/chopper
http://www.streetboss.net
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o n l i n e m e s s a g e b o a r d 

p a r t i c i p a n t s s h a r e 

t h e i r - w a r s t o r i e s a n d 

d e b a t e w a y s t o g e t 

w h a t t h e i r c l i e n t s 

a g r e e d t o p a y f o r 

s e r v i c e s r e n d e r e d . 

ou want to make your clients pay. 
Say it out loud and it sounds menacing. However, 

customers who don't pay for services rendered are just 
as evil and are a critical problem for contractors. A 
contractor mows a commercial property or applies a 
pesticide-fertilizer combination product on a residen-
tial lawn, but the client just won't pay up. It's akin to 
a dine-and-dash scenario in the restaurant industry. 
There's no way a contractor can "take back" the job or 

service that's been performed. 
So what is a contractor's recourse to ensure he or she gets paid? 
This was a key question recently debated among Lawn &C Landscape Mes-

sage Board participants. Mike Kulp, owner of Grass Roots Landscaping in 
Broadway, Va., says he has a past client who owes him enough money that it's 
worthwhile for him to take action. Kulp had planned to file for a judgment, 

continued on page 68 
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They're what referrals are made of. Keep the weeds out and customers 

happy wi th Barricade? the longest-lasting pre-emergence herbicide for 

crabgrass and more than 30 other weeds. It lets you work on your own 

schedule. Apply it in the fall, early or mid spring and 

select the desired rate to give you the length of 

protection needed. You also get a choice of quality 

formulations, from wettable granule, flowable, or 

on-fertilizer in a variety of sizes to f i t your needs. 

Syngenta is here to help you in your pursuit of 

perfection—thicker, healthier, hardier lawns. A lawn 

can never be too eye-catching. 
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but had heard it doesn't guarantee 
payment. He also pursued filing a 
lien, but the client doesn't officially 
own the property (an investment 
company does, a member of which is 
another client). 

"Is there a better alternative?" 
Kulp asks. "I don't want to burn any 
bridges, but I want my money." 

Andrew Aksar, owner of Outdoor 
Finishes in Walkersville, Md., posts 
he researches the land records for each 
job he prices. If the property is deeded 
to "John Doe" then "John Doe" signs 
the contract. Or, if the property is 
deeded to "John and Helen Doe" then 
both of those individuals must sign 
the contract. 

Kulp admits he did not have a 
signed contract, however he has had 
a five-year history with the client, 
who is a chronic late payer. "I know I 
should have had a contract," he says. 
"I was under the impression that a 
history of services rendered, and a 

history of payment - however infre-
quently - for those services served as 
proof of acceptance. I know I should 
have dropped him long ago, but he's 
secured me other contracts, and he's 
always been good for payment after a 
reminder call." 

In most cases, a contractor must 
provide exhibits proving the client 
agreed to use his services and that 
the client agreed to the costs and 
terms. "In other words, you'll need to 
provide signed documentation," Aksar 
says. "Otherwise, you're more or less 
out of luck." 

All is not lost, though. A contrac-
tor, Aksar says, can simply speak to 
the client in person and, with a pleas-
ant, non-confrontational attitude, ask 
what is delaying payment. 

Another course of action is to turn 
the claim over to a collection agency. 

"About 14 years ago we did a seed-
ing job for someone without anything 
in writing," Aksar posts. "I found a 

local collection company that was 
willing to take the account and about 
60 days later I got my money." 

Many contractors posted to the 
message board that laws regarding 
filing liens and judgments against a 
client, as well as what constitutes a 
valid contract, can differ from state to 
state, and even from county to county 
within a state. Contractors should 
check with their own legal counsel 
first before taking any measures on 
their own. 

DEALING WITH IT. It's not unusual 
for a landscape contractor to engage 
in a payment dispute after the client 
receives his monthly bill and calls into 
question whether a service was actu-
ally performed. 

Contractors posted complaints 
about customers who did not believe 
their grass was cut or a fertilizer or 
pesticide was applied or thought they 
were overcharged for a service. 

5 tips to col lecting on past-d ue accounts 

Chasing after unpaid accounts is an agonizing duty for landscape contractors. Craig Davidson, 
president of Landry & Jacobs, a Phoenix-based commercial and consumer debt collection agency 

offers five keys to managing, controlling and collecting accounts receivable. 

1. The most effective collectors are those who leave emotion out of the equation. Speak directly, 
courteously and remain accountable. Contacting the past-due client and administering new 
deadlines or ultimatums will do nothing to resolve the underlying debt. 

2. When dealing with a corporation or an LLC, obtain a personal guarantor. Without it, if the company 
should go out of business or dissolve, you generally have no recourse or legally responsible party to 
pursue. 

3. Any landscape contractor who does not have the capability to accept checks or credit cards by 
phone has one hand tied behind his back. If you reach a past-due customer and have his attention, 
you must have the ability to secure payment at that instant. 

4. Faced with a Non-Sufficient Funds (NSF) check, one method of securing funds is a little known 
process called "cashing" where you may present the check to the account holder's bank and have it 
converted into a cashier's check. This will immediately secure the funds. 

5. As a last resort, find a strong, effective and reliable collection agency that has no up-front fees, 
capability to report to credit bureaus, appropriate licensing and, possibly, expertise specific to the 
landscape industry. 
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With the boom swing casting and BOTH front corners within the tracks, B o b c a f ZHS compact excavators 
have the most unrestricted motion in the industry. More swing area allows you to work in tighter areas. 
And the optional FastTrack™ drive provides speeds of more than 5 mph—so you can spend 30% less time 
backfilling. Do more... and do it faster. 

One Tough Animal 

1 866 823 7898 ext. 690 www.bobcat.com/landscape 
USE READER SERVICE # 42 

Ingersoll Rand 
Compact Vehicle Technologies 

http://www.bobcat.com/landscape
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"They cant see the application 
that we put down (granular turf ap-
plication) and therefore act like we 
have not done so," posts Greg Bashaw, 
chief executive officer of Fairway 
Landscape in Long Island, N.Y. "I 
spoke to a customer after I cleaned 
leaves from a certain part of his back-
yard, then he stated that it was never 
done. The kicker was that I personally 
did the work myself with my crew. He 
actually argued with me about this." 

These sorts of disagreements hap-
pen all of the time, and some can be 
remedied while others sometimes end 
poorly, contractors post. 

For example, Daniel Hanson, of 
SCLM Co. in Laverne, Calif., shared 
with the message board that the 
treasurer of one of the homeowners 
association properties he maintains 
called into question what his firm 
charged to plant annual color, arguing 
the plants could be bought cheaper 
if purchased from the local big-box 
retail outlet. This client, a customer 

for nearly a decade, also recently ques-
tioned the labor rates for irrigation 
repair. "The crowning blow was when 
this guy insisted I let him follow our 
irrigation technician next time he was 
out so he could watch him work and 
'understand what he does when he is 
there,'" Hanson says. 

Leaf removal was a sore spot with 
contractors, adding their greatest ag-
gravation came from clients question-
ing if the service was performed after 
they saw new leaves on the ground. 
"Working on a windy day when leaves 
are falling can be a complete waste 
of time and your customer's money," 
posts Jamie Bush, president of Jamie's 
Lawn Service in Piano, Texas. 

Regarding leaf removal, Bush adds 
client complaints don't bother him as 
much as the neighbors' complaints. 
For example, one client's neighbor 
ordered Bush to clean up his yard 
because he believed Bush's crew blew 
the leaves into his yard. 

"I explained we didn't do any such 

thing," Bush says. "He said I should 
clean them up anyway because they 
were from his neighbor's tree, not his. 
I told him calmly, 'Hey, if you want to 
pay, I'll clean them up.'" 

"With leaf removal, I tell my crews 
to take pictures of the finished work 
as the yard may be covered with leaves 
in just a few hours," says Chad Stern, 
owner of Mowing & More in Chevy 
Chase, Md. 

Contractor Bill Atwood says ad-
dressing client concerns about services 
performed is part of the business. In 
fact, he recently faced this issue with a 
client questioning whether he applied 
winterizer to her lawn. 

"I told her it was OK to question 
why her grass was not green but not 
OK to question my integrity," At-
wood says. "If I billed her for putting 
down winterizer, I damned sure put 
it down. I told her she needed to find 
someone else to take care of her lawn. 
If they don't trust me, I don't need the 
work." • 

Quality Parts 
Since 1970 

FLAIL-MASTER 
Your BEST Choice for Quality Mower Parts 
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liandscaperPro 
^ Your ONE source for landscape tools, 

mower parts, snow equipment, 
power equipment and accessories! 

i 
Replacement Parts for . - ¿J. 
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40% off OEM retail price J 
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Tools and 
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Scot t S w a y z e t hough t 
all decks clog in tal l , w e t grass. / 

This one changed his mind. 

m 
• Jf f t l f fBn -.' 

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

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

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

USE READER SERVICE # 102 

JOHN DEERE 

http://www.mowpro.com


mowers 

T o m a k e m o w i n g 

l a w n s a s p r o d u c t i v e 

a s p o s s i b l e , 

c o m b i n a t i o n 

o f e f f i c i e n t 

e q u i p m e n t a n d 

c r e w s i s a 

c o n t r a c t o r s 

b e s t b e t . 

Get the Most 

Brian Elliot picked a good time to start his landscape business, E l l i o t s 
Lawn Service, as walk-behind mowers were hot new items on the 
market. "Walk-behind mowers were much more productive than the 
standard garden tractor - we thought we were in heaven," Elliot says. 

As his Warsaw, Ind.-based business started to pick up and many 
residents in Elliot's high-end neighborhood began utilizing his services, 
the company decided to try out a riding mower and were pleasantly 

surprised at how much more efficient the machine made his crew. "We realized we 
could mow two to three times as many properties," he explains. 

Mowing lawns has long been the backbone of the landscape industry, but as the 
times have changed the equipment has changed, and there is currently a variety of 
machinery to choose from to make mowing lawns more efficient than ever before. 
Elliot's business currently has five zero-turn, four riding, one walk-behind and four 
or five push mowers, and insists a contractor needs all types of mowers for maximum 
productivity. In fact, most landscape contractors agree that, no matter how efficient b y e m i l y m u l l i n s | a s s i s t a n t e d i t o r 
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WE REDESIGNED THE TANK™ TO 
SATISFY" THE PEOPLE WHO MATTER MOST. 

OWNERS. 
Durable construction backed 

by an industry-leading 
3-year limited 

commercial warranty* 

OPERATORS. 
Full-suspension, 

foldable, high-back seat. 

Deck height adjustment can be 
conveniently controlled with 

operator foot pedal. 

Dual-size cup holder accommodates 
small and large beverages. 

Ergonomic operator controls 
for improved visibility. 

Removable foot platform 
for easy maintenance. 

M 

CZabCxxdeH 
SCO MM ER CI A l l 

T A N K 
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 
we've made them both happy. Visit www.cubcommercial.com or call 1-877-835-7841. 

See your local Independent Retailer for limited warranty details and information. Certain limitations and restrictions apply. 

i C2ub CjcideE i 
COMMERCIAL 

YOU CAN'T GET ANY BETTER!" 
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¡Hook-All Hookufts 
Increase Your Truck Utilization by Using One Truck for Multiple Purposes. 
Units available for single axle, tandem axle and triaxle trucks. 

Lift, Load, 
Leave or 
Dump! 

800-851-8938 
COME VISIT US AT WWW AMERICANROLLOFF COM ^ n r * Q 
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riding mowers become, walk-behinds 
will always be necessary for businesses 
to be as productive as possible. 

"It's the age-old dilemma of pro-
ductivity vs. quality," Elliot says. "You 
have to use the machine that will give 
the best performance based on what 
your client wants." 

RIDING MOWERS. T h e r id ing 
mower is an advancement that has 
made mowing lawns easier, faster and 
more productive for virtually every 
landscape company that invests in 
one. According to Lawn & Landscape 
research, 30.5 percent of contractors 
purchased a riding mower in 2006, 
spending an average of $9,976, and 
26 percent plan to purchase one this 
year. Mowing is offered by 68 percent 
of landscape companies, and revenue 
generated from lawn maintenance ser-
vices increased by 15 percent last year. 

However, the landscape industry 
was not always blessed with the effi-
ciency of the riding mower, and many 
contractors who now can't imagine 
working without these machines 
remember what life was like before 
them. According to Kevin Greene, 
owner of Liberty Landscape, Paoli, 
Pa., one of the main advantages of 
the riding mower is that it boosts 
productivity by drastically decreasing 
operator fatigue. 

"It's the difference between stand-
ing and sitting all day - you can obvi-
ously get more done," he explains. 
"With a riding mower, we can mow 
two lawns in less time than it took us 
to mow one lawn with a walk-behind 
mower, using the same amount of 
people." 

Manufacturers continue to tweak 
the features of riding mowers each 
year, offering contractors more com-
fortable machines that operate even 
more efficiently. 

According to Tim Cromley, mar-
keting manager for Walker Manu-
facturing Co., Fort Collins, Colo., 
recent advancements have focused on 
engines, particularly the introduction 
of electronic fuel injection into com-
pact engines. "Engine improvements 
have allowed for more power and 
speed, and also better fuel efficiency," 
he explains. This is an important and 
timely improvement, as contractors 
think increased fuel prices will have 
the largest effect on their businesses in 
2007, according to Lawn & Landscape 
research. 

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. 

http://www.wellscargo.com
http://www.lawnandlandscape.com


One thing contractors should consider when using riding mowers 
is the physical condition of their crews. Often times, the physi-

cal exercise crews receive from using walk-behind or push mowers is 
traded for the productivity of a riding mower. 

"When we started using riding mowers we weren't in as good 
of shape as we were when using a walk-behind because we weren't 
walking as much," says Brian Elliot, owner of Elliot's Lawn Service, 
Warsaw, Ind. "But, in terms of productivity, purchasing riding mowers 
was something we had to do to keep our company going." 

The lack of exercise was both good and bad for his company, El-
liot says. 

New members of Elliot's crew understand that their first respon-
sibilities will be operating the riding mowers, as it's the easiest job 
to teach. "We find it more productive to put the new guys on riding 
mowers in open fields to give them the chance to learn how the 
equipment works," he explains. 

The more experienced members of Elliot's crew are usually 
assigned to footwork duties that require a good deal of upper body 
strength and stamina, such as trimming, which Elliot feels is the 
bottle-neck of lawn maintenance. "Your company is only as good as 
your trimmer is," he explains. While the men operating riding mow-
ers are certainly less tired at the end of the work day, they need to be 
in good physical shape to move up within the company, a task that is 
difficult to accomplish while sitting on a mower, Elliot says. 

As the clients in Elliot's high-end neighborhood follow a trend 
of preferring to have their lawns push-mowed, more and more of his 
guys are being taken off the riding mowers and are walking once 
again. While some rejected the idea at first, others are finding it has 
some advantages, such as getting themselves in shape to take on 
other positions within the company, as well as other aspects of their 
lives. "Some of the guys hated resorting back to the walk-behind 
or push mowers because they got less tired riding all day," Elliot 
explains. "But some don't mind because they're at the point in their 
lives where they're looking for serious girlfriends and want to be in 
good shape to help them out in their search." 
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Recent improvements in ergo-
nomics have aimed to significantly 
improve operator comfort, which 
allows crews to work longer without 
feeling the effects. Frame-suspension 
seats with adjustable armrests allow 
operators to sit comfortably for longer 
periods of time, and the general 
layout of the machine has simplified, 
placing operational features within 
easy reach and making monitoring 

displays self-explanatory. "Comfort 
and ergonomics go hand in hand," 
says Tamara Youdbulis, turf product 
manager for Kubota Tractor Corp., 

Torrance, Calif. "Operator controls 
need to be easily accessible from the 
operators seat, and the seat must be 
comfortable and include suspension 
for a more comfortable ride." 

Sturdier tires are being added 
to riding mowers to make for a 
smoother ride, and the machines are 
being made heavier to act as a shock 
absorber when used on rough terrain. 
"We try not to make it a workout for 

the operator," says Jeff Haltom, vice 
president and general manager of Di-
xie Chopper, Coatesville, Ind. "Guys 
can be on these machines sometimes 

eight to 10 hours a day and we don't 
want them to feel like they've been in 
a train wreck." 

Perhaps one of the most produc-
tive advancements in riding mowers is 
the creation of the zero-turn mower. 
Zero-turn mowers are run by hydro-
static drives, which run on hydraulic 
fluid, and are driven by two separate 
handles that control each tire motor 
independently, allowing the machine 
to turn on the spot. "Zero-turn mow-
ers provide greater speed and maneu-
verability than typical riding mowers," 
Youdbulis says. 

Purchasing a zero-turn mower was 
a decision that ultimately allowed 
Jim Thorpe's company, The "J" Boys 
Lawn Maintenance & Landscaping, 
Carneys Point, N.J., to stay in busi-
ness. "By utilizing the new advance-
ments in riding mowers, particularly 
the zero-turn mower, we've been able 
to increase our efficiency to a point 
that allows our customers to afford 
us," he explains. "Using the old, 

4 W i t h a riding mower, we can mow two lawns in 

less t ime than it talces us to mow one lawn with 

a walk-behind mower, using the same amount of 

people/ ' - Kevin Greene 
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standard steering-wheel machines, we 
would have to increase our prices by 
at least 40 percent to make the same 
amount of money per hour that we 
make now." 

Thorpe would charge, on average, 
$70 per lawn using a standard riding 
mower, and he can now charge $25 
per lawn using a zero-turn. "Using out 
dated equipment, its hard to compete 
price-wise," he says. "In terms of pro-

they re self-propelled and can cut 
taller grass." 

Greenes company maintains 
multiple condominium properties 
and prefers to use its 36- and 52-inch 
walk-behinds for these particular jobs. 

Elliot also finds his walk-behinds 
to be more productive on proper-
ties with a lot of curbs or obstacles, 
as they can be easier to maneuver. 
"Many times, ramps are necessary 
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ductivity, riding mowers, specifically 
zero-turn, are the way to go - there's 
just no way around it." 

WALK-BEHINDS. Most contractors 
find walk-behinds to be ideal for cut-
ting hard-to-reach areas, like around 
trees and under swing sets, and can 
also easily fit through gates in the 
average backyard. According to Lawn 
& Landscape research, 31 percent of 
contractors purchased a walk-behind 
mower in 2006, spending an average 
of $4,549. This year, 23 percent of 
contractors plan to purchase a walk-
behind mower. 

A step-up from push mowers, 
landscape crews can be more produc-
tive with walk-behinds because of 
their power and speed. "Walk-behinds 
perform functions similar to that of 
push mowers, but with commercial 
ability," Greene says. "Walk-behinds 
are twice as wide as push mowers, 

for riding mowers to get up and over 
things like curbs," he explains. "This 
is not necessary for walk-behinds." 

From a quality standpoint, walk-
behinds can cause less wear and tear 
to turf over time because of their 
lighter weight. "Riding mowers can 
offer more of a challenge because they 
are heavier and can cause more turf 
damage, even for experienced mow-
ers," Elliot explains. "Walk-behinds 
are much lighter, making it easier to 
maintain the quality of the turf." 

In fact, some of Elliots clients 
specifically request their lawns to be 
mowed with walk-behinds or push 
mowers because he feels they see 
more value in it. "We have four or 
five customers who won t let us use 
anything but walk-behinds or push 
mowers on their properties," he ex-
plains. "Even though we're getting the 
same job done, I feel it's a perception 
people have that if they get their lawn 
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mowers 

push-mowed they care more about 
what their lawn looks like. It costs the 
customer a bit more, but I think its 
becoming a sign of status." 

Like riding mowers, walk-behinds 
are also being made better over the 
years with advancements and im-
provements. According to Thomas 
Beeson, marketing product specialist 
for Massey Ferguson Commercial 
Equipment, Duluth, Ga., some of the 
technology from zero-turn mow-
ers, such as hydrostatic engines, is 
going into walk-behinds, making the 
machines more powerful and fuel ef-
ficient. 

Another improvement to the pro-
ductivity of walk-behinds is attach-
able ride-behind devices, or sulkies. 
These help eliminate operator fatigue 
while still giving the performance of 

"I have found that the 

productivity of a two-

man crew stays at peak 

level. Adding a third 

person causes the pro-

ductivity to decrease. 

- Jim Thorpe 

a walk-behind mower. "Walk-behinds 
are currently being made better to last 
longer, but we believe the machines 
are only as productive as the guy 
walking behind it," Dixie Chopper's 
Haltom says. 

THE M A N BEHIND THE MACHINE. 
Haltom makes a good point, as no 
matter how efficient a landscape busi-
ness' equipment is, a reliable crew is 
necessary to get the jobs done and to 
get them done well. Most contractors 
conduct their businesses in such a way 
that downtime of both their machines 
and their men is limited. 

Thorpe employs two-man crews, 
which he says are most efficient for 
his business. During his years in the 
business, he has found that a three-
man crew can make $80 an hour on a 
good day, while a two-man crew can 
consistently make $70-plus. 
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"I have found that the productivity of 
a two-man crew stays at peak level," 
he says. "Adding a third person really 
causes the productivity to decrease 
- the staff seems to stall more and 
there is less teamwork. A two-man 
crew just works better." 

While on the road, each of Thor-
pes crews covers a 30- to 35-mile ra-
dius. However, instead of completing 
an entire area all in one day, Thorpe 
will stagger jobs to leave opportunities 
to service unexpected or emergency 
calls. 

"By staggering areas, we have been 
able to get to customers who call 
unexpectedly or call because of some 
special occasion, like a wedding or a 
party," he explains. "If they call from 
an area we were in two days ago, its 
not such an inconvenience because 
the crew will most likely be near that 
area at some time during the day." 

Greene has one two-man crew that 
handles mowing, trimming and other 
lawn maintenance, as well as property 
management. To make sure his guys 
get where they're going in the most ef-
ficient way possible, Greene tells them 

what route to take instead of letting 
them plan their own route. Under 
the supervision of a crew leader who 
reports to Greene, the men establish 
a routine doing the same routes with 
the same machinery each week. "Once 
a crew gets into a routine, it becomes 
second nature to them," he explains. 
"By mid-season, you can throw in an 
extra yard or two when necessary, and 
the men can easily find a way to fit it 
into their daily schedule because they 
are so efficient at what they're doing." 

Greene's employees are salaried, 
meaning they make the same amount 
of money no matter how long it takes 
them to get the job done. This is 
incentive for them to be as efficient 
as possible, because when the work 
is done, they can send themselves 
home. "By having salaried employees, 
they make their own incentive to be 
efficient," Greene says. 

According to Lawn & Landscape 
research, mower operators earn an 
average of $17,000 to $22,500 a 
year depending on experience, and 
foremen earn an average of $31,077 a 
year. 

continued on page 82 
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continued from page 75 

Elliot runs his business in a similar 
way, and trusts that his men will get 
the job done well without having to 
be micromanaged. His crews tend to 
220 properties by keeping tight routes 
maintaining large clusters of lawns. 
Elliots employees know what they are 
responsible for completing and has a 
flexible schedule to get it done. 

"We have an environment where 
everyone knows what they need to get 
done," Elliot says. "The guys commu-
nicate with each other if someone is 
going to be late or if there's a problem 
- they employ a you scratch my back, 
I'll scratch yours' mentality. It's a trust 
system that my guys won't take advan-
tage of." 

DECREASE DOWNTIME. Another 
way landscape contractors aim to 
decrease downtime and increase 
productivity is by keeping their trucks 
loaded with equipment at all times 
to avoid having to load and unload it 
each day. Thorpe houses his com-
pany's loaded trucks in garages, and 
Greene uses enclosed trailers to haul 
his equipment, which also protects it 
from the elements. Elliot's company 
drives what he calls a "vanscaper," a 
truck large enough to haul three rid-
ing mowers, tool boxes and handheld 
equipment like air compressors and 
trimmers all at one time. 

"Our vanscaper is probably the 
most important thing we've ever 
purchased in terms of productivity 
because we always have everything we 
need when we need it," Elliot says. 

Performing routine maintenance 
is another important component of 
a productive company. According to 
Dick Tegtmeier, owner and chairman 
of the board for Encore Power Equip-
ment, Beatrice, Neb., contractors 
should make sure to keep their mow-
ers' engines clean, oil and air filters 
changed and blades sharp. Doing this 
regularly makes these expensive pieces 
of equipment last longer and perform 
better. 

According to Tegtmeier, the aver-
age mower engine is meant to last 
2,000 to 2,500 hours. Without regu-
lar maintenance that time can be cut 
in half. "I've seen engines meant to 
last 2,000 hours fail earlier than 1,000 
hours if not properly maintained," 
he explains. "As these mowers get 
more and more expensive, it behooves 
contractors to pay close attention to 
regular maintenance, particularly on 
the engine. Those who do it often will 
see a tremendous difference in the 
machine's productivity as well as its 
appearance." 

Efficient machinery and reliable 
crews are both important aspects of a 
productive landscape business, but a 
combination of the two is vital for the 
business to be as productive as pos-
sible. As Tegtmeier says, "A 48-inch 
deck will mow 48 inches and the rest 
is up to the operator." I 

Visit the February Onl ine Extras section to 
discover how to optimize the maintenance 
program for your fleet vehicles. 
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Easy Does It 
Smart postemergent 

herbic ide use is a 

cos t -e f fec t ive way 

lawn care operators 

If weeds are like rain, then postemergent herbicides are an umbrella. Although 
its too late to prevent the weeds from sprouting, postemergents can provide a 
way to still maintain a weed-free lawn. 

Postemergents are a critical component of almost all lawn care pro-
grams because they are most often necessary to eliminate weeds that penetrate 
preemergent barriers. While preemergent herbicides are great at combating 
weeds before germination, postemergents control weeds that break through 
despite a lawn care operators (LCOs) best efforts to keep them away. 

"If you need to take control of weeds that have already sprouted, using 
postemergent herbicides is the only way to do it," says Gary LaScalea, presi-
dent of GroGreen, based in Piano, Texas. "Preemergents control many weeds 
before they grow, but postemergents treat all of the others." 

Because postemergents are so important to lawn care, knowing how to use them prop-
erly is important for all LCOs and their crews. While the process may be second nature to 
some, emerging trends and advancements always leave something new to be learned. b y e m i l y m u l l i n s | a s s i s t a n t e d i t o r 
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WHY APPLY? "Weeds are invasive, 
and they compete with turf for 
water and nutrients," says Mark Ur-
banowski, senior marketing specialist 
for Dow AgroSciences, Indianapo-
lis. "When weeds out-compete the 
desired turf species, they can have a 
harmful effect on humans, as many 
have thorns and pollen, which can 

4If you need to take control of weeds that 

have already sprouted, using postemergent 

herbicides is the only way to do i t . " 

- Ga ry LaScalea 

lead to allergies." 
Not only can weeds be hazardous 

to our lawns and our health, most 
people consider them unsightly, which 
is a primary reason people invest in 
lawn care services. "Weed control is 

our No. 1 priority," LaScalea says. 
"If you can't keep weeds out of your 
clients' lawns, you can't keep custom-
ers happy." 

Weed control is a significant ser-
vice in the landscape industry, offered 
by 58 percent of LCOs, according 
to 2006 Lawn & Landscape research. 
Revenue generated from pesticide 

services increased 
by 20 percent 
from 2005 to 
2006. Based on 
the research, 
53 percent of 
LCOs purchased 
postemergent 
herbicides in the 
past year, spend-
ing an average of 

$2,741. This year, approximately 7 
percent of LCOs plan to offer weed 
control as a new service, and 47 per-
cent plan to purchase postemergent 
herbicides. 

When it comes to using postemer-

gents, Jeff Bowen, president of Images 
of Green, located in Stuart, Fla., has a 
relatively simple outlook. "The reality 
of it is, we can spray weeds quicker 
than we can pull them," he explains. 
"Time-wise, I don't think anyone 
could say any different." 

Bowen's career in the lawn care 
industry began as teenager working 
for his father's landscape business in 
Chicago, 111. The company controlled 
all of its customer's weeds manually, 
which was backbreaking and time-
consuming work. 

"We don't spend even as much as 
1 /100th of the time on weed control 
now as we did back then," Bowen 
says, crediting herbicides to the time 
savings. "These days, weed control is 
so efficient I rarely even have to think 
about that portion of my business." 

Images of Green has offered poste-
mergent weed control for the past 15 
years, and the service comprises about 
10 percent of the company's business. 
While Bowen considers it a profitable 
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Little Wonder...Shouldn't You? 
©2006 Little Wonder Division of Schiller-Pfeiffer, Inc. 

To Find a Local Dealer 
Call Toll-Free 

1-877-596-6337 
www.l i t t lewonder.com 

1028 Street Rd. 
Southampton, PA 18966 Walks forward 
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service, its not just postemergent ap-
plications that generate a profit — it's 
all of the services that make up a lawn 
care package as a whole that keep his 
company in business. 

"Postemergent application is a 
profitable service, but its only part 
of the big picture, which includes 
everything we do: mowing, fertilizing, 
trimming, insect control, monthly 
walkthroughs, and so on," Bowen 
says. "Weed control is part of that 
bundle so there is no doubt in my 
mind that the service is profitable." 

Some pesticide treatments can 
be more profitable than others. For 
instance, according to John Lucas, 
owner of Lucas Lawns, Medina, Ohio, 
grub control can be equally profitable 
based on the product you use and 
depending on how you price the ser-
vice. Tim Doppel, owner of Atwood 
LawnCare, Sterling Heights, Mich., 
says weed control in beds can be 
about 20 percent more profitable than 
turf applications because its generally 

Weed control is offered by 58 percent of lawn care 
operators in the industry, according to Lawn & Land-
scape research. Photo: Dow AgroSciences 

sold as a premium service. (See 
"Bed Time" on page 94.) 

PICKING A PESTICIDE. Before 
you can profit from a postemer-
gent application, you first must 
have a product to work with. 
Many factors must be considered 
when deciding which postemer-
gent herbicide is right for your 
business, and sometimes the most 
reliable way to figure it out is 
through old-fashioned trial and 
error. 

"It wasn't easy to choose which 
herbicide to use," Lucas says. "The 
first year I was in the business I 
took advice from different sup-
pliers and tried many different 
products." 

When it came time to make a 
decision, Lucas considered three 
main factors: effectiveness, safety 
and price, in that order. "For me, 
price is way down the line," he 
explains. "You might initially 

With Gregson-Clark you get more than 
guality equipment. You get a relationship 
with a company that specializes in one 
thing - spraying equipment for green 
industry professionals. Our goal is to to 
provide you with the best possible solution, 
whether it's a new sprayer, technical 
support, or parts. Call for our new catalog. 

GREGSON-CLARK 
Spraying Equipment 

A Division of Rhett M. Clark, Inc. 

Toll free: 800-706-9530 
Phone: 585-768-7035 | Fax: 585-768-4771 

LeRoy, New York 14482 
www.gregsonclark.com 
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OVER TIME, YOU'VE SEEN A NUMBER 
OF GREAT THINGS GET EVEN BETTER. 

Another one of these things is the family of Dimension® specialty herbicides from Dow AgroSciences. 
Our new Dimension 2EW liquid formulation is an easier-to-use, low odor formulation that can now be 
sprayed over the top of ornamentals. Plus, it offers everything you've always counted on from past 
sprayable formulations of Dimension and Dimension on fertilizer. You get broad-spectrum control of 

crabgrass and other grassy and broadleaf weeds all season long. You also get postemergence control on 
newly emerged crabgrass. And it never stains. With the service and support of Dow AgroSciences, you 

can count on the family of Dimension specialty herbicides to be a great thing that just keeps getting better. 

www.DimensionHerbicide.com 'Trademark of Dow AgroSciences LLC State restrictions on the sale and use of Dimension specialty herbicide products apply. 
Consult the label before purchase or use for full details. Always read and follow label directions. ©2006 Dow AgroSciences LLC T38-337-001 (11/06) BR 010-60459 510-M2-432-06 
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save some money by purchasing an 
inexpensive herbicide, but you end up 
using more of it to control the weed 
and spending more money in the long 
run." 

LaScalea agrees, as he compares 
the quality of his company to the 
quality of the products it uses. "From 
my experience, I've found that some 

herbicide companies market totally on 
price and those products don't always 
produce the best results," he says. 

On average, crabgrass postemer-
gent costs about $66 per gallon and 
broadleaf postemergent costs about 
$10 per gallon, making them less 
expensive than their preemergent 
counterparts, which can cost $195 

THE BEST THINGS IN LIFE ARE 

DIXON ZTRs.. . FAST. RUGGED AND FUN TO RUN! 
Stop by your local Dixon dealer today and test drive the new 2007 ZTRs that have 

been 30 years in the making. Plus, now through March 31, 2007 receive up to $150 
in FREE Gas with the purchase of any Dixon commercial ZTR mower 

AND make no payments until 2008. Enjoy the ride! 

I D I X O n ZTR 
( 877 ) CUT MORE | www.dixon-ztr.com 

Offer valid on select models at participating dealers. Retail financing subject to credit approval. 
Ask your dealer for complete details and qualifications. 

per gallon, Doppel says. Liquid and 
granular are the most popular forms 
of postemergent herbicides and each 
have characteristics that differentiate 
it from the other. 

Urbanowski suggests LCOs learn 
about the different products available 
and know exactly what they need 
their herbicide to do before making 
a final choice. "Being educated on 
the topic is important," he says. "It 
all depends on a lawn care operator's 
geography and the problematic weed 
species. Interacting with the basic 
manufacturers and local extension 
services will help a lawn care operator 
make the right decision about which 
postemergent is right for his busi-
ness." 

SELLING YOUR SERVICE. L C O s 
are beginning to take a new approach 
when it comes to selling their poste-
mergent services. Straying away from 

"If you don t have the 

application of an effective 

postemergent worked into 

your lawn care program, 

chances are your clients 

lawns are full of weeds 

and you are not obliging 

the contracts you made 

with them. 

- Scott Orndorf f 

selling individual applications, they 
are simply offering their clients beau-
tiful, weed-free lawns, a practice they 
have found saves time and money 
because they can apply products on an 
as-needed basis. 

"Many lawn care operators are 
beginning to sell whole lawn care 
maintenance programs vs. charging 
for each application," Urbanowski 
says. "This way, they can apply poste-
mergent products as they are needed." 

Bowen promises his clients a 
"weed-free appearance," which, in 
southern Florida, requires postemer-
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The Snow Industry 
Exposition & Conference 

GIE Medias Snow Magazine presents the inaugural Snow Industry Exposition & 
Conference in Indianapolis, May 9th - 11th. This one-of-a kind conference will 
present attendees with an unprecedented program and is the only conference 
delivering the business management information snow professionals like 
you are requesting. 

The Snow Industry Exposition & Conference will provide professionals with 
an in-depth educational seminar schedule. Dont miss this unique opportunity to 
put your company in the fast lane with our innovative program that includes: 

How to run your snow operation as a separate and successful 
standalone business. 
Fresh marketing ideas to attract new customers and re-engage your current 
customer base. 
Protecting yourself from mistakes with 
insurance and liability coverage. ^ ^ 
Innovative ways to overcome bad (good) weather. 
Developing pricing models that meet market 
demand and maximize your profitability. 
Financial management strategies for 
your business. 
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gent applications every two weeks in 
the spring, summer and fall, and every 
month in the winter. 

"Anything less than that would not 
give a weed-free appearance," Bowen 
says. "The idea that weeds sprout 
overnight must have originated in 
Florida - weeds grow so fast here." 

Bowen's crews apply liquid pos-

temergents using backpack sprayers. 
One of the company's main focuses is 
on weeds that sprout in the cracks of 
driveways and sidewalks, and around 
swimming pools and other hard-
scapes. The company's promise of a 
weed-free appearance allows them to 
apply postemergents as needed, which 
mostly results in blanket applications 

in the spring and summer and spot 
treatments in the fall and winter. 

Lucas' Ohio-based business offers 
a full maintenance program that 
begins in early spring with a preemer-
gent application, and lasts until late 
fall with postemergent applications. 
Lucas primarily uses liquid postemer-
gents from mid-May through June 
to battle broadleafs that emerge until 
they become dormant in the fall. 

In Texas, LaScalea uses a mixture 
of a pre- and a postemergent in the 
springtime and uses a postemergent 
throughout the rest of the summer. 
"If you can time it right and treat a 
lawn with a pre- and a postemergent 
together, the products can work better 
and save time," he says. "It's kind of 
like a multivitamin that you would 
take to treat more than one ailment." 
In terms of pricing, many LCOs sell 
their weed control services per 1,000 

Interacting with the basic 

manufacturers and local 

extension services will 

help a lawn care operator 

make the right decision 

about what postemergent 

is right for his business. 

- Mark Urb anowski 

square feet. According to Doppel, the 
average cost for lawn care services is 
about $280 per year for four to six 
applications, averaging about $45 to 
$70 per visit. 

"Clients pay to have a weed-free, 
green lawn," says Scott Orndorff, 
service center manager for LESCO, 
Upper Marlboro, Md. "If you don't 
have the application of an effective 
postemergent worked into your lawn 
care program, chances are your clients' 
lawns are full of weeds and you are 
not obliging the contracts you made 
with them." 
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SOMETHING NEW. Manufacturers 
are always working on advancements 
in postemergents to make the prod-
ucts more efficient, and a lot of these 
new products are coming in twos. 
Urbanowski says recent advancements 
in postemergents include products 
with postemergent activity on young 
crabgrass and preemergent activity on 
other grassy and broadleaf weeds, as 
well as products that allow for better 
timing of simultaneous weed and 
grub control applications. 

"Depending on the number of 
applications, these new products can 
either eliminate an individual ap-
plication or provide larger windows 
of timing for other applications to be 
made," he says. 

According to Jason Kuhlemeier, 
marketing specialist for Bayer Envi-
ronmental Services, Research Triangle 
Park, N.C., additional advancements 
include longer lasting products that 
control larger weed spectrums and can 
be used on both warm- and cool-
season lawns. These products aim to 
increase the speed of an herbicides 
effectiveness and decrease the number 
of applications needed on each lawn. 
"Everybody is looking for a longer 
lasting product, as well as a product 
that can control a wider variety of 
weeds more effectively," Kuhlemeier 
says. 

SPRAYING SAFE. Safety is critical 
when applying postemergents, espe-
cially in close proximity to residential 
homes, and the first steps to safe 
spraying are found on the products 
label. "All technicians should read the 
label s directions before using a poste-
mergent and then interact with their 
local extension agents and manufac-
turers for recommendations if they 
are unsure of a product and its use," 
Urbanowski says. 

Along with reading the label, 
LCOs suggest requiring crews to at-
tend regular safety-training meetings 
to keep everyone informed about new 
postemergent products and how to 
use them, as well as refresher courses 
on older products. Most brand name 
manufacturers offer support and 
training on the products they sell to 
ensure proper use. 

"We have regular weekly training, 
and every time we introduce a new 
product we always review the label 
together in its entirety," LaScalea says. 
"We go over what safety equipment is 

needed to perform the job, what the 
product does and doesn't do and then 
we have each member of the crew sign 
a paper that is kept in their person-
nel file documenting that they were 
trained on that specific item." 

LaScalea even presents quizzes to 
his crews after the training to ensure 
the information is retained. The quiz-

zes vary depending on the topic being 
covered but usually consist of 20 to 
25 questions. LaScalea requires crew 
members who perform poorly on the 
quizzes to review the information 
until they get it right. "The quizzes 
hold our guys accountable for the in-
formation we want them to know," he 
says. "It's probably one of the smartest 

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 

Without 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.roo ts inc .com 

roots ... Our Name Says It All 

novozymes 
Read and fo l l ow all label directions. The Novozymes logo and ROOTS are trademarks o f Novozymes A/S. 

©2007 Novozymes Biologicals, Inc. 
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moves we've made in awhile - if a 
technician makes a mistake out in the 
field, we have proof that they were 
taught how to do the job correctly." 

For those who regularly perform 
well, LaScalea offers small prizes as 
incentive for all of his guys to excel. 

One of most important guidelines 
LaScalea believes technicians should 
follow is to only apply postemergents 
under the appropriate outdoor condi-
tions. "Most postemergents shouldn't 
be used during stressful times of year, 
such as when it's really dry, windy or 
hot, particularly if the temperature is 
above 90 degrees," LaScalea says. 

Orndorff agrees and says that 
when the temperature is this hot, 
plants go dormant, and when a plant 
is not actively growing and taking in 
nutrients, the postemergent is not 
absorbed. Using postemergents in this 
weather could mean wasted product. 

"It's not that my guys are lazy, but 
if it's 90 degrees outside and hasn't 
rained in awhile, it's not a good idea 

bed ti 

I 

"Most postemergents 

shouldn t be used if the 

temperature is above 

9 0 degrees. 

- Gary LaScalea 

to apply a postemergent," Lucas says. 
"The herbicide might not even kill 
the weeds because weeds produce a 
waxy coating to protect themselves 
from extremely hot weather." 

It is difficult for a postemergent 
to take effect if applied in very dry 
conditions because the movement of 
water helps direct the herbicide to the 
weed's root where it can be absorbed. 
Similarly, in very windy conditions 
postemergents can be transported 
where they are not intended to go, 
creating potential to damage other 
plants. "You have to be careful how 
you spray postemergents - you can't 
just go around spraying them wherev-
er you like," Lucas says. "Safety always 
has to be in the mix somewhere." 

If used correctly, postemergents of-
fer LCOs a relatively easy way to pro-
vide their clients with green, healthy 
lawns, which is what lawn care is all 
about. H 

As careful as lawn care operators (LCOs) must be when treat-
ing turf with postemergents, they must be even more careful 

when treating beds and ornamentals. Many LCOs save this job 
for their most experienced technicians. 

"We definitely offer bed treatment as a service, but only 
certain technicians are allowed to perform it because it requires 
more expertise," says Gary LaScalea, president of GroGreen, Pia-
no, Texas. "We only want guys who have spent more time in the 
industry and can recognize things such as inappropriate weather 
conditions and ultra-sensitive plant types to work with pesticides 
that closely to a client's flower bed." 

One way bed treatment differs from turf treatment is that in-
stead of applying the postemergent on top of the plant, you have 
to apply it around plants - plants that homeowners usually prize 
much more than their turf. "You have to be really careful where 
and how you spray a postemergent when you're working near 
someone's award-winning roses," explains John Lucas, owner of 
Lucas Lawns, Medina, Ohio. 

According to Lucas, the postemergents used to treat beds 
differ from those used to treat turf because they don't kill weeds 
as quickly, but they kill them more thoroughly. Because of the 
different potency, technicians have to be sure not to get bed 
postemergents on the lawn because it will kill the grass. "Using 
a regular postemergent won't kill the grass in a bed, but a bed 
postemergent will kill the grass in a lawn," he explains. "When 
providing this service you have to be very safety conscious." 

Because there are roughly 10 main species of turfgrass and 
thousands of varieties of ornamentals, it is very difficult to test 
the safety of herbicides for beds, says Mark Urbanowski, senior 
marketing specialist for Dow AgroSciences, Indianapolis. Few 
postemergent products are currently available for bed applica-
tion; however, more preemergent products exist. "Although some 
studies have been conducted to test herbicide safety for beds, 
more work needs to be done," he says. "As of now, most manufac-
tures won't label herbicides specifically for beds." 

However, weed control in beds can be a profitable service. 
Most LCOs don't include it in their regular lawn care mainte-
nance program, but consider it an add-on service. 

The average cost of bed-specific herbicide ranges from $3 to 
$3.50 per 1,000 square feet of bed area, says Tim Doppel, owner 
of Atwood LawnCare, Sterling Heights, Mich. At Atwood Lawn-
Care, treating a 500 square foot bed four times a season costs 
$35 per application. To price the service, Urbanowski suggests 
considering how long the service takes, the size of the area treat-
ed, the amount of applicant needed, and an amount for callbacks 
(if the service is offered year-round). "This is a natural up-sell op-
portunity to make new revenue," Urbanowski says. "It just makes 
sense for homeowners to pay to have their beds treated if they're 
paying to have their lawns treated." 
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T h e way your company purchases a skid-steer can he just as 

impor tant as which skid-steer you purchase. 

Everyone knows you have to spend money to make money. This is 
true in the landscaping industry, as you cannot provide services to 
your clients without first investing in the proper equipment. But 
what is the best way for a company to purchase a pricey piece of 
equipment like a skid-steer loader? The decision is one that should 
be made with consciousness and consideration. 

According to Lawn 8c Landscape research, 11 percent of contractors pur-
chased a skid-steer in 2006, spending an average of $27,580. With 14 percent of 
contractors planning to purchase one this year, skid-steers are becoming leaders 
among todays most highly-used landscape equipment, as the skid-steers versatil-
ity and productivity appeal to businesses looking to diversify their fleets or make 
better use of their time and man power. There are many ways to purchase a skid-
steer, from renting-to-own to leasing to financing to buying outright, and each 
option should be taken into account to ensure landscape contractors are making 
the right decision for their businesses. 

"Every business situation is unique, and contractors should explore all of the 
purchasing options available to them before making a choice," says Barb Hockey, 
Caterpillar Financial Services Manager for the Midwest region, Nashville, Tenn. 

REASONS TO RENT. When investing in a skid-steer, many contractors worry 
about cash flow. Newer companies usually don't have the financial flexibility that 

continued on page 102, sidebar on page lOO 
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Drive Your 60 Ton 
Vehicle on 

AlturnaMATS 
America's Toughest Ground Mats 

Eliminating expensive ground restoration costs 
is why leading contractors specify AlturnaMATS. 

Simply lay these rugged 1/2" polyethylene ground 
protection mats end-to-end and you have an instant 
roadway or working platform...and you'll never get 
stuck again. AlturnaMATS handle 60 ton vehicles 

with ease. Available in sizes ranging to 4' x 8'. 
The good news, they eliminate soggy, splintered, 

warped, short-lived plywood. 
Plywood's out. AlturnaMATS are in! 

Call for more information: 

888-544-6287 

P.O. Box 344 • Titusville, PA 16354 
sales@alturnamats.com 

www.alturnamats.com 
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construction equipment 

uvin asics 
B eing aware of the four main methods of purchasing a skid-steer 

can help you decide which one is right for your business. 

RENT-TO-OWN: Renting-to-own allows contractors to enjoy the pro-
ductivity of a skid-steer without parting with a large amount of money 
at one time. A portion of the monthly payment goes toward owner-
ship of the machine, which the contractor can purchase at the end of 
the rental duration. These contracts are usually made through equip-
ment dealerships or rental houses. According to Lawn & Landscape 
research, 18 percent of contractors rent skid-steers on an as-needed 
basis and 36 percent choose the rent-to-own option. 

LEASE: Leasing is an option similar to renting; however, contractors 
must agree to conditions for the use of the machine upon signing 
the lease. If the initial conditions are not met, additional charges 
could be added to compensate. Leasing provides some advantages 
not offered by other f inancing options, such as the opportunity to use 
the latest equipment while making payments based on a company's 
cash f low needs. It's also great for companies that don't have a daily 
use for the machine. At the end of a lease, contractors can purchase 
or return the equipment or extend the lease. Only 4 percent of con-
tractors say they lease to return skid-steers. 

BUY OUTRIGHT: This is when 100 percent of the purchase cost is 
paid upfront. While this eliminates the accruement of interest, invest-
ing such a significant amount of money at one t ime can negatively 
impact a company's ability to meet its ongoing business needs and 
pay for other necessities. Companies who buy equipment outright 
- 1 4 percent, according to the research - are those that have a critical 
need for the machine and are in the financial position to do so. 

FINANCE: Financing is used by 29 percent of contractors, accord-
ing to our survey. Most often, companies take out an installment loan 
through an equipment manufacturer 's f inance company or bank 
and make monthly payments based on the company's cash flow. By 
f inancing through a manufacturer, contractors can take advantage of 
support options, such as flexible equipment loans, parts and service 
credit card accounts and "skip payments." 

mailto:sales@alturnamats.com
http://www.alturnamats.com
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w w w . J o h n D e e r e . c o m / n a r r o w m i n d e d 

USE READER SERVICE # 46 

http://www.JohnDeere.com/narrowminded


construction equipment 

Renting a skid-steer or renting 
with an option to buy is ideal for 
landscaping companies that don't have 
a regular use for the machine, Hockey 
says. "In general, if the customer's 
need is for less than 24 months, a 
short-term rental or rental-with-
purchase option might be the best 
choice," she adds. 

Also, contractors should be sure 
to match the renting terms to the 
expected usage requirements so 
they can avoid owing more than the 
equipment's value at the end of the 
usage term, and also to avoid being 
stuck using out-of-date machinery. 

"Matching the terms of the rental 
agreement to the expected use is very 
important for landscape contractors in 
order to maximize revenue and cash 

established companies have, so rent-
ing-to-own is an option that allows 
them to gain the productivity of a 
skid-steer without parting with a large 
amount of money all at one time. 
With a portion of the money going 
toward ownership of the machine, 
the company will have something to 
show for their investment at the end 
of the rental. According to Troy Price, 
vice president of financial services for 
Case/New Holland, Racine, Wis., 
renting-to-own is a common way to 
purchase a skid-steer, followed closely 
by leasing. Most rentals are conducted 
through equipment dealerships or 
rental houses. 

Jeff Rak, president of Land 
Creations Landscaping based in 
Columbia Station, Ohio, acquired 
his company's first skid-steer 12 years 
ago from a rent-to-own company. 
Through this method, 80 percent of 
the money paid during the six-month 
rental period went toward the pur-
chase of the skid-steer. If at any time 
during the rental Rak thought the 
skid-steer was not the right machine 
for his company, he could simply 
return the skid-steer and payments 
would cease. "The rental-toward-
ownership option was easy because we 

didn't have that drastic commitment," 
Rak says. "We had the ability to test 
out the machine and make sure it was 
right for us." 

Rak recently purchased a mini-
excavator also through the rent-to-
own option. Now a more established 
company with better cash flow, Rak 
had set a goal that as soon as his 
company had enough money set aside 
to compensate for an entire year of 
rental payments, they would go ahead 
and officially purchase the machine. 
"Once we hit that goal we knew we 
couldn't justify making payments 
on it for the rest of the year," Rak 
explains. "If you have the income 
available, you might as well purchase 
it instead of renting and save money 
on interest." 

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

can offer you, contact: 

U.S. Lawns 
4407 Vineland Road 

Suite D-15 • Orlando, FL 32811 
Toll Free: 1-800-USLAWNS 

Phone:(407)246-1630 • • • • • 
Fax (407) 246-1623 • Superior Financial Management • Protected Territories • Corporate Purchasing Power 

Email: info@uslawns.com * Low Capital Investment • Ongoing Support • Sales & Marketing Guidance 
Website: www.uslawns.com • Financial Assistance 
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a U.S. LAWNS 
NO ONE KNOWS 1 » LANDSCAPE MAINTENANCE INDUSTRY UKE VUE DO. 

Planning to start a landscape maintenance company? Already In 
the landscape maintenance industry? Then let U.S. Lawns show 
you how to start or convert your business and grow with the 
leader in the commercial landscape maintenance industry. 

Our four ideals Trust Quality Service ind Value 
"No Job is Too Big or Too Small" philosophy, make U. S. Lawns 
a "cut above" the rest. 
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Isuzu NPR HD Crew Cab 
with 19* Dovetail Landscaper Body 

190 HP Diesel Engine, Automatic Transmission, 14,500 lb. GVWR, 
Exhaust Brake, AM/FM CD Player, A/C, P/S, Power Windows & Locks, Floor Mat, 

Tilt Wheel (Other Options And G V W Ratings Available) 

Isuzu NPR with 17 Dovetail Landscaper Body 
300 HP Gas or 190 HP Diesel Engine, Automatic Transmission, 

12,000 lb. or 14,500 lb. GVWR, Exhaust Brake Diesel Only), 
AM/FM CD Player, A C , P/S, Power Windows & Lodes, Floor Mat, Tilt Wheel, 

(Other Options And G V W Ratings Available) 

Isuzu NPR HD with 1 7 Dump Body 
300 HP Gas Engine, Automatic Transmission, 14,500 lb. GVWR, 19.5 Tires, 
AM/FM CD Player, A C , P/5, Power Windows & Locks, Floor Mat, Tift Wheel, 
Tow Pockoge & Brake Control, (Other O p f o n s A j d G V W Ratings Available) 

Isuzu NPR with 18' Enclosed Landscape Body 
300 HP Gas Engine, Automatic Transmission, 12,000 lb. GVWR, 

AM/FM CD Player, A C , P/S, Power Windows & Locks, Floor Mat, Tilt Wheel, 
Split Dovetail Ramp, Side Door, (Other Options And G V W Ratings Available) 

Less T h o n 

/Vünvtes-

TWO TRUCKS IN ONE, 
7 4 ' Dump Truck with 

5' Removable Dovetail! 

Isuzu NPR HD with 1 7 Revolution Body 
300 HP Gas Engine, Automatic Transmission, 14,500 lb. GVWR, 19.5 Tires, 
AM/FM CD Player, A C , P/S, Power Windows & Locks, Floor Mat, Tilt Wheel, 

Eledric Hoist, (Other Options And G V W Ratings Available) 
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construction equipment 

flow," says Mark Almeter, vice 
president and regional manager of 
CitiCapital, the financing provider 
for Bobcat, West Fargo, N.D. 
"Downtime of older equipment 
means lost revenue, and renting 
over a longer term forces contrac-
tors to use equipment beyond its 
prime." 

LOOKING AT LEASING. Leasing 
is an option similar to renting; how-
ever, landscape contractors should be 
aware of some important difFerences. 
Contractors who lease skid-steers 
must agree to conditions for the use 
of the machine, annual hours of use 
permitted and what condition the 
machine must be in when the lease is 
up and the machine is returned. 

According to Larry Self, senior di-
rector of leasing, Case/New Holland, 
Racine, Wis., conditions of equip-
ment leases can vary widely, from 
12 to 60 months, and from 300 to 
1,200 hours per year. If a lease's initial 

Photo: John Deere 

specifications are not met, additional 
charges and fees could be added to 
bring the machine into proper condi-
tion. Most manufacturers agree that if 
contractors work closely with the man-
ufacturer, extra fees should be kept to 
a minimum. "When leasing, payments 
are usually custom-designed to match 
the customer's budget," Self explains. 
"By structuring the lease around the 
customer's cash flow, penalties and fees 
are minimized." 

According to Price, leasing provides 
some advantages not offered by other 

financing options, par-
ticularly for businesses 
that do not want more 
assets on their books. 
For example, leas-
ing requires no down 
payment and minimal 
fees upfront. Leas-
ing also provides the 
opportunity to use the 
latest equipment while 

making comparatively low payments, 
the ability to customize your payment 
schedule based on the cash flow needs 
of your business and, in some cases, 
tax deductions. Because leased ma-
chines aren't the property of the lessee, 
expenses related to equipment use are 
considered operating expenses and are 
100 percent tax-deductible. Contrac-
tors should consult their tax advisors 
for advice on this topic. 

Like the rent-to-own option, 
lessees have the option to purchase 
the equipment at the end of a lease, 
or they can return the machine to 

. Growing YOUR Business 

s U -

, y » 

is OUR Business ADVANCED 

Advanced Nurseries is a commercial wholesale nursery. We 
intend to help you grow your business it's as simple as that! 

p f ^ We have been in the nursery industry in the Southeast over 
* the last 16 years and understand the entrepreneurial spirit 

of our customers. 
^ ^ i 

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

CALL US TOLL-FREE 866-901-0970 
Headquarters - 755 Union Hill Road - Alpharetta, Georgia 30004 

Visit us online at www.advancednurseries.com 
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Huge Advantage 

Introducing Scotts Landscapes PRO " 
Now you can buy reliable, extended-release fertilizers that deliver balanced nutr i t ion for 

three to four months. Scotts Landscaper® PRO™ includes the fertilizer technology that made 

Scotts a world-leader and a household name, plus pest solutions and professional-grade 

spreaders that save t ime and labor. Combine products that excel in turf and landscapes wi th 

the Scotts name your customers already respect—now that's a huge advantage. 

i E & Landscaper PRO 
32-3-10 

Turf Fertilizer 
16-25-10 

Starter* brand 
Fertilizer 

STEP• MAX™ 
Micronutrients 

package 

Contact your Scotts Distributor, call 1-800-492-8255 or visit www.scottsprohort.com to learn more about Scotts Landscaper* PROT 

©2006 
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http://www.scottsprohort.com


construction equipment 

the manufacturer or extend the lease. 
"This flexibility allows contractors to 
better manage their expenditures and 
gives them the ability to keep newer 
equipment in their fleets, which may 
result in fewer maintenance expens-
es," says Bill Connolly, manager of 
product market development for John 
Deere Credit, Johnston, Iowa. 

Anthony Vitari, area manager for 
Yardmaster, Painesville, Ohio, says 
his company used its first skid-steer 
when it was founded about 25 years 
ago, and now owns six machines. In 
the past, Yardmaster leased skid-steers 
under two-year agreements. The com-
pany used the machines primarily for 
snow removal in the winter and for 

GE Money 

Drive off with more cash 

Bigger projects mean bigger profits. 
Financing programs give your customers greater spending power to complete the 
entire project. Best of all it's easy and you know you'll get paid fast and in full. 

"A recent sale using financing went from 
$12,000 to $17,000." 
Ernest Victor, Advanced Landscape Services 
Morristown, Tennessee 

Call 866-838-0654 to enroll today! 

imagination at work 

106 lawn & landscape 
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various jobs in the summer, but soon 
found their needs for the machine 
surpassed what the lease agreement 
permitted. 

"While leasing a skid-steer, we 
realized we had a need for it on a 
routine, daily basis," Vitari says. "After 
the two years was up and we had 
to give it back we always hoped we 
hadn't caused too much damage or 
gone over on our usage hours. Also, it 
was odd to put money into the skid-
steer and have nothing to show for it 
at the end," he says. 

Vitari says that leasing is a smart 
option for small businesses that don't 
have a daily use for the machine. But 
regardless of the situation, research-
ing the options prior to making a 
purchase is a must. "First make sure 
your company has a suitable backlog 
of work to justify owning a skid-
steer," he suggests. "Then research the 
available machines and attachments 
- really do some shopping around." 

ALL OR NOTHING. Purchasing a 
skid-steer outright can be a hassle-free 
method for companies in the finan-
cial position to do so, as 100 percent 
of the purchase cost is paid upfront, 
eliminating monthly payments. Also, 
paying the entire cost of the machine 
at once avoids the accruement of 
interest, which can be substantial if 
interest rates are high. However, this 
is not feasible or beneficial for all 
landscape companies. 

"The businesses that buy equip-
ment outright typically are the ones 
that have a strong need for equipment 
and, most importantly, the available 
cash," Price says. 

Kathy Krubert, manager of M.J.B. 
Services, Elkhorn, Wis., says her com-
pany bought its first skid-steer about 
15 years ago and now owns three, all 
of which were bought outright. "The 
owner of the company purchases all of 
our machines outright because he just 
doesn't prefer leasing them," Krubert 
says. "It's a personal preference about 
what works best for your business." 

A main downfall to cash pay-
ments, Connolly says, is investing 
such a significant amount of money 
can impact a company's ability to 
meet its ongoing business needs 
and pay for necessities such as fuel, 
machine maintenance and parts, 
employee wages and other operational 
expenses. "While using cash will 
not create a long-term liability on 
a contractor's balance sheet, it may 

http://www.lawnandlandscape.com


More Software Tools # 
Hardware: 

Check Reader -
automatically reads 
your customer's 
checks for quick 
receivables. 

CLIP Connect - Use your 
Nextel or other phone for 
live, real-time route sheets. 
See what customer is 
being serviced. 

a / P T r a k -
Instantly 
know where 
your trucks 
are, then have 
this data automatically 
download into CLIPm GPS. 

Erouter - go paperless 
and send your crews out 
with Palms that have the 
day's work on them. 

Bill on website - your customers 
can view their bills on the web. 

Bar Code Scanner - print bar coded 
sheets for the crews and scan as 
they get to each property. 

Software Links: 
Links with MapPoint - automatically 
route all your customers on the 
map. 

Links with Microsoft Word and 
Excel - Make estimates and letters 
inside the customer's file. 

Link with Scanner - Save the 
signed contract right inside the 
customer file. 

Language 
Translation -
Route Sheets 
notes print in 
Spanish and 
Portuguese. 

SP 

Links with Microsoft Outlook -
Send email to customers from 
within the CLIP program. 

Links with QuickBooks Pro -
Send all billing data directly to 
QuickBooks. 

CLIP Software: 

•Bi l l from CLIP or QuickBooks. 
• Up to 15 ways to schedule jobs. 
• Store photos in customer record. 
• Contact Management System. 
• Do billing in minutes not hours. 
• Employee Tracking. 
• Chemical Tracking. 
• Landscape/construction 

estimating and tracking. 

What does all this mean for 
you? You can spend less time in 
the office doing paperwork and 
more time running the company. 

CLIP has been around for over 
20 years. There is a reason why 
2 BILLION dollars are run 
through CL/Peach year. 



construction equipment 

reduce the cash available to invest in 
other, more profitable, areas of the 
business," Connolly explains. 

FINANCING FIGURES. T h e last, and 
perhaps the most traditional, method 
of purchasing a skid-steer is financ-
ing. The terms of acquiring a machine 
this way will vary depending on the 
strength of the contractor's credit and 
the financing company they work 
with. Often times, manufacturing 
company representatives work with 
contractors to help them determine 
which option best matches their 
needs. Financing options require a 
down payment as a starting point and 
then monthly payments from there. 

"Most people don't have the 
ability to write a check for a piece of 
construction equipment and choose 
to finance it through some type of in-
stallment loan financed by the equip-
ment manufacturer's finance company 
or by a local bank," Connolly says. 

The opportunity to build equity 

is one benefit of financing, and the 
shorter the term of the installment 
loan and the more money put toward 
each monthly payment, the quicker 
the company can built it. Equity helps 
improve a company's credit and can 
also be used as a down payment on 
future equipment purchases. 

"Once the equipment is acquired, 
the contractor has the benefit of mak-
ing monthly payments that generally 
better match cash flow while also 
building equity in the machine," 
Connolly explains. 

By financing a skid-steer through a 
manufacturer, contractors can take ad-
vantage of the types of support offered 
to them, such as flexible equipment 
loans and protection plans, parts and 
service credit card accounts, a range 
of equipment insurance products and 
the flexibility of "skip payments." The 
skip payment feature was created to 
accommodate periods of slower cash 
flow due to the seasonal nature of 
the landscaping industry. "Selecting 

the financing method that's right for 
your business can mean the difference 
between succeeding or failing as a 
business," Price says. 

Rak's company purchased a skid-
steer through a manufacturer's financ-
ing department and took advantage 
of the support offered to him. He was 
able to communicate his company's 
needs and financial situation before 
making a final purchase. "They really 
seemed to understand our situation," 
he says. "They know that we are a 
seasonal business and they're flexible 
and creative with the ways they can 
serve us." 

According to Rak, another perk 
of working through a manufacturing 
company was the ability to demon-
strate numerous machines to find the 
one that worked best for him. "Once 
we tried out different machines and 
really figured out why we wanted a 
skid-steer, we realized that we have a 
use for it every day," he explains. "The 
machine is really paying for itself." • 

2007 Isuzu 14500 GVW 
w/dump bed starting at 
$31,800 

2006 Isuzu 14500 GVW 18' 
flatbed w/liftgate $28,500 

2007 Isuzu w/18' landscape 
bed starting at $28,730 

Vanscaper Enclosed Body 1997 GMC Gas/Auto 
w/new 16' bed $13,900 

WE CAN DELIVER! 
www.midwest-trucks.com 

isuzim-ruck Midwest Isuzu Truck • Olathe, KS 
1-866-910-9297 
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Truck Sales • Service 

Parts * Body Shop 

I S U Z U 
TRUCK 
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Its nice to know that help is never far away. Especially when it comes to controlling 

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

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

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

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

which gives you the support and resources you need to get 

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

It's Science. It's support. It's peace of mind. 

peace of mind. 

Average based on university science and field trials. 
Bayer Environmental Science, a business group of Bayer CropScience 2 T.W. Alexander Drive, Research Triangle Park. NC 27709. Merit is a registered / T \ g a y e r Environmental Science 
trademark and Backed by Bayer is a trademark of Bayer AG. Always read and follow label directions carefully. © 2006 Bayer CropScience V L / 
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A lO-point program ensures this service runs smoothly. 

a Irrigation systems are lifetime investments if they're installed and maintained 
properly," says Lynn Francis, sprinkler service manager, for Olympic Land-
scape & Irrigation Co., Fife, Wash. "Just like cars - you have to maintain 
them." 

It's with that mind-set that the crews at Olympic start up irrigation sys-
tems in March. Five to six fully stocked sprinkler vans with two-men per truck 
perform 600-plus irrigation start-ups over the course of eight to 10 weeks. 

To ensure accuracy and customer satisfaction, the crews use a 10-point 
process and also look at the big picture, making recommendations for system 
upgrades. 

"First of all, our purpose is to have each client's system operating at its best 
potential," Francis explains. "So we begin by employing our standards of obser-
vation - we always use a scanning eye." 

A surface-level screening may seem like an obvious part of the process, but 
it's one thing a lot of contractors neglect to do when visiting their clients in the 
spring, says Kim Growcock, an irrigation foreman for Erickson Landscaping, 
Salt Lake City. "We start out trying to see if anything obvious happened in the 
area," he explains, noting his firm primarily conducts irrigation start-ups for 
commercial clients. If there's been any new construction on the property, that's 
one clue that the system may have experienced some damage, like head wear 
and/or fence posts pounded through the pipe, he says. 

After technicians scan the area for any potential problems, they begin the 

I • 
1 
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irrigation 

s a m p l e s t a r t - u p c h e c k l i s t 

Irrigation technicians at Olympic Landscape & 

Irrigation Co., Fife, Wash., benefit from using a 

spring start-up checklist that's printed on the 

back of every work order. Use the 10 points to the 

right, courtesy of Olympic, to create a similar 

form of your own. 

For more information 
log onto w w w . D I G c o r p . c o m 
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partners with the 

To Make Billing 
Even Easier!! 

• Get Paid Faster 
• Save Time & Effort 
• Bills Go Out On Time 
• Eliminate Bill ing Headaches 
GRA$$ Landscaper billing automates your 
Landscaping and Lawn Maintenance billing 

with a handheld terminal. It also enables you 
to manage all of your accounts online. 

Request a free sample bill 
and brochure by calling: 

800-464-6239 
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It All Comes 
Down to This. 

The PGP* Keeps More Grass 
Green Than Any Other Rotor 

Don't settle for second best when you can have the sprinkler by which everything 
else is measured. With exceptional design, impressive performance, and superior 
water distribution from precision-engineered nozzles, PGP is simply unequaled for 
reliability, durability, or versatility. It's also unequaled in value. No wonder PGP re-
mains the professional's choice. 

Hmiter 
The Irrigation Innovators 

www.Hunterlndustries.com 
USE READER SERVICE # 102 
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start-up process. Francis's crews follow 
a strict 10-point checklist, which is 
printed onto the backside of each 
irrigation start-up work order. "When 
the form prints, it prints all of the 
residences information on the front 
and the checklist on the back," Fran-
cis says. "They have it with them on 
every single job - even the veterans." 

(For a sample of the checklist, see 
"Sample Start-up Checklist" on page 
112.) 

Although Olympics irrigation 
start-up customers are 90 percent 
residential, this checklist works for 
commercial, too, Francis says. "Com-
mercial isn't a whole lot different," he 
says. "Just more zones, bigger pipes 

r i g * 

A revolutionary new design 
with removable, 

.composite housing. 

wc 
zr-d/-

EASY! 
NEVER BEFORE HAS A 

BACKFLOW PREVENTER BEEN SO EASY! 

• TO FIT IN A VALVE BOX 
• TO SERVICE 

• TO WINTERIZE 

and maybe a little more time." 
The first of the 10 steps is to close 

any drains, hose bibs, bleeder valves 
and tighten solenoids on valves. "It's 
almost a reversal of what we've done 
in the fall," Francis says. 

Next, they prepare the backflow 
device, closing test ports and opening 
ball valves. Step No. 3 is to charge the 
mainline - introducing water to the 
system slowly. 

Steps four through six involve 
accessing the controller, testing the 
9-volt battery (replacing if necessary) 
and checking fuses and programming 
the controller. 

For checklist item No. 7, the tech-
nicians turn on zone one. If nothing 
happens, they check the rain switch or 
bypass switch on the controller to see 
if that's the problem. 

Step eight: Go through each zone 
and flag problem areas. "We flag the 
breaks, crooked heads, heads that 
need to be raised or lowered and any 
bad nozzles," Francis says. Also, crews 
use utility knives to cut grass from 
around the heads and check for ap-
propriate coverage. 

The ninth item on the checklist 
is to make any necessary repairs or 
adjustments and recheck coverage. 
Finally, step 10 is to place the control-
ler in the proper on/off position, 
which is dictated by the homeowners 
wants and what time of the season the 
process is being conducted. 

The key to irrigation service is an 
attention to detail, Francis says, ex-
plaining that accuracy is the check-
list's main purpose. "I've told my 
guys that if you do something, I don't 
want to get a call from a customer 
saying 'This head isn't popping up,'" 
he says. "The biggest thing is having 
attention to detail." Assuming that 
all a customer wants is for the system 
to be turned on with "no breaks" is 
inadequate service, Francis says. "'No 
breaks' can be a real easy mind-set 
to fall into when you have a lot of 
customers screaming to get their sys-
tems done. Our attitude is to be very 
thorough. If there are problems, you 
bring them up to the customer." 

Olympic has the opportunity to 
improve systems this way because it 
services a lot of "as built" systems, 
which were not necessarily installed 
to Olympic s standards. But it doesn't 
have to stay that way. "We make sug-
gestions to save water and make the 
system more effective," Francis says. 

Wilkins new small Backflow Pre-
venters are revolutionary. The new 
350 Double Check Assembly along 
with the 375 Reduced Pressure Prin-
ciple Assembly, feature unsurpassed 
servicibility and performance in a 
smaller, shorter package. 

Designed to provide top access 
to test cocks, shutoff valves and the 
check assembly, winterizing, clean-
ing and repair are a snap. 

By removing the entire composite 
housing between the shutoff valves, 
you're able to reduce the time it nor-
mally takes. 

And, with a shorter lay length, as-
semblies are easier to fit in smaller 
valve boxes. 

The new 350 and 375 assemblies 
are available in 3/4" and 1" sizes. 

Check www.zurn.com for more detailed information. 

1747 Commerce Way, Paso Robles, CA 93446 
Customer Service Representatives available Mon. - Fri. 7 am to 5 pm PST. 

Call 805-238-7100 or 805-226-6297 
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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: 

• An improved proprietary surfactant package that enhances penetration and uptake 
into the plant for quicker results 

• pH buffering that makes more active available, ensuring complete weed kill and long-
lastingcontrol 

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

Contact a Nufarm representative or your local distributor for more information: 
800-345-3330 • www.turf.us.nuferm.com 
™ Escalade is a trademark of Nufarm Americas Inc. Always read and follow complete label instructions. 

Nufarm 
Turf & Specialty 

Home of Riverdale Brands 
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"But I don't like to do a whole lot 
without talking to the customer and 
making sure they approve." 

One helpful tip he offers is to al-
low customers to set "not to exceed" 
limits on routine irrigation services 
like start-ups and winterization. "A lot 
of our customers will say, 'If it's going 
to be more than $150, let us know,"' 
Francis says. 

Between $100 and $150 is the 
price range for a typical residential 
start-up, contractors say. Kevin Ash, 
president of Blue Sky Landscaping, 
Puyallup, Wash., says a six- to eight-
zone job in this price range would take 
one to one and a half hours to start up. 

To maintain profitability, Blue Sky 
prices by groups of zones, for which 
the company has predetermined pro-
duction rates. Accurate estimating and 
pricing are two of the biggest chal-
lenges when contractors begin spring 
start-ups, Ash says. "It can be difficult 
to determine production rates when 
it's new," he says. 

O u r attitude is to be 

very thorough. If there 

are problems, you bring 

them up to the customer. 

W e make suggestions to 

save water and make the 

system more effective. 

- Lynn Francis 

Charging by the hour is one thing 
that can help contractors ensure 
profitability. Olympic, for example, 
charges $74 for the first hour and $66 
per hour after that for a start-up. Gen-
erally, the company charges two times 
its cost for materials. Shutdowns, 
which take 15 to 20 minutes, cost 
$62. These rates are for customers 
who have a sprinkler service mainte-

nance agreement with Olympic. This 
"contract" does not hold customers to 
any term, but ensures priority sched-
uling, slightly discounted pricing and 
no need to call in for an appointment. 
"They don't have to call us in the fall 
or the spring," Francis says. "We go 
ahead and take care of it for them 
because they're on our contract list." 

With its 10-point program and 
contract format, Olympic is doing 
something right. It added 100 new 
irrigation maintenance customers in 
the last year and hopes to add an ad-
ditional service van this spring. 

"Servicing is important for the 
main purpose of keeping the system 
operating at its best potential," Fran-
cis says. "It's very important to the 
customers' interest and it's also just as 
important for our business. We're out 
there charging for it and at the same 
time we've got sprinkler vans driving 
around. Customers say, 'Oh, Olym-
pic, I see them a lot.'" • 

sidebar on pages 118 and 120 

[ T H Walla Walla 
^ A I Sprinkler Company A subsidiary of Nelson Irrigation Corporation Walla Walla, Washington, U.S.A. Tel: +1 509-525-7660 
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2006 The Tori Company 

The Toro Dingo compact utility loader 
helps you do more work in less time. 

With more than 35 attachments that can be changed in seconds, manual 

labor and equipment costs aren't the only things it saves. The light footprint of 

Toro's wheeled and tracked models minimizes damage to existing landscapes. 

Call I-8OO-DIG-TORO for a demonstration, or visit toro.com/dingo. 

USE READER SERVICE # 102 

TORO Count on it. 



irrigation 

- i Q & A : d r ip i r r i g a t i o n s t a r t - u p s 

Breaks, clogs and other problems are more difficult to detect on drip irrigation systems than spray 
systems because they don't result in easy-to-spot symptoms like geysers or lack of head pressure. To 

understand drip irrigation start-up best practices, Lawn & Landscape turned to Vista, Calif.-based DIG Corp.'s 
Customer/Technical Service Supervisor Stuart Spaulding, who is a certified landscape irrigation auditor. 

Q: What steps should contractors take when starting up drip systems in the spring? 
A: 1. Check all filters for foreign matter and clean them if necessary. It is a good idea to remove the 

screen or disc element from the filter body and give it a thorough visual inspection. It may not have 
been checked or cleaned at the end of the season last year, and/or some foreign material may not 
have been flushed out through the flush outlet. This material collects on the inside of screen 
elements, and on the outside of disc sets. If the screens or discs are damaged, they should be 
replaced. A filter of 155 mesh or finer is necessary on every drip system to prevent the small fittings 
and orifices from clogging. 

2. Open up the line ends or flush caps at the ends of the Vfe-inch poly tubing one at a time and open 
the system valve and flush out the laterals for several minutes or until the water appears clear and 
clean. Drip/low-volume systems operate at lower pressures and water velocities than conventional 
sprinkler systems and need periodic flushing to keep the laterals clean and free of sediment and 
algae, etc. After the flushing turn off the system valve and check the line 
ends to verify that the valves close completely. 

sidebar continued on page 120 

Ra/N^B/RD sale 
5004-PC 

4"Pop-Up Turf Rotor 

Install Confidence; 
Install Rain Bird. 18044POPUP SprayHead 

SPRAY HEADS 
1 8 0 4 b o d y $ 1 . 2 5 
1 8 0 6 b o d y $ 4 . 7 5 
1 8 1 2 b o d y $ 6 . 7 5 
S t d . N o z z l e s . . . . $ . 90 

l ^ A d j . N o z z l e s . . . . $ .95 , 

BUY THE BOX 

NEW 
LOWER PRICE 

MTI 

THE INDUSTRY LEADER 
IN POP-UP SPRAYS 

-YOUR BEST SOURCE FOR RAIM^BIRD 

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

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

A S K ABOUT 
QUANTITY 

(Q873) PRICING 

Call Now & Save 

www. SPRINKLERS4 LESS COM 
USE READER SERVICE # 84 
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R a i n ^ B i r d 
O 2006 Rain Bird Corporation 

www.rainbird.com 

USE READER SERVICE # 102 
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Q & A : dr ip i rr igat ion start -ups 

sidebar continued from page 118 

3. After flushing the laterals, close the ends and open the system 
valve and walk the entire system, checking for clogged emitters, 
leaking fittings, breaks or cuts in tubing, broken or clogged micro 
sprinklers, detached micro-tubing, etc. Make necessary repairs 
and let the system run for at least 10 minutes, which will give 
enough time for sub-surface problems to become visible. As the 
landscape matures, in some situations it may be beneficial to add 
more emitters or micro sprinklers. 

4. Make sure the controller is turned on, programmed correctly 
and operates the solenoid valves, and verify that there are no 
leaks on the head assembly. 

Q: What are some of the most commonly missed steps to starting 
up drip systems? 

A: Not checking and cleaning filters, not flushing the laterals and 
not doing a thorough check of all the emission devices 

stakes, Teflon tape, 1/2- and Winch 
couplings, trenching shovel, channel 
locks, extra tubing and a pressure 
gauge. 

Q: Do you have any other tips for 
contractors starting up drip systems? 

A: Drip systems take longer to check 
than spray systems, so allow enough 
time to be thorough. If hydraulic issues 
exist, check the system's dynamic 
pressure by installing a pressure gauge 
at the end of the line and opening the 
system valve. Sometimes a pressure 
regulator is not installed but should be, 
or the installed pressure regulator 
may be malfunctioning. 

Q: What equipment should a contractor have on hand? 
A: A good high-quality punch, goof plugs, replacement emitters, 

For more information on irrigation topics, visit www. 
Iawnandlandscape.com and search "irrigation." 

TURBO TURF 
HYDRO SEEDING SYSTEMS 

Call us for a FREE video & info pack! 

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

800-822-3437 www. Turbo Turf, com 

USE READER SERVICE # 86 USE READER SERVICE # 87 
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I 

WE UNDERSTAND IF THE OTHER GUYS CAN'T KEEP UP 

NOT EVERYONE IS UP TO THE CHALLENGE 

While other manufacturers have gone to a 4-Cyde Hybrid, 
RedMax has stayed with the superior performance of 2-Cyde 
engines. RedMax Strato-Charged™ engine technology delivers 
performance, durability and reliability in an economical, 
lightweight package. 

Our Home Series line of products include features that until now, 
only came on Pro models. Our new GZ400 Home Series chainsaw 
features our cutting edge Strato-Charged engine and gives the 
home user professional performance on a budget. 

To find your nearest RedMax dealer please visit wwwjedmax.com 
or call 800-291-8251. 

RedMax, made for the pros, by the pros. 

e 
M o d e l : GZ400 
W e i g h t : 9.6 lbs. 
E n g i n e S i z e : 40.1 cc 
H o r s e p o w e r : 2.4 
Bar L e n g t h : 18" 
O i l i n g S y s t e m : Automatic 
F u e l C a p a c i t y : 10.5 fl. Oz. 
Oil C a p a c i t y : 7.1 fl. Oz. 
S p e c i a l F e a t u r e s : 1100 Laval Blvd., Suite 110, LawrencevilleGA, 30048 
Strato-ChargedTM Engine, Anti-Kick Tip P: 800-291-8251 F: 770-381-5150 www.redmax.com 

USE READER SERVICE # 88 

RedMaif 

http://www.redmax.com
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Acclaim LED Color-Changing 
Luminaire ^ 

• Features three I -watt LEDS 
• Produces red, green and blue light 
• Features a protection rating of IP 65 
• Can withstand dust and rain 
• Weighs 2.6 pounds 
• Acclaim Lighting - 866/245-6726, 

www.acclaimlighting.com 
Circle 2 0 0 on reader service card 

B-K Lighting Nite Star 

• For use with MR 16 lamps up to 50 watts 
• Tamper-resistant design 
• Features a factory-sealed, clear, tempered glass lens 
• Includes stainless steel hardware 
• For use with remote transformers 
• B-K Lighting - 559/438-5800, www.bklighting.com 
Circle 201 on reader service card 

Cascade Lighting Fixtures 

• Wholesale full-line stocking distributor of outdoor 
and landscape lighting 

• Carries most popular fixtures and accessories 
produced by major landscape lighting manufacturers 

• Can ship material the same day for last minute 
customer requests 

• Cascade Lighting - 800/758-6359, 
www.cascadelighting.com 

Circle 2 0 3 on reader service card 

Lighting Inc. 

ALLSCAPE 2006 
Catalog on CD 

• Interactive, full-line catalog on CD-ROM 
• Provides a comprehensive overview of 

ALLSCAPE 
• Users can access product and 

specification information by selecting an 
icon that represents a product category 

• Categories include specified landscape, 
step light, low level, flood light, building 
mount, architectural and area lighting 

• Allows access of the company's 3dOP 
software program at no extra charge 

• ALLSCAPE - 800-854-8277, 
www.alllighting.com 

Circle 2 0 2 on reader service card 

122 lawn & landscape february 2 0 0 7 www.lawnandlandscape.com 

http://www.acclaimlighting.com
http://www.bklighting.com
http://www.cascadelighting.com
http://www.alllighting.com


l a l i f o r m a Landscape Contractors 
Association Proudly Presents 

r y 

Kè 

i o n s o L U I I o n s — 

it www.c lca .us / l i s 
1 info available on-line 

^L. LOS RIHO 
n c o n v e n t 

los R n q e l e s 
c o n v e n t i o n c e n t e r 

¿ s a « 

A d m i s s i o n is FREE w i t h p r e - r e g i s t r a t i o n b y F e b r u a r y 15 , 2 0 0 7 . 
O n - s i t e r e g i s t r a t i o n : $ 5 . 

Name: 

Title: 

Company: 

O Current member of CLCA? 

Address: 

City: 

Phone:_ 

email: 

Y o u r p o s i t i o n : 
A O Owner, Executive, Manager or Buyer 
B O Employee, Spouse/Dependent of Buyer 
C O Landscape Installation Contractor 
D O Landscape Maintenance Contractor 
E O Government Employee 
F O Educator or Student 
G O Landscape or Irrigation Supplier 
H O Landscape Architect or Consultant 
J O Press 

H o w d i d y o u h e a r a b o u t the s h o w ? 
K O Magazine P O Word of mouth 
L O Direct mail Q O Internet 

S e n d m e i n f o r m a t i o n r e g a r d i n g : 
O Seminars O Exhibiting 

R e g i s t e r To W i n : U s e S o u r c e C o d e E3 

G e n e r a l I n f o r m a t i o n : (916) 830-2780 or www.clca.us/lis 

Please print in ink & entirely fill out this form. 
Submit your comple ted invi tat ion in one of three ways : 

O n l i n e M a i l : 
www.clca.us/ l is Landscape Industry Show 

c/o Registration Control Systems 
F a x 2 3 6 8 Eastman Ave., Suite 11 
( 8 0 5 ) 6 5 4 - 1 6 7 6 Ventura, CA 9 3 0 0 3 

vm 

CLCAV 

pre-Register for your 

U S E R E A D E R S E R V I C E # 67 

http://www.clca.us/lis
http://www.clca.us/lis
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CAST Lighting 
Fixtures 

• Solid bronze and sand-cast fixtures 
• Includes toroidal transformers 
• Complete system accessories available 
• Hands-on training and marketing support 

also offered 
• CAST Lighting - 800/914-2278, 

www.cast-lighting.com 
Circle 2 0 4 on reader service card 

Dreamscape ^ 
Lighting NALU 

• Broad halogen or LED lighting 
• Features a cylindrical aperture 
• Provides lighting without glare or 

source identification 
• LED version meets standards for 

energy conservation 
• Dreamscape Lighting -

323/933-5760, 
www.dreamscapelighting.com 

Circle 2 0 5 on reader service card 

t 
Nite 

Tyme 

XT > 
K I C H L E R 

www.wholesalelandscapelighting.com 

Pro Series LV 
Junction 

We Stock Kichler Products! Des 
Call or visit our website to request I 

a new 2007 Pricing Guide. 

(513) 242-8963 C 

Designed By Contractors, For Contractors. 
For Safe, Easy and Fast Installation. 

O K I C H L E R I 
LANDSCAPE LIGHTING • 

U.S. Patent Pending 

USE READER SERVICE # 90 
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TurnAef Aerators Aerators 
Steerable TurnAers allow you to aerate like 
you mow 

Durable uni-body design keeps you running 

• 30% more productive 
• For larger areas, maximize productivity wi th 

Chariot add-on 

• Covered chain and belt reduce maintenance 
and chain problems 

• Solid steel axles and sealed bearings for 
increased longevity 

• Handlebar throttle for greater control 

Turfco-the Direct Answer 
for Turf Renovation 
At Turfco* Manufacturing, we're the only family-run 

company focused on the turf renovation market. In fact, 
we've been making turf renovation equipment for more than 

50 years. We are also the only company that sells direct to lawn 
care professionals like you. Because of our focus—and working 

directly with you—we offer the most innovative and serviceable products 
at the most affordable prices. 

From our full line of products and services to direct access to our people and 
resources—you get the Direct Advantage from the leader in turf renovation. 

Edge-R-Rite II LS-22 Overseeder KisCutter" Sod Cutter 

• The ultimate in 
edging versatility 

• Seeds over 30,000 
square feet per hour 

• Cutting sod has never 
been easier 

• Eliminate shovel work 
for edging installation 

1 1/2m blade spacing for 
maximum germination 

• Lower vibration reduces 
operator fatigue 

Ask fora FREE catalog. 



Howered by 

COREL 
visual impact imaging 

EARTHSCAPES 
Landscape Design Software 

All 
for one 

affordable 
price! 

Earthscapes includes: 
1) Photo imaging software 
2) Estimation software 
3) Site plan design software 
4) Plant care libraries 

) — ^ GPS Designer: 

• Marks your position wherever 
you go on a property 

• Automatically calculates 
IHftmrvl measurements 

» ^ W f f • Downloads to Earthscapes and 
J p S n ^ instantly draws your site plan 

F o r m o r e i n f o r m a t i o n cal l 1 - 3 3 0 - 6 6 5 - 9 0 8 0 
o r v is i t w w w . v i s u a l i m p a c t i m a g i n g . c o m 

Copyright 2005-2006 Visual Impact Imaging Inc. All rights reserved. 
The Corel and the Corel logo are registered trademarks of Corel Corporation 

and/or its subsidiaries in Canada, the US and/or other countries. 

Enlux LED F loodl ights 

• Drop-in replacement for incandescent floodlights 
• Available with both 120 and 220 volt options 
• Warm, neutral and cool color tones available 
• Four color tones available: red, green, blue and amber 
• Has a life of 50,000 hours 
• Enlux Lighting - 480/733-8065, www.enluxled.com 
Circle 2 0 6 on reader service card 

Focus Industr ies C o p p e r Bell 

Path Light F ixtures 

• Constructed of heavy-duty spun copper 
• Lamp is 18-watt, 1,200 hours average rating 
• Wired with a black 3-foot 18/2 zip cord from base of fixture 
• Features unfinished copper with optional acid treatments available 
• Focus Industries - 888/882-1350, www.focusindustries.com 
Circle 2 0 7 on reader service card 

¿¡J 
h i n 

Frog Lights LED 

M i n i Spot l ights 

• Feature a I -inch-diameter 
stainless-steel case 

• Waterproof 
• Suitable for walkways, 

walls, driveways, ponds, 
mulch and decks 

• Operating voltage of 12 Volts 
• Approximate life of 11 years 
• Frog Lights - 800/930-1670, www.frog-lights.com 
Circle 2 0 8 on reader service card 

USE READER SERVICE # 92 
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February 4 - March 31, 2007 

24 months @ 0% APR 
on any equipment purchase over $600!" 

shown with 
optional 
deflector kit 

A*1 • * u 

$ 
Jx i "V-

No payments until June 2007 on 
any purchase over $750!" 

To find the nearest LESCO Service Center® location, visit us at www.lesco.com 
and use our store locator or contact us at 800-321-5325. 
Offers listed are not valid with any sales covered by contract and/or bid pricing. Ail truckload orders will be direct shipped to your location. This special financing offer is 
available only on qualifying purchases made between February 4 and March 31, 2007. * Qualifying equipment purchasers) must be on one invoice and financed through 
Sheffield. ** Qualifying purchasers) must be on one invoice and paid for with your LESCO card. Double Eagle is a trademark and Z-Two and Prosecutor are registered 
trademarks of LESCO Technologies, LLC. Merit is a trademark of Bayer Corporation. Dimension and Mach 2 are trademarks of Dow AgroSciences. Professional Tiirf Products 

USE READER SERVICE # 46 
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ITT JUST f̂î Ĵ T EASIER TT̂ J 

DARE TO COMPARE! 

26hp Liquid-Cooled Kawasaki 

Payments a s low a s 

« r 

• I 

¡H 

[ • — [ • m i l 



¡27 MADE \ 
u i h l s a 

Model STC61V-23BV 

VlLLÎ. 

Payments, 

Model 
^Payment based on 8.8% Interest 
information subject to change. Pre 
subject to dealer participation. All 
approval. New equipment only. A> 
with rates dependent on credit rec< 
fees may be charged. Contact youi 

Note: 
:ials ai 
3 credi 
ified bi 
proce; 
>r detai USE READER SERVICE # 96 



• Features a copper finish as the standard option 
• Other colors are available 
• Includes a choice of 8-, 12-, or 18-inch risers 
• Measures 143A inches tall by VA inches wide 
• FX Luminaire - www.fxl.com 
Circle 2 0 9 on reader service card 

Hadco BL5016 Uplight 

More Than 11,000 Products 
& Parts ONLINE... Pest Jet Injection Gun 

• Accurate Hose 
End Injection 

Eliminates Tank 
Mixing For Spot 

Application 
$189.00 

Sprayers & Components 
• Complete Sprayer Systems 
• Build Your Own 

Sprayer Kits 
• Prices Available Online 

Sinai 1914 

www.rittenhouse.ca 
1 - 8 0 0 - 4 6 1 - 1 0 4 1 

The Creen Industry's Largest & 
Most Complete Shopping Website. 

Innovation & Service Since 1914 

USE READER SERVICE # 94 

Call Us First For All Your Spraying Equipment & Parts Needs! 

When you need 
hose, reels, guns, 

fittings, tanks, 
pumps, or repair 

kits, look no 
farther than 
Westheffer. 

Westheffer Co., Inc. 
8 0 0 - 3 6 2 - 3 1 1 0 

www.westheffer.com 

Shop Our 
eBay 
Store 

"sprayerparts* 
Today 

Fiberglass or Stainless Tanks 

Order your equipment early to beat the spring rush! 

OVER $2 MILLION IN INVENTORY 

WESTHEFFER PREMIUM SPRAY HOSE 

By a; g r e e n 
g a r d e 

• 300' or 400' Rolls 
• Attractive Mint^ 

Green Color 
• 600 psi 

3/8" ID $.50' 1/2" ID $.65' 

HANNAY HYPRO SOLO TEE JET 
HONDA GREEN GARDE TUFLEX UDOR 

USE READER SERVICE # 93 

• 12-volt light 
• Includes a 50-watt maximum 

MR 16 lamp 
• Made with die-cast marine-grade 

alloy aluminum 
• Features a 360-degree fully 

adjustable swivel arm 
• Includes a 10-degree angled lens for 

self-cleaning 
• Lamp retention clip attached 
• Available in five high-quality 

thermoset powder coat finishes 
• Hadco-717/359-7131, 

www.hadco.com 
Circle 2 1 0 on reader service card 

Hess SERA Light 
• Feature a 

contemporary, 
European design 

• Available in a range of 
pole and wall mounting 
options 

• Suited for any outdoor application, 
including commercial, institutional, 
light industrial and municipal 

• Can be tilted to 15 degrees in 
5-degree increments 

• Aluminum door latch fits flush to the 
luminaire housing to allow tool 
access to the optical compartment 

• Available in two sizes: a model with 
mounting heights of 15 to 20 feet 
and a model with mounting heights 
of 20 to 35 feet 

• HessAmerica - 864/487-3535, 
www.hessamerica.com 

Circle 211 on reader service card 
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* 

They say many 
hands make light work. 

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

hands goes for 
these days. 

— - - Cvf 
V<S 

% < 

Trademark of Dow AgroSoences LLC 
Always read and follow label directions 
A m dowagro.com/hirf 1-600-255-3726 

Saves on Labor Costs. Gallery 
Specialty Herbicide 

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

Fact is, hand-weeding can strangle your profits in no time. Maybe that's why so many nursery operators are opting for the proven, long-lasting 

weed control of Gallery* specialty herbicide. Gallery effectively controls 95 species of broadleaf weeds - including chickweed, spurge and oxalis - for up to 

eight months. And Gallery can be used on 440 field-grown and 230 container-grown ornamentals. Gallery can also be applied in an over-the-top application 

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



Dabmar FG132 Directional Spot Light 

• Fiberglass casing includes a hood 
• Includes clear, convex, heat-resistant tempered glass 
• Pre-wired with UL-listed direct burial wire/cable 
• Available in black or bronze 
• Dabmar - 805/604-9090, www.dabmar.com 
Circle 2 1 2 on reader service card 

Hinkley Architectural Bronze 
Path Lighting 

• Made of cast aluminum 
• No. 912, 12-watt, 

wedge-base bulb included 
• Features 180-degree light output 
• Measures 18 7/8 inches long by 

3 inches wide 
• Hinkley Lighting - 216/671 -3300, 

www.hinkleylighting.com 
Circle 2 1 3 on reader service card 

And we'd like 
to say thanks ^ 
for your continued ^ 
trust and confidence. 
Exclusive 24-hour turnaround, 
including most custom orders. 

Forward thinking lighting solutions. 

Customer service that's second to none. 

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

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

VISTA 
PROFESSIONAL 
OUTDOOR 
LIGHTING 

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

Kichler Hooded Adjustable 
Wide Flood Light 

• Features die-cast brass construction 
• Available in natural brass or 

bronzed brass finishes 
• Heat-resistant flat glass lens is fully 

sealed for outdoor usage 
• Adjustable hood protects from glare 
• Also available in die-cast aluminum in 

two powder-coat finishes 
• Kichler Lighting - 866/558-5706, 

www.kichler.com 
Circle 2 1 4 on reader service card 
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Great deals. Great dealers. 
Find one at GreatDaneMowers.com 

Super Surfer per 
as low as I U # mo: 
Priced at $5,999 (does not include sales tax or doc fee) 

52 inch deck with 7-gauge construction 
Stand-on platform for operator 
comfort and improved performance 
Excellent visibility for trimming 
Great hillside traction 
Adjustable control heights 

Model GSKW2352S or GSKH2352S 

Brutus $ 2 2 2 P " 
as low as mu. % ^ 
Priced at $7,999 (does not include sales tax or doc fee) J 

* 61 inch deck with 7-gauge construction 
(52 inch is pictured) 

»Improved longer life blade spindles 
»Full-suspension seat with retractable seat belt 
• Between-the-legs controls for easy on and off 
»ROPS is standard 

Model GBKW2561S or GBKH2761S 

Scamper Hydro $ 
as low as 
Pnced at $4,999 (does not include sales tax or doc fee) 

169 E Chariot 
as low as 
Priced at $5,999 (does not include sales tax or doc fee) 

Ì67E, 
•17 hp engine, 48 inch deck • 48 inch deck with 7-gauge construction 
•Twin hydro transaxle drive systems • Improved longer life blade spindles 
•Single hand operation • Between-the-legs controls for easy 
•Adjustable control heights on and off 

Model GLK1748S •ROPS is standard 

Model GCBV2348S 

ILLINOIS 

Barrington 
Mowerworks Ltd. 
847-842-8035 

Carol Stream 
Carol Stream 
Lawn & Power 
630-483-0888 

Palatine 
Halloran Power Equipment 
847-705-1984 

Peoria 
Midwest Equipment 
309-676-5855 

Rockford 
Nicholson Lawn & Garden 
815-963-5150 

INDIANA 

Bloomington 
J & S Locksmith 
812-332-4533 

Bremen 
Joe's Engine Shop 
574-546-4413 

Fishers 
The Mower Shop 
317-849-9500 

Franklin 
Jacobi 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 
Jacobi Sales & Service 
812-364-6141 

Sellersburg 
Jacobi Sales & Service 
812-246-6304 

Seymour 
Jacobi Sales & Service 
812-523-5050 

Valparaiso 
Burke's Lawn & Garden 
Equipment 
219-759-2688 

Wabash 
McKillip Equipment 
260-563-1149 

MASSACHUSETTS 

Harwich 
RPM Small Engine and 
Equipment Co. 
508-432-8161 

Norfolk 
Crowley's Power 
Equipment Inc. 
508-384-7775 

MICHIGAN 

Armada 
Van Paemel 
Equipment Co. Inc. 
586-784-5295 

Ionia 
Country Time Repair, LLC 
616-527-2537 

Maybee 
Sweeney Farms 
734-587-3340 

NEW HAMPSHIRE 

£. Hampstead 
ECL Rentals 
603-329-7532 

NEW JERSEY 

Neptune 
Neptune Mower Repair/ 
Accurate Mower 
732-988-4216 

Tuckahoe 
Cody's Power Equipment 
609-628-9816 

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 

WISCONSIN 

Kaukauna 
Freedom All Season 
Repair & Rental 
920-687-1756 

West Bend 
F & I Equipment 
262-338-1138 

DISTRIBUTORS 
ILLINOIS 

Batavia 
Engine Power Inc. 
800-457-7056 

INDIANA 

Palmyra 
Jacobi Sales & Service 
812-364-6141 

MASSACHUSETTS 

Franklin 
W.J. Connell Company 
800-444-1556 

GREAT DANI 
Saving 
you time: 

'Approved models for special financing: All Brutus. Chariot, Chariot LX and Super Surfer models. Excludes new Surfer model and Scamper models. Financing provided h i ^ 9 H E F F , C L D . This offer and all loans subject to credit application approval by 

Sheffield Financial LLC. 'EXAMPLE No down payment, 0% interest rate for 36 months, 0% APR subjectto increase after closing, S5999 purchase price, first of 36 consecutive monthly payments of $167 begins 30 days after the loan is finalized, nEXAMPLE: 

No down payment, 0% interest rate for 3 months. 11.04% APR subject to increase after closing, $4,999 financed, 36 consecutive monthly payments of $169 begins 4 months after loan is finalized. Offer subject to change or cancellation without notice. A 

$125documentation fee may be charged. Offer good for a limited time only. Great Dane, Brutus, Chariot, Scamper and Super Surfer are registered trademarks of Auburn Consolidated Industries. 

USE READER SERVICE # 102 
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Kim Lighting Wall Commander Luminaires 
• Architecturally relevant building-mounted luminaries for up, 

down or simultaneous up/down illumination of outdoor or large indoor spaces 
• Available in 14- or 18-inch scale housing 
• Made of corrosion-resistant heavy-gauge die cast aluminum 
• Pre-wired, quick-connect electrical module and quick-access thumb latches included 
• Kim Lighting - 626/968-5666, www.kimlighting.com 
Circle 2 1 5 on reader service card 

SIMPLY 
100-600 GALLON 
JET AGITATION 

AND 
600-3300 GALLON 

PADDLE AGITATION 
EASY TO OPERATE 

LOW MAINTENANCE 
HOLDS MORE MULCH 

e o / y v 
Lawn H 

TM 60 ^ 

WINTER SPECIALS 
DISCOUNTS UP TO $1500 

ORDER NOW FOR SPRING DELIVERY 

8 0 0 6 3 8 1 7 6 9 EASYLAWN.COM 
USE READER SERVICE #98 

IDEAL FOR TREE AND LAWN DEBRIS 
• 56" sides 
• 30" 2-pc. endgates 
• Doghouse in front 

bulkhead for front 
mount hoist 

• Standard long skills for 
scissors hoist installation 

EQUIPMENT COMPANY 
USE READER SERVICE #97 

• (Optional) Aluminum top 
•Available in 8-12' 

lengths with wood or 
aluminum floors 

• Knocked down for 
economical shipping 

• Easy dealer set up 
HWY. 16 WEST 
BLUE EARTH, MN 56013 
507.526.3247 
WWW.TAFCOEQUIP.COM 

Maine Ornamental 
Solar Post Cap Light 

• Wireless, sun-powered light for 
marking entries or accenting 
exteriors 

• Rests above a silhouette light 
made of shatter-resistant plastic 

• Base of the cap is available in a choice 
of woods, including pressure-treated 
pine, mahogany, redwood, western 
red cedar and ipe 

• Comes with two AA batteries 
• Solar lens is designed to absorb 

enough sunlight to illuminate the light 
in the dark 

• Lights become fully charged after one 
day in the sun 

• Maine Ornamental - 866/780-3507, 
www.postcaps.com 

Circle 2 1 6 on reader service card 
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"It's great to see how 

John Deere Landscapes 
is working toward becoming our 

True Business Partner..." 

"As a long-term customer who's new to the Partners Program, I was 
extremely pleased with the thousands of dollars my company will save 
with the Sprint discount." 

- Rich Angelo, Owner, Stay Green Inc. 

John Deere Landscapes wants to be more than just your supplier - we want to be a partner in your business. That's why 
we've developed the Partners Program Business Solutions. From cell phone discounts to a 3-year nursery warranty, 
there's never been a better time to be a member of the Partners Program. We are adding more Business Solutions 
everyday, so check out what we have to offer you! 

• Sprint/Nextel Phone, Service & GPS System Discounts 
• Moveable Cubicle Discounts 
• GreenCAT® Electronic Catalog 
• John Deere Credit 
• Travel & Merchandise Rewards 

• OfficeMax Volume Discounts 
• 3 Year Nursery Warranty 
• Electronic Data Exchange 
• Employee Training through GoTrain 

For more information contact the Concierge Hotline at 8 0 0 - 8 2 0 - 4 8 4 8 , email us at 
info@johndeerelandscapes.com. or visit us online at www.JohnDeereLandscapes.com/BusinessSolutions 

USE READER SERVICE # 101 

mailto:info@johndeerelandscapes.com
http://www.JohnDeereLandscapes.com/BusinessSolutions


Orbit/Evergreen Model B126 Solid Brass Uplight 

• New, 12-volt solid brass uplight for use in outdoor applications 
• Available in finishes including antique brass, antique bronze and aged green 
• Covered by a 10-year warranty 
• Includes an MR-16 Osram Sylvania bulb 
• Oversized, non-corrosive ground stake included 
• Orbit Industries/Evergreen Outdoor - 800/256-2408, www.oxlite.com 
Circle 2 1 7 on reader service card 

LIFE'S GREAT 
WITH NO PAYMENTS UNTIL 2008! 
MOW ALL YEAR WITHOUT MAKING ANY PAYMENTS! 

PLUS GET A 
FREE DELUXE 

HURRY OFFERS ENDS MARCH 31, 2 0 0 7 

ZOO IK EES 
w w w . y a z o o k e e s . c o m 

TOUGH, DURABLE MACHINES 
THAT GET THE JOB DONE. 

Stop by today and learn how Yazoo/Kees will help you save money! For a limited 
time purchase a Max2 or Mid-Max zero-turn mower and get a free deluxe seat 

upgrade. Sit comfortably on one of the toughest commercial mowers on the market. 

* Financing subject to credit approval. Offers valid at participating dealers. 

Ruud Luma 
Landscape Lighting 

• Collection of path, directional, well 
track and specialty fixtures 

• Features self-sealing, 10/3 cable 
• Low-voltage transformers reduce 

voltage drop 
• Free Luma product brochures available 
• Ruud Lighting - 800/236-7000, 

www.ruudlighting.com 
Circle 2 1 8 on reader service card 

Sea Gull Lighting Single-Light 
Outdoor Path Fixture 

• Aluminum mushroom path light with 
hidden light source 

• Features a black powdercoat finish 
• Includes an etched borosilicate glass 

with a bayonet fitter 
• Measures I OVi inches long by 

6'/2 inches wide 
• Includes a 18-watt maximum, 

12-volt, wedge-base Xenon T5 
light bulb 

• Sea Gull Lighting - 800/347-5483, 
www.seagulllighting.com 

Circle 2 1 9 on reader service card 

USE READER SERVICE #68 
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SeedjAccelerator 
When seeding jobs fail your phone rings off 

the hook, your customers get upset, your 

schedule falls apart and your profits 

fly out the window. With its 

patented Moisture Cell Technology" each 

PennMulch pellet expands to four times its 

size, retaining water to speed up 

germination. It protects your seed and only 

PennMulch provides just the right amount of 

starter fertilizer with one easy application, and 

Mdp five gtoss se&À 
A H&U&Y STDRT A,T TIFT. 

PennMulch Seed Accelerator to the Rescue 
without adding a single weed seed. Users 

agree, and university research confirms, 

PennMulch provides faster establishment, 

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

than seed alone. PennMulch may not get it 

to rain, or get your customers to water, but it 

will reduce callbacks and improve customer 

satisfaction! You can find out more about 

amazing PennMulch by visiting our web site 

at www.LebanonTurf.com. Click on 

"Promotions" and enter coupon code LLI027 

to receive a complete 40-page agronomy 

manual absolutely free! Ask for PennMulch at 

your nearby LebanonTurf dealer and make 

sure your seeds succeed. 

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

USE READER SERVICE # 99 

http://www.LebanonTurf.com
http://www.LebanonTurf.com


Vista Model 2166 Pathlight 

• Petite brass and stainless 
steel path light 

• Features "turn to lock" lamp base -
no tools required 

• Ideal along walkways or among flower 
beds and shrubs 

• Includes 16'/2-inch brass stem and coupler 
and a 3'/2-inch stainless steel shade 

• Is UL 1838 listed 
• Vista Professional Outdoor Lighting -

888/766-8478, 
www.vistapro.com 

Circle 2 2 0 on reader service card 

- T h e o n l y i n t e g r a t e d M P 

s o f t w a r e s á i t e t f i a 

m a n a g e s y o u r J ^ P 

e n t i r e B u s i n e s S ^ ^ / 

Design & Business Management Software 
for all Landscape Professionals 

P Ma 
• • 9 1 E l 

M 

e n t i r e B u s i n e s s . 

ryt h 

Visit our website and: 
Register for an Online Software Demo 
Get your Free Trial 

www.dynascape.com 
1 800 710 1900 

needed a tool r > integrate my workflow | / n « OH* J 

and help dose profitable sales faster. U y t ì t M ^ l ^ ^ r ^ C d i d i t . 

Invest in your business today 
"The investment in product , imp lementa t ion and t ra in ing was recovered faster than 

anyone imagined. Br inging DynaSCAPE™ on board def ini tely made the difference 

be tween having an average year and having one that beat all our expectations." 

Dan Maf fe i , W.D Wells & Associates 

DynaSCAPE is Integrated with pre loaded 
content from Industry Partners including: u n i L L i n c 

MONROVIA' 
«GROWERS 

USE READER SERVICE # 100 
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uzu u t u t u t u t u t i l t u 

• 

I • 
I 

ISUZU 
TRUCK 

C O M M E R C I A L T R U C K C E N T E R 
FORMERLY KNOWN AS KELLEY COMMERCIAL TRUCK CENTER 

DUE TO MORE STRINGENT EMMISSION LAWS ON COMMERCIAL 
VEHICLES, THE PRICE OF TRUCKS PRODUCED AFTER 

J A N . 1ST, 2007 WILL INCREASE $ 3 , 0 0 0 - $ 5 , 0 0 0 
Ask dealer for details 

2 0 0 7 ISUZU NPR 
Auto, A/C, 6.0L 300hp. 
Pwr Windows & Locks 
16ft Landscape Body 

$463mo 
4 8 M O N T H S 

2006 ISUZU NPR Diesel 
Auto, A/C, 14ft Dovetail 
Pwr Windows & Locks 
Cruise Control 

mo 
"48 M O N T H S 

2006 ISUZU NPR DIESEL 
Auto, A/C, 16ft Landscape Body 
Pwr Windows & Locks 
Cruise Control 

mo 
4 8 M O N T H S 

2 0 0 7 ISUZU NPR 
CREW CAB DIESEL 
Auto, 16ft Landscape Body $ 3 6 , 8 1 6 

m m w% m m n 
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: TKPisciotta4@aol.com 

www.adobetrucks.com 
•PRICES AND PAYMENTS 
SUBJECT TO CHANCE 
BASED ON CURRENT 
PROGRAMS. "Call our Parts Department for Overnight Nationwide Shipping 

e i h ! 
r c 
u 

USE READER SERVICE # 108 

mailto:TKPisciotta4@aol.com
http://www.adobetrucks.com


Mbroduct spotlight 

Pulling Weight 
Check out some new truck models that can hold their own in the field. 

compiled by heather wood | web editor 

Chevy Kodiak/GMC TopKick ^ 

• Powered by a Vortec 8.1L V8 Gasoline or 
Duramax 6.6L V8 Diesel engine 

• Includes standard Allison transmission and 
TranSynd synthetic transmission fluid 

• 4x4 available on Crew Cab and Regular Cab 
models, providing ground clearance from the 
bumper to the ground 

• Large windshield and sloped hood provide a field 
of forward vision starting as close as 13 feet from 
the front bumper 

• Tight wheelcut of 53 degrees produces an ideal 
turning diameter 

• Chevy-800/862-4389, 
www.chevy.com/mediumduty; 
GMC - 800/462-8782, 
www.gmc.com/mediumduty 

Circle 2 2 2 on reader service card 

Dodge Ram 3500 Chassis Cab 

• Features the choice of a 6.7-liter Cummins Turbo Diesel or a 
330-horsepower Hemi V-8 engine 

• All chassis components are below top of frame surface 
• Chassis cab is upfit-friendly 
• Features a single-rear-wheel gross vehicle weight rating of 10,200 pounds 
• Features 121.7 cubic feet of interior cab room for Quad Cab models 
• Dodge - 800/992-1997, www.dodge.com 
Circle 2 2 3 on reader service card 

1 4 0 lawn & landscape february 2 0 0 7 www.lawnandlandscape.com 

http://www.chevy.com/mediumduty
http://www.gmc.com/mediumduty
http://www.dodge.com
http://www.lawnandlandscape.com


We hold reliability to a high standard. Yours. 
We know you demand reliability on the job site, and that's why many contractors choose Vermeer* equipment. 
Vermeer understands your business and has developed pioneering products that help customers succeed and are 
backed by a dependable dealer network to support you on the job site with personal attention. Trust a leader in land 
care — Vermeer. Call 1-888-VERMEER or visit Vermeer.com. 

VERMEER is a trademark of Vermeer Manufacturing Company in the U.S. and/or other countries. 
O 2007 Vermeer Manufacturing Company. All Rights Reserved 

USE READER SERVICE # 108 

Vermeer 



Ford F-Series 
Super Duty Trucks 

• F-450 pickup joins the lineup 
• 6.4-liter Power Stroke Diesel delivers 

quiet, clean power 
• Integrated tailgate setup and stowable 

bed extender offer solutions for cargo-
hauling flexibility 

• Redefined chassis and suspension 
improve ride and handling 

• Offered in regular cab, super cab and 
crew cab styles 

• Ford - 800/392-3673, www.ford.com 
Circle 2 2 4 on reader service card 

Isuzu N-Series Diesel Truck ^ 

• Redesigned with a low-cab forward 
• Features a tight-turning radius 
• Includes three-across seating 
• Tilt cab allows for easy engine access 
• Isuzu Commercial Truck of America 

- 800/785-5445, www.isuzucv.com 
Circle 2 2 5 on reader service card 

—— 
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Mitsubishi Fuso FE Crew Cab 

• Includes four doors and ^ ^ 
clutter-free floors 

• Second bench seat ensures there is room 
for everyone 

• Features a gross vehicle weight rating of 
14,500 pounds 

• Includes plenty of room behind the cab 
for equipment and payload 

• Mitsubishi Fuso Truck of America -
www.mitfuso.com 

Circle 2 2 6 on reader service card 

http://www.ford.com
http://www.isuzucv.com
http://www.lawnandlandscape.c
http://www.mitfuso.com


SINCE 1986. 

] 

Y E A R S f 

Tilt/Telescoping 
Steering wheel 

Tachometer Standard 
for Diesel Engines 

Power Door 
Locks Standard 

Power Windows Washer Fluid 

USE READER SERVICE # 108 



Monroe MTE So-Low 
Suspension Package 

• Front and rear suspension modification for the 
GMC TopKick/Chevrolet Kodiak C4500/5500 

• Reduces the front body height by 2 inches and 
the rear body height by 4 inches 

• Modification includes a rear axle air suspension for 
enhanced ride quality and maximum passenger comfort 

• Reduces overall ride height 
• Monroe Truck Equipment - 888/878-8777, 

www.monroetruck.com 
Circle 2 2 7 on reader service card 

L E H M A N 
E Q U I P M E N T 

ect blend of function and image 

Custom Configurations to Meet Your Needs 

Nissan Titan 

• Powered by a 5.6-liter V8 with 317 horsepower 
• Pulls 385 pounds-feet of torque 
• Utili-track Bed Channel System includes 

moveable tie-down cleats 
• 4-wheel Limited Slip and switch-on-demand 

electronic locking rear differential 
• Available as a king cab or a crew cab 
• Nissan-800/647-7261, 

www.nissanusa.com 
Circle 2 2 8 on reader service card 

www.lawnandlandscape.com 

USE READER SERVICE # 105 

1 4 4 lawn & landscape february 2 0 0 7 

• 300 gallon primary tank • 50 (or 100) gallon 
auxiliary tank • Mechanical or JET agitation 

800.348.5196 
www.llc-equipment.com 

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

More details at.... 

Side Boxes: 
\ Dry storage for 24 
' plus bags of dry 
fertilizer 

http://www.monroetruck.com
http://www.nissanusa.com
http://www.lawnandlandscape.com
http://www.llc-equipment.com


Cool Power® is a premium ester formulation 

that provides superior post-emergent control of 

hard-to-kill weeds and a wide range of other 

broadleaf weeds in cool weather conditions. 

It combines the esters of Triclopyr, MCPA and 

Dicamba to provide maximum control in the early 

spring and fall, but can also be used for spot 

treatment throughout the season. 

Cool Power® is a broad-spectrum herbicide that 

has proven fast and effective on weeds such as: 

jump start 
your early season 

weed program 

Visit our web site 

for more information: 

www.turf.us.nufarm.com 

Wild Violet 

Spurge 

Wild Onion 

Oxalis 

Clover 

Dandelions 

Chickweed 

Plantains 

When weeds are less actively growing, 

such as in cooler temperatures or for winter weed 

control, get a jump start on problems with 

i \ 
Nufarm 
Turf & Specialty 

Cool Power Selective Herbicide. Home of Riverdale Brands 

USE READER SERVICE # 102 

http://www.turf.us.nufarm.com


Sterling 360 ~ 

• Offers fuel economy to help enhance the 
bottom line 

• Features a wider door for easier entry 
and egress 

• Includes a larger and more ergonomic 
step position 

• Has more than 90 cubic feet of cab volume 
• Dash-mounted gear shift allows for mobility 

inside the cab 
• Sterling-800/785-4357, 

www.betterallaroundtruck.com 
Circle 2 2 9 on reader service card 

Super Lawn Truck 

• Able to neatly store and transfer more than 
30 landscape tools, power equipment and 
mowers 

• Enclosed body style reduces the need for 
warehouse space 

• Protects tools ad provides billboard-sized 
advertising 

• On-board fuel tanks improve productivity 
and eliminate gas cans 

• Truck can be customized 
• Super Lawn Truck - 866/923-0027, 

www.superlawntruck.com 
Circle 2 3 0 on reader service card 

Toyota Tundra ^ 

• Larger in every dimension than the model it replaces 
• Available in 31 model configurations, encompassing 

three cab styles, wheelbases and bed lengths 
• 10,800 pounds maximum towing capacity available 
• V8 is the most powerful in Toyota's lineup 
• All beds are 22.2 inches deep and are stamped 

to accept 2-by-8 foot lumber dividers 
• Toyota-800/331-4331, 

www.toyota.com 
Circle 231 on reader service card 
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ENTER TO WIN! 
G o to www. lawnand landscape .com/sweeps takes /con tes tde ta i l . asp 

THIS MONTH, WIN AN $800 TORQ N100 
FROM REAL GREEN SYSTEMS! 
The Torq N l O O is equipped with the best navigation software 

on the market, TomTom Navigator 5. Navigator 5 gives voice 

turn by turn directions, easy to use touch screen menus, and 

a complete list of points and interests to help you navigate to 

your destination of choice. Along with the navigation software 

the Torq N l O O supports G S M phone services. Your handheld 

is not just a navigation device, but also a cell phone. Additional 

features include: 1.3 mega pixel camera for live and still captures, 

FM radio capabilities, windows mobile PDA capabilities 

(including: word mobile and excel mobile), and a media player. 

800-422-7478 
WWW.REALGREEN.COM 

r v . V ' V fly 
sKr™>1 t > ^ j v j 

SWEEPSTAKES 
• Daily News 
• Archived Magazine Articles 
• Message Boards 
• Current MSDS/Labels 
• Sign Up for Your Personalized My Lawn&Landscape Account 

Questions? 
Call 800/456-0707 

http://www.lawnandlandscape.com/sweepstakes/contestdetail.asp
http://WWW.REALGREEN.COM


Trailblazing 
Manufacturers answer the call for versatility with this range of trailer models. 

compi led by heather w o o d | web ed i to r 

American Roll-off 
High Dump Hook-All 

• Features 25,000 and 30,000 pound 
capacity dual pivot units 

• Both models dump like a true dump truck 
• Models use dual lift cylinders and operate 

at 2,800 psi 
• Hook-All is a quick change body system that 

allows the user to switch bodies and incease truck 
utilization and versatility 

• American Roll-off - 609/588-5400, 
www.americanrolloff.com 

Circle 2 3 2 on reader service card 

EZ Dumper 6812LP ^ 

• Trailer is 6 feet, 8 inches wide and 12 feet long 
• Holds 5.15 feet of cubic yards 
• Features power up and power down 
• Twin 3'/2-inch hydraulic cylinders give 

added power and stability 
• EZ Dumper Products - 717/762-8432, 

www.ez-dumper.com 
Circle 2 3 3 on reader service card 

Haulmark Kodiak LS 

• Features ATP shelves at the front of the trailer 
• R-ring tie downs included 
• Includes aluminum wheels 
• Has a two-tone 0.030 smooth aluminum exterior 
• Haulmark - 800/348-7530, www.haulmark.com 
Circle 2 3 4 on reader service card 
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Give your customers the instant satisfaction they desire 
Octane herbicide will add the necessary fuel to your current broadleaf weed 

control program to speed toward a more rapid kill. Today's lawn care consumers 
demand dead weeds now, and they don't want to wait weeks to see results. 
With new Octane herbicide in your tank-mix, you can now show your customers 
the results they want, when they want them. Visual herbicidal results are 
evident within 24 - 48 hours following an application of Octane herbicide. 

Octane herbicide provides: 
• 1 hour rainfastness 
• Flexibility to be tank-mixed wi th any broadleaf 

herbicide for increased performance 
• Excellent turfgrass tolerance 
• Affordability. Adda little Octane to every tank! 

Untreated Just 3 days after treatment 
For more information about Octane herbicide, 

visit our web site www.sepro.com or 
call 1-800-419-7779 

Fast and Affordable 

SePR© SePRO Corporation Carmel, IN 46032 Herbicide 
Octane is a registered trademark ol Nichmo America. Inc. Always read and follow label directions. ©Copyright 2006 SePRO Corporation. 

USE READER SERVICE # 102 

http://www.sepro.com


AmeriDeck SuperDeck III ^ 

• Addition to the line of lifts for pickup trucks 

• Measures 58 inches wide 

• Designed to load vehicles and equipment 

from ground to bed in less than a minute 

• Features push-button operation 

• AmeriDeck-888/311-0867, 

www.powerdecks.com 

Circle 235 on reader service card 
Wells Cargo Enclosed Landscape Trailer 

• Features a 6-year warranty program 

• LED stop, tail and turn lights are included 

• 3/»-inch pressure-treated plywood flooring comes 

with 20-year warranty 

• Includes flow-thru side vents 

• Wide variety of customizing options 

• Tool organizer packages are available 

• Wells Cargo - 800/348-7553, www.wellscargo.com 

Circle 236 on reader service card 

? 

P K i n n o v a t x o n p o w e r 
v & l u e p e r f o i r n a n c e 
Demand more. Because good enough i s n ' t good enough. 
Demand Maruyama. Because extraordinary qual i ty , proven 
d u r a b i l i t y and superior performance s t i l l matter. 
Because commitment to service and support s t i l l count. 
Because we build the tools of your trade, the tools you 
depend on, everyday. Demand Maruyama. Because anything 
less just i s n ' t good enough. A l l commercial outdoor 

power equipment i s not created equal. 

P R E F E R R E D S U P P L I E R O F P O R T A B L E O U T D O O R POWER E Q U I P M E N T 

U N I V E R S A I £ M * * ^ 

P R E M I U M O U T D O O R P O W E R E Q U I P M E N T 

w w w . m a r u y a m a - u s . c o m 

USE READER SERVICE # 107 

maruyama 
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Move rocks with 
a company that 

moves mountains. 

Whether you're moving flagstone or trees, you can do it all with the experience of Caterpillar. With Multi Terrain 
Loaders featuring the lightest footprints in the industry and a full line of work tools, Cat compact equipment handles 
all the specific needs of landscapers. Be part Of the legacy. See your Cat Dealer or visit cat.com/legacy to learn more. 

CATERPILLAR 
©2005 Caterpillar All rights reserved. 

USE READER SERVICE # 102 



^ ^ ^ ^ Toro DC Latching Solenoid 

V • DDC-WP and TDC-100/200 are used in conjunction 
^ ^ ^ with valves that have this solenoid 

• DCLS-P with P220 220 valves 
Saves the customer from having to retrofit valves 

Installed to save energy costs 
• Can operate with no power once actuated 
• Can also be used with battery-operated controllers 
• Toro - 800/348-2424, www.toro.com 
Circle 2 3 7 on reader service card 

Bayer Armada Fungicide for Ornamentals 

Armada 
• Fungicide recently received approval for ornamental application 
• Broad-spectrum fungicide is used for control of foliar diseases of 

ornamental plants and trees 
• Designed to control anthracnose, black spot, downy mildew, leaf spot, 

powdery mildew, rust and scab 
• Use rates vary from 3 to 9 ounces per 100 gallons of spray solution 
• May be applied at 14- to 28-day intervals 
• Bayer Environmental Science - 919/549-2000, 

www.bayerprocentral.com 
Circle 2 3 8 on reader service card 

Husqvarna 170BT 
Backpack Blower 

• Powered by an X-TORQ engine 
• Engine provides 70 minutes of run time and reduces fuel refills by 

20 percent 
• Produces an air flow of 742 cubic feet-per-minute 

and 199 mile-per-hour wind speed output 
• Air Purge Function is designed to make unit 

easy to start 
• Equipped with the LowVib anti-vibration system 
• Husqvarna-800/448-7543, 

www.usa.husqvarna.com 
Circle 2 3 9 on reader service card 

0Husq*ma 
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At Walker Manufacturing this is how we think about what we do—we don't make lawn mowers, we make 
beautiful places. That thought has inspired us for nearly 30 years on our quest to design and build the best 
possible machine to make a beautiful place. And the Walker is made for landscape contractors who have 
the same thought—we don't "mow grass", we make beautiful places. Ask to see a Walker demonstration 
if you are not using Walker and would like a little help in making your own beautiful places. 

rtì^V wt /! 

K i f i 
M H e 

K 
' i > * \ " J 

I f you /fare a beautiful place that is mowed by 
a Walker Mower, you can win $1,000 in our 

2008 Beautiful Places Calendar Contest f I 
Visit www.walkermowers.com for details 

5925 E. H A R M O N Y ROAD, FORT COLLINS, C O 8 0 5 2 8 * (970) 2 2 1 - 5 6 1 4 
WWW.WALKERMOWERS.COM 

USE READER SERVICE # 114 

http://www.walkermowers.com
http://WWW.WALKERMOWERS.COM


Business Opportunit ies Multi-Media Classified Marketing! 

M a x i m i z e y o u r a d v e r t i s i n g 

d o l l a r s b y r e a c h i n g : 

• T h e Industry 's Largest Pr int Aud ience . 

• T h e Industry 's Largest Med ia W e b Aud ience . 

• T h e Industry 's Largest Classif ied Sect ion. 

Please c o n t a c t Bonn ie Ve l ikonya at 8 0 0 / 4 5 6 - 0 7 0 7 
o r bve l i konya@gie .ne t . 

D O N ' T S E L L , D O N ' T F R A N C H I S E , 

M E R G E 

For the right mid west company, instead o f buy-

ing a f ranchise, get paid to merge your company. 

Manage your company without wor ry ing about 

marketing, accounting or recruiting. Explore the 

benefits. Cal l 9 1 3 - 3 8 1 - 1 5 0 5 & ask f o r Larry or 

email L a r r y R y a n @ r y a n l a w n . c o m . 

ARE THE ROOTS OF 
YOUR BUSINESS DYING? 
R e v i v e t h e m w i t h t h e # 1 N a t u r a l 

O r g a n i c - B a s e d L a w n C a r e 
O p p o r t u n i t y ! 

• Proven Market ing Accelerates Growth 

• Dif ferentiate Yourself Using Propnetary, 
Organ ic-Based Ferti l izers 

• Successful Training Tools and Programs 
• Over 18 Years of Success 

We can make it easy for you to jo in the 
Leader in Organic-Based Lawn Care. 

Call Marcus Peters at: 
800-989-5444 

THE LEADER IN ORGANIC-BASED LAWN CARE" 
www nl-*rwcom 

Business Opportunit ies 

TIME! 
L A W N P R O F E S S I O N A L S T A K E N O T I C E 

T h e information contained in our manuals and the templates & spreadsheets 

on our C D s are being used every day in o u r lawn service and by 

H U N D R E D S O F Y O U R P E E R S throughout the United States & Canada. 

• O u r m a n u a l s a n d C D s i n c l u d e p r o v e n t e c h n i q u e s f o r : 

B i d d i n g , S e r v i c e A g r e e m e n t s , E s t i m a t i n g , S n o w & Ice R e m o v a l , 

M a r k e t i n g , A d v e r t i s i n g , S e l l i n g a n d M o r e 

PROFITS UNLIMITED LET US HELP YOU 
WHAT YOU DESERVE! 

C a l l 8 0 0 - 8 4 5 - 0 4 9 9 • w w w . p r o f i t s a r e u s . c o m 

S E L L I N G Y O U R B U S I N E S S ? 

F R E E 
A P P R A I S A L 

N O BROKER 
F E E S 

P r o f e s s i o n a l B u s i n e s s C o n s u l t a n t s 

p o s i n e * 

/ f e \ a . 5T 
Merger A Acquisition Specialists 

Professional Business Consultants can obtain purchase 

offers f rom qualified buyers without disclosing their 

identities. Consultants' fees are paid by the buyer. 

CALL: 

708/744-6715 
FAX: 508/252-4447 

Business Wanted 
W A N T E D T O P U R C H A S E 

Chemical lawn & tree care companies, 

any area, any size business reply in strict 

confidence. laurelcompanies@aoI.com 

SERIOUS BUYER with excellent reputation seeking to at 

quire commercial landscape maintenance company in southern 

New Hampshire or Middlesex/Essex County, Massachusetts. 

All replies held in strict confidence. Expeditious 

closing is possible. 

Please send inquiries to: 

PO BOX 226 

Nashua, NH 03061-0226 

Financing 
Let government and foundation grants finance your 

small business, with up to $ 2 , 2 0 0 , 0 0 0 . 0 0 , from over 

3 0 0 sources, (www.usgovernmentinformation.com). 

Free recorded message: 7 0 7 / 4 4 9 - 8 6 0 0 . (NK8) 

Business For Sale 

GOLFscapes 

Reasons To Call Us: 
- * H u g e P r o f i t s - U p T o 6 0 % 

j j * O n l i n e A d v a n c e d T r a i n i n g 

^ * U t i l i z e E x i s t i n g E q u i p m e n t 

* A n E a s y A d d - O n S e r v i c e 

* U p s e l l E x i s t i n g P r o d u c t s 

* G r e e n s S e l l M o r e L a n d s c a p e s 

FREE VIDEO 
800-334-9005 

w w w . a l l p r o g r e e n s . c o m 

Full service commercial landscape business for sale. Located 

in the fastest growing community on the central coast of 

California. Established in 1989 with commercial landscape 

maintenance accounts in excess of $100K annually and 

many new commercial construction projects available to bid. 

Owners retiring and seeking qualified landscapes who want 

to expand their opportunities. Equipment, trucks and trailers, 

storage yard, nursery space and long established maintenance 

accounts included. Take advantage of this high profit, turn 

key business. Don Schwartz Broker 415/472-0400 E-mail 

donschwartz@syndiccorp.com. 

P a y s t o a d v e r t i s e i n t h e 

Lawn & Landscape c l a s s i f i e d s . 
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Business For Sale n For Sale 

APPLICATING/LAWN M A I N T E N A N C E 
C O M P A N Y 

L o c a t e d in t h e B e a u t i f u l R o c k y M o u n t a i n s ! 

O w n e r s r e t i r ing a f t e r 1 5 years in bus iness . W e l l 

established c o m p a n y in a b o o m i n g & fast g rowing 

market. G o o d qual i ty equipment-Excel lent Reputa-

tion-many multi-year contracts. O w n e r will help train. 

Lawn Spray-Tree Spray-Deep Root Feed-Pest Contro l -

Noxious Weeds-Lawn Mowing/Irrigation maintenance 

program. Gross over $ 5 0 0 K / in 7 months.(May - Octo-

ber.) Serious Inquires only. Call ( 9 7 0 / 9 0 4 - 1 8 9 0 ) 

F L O R I D A L A N D S C A P E B U S I N E S S 

1 0 year-old business netting $1 Mill ion. 

Priced at $ 3 . 7 Mill ion with 

$ 1 . 1 Mill ion Assets Included. 

Contact Corporate Investment Business Brokers 

2 3 9 . 9 3 6 . 1 7 1 8 . cibb@cibb.net. 

Visit us on the web: www.cibb.net 

F O R S A L E High-end commercial landscaping, 

tree removal, planting, design & relocation. 

Handles large comm. contracts, large backlog. 

Geory Stivers, Agent 

Professional Business Brokers, Inc. 

8 8 8 . 2 8 7 . 7 7 6 3 

GStivers@pbbi.com 

www.pbbi.com 

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 18 years in the Residential Design build field. This is a 
very well known, well managed and highly organized turn key 

operation. 2005 Gross sales $800,000.00 YTD= $600,000.00. 
This is a excellent opportunity to expand your existing business 
or get into one of the fastest growing businesses in the country. 
Business includes a growing turn key operation, all key employ-

ees, equipment, advertising, etc. Call 614/848-6500. 

LAWN CARE COMPANY 

Serving Waukesha and Jefferson Counties in Southeastern 
Wisconsin, this 25 year-old company has a reputation for 

quality and service. Growing customer base of 2000 clients, 
approximately 85% residential and 15% commercial. Present 
gross of $600,000+ includes lawn services, landscape care such 
as pruning and fertilizing, tree care such as applescab and borer 

treatments. Contact Glenn 262/966-0739. 

GEORGIA BUSINESS FOR SALE 
9 year old lawn maintenance and landscaping business in 

southeast Georgia. 60% commercial 40% residential. 
Fastest growing market in the coastal southeast. Huge growth 
potential. Accounts only or turnkey. Workers in place. Will 

train. 400k yearly. Will sell for 250-300k. 
Please respond @ kaseyhickox@yahoo.com. 

BUSINESS FOR SALE 
• Christmas Lighting Franchise 
• Monmouth County, New Jersey 
• Established 5 Years 
• Profitable But Great Untapped Potential 
• Inventory & Equipment 
• Owner Training Available 

732/591-5200 

Lawn Mower Parts 
Specials 

Oil filters For Most Engines 
as low as $ 2.99 

Gator Mulcher Blades 
as low as $7.99 ORTOfl MUlCHCft 

Stick Edger Blades 
as low as $0.69 

Save on all your Preseason Parts At 
Mowtownusa.com 

Stop guessing square footage! Measure area quickly 

and accurately. Just wheel the D G - 1 around any 

perimeter and instantly know the area inside. 

$ 3 9 9 + $ 7 ship. C A add tax. 

7 6 0 / 7 4 3 - 2 0 0 6 . 

FORMS A N D DOOR HANGERS. Invoices, 

proposals, work orders and more. Fast service and 

low minimum quantities. Order online and save. 

4WorkOrders .com Shorty's Place in Cyberspace. 

8 0 0 / 7 4 6 - 7 8 9 7 . 

Tree Moving Equipment: Red Boss tree spades, 

Tree Boss, Tree Tie, Tree Planters. 

Call Tree Equipment Design at 8 7 7 / 3 8 3 - 8 3 8 3 . 

info@treeequip.com. www.treeequip.com. 

Made in USA. 

TrakMats 

L A N D S C A P E 
D E S I G N S T A M P S 

Rubber stamp symbols of trees, shrubs, 
plants, rocks, pavers, ponds, and more 

¿Easy to use. CHECK OUR WEB SITE 
www americanstampco.com 

AMERICAN STAMP C O T 
TOLL FREE 877-687-7102 Local 916-687-7102 

Call Tue Wed or Thur 8-4 30 PM Pacific Time for Info 

Ground Cover Muts for Professionals 

* T o u g h , l i g h t weight 
* Cleats for Traction 
* i r \ protected 
* l . ight co lor prevent* 

burnt g r a s s 
* H a n d cutouts for 

l i f t ing 

800-762-8267 
S VE Salan. Inc. wwwtrakmatscom 
Chartott«. NC 28216 «mail u toe^t rakmata com 

$ave on Treated Timbers. Good-Excellent Cond. 
6"x8"x 5'9" & T Also: 6"x6' Round. Pics Avlb. 

RFQTruckload Dlvd. 800 .618 .7604 www.usedrail.com 

Landscape E q u i p m e n t 1 Help Wanted 
TREE STAKES 

Doweled Lodgepole Pine 

C C A Pressure Treated 

2" Diameter, Various Lengths 

Economical, Strong and Attractive 

Phone: 8 0 0 / 2 3 8 - 6 5 4 0 

Fax: 5 0 9 / 2 3 8 - 4 6 9 5 

JASPER ENTERPRISES, INC. 

W e ship nationwide. 

W e b site: www.jasper-inc.com 

L a n d s c a p e r A c c e s s o r i e s 

U.S. LAWNS 
ONE KNOWS TIR 
LANDSCAPE MAWTENANCE 

W0USTRY LIKE WE DO. 

Use your experience as an Account Manager 
Operations Mgr.. Branch Manager or 

Regional Manager to work for you. 

EhimII rtsumt lo hróvsJMntsMt or 
tax to 407/246-1623 

U S LAWNS 
^ ^ Mesh Debris Bags • Leg & Arm Chapps 

Equipment Covers • Sun Neck Protection 
^ W.EZ-TOP mmi/Mmck.Sl.uAAl***!!! 

MADE IN THE U.S.A. 

0 t t O O - a i G - 2 4 2 7 0 
W W W . W E C I 1 A P P S . C O M 

S E N I O R E S T I M A T O R 

W S R I seeks a senior es t imator to manage the esti-

mat ing dept. Project bids include landscape, irriga-

t ion, site work , land restoration and erosion contro l 

p ro jec ts f o r a va r i e t y o f d i f f e r e n t g o v e r n m e n t and 

private sector projects. Must have strong marh and 

c o m p u t e r skills. Detai ls @www.wsrec lamat ion .com. 

E-mail resume to LChenoweth@wsreclamation.com or 

fax 3 0 3 / 8 3 3 - 4 4 4 7 . 
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Jassified: 
H e l p W a n t e d 

i f d u k e ' s 
^^^^ Landscape Management, Inc. 

We are an award-winning full-
service landscape management 
firm committed to high quality 
products, on time delivery, and 

superior customer service. Due to 
our continued growth and success 

we currently have the following 
career opportunities available: 

• BRANCH MANAGER 
• FLEET MANAGER/MECHANIC 

• CREW LEADERS - INSTALLATION & 
MAINTENANCE 

We offer an excellent salary,; 
benefits package, and great work 

environment! 

Duke's Landscape Management 
50 Rt. 46 w, Hackettstown, NJ 07840 

908.850.6600 / fax 908.850.5516 
email: tanya@dukeslm.com 

Exciting Career Opportunities For 
Service Industry Managers 

C o m e join one o f the largest Vegetation 

Management Companies in the United States. 

DeAngelo Brothers, Inc., is experiencing tremen-

dous growth throughout the country creating the 

fol lowing openings: 

Division Managers 

Branch Managers 

W e have immediate openings in: 

VA, New England, FL, M O , T X , C O , LA, IL 

Responsible for managing day-to-day operations, 

including the supervision of field personnel. Busi-

ness/Horticultural degree desired with a min imum 

of 2 years experience working in the green industry. 

Quali f ied applicants must have proven leadership 

abilities, strong customer relations and interpersonal 

skills. W e of fer an excellent salary, bonus and ben-

efits packages, including 4 0 l ( k ) and company paid 

medical coverage. 

For career o p p o r t u n i t y and conf ident ia l consid-

era t ion , send o r fax resume, inc luding geograph-

ic preferences and wi l l ingness to relocate to: 

D e A n g e l o Brothers , Inc., 

A t ten t ion : Car l Faust, 

1 0 0 North C o n a h a n Drive , Hazleton, PA 1 8 2 0 1 . 

Phone : 8 0 0 / 3 6 0 - 9 3 3 3 . Fax: 5 7 0 / 4 5 9 - 5 3 6 3 or 

emai l -c faust@dbiserv ices .com 

EOE/AAP M - F 

NEED PROFESSIONALS! 
Advance Tree & Shrub Care Inc., a fast growing tree care 

company located in north Dallas area who specializes in saving 

sick trees, needs degreed/certified arborist and 

phctech. Call 214/544-8734. 

GOTHIC LANDSCAPE, INC. & 
GOTHIC GROUNDS MANAGEMENT, INC. 

Since 1 9 8 4 , we have been creating long-term relation-

ships with clients through outstanding personalized 

service and problem solving. W e are one o f the largest 

landscape contractors in the southwestern US operating 

in the greater Los Angeles, San Diego, Phoenix and Las 

Vegas markets. The C o m p a n y specializes in landscape 

construction and maintenance for residential master-

planned communi ty developers and industrial com-

mercial developers. W e of fer an excellent salary, bonus 

and benefits package. Outstanding career opportunities 

exist in each of our fast growing branches for: 

• Account Managers 

• Estimators 

• Irrigation Technicians 

• Project Managers 

• Sales Personnel 

• Foreman 

• Spray Technicians ( Q A C , Q A L ) 

• Superintendents 

• Supervisors 

For more information, visit: www.gothiclandscape. 

com or Email: hr@gothiclandscape.com 

Ph: 6 6 1 / 2 5 7 - 1 2 6 6 x 2 0 4 

Fax: 6 6 1 / 2 5 7 - 7 7 4 9 

Great jobs in the landscape industry 
are 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! 

X * ^ Consultai Consultants 

Phone: (209) 532-7772 
Email: contact@JKSuccess.com 

www.JKSuccess.com 

Where Professional Friendships 

Are Valued 

K E Y EMPLOYEE S E A R C H E S 

Florapersonnel , Inc. in our third decade of 

performing confidential key employee searches for 

the landscape industry and allied trades worldwide. 

Retained basis only. Candidate contact welcome, 

confidential and always free. Florapersonnel Inc.. 

1 7 4 0 Lake Markham Road, Sanford, Fla. 3 2 7 7 1 . 

Phone 4 0 7 / 3 2 0 - 8 1 7 7 , Fax 4 0 7 / 3 2 0 - 8 0 8 3 . 

E-mail: Hortsearch@aol.com 

Website: http//www.florapersonnel.com 

BRICKMAN 
Enhancing the American lAtndscape Since 19.19 

Brickman is looking for leaders 
who are interested in growing their 
careers with a growing company. 

Nationwide career and internship 
opportunities available in: 

• Landscape Management 
• Landscape Construction 
• Irrigation 
• Accounting 
• Business Administration 

Start growing y our career at: 
brickmangroup.com 

R e a d y for y o u r career 
in l andscap ing to take off? 

Contact us about the possibilities... 

¡ b r i p p e r t 
I mÊÊ N u R s E R 1 E ' 

careers@ruppertcompanies.com 

(301 )414 -0151 fax 

• • • B O B B I B i B l l l B B a 

Commercial landscape installation, 
commercial landscape management 

and tree growing in the East since 1977 

LANDSCAPE & IRRIGATION 
SUPERINTENDENTS 

WSRI has immediate openings for superintendents with 

commercial project experience. New hire bonus for qualified 

individuals. Email LChenoweth@wsredamation.com; fax 3031 

833-4447; www.wsredamation.com 
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c assifiec Is 9 r 1— 
H e l p W a n t e d 

H I G H G R O V E 
P A R T N E R S 

H i g h G r o v e P a r t n e r s , L L C is g r o w i n g a n d 

w e n e e d L e a d e r s w h o w a n t t o g r o w 

w i t h u s a n d h a v e f u n a l o n g t h e w a y . 

A t l a n t a career o p p o r t u n i t i e s 

are ava i l ab le in : 

• D i r e c t o r o f D e s i g n B u i l d 

• Landscape Design 

• Irrigation 

G r o w Your Bright Future Today! 

Contac t us at 6 7 8 / 2 9 8 - 0 5 5 0 

O r careers@highgrove.net 

www.highgrove .net 

ACCOUNT MANAGER FOR 
RESIDENTIAL DIVISION 

Sebert Landscaping is seeking an Account Manager 

for our residential division. Account manager will be 

responsible to supervise maintenance crews. Strong 

customer service skills are required. Account manager 

is the main contact person for customers. Must be 

organized, energetic and a team player. 

Please fax resume to 6 3 0 / 8 9 8 - 8 0 5 9 or call 

Brandon at 6 3 0 / 7 7 4 - 7 2 1 4 . 

G R E E N S E A R C H 
GreenSearch is recognized as the premier prov ider 

o f p ro fess iona l execut i ve search, h u m a n resource 

c o n s u l t i n g and special ized e m p l o y m e n t s o l u t i o n s 

exclusively for interior and exterior landscape com-

panies and al l ied h o r t i c u l t u r a l t rades t h r o u g h o u t 

N o r t h A m e r i c a . C o m p a n i e s a n d c a r e e r - m i n d e d 

candidates are invited to check us out on the W e b at 

h t t p : / / w w w . g r e e n s e a r c h . c o m or call tol l f ree at 

8 8 8 / 3 7 5 - 7 7 8 7 or via e-mail info@greensearch.com. 

Natural High 
A r e y o u e n l i v e n e d by l andscap ing? E m p o w e r e d 

by e x c e l l i n g ? M o t i v a t e d by m a n a g i n g ? Tuned in 

t o t e a m w o r k ? Turn your energy i n t o a successful 

l ong- te rm c a r e e r at o n e of S o u t h e r n C A ' s 

p remier f i rms and h e l p us r each n e w heights . 

W e a r e l o o k i n g f o r t h e f o l l o w i n g p o s i t i o n s in 

o u r L a n d s c a p e M a i n t e n a n c e , P l a n t H e a l t h C a r e 

a n d T r e e C a r e D e p a r t m e n t s : 

• A c c o u n t M a n a g e r s 

• B r a n c h M a n a g e r s 

• S a l e s R e p r e s e n t a t i v e s 

Branches in Los Angeles. 
San Fernando Valley, 
Santa Ciarita 
and Ventura. 

s .GRE£V 

emai l : h u m a n r e s o u r c e s C - s t a y g r e e n . c o m 

Fax: 877-317-8437 Website: w w w . s t a y g r e e n . c o m 

Land-Tech Enterprises, Inc. is one of the 
Delaware Valleys largest multi-faceted 
landscape firms. Serving commercial 

clients throughout PA/NJ/DE. 
Our continued growth presents exciting 

career opportunities with unlimited 
growth potential! 

Career opportunities in management, 
production, supervision and 
crew level are available in the 

following work disciplines: 
• Landscape Management 
• Landscape Construction 

• Erosion Control 
• Business Development-Estimating 

Contact Human Resources at 
2 1 5 . 4 9 1 . 1 4 7 0 or fax resume to 

2 1 5 . 4 9 1 . 1 4 7 1 
careers@landtechenterprises.com 

www.landtechenterprises.com 

— 1 

T R U G R E E N LandCare 
VA - MD - DC - DE - PA -NJ - NY - CT - MA - NH 
Landscape Managment • Design & Installation • Irrigation Services 

» . . . - • . 

Regional Manager 
Area Manager 
Landscape Designer/Architect 

Branch Manager 
Sales Manager 
Management School Candidate 

Email: Ron Anduray@landcare.com » Office: 301.924.7810 » Fax: 301.924.7782 
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Help Wanted 

Are you looking for a job or looking for qualified employees to: 

Join a Winning Team 
Eastern Land Management of Stamford, CT is 
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: 
V3-5 yr. experience including proper landscape 

maintenance procedures 
Turf & Ornamental Team Leader: 

V 3-5 years experience that includes identification & 
control procedures 

Irrigation Crew Leader: 
V^5 years experience ¿ ^ / i * ^ > 

including thorough ** \ ^ 
irrigation installation & y £ * j ^ K c S 4 ' p 
service knowledge o'a i i 

(Bilingual & Sports turf experience 
is plus for all team members) 

w* 
ê 

EST. 1976 

Fax your resume to 203.316.5434 
or e-mail it to bmoorejr@easternland.com 

visit www.EasternLand.com for more information. 

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 certified arborists approach the tree as an 

entire biological system. 

We have full-time opportunities available for 

our following positions: 

• Account Manager 

• Operations Manager 

• Business Developer/Estimator 

Branches Include: 

• Livermore, CA 

• Sacramento, CA 

• Santa Ana, CA 

• Gardena, CA 

• Ventura, CA 

• Phoenix, AZ 

• Tampa, FL 

• Sarasota, FL 

• Venice, FL 

• Orlando, FL 

• Atlanta, GA 

• San Fernando, CA 

• San Jose, CA 

For consideration, please email resumes to: 

treecarejobs@valleycrest.com or fax to 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 • Production Specialists 

• CDL Driver • Spray Technicians 

Branches Include: 

' Livermore, CA 

' Sacramento, CA 

» Santa Ana, CA 

» Gardena, CA 

1 Ventura, CA 

' Phoenix, AZ 

1 Tampa, FL 

• Sarasota, FL 

• Venice, FL 

• Orlando, FL 

• Atlanta, GA 

• San Fernando, CA 

• San Jose, CA 

For consideration, please email resumes to: 

treecarejobs@valleycrest.com or fax to 818/225-6895 

GREEN INDUSTRY in need of someone with experience 

and knowledge of the industry for Management opportu-

nity. Lawn Treatment and Snow Removal has been our spe-

cialty for 18 years. Year round position, benefits. Great career 

opportunity. MUST have prior Green Industry knowledge. 

Send resume to Box 114, Medina, OH 44258 

WHY WAIT? 

www.Greenlndustry-Jobs.com 

» C l imb it 

* Design it 

» Plant it 

• Grow it 

• Landscape it 

• Sell it? 

J O B S In Horitculture, Inc. 

Employment Advertising 

In Print and Onl ine 

8 0 0 / 4 2 8 - 2 4 7 4 

www.hort jobs.com 

OAKLAND NURSERY 

Oakland Nursery, founded in 1940 has grown to become Central Ohio's 

premiere nursery and landscape headquarters. We currently have employ-

ment opportunities available in our irrigation depanment. 

• Irrigation service technicians 

• Install foreman 

Experience is required. We service residential and commercial systems. 

Our technicians are responsible for a wide variety of services. These 

services include: 

• Irrigation install/service 

• Landscape lighting install/service 

• Holiday lighting 

• Drainage systems 

Interested candidates may call Jennifer at 614/268-3444 

or you can email us at irrigation@oaklandnursery.com 

Must have a valid drivers license and we are a 

drug free workplace. 

LANDSCAPE DIVISION 
MANAGER/OPERATIONS MANAGER 

Join the Western States team - one of the most diverse environ-

mental contractors in the West located near the Rocky Mountains, 

a great place to live and play! W S R I seeks a high-level manager to 

take our landscape construction division to the next level. Proven 

track record in comparable position. Details @www.wsreclama-

tion.com. E-mail resume, salary history & project completion 

history to LChenoweth@wsreclamation.com 

IRRIGATION TECHNICIAN 

Large commercial landscape company seeks energetic, well-organized 

candidate for position of Irrigation Technician. Should have minimum 

2 years irrigation experience; will train the right individual. Competitive 

salary & Benefits Package (based on experience). Hands-on position, 

excellent opportunity for growth and advancement. Interested candidates 

please fax or email information. 

Davis Landscape Ltd. 

2340 Paxton Church Road 

Harrisburg, PA 17110 

Phone: 717/545-4235 

Fax: 717/545-3660 

dperry@davislandscapeltd.com 

I r r igat ion 

Always Open... 
Schumacherlrrigation.com 

Your Irrigation Superstore 
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Join the company where 

People Matter... 
Our mono is Our business is people 
and their love for trees™ We offer 
excellent career opportunities at all levels. 

We value safety first, provide ongoing 
training and have an excellent 
compensation and benefit package 
that includes a 401K with company 
match and ESOR 

ñ 

c , 
*°»0, ,ou 

Ithecareoftrees. 
877 .724 .7544 

f.. 847 .459 .7479 
Apply online at 

www.thecareoftrees.com 
Chicago, New York, Philadelphia, San Francisco, Washington, D.C 

LAWN MANAGER 

Ready to take the next step in your career? Swingle Lawn, 

Tree & Landscape Care, established in 1947, is seeking an 

experienced, proven professional to manage our Lawn Depart-

ment. This position is in our Denver HQ, and is responsible for 

leading, directing, training, & growing our lawn department, 

including full P&L responsibility. Requires 5+ yrs exp. manag-

ing a lawn department or lawn business ownership, excellent 

and proven demonstrated motivational technique of 15-20 

employees, excellent MS Office proficiency, budget preparation 

and inventory control experience of Si MIL+, strong problem 

solving and analytical skills, excellent communication skills, 2 

or 4-year degree preferred in "green industry" discipline, strong 

work ethic & STABLE work history a must! For immediate 

consideration - fax cover letter AND resume w/salary history to 

303/306-3124 or email dvine@swinglctrcc.com. When it comes 

to your career.. .choose Swingle! 

WEEDS INCORPORATED 
is a 40-year-old company specializing in 

Industrial Weed Control. We are looking for a 

Qualified Regional Manager in Bethlehem, PA. 

The successful candidate must be self-motivated, 

organized and have experience in sales and 

service scheduling. Complete compensation 

package includes excellent base salary, bonus, 

medical. 4 0 I K . sick and personal time. 

Only career minded individuals apply. 

Email: Weeds@weedsinc.com 

Phone: 6 1 0 - 3 5 8 - 9 4 3 0 

Fax: 6 1 0 - 3 5 8 - 9 4 3 8 

www.weedsinc.com 

W e b D e s i g n e r s 
Web Design, Brochures, Logos, Lettering and 

Printing Services for Landscapers. Your single 

source for marketing your landscape business. 

Samples online: www.landscapermarketing.com 

or call 888/28-DSIGN. 

VJÂyhta^c 
The U1 all-in-one software for lawn 
care and landscaping contractors 

Customer Management 
Scheduling, Routing 

Job Costing, Estimating 
Inventory, Purchasing n Automatic Billing, Invoicing 

AR/AP, Payroll, Accounting 
Marketing, Mobile Computing 

Download a free demo of the software that has 
been setting the standard for two decades! 

www.wintac.net 1-800-724-7899 

GROW YOUR BUSINESS 

With One or Both Of These 
Great Service Offerings! 

^ N I T E T I M E 
D E C O R " 

Landscape and Architectural Lighting 

MOWERMETER 
J ^ ^ E q u i p m e n t ™ ^ t f S ' « ™ 
M a i n t e n a n c e S o f t w a r e I . o i l Iii™ i <• I H I 

Designedfor the 
G r e e n Industry 

• Scheduling 
• Tracking 
• Costing a 
• Parts Inventory 
F r e e D e m o 8 0 0 - 6 3 5 - 8 4 8 5 
W W W . M O W E R M E T E R . C O M 

I n s u r a n c e 

COMMERCIAL INSURANCE 
FOR THE GREEN INDUSTRY 

Competitive rates, comprehensive coverage 

and payment plans designed for your 

specific business needs. 

If you provide any of the following services we can 

design a program for your company: 

• Installation 

• Snow Removal 

• Renovation 

• Fertilization 

• Herb./Pest. App. 

> Right of Way 

• Holiday Lighting 

• Irrig. Install./Serv. 

• Mowing & Maint. 

• Tree & Shrub Serv. 

• Spill Clean Up 

Contact one of our Green Industry 

Specialists for a quote at 

800/886-2398 or by fax at 

740/549-6778 

M.F.P. Insurance Agency, Inc. 

rick@mfpinsure.com 

M a r k e t i n g S e r v i c e s 

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 automated report to get all the details. 

3 7 5 L o c a t i o n s i n 4 8 S t a t e s 

$ 2 0 0 0 D a i l y P r o d u c t i o n 

P e r C r e w ! 
& 

3 vv r 
C a l l T o d a y ! 

1 - 8 0 0 - 6 8 7 - 9 5 5 1 
www.christma8decor.net 

G P S V e h i c l e T r a c k i n g 

No monthly fees 

Call 800/779-1905 
www.mobi let imeclock.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 
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The author is president 

of Schill Landscaping 

and Lawn Care Services, 

Sheffield Village, Ohio. 

Reach him at 

440/949-6089 

or joeschill@schill 

landscapingcom. 

^ ^ w e d o it 

Planning a Client Forum 
at Schill Landscaping 

I had been struggling with the details 
of my marketing budget for the next 
year. Was I spending my marketing 

dollars wisely and were these efforts 
drawing in the caliber of client I was 
seeking to serve? 

I remembered a past conversation 
with an industry consultant in which 
he had facilitated "client forums" for 
other companies. This concept involved 
gathering a select group of clients at the 
home of one of my clients for a dinner 
parry to informally discuss my firm's 
strengths and weaknesses. 

Because Schill Landscaping and 
Lawn Care Services is a relationship-
oriented firm, this seemed to answer 
my questions. Through this forum, our 
clients would help us improve our over-
all customer service, as well as provide 
us with marketing ideas for generating 
customer referrals. What a great way to 
find out what programs and services we 
are successful at and what we can im-
prove upon. The event would also serve 
as a small token of our appreciation for 

our client's business. This would be a 
win-win situation. 

First, I called the consultant to dis-
cuss the details of our client forum. He 
was enthusiastic and agreed to moderate 
the evening's client feedback discussion. 

Next, 1 considered which client 
would be most receptive to letting us 
hold the event at his or her home. I con-
tacted Chris and Sandy Haas of Avon 
Lake, Ohio, and they were happy to 
serve as hosts. The Haas home is about 
a half-hour west of Cleveland, and lo-
cated on Lake Erie. They have fabulous 
downtown views from their outdoor 
patio that we designed and installed in 
2003. We coordinated a date and our 
first client forum was under way. 

At the next staff meeting I informed 
my employees that they were going to 
play an important role in this event and 
why their participation was essential. 
That evening our employees would ask 
our clients probing questions about 
our business, mainly how we could im-
prove services and gain referral business. 

Five Keys to a S u c c e s s ful c i ¡ ent Forum 

1. Set goa ls . Determine what you want to accomplish w i th the feedback you're 
seeking f rom your forum. 

2. P i c k an i m p r e s s i v e v e n u e . Ideally, a client wil l allow you to showcase your 
recent work by allowing you to host your event at their home. 

3. Choose a t t e n d e e s w ise l y . Pick a broad array of clients who are as diverse as the 
services you offer. Plus, know who wil l vocalize their feedback. 

4. M a k e t h e e v e n t c lassy. Whether it's just drinks and appetizers or a full-course 
meal, don' t skimp. Remember, besides culling valuable feedback, this event is a 
token of your appreciation. 

5. F o l l o w u p . As soon as possible, review the event and discuss the feedback wi th 
your staff. Likewise, contact individual attendees to fur ther discuss helpful ideas or 
concepts that didn' t get fully fleshed out during the event. 
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Schill Landscaping and 
Lawn Care Services 
contacted clients Chris 
and Sandy Haas of Avon 
Lake, Ohio, to serve as 
hosts for its client forum. 
Schill Landscape designed 
and installed the Haas' 
outdoor patio in 2003. 
Photos: Mike Zawacki 

My brothers - Jerry, co-owner 
and vice president and Jim, co-owner 
and sales professional - and I began 
creating a list of clients we thought 
would attend this event. I needed 
input from customers that represent-
ed a cross section of residential and 
commercial properties and landscape 
and maintenance contracts. We 
started placing personal phone calls 
to these customers explaining what 
we intended to do and were surprised 
to hear they were excited to take part 
in the client forum. 

My office staff began planning 
with the caterer to make sure all of 
the details were covered. The invita-
tions were mailed and my employees 
finalized their questions for the 
discussion portion of the evening. 
The menu was chosen (three courses 
- salad, chicken or beef entrée and 
dessert) and the decor - simple and 
elegant with the company's colors as 
our theme - was finalized. 

Lastly, we handed out a gift bag 
that included a thank-you note and a 

candle as our clients left the event at 
the end of the evening. 

The evening of the client forum, 
the Haas' home was filled with Schill 
Landscaping clients and employees. 
As guests arrived we introduced 
ourselves and everyone wore name 
tags. Everyone enjoyed cocktails and 
conversation and was encouraged 
to take a tour of the house prior to 
dinner. When it came time to sit 
down to dinner we made sure Schill 
Landscaping employees were spread 
out among the clients. 

As dinner concluded and dessert 
served, our consultant began mod-
erating the client discussion portion 
of the evening. We explained the 
reason for the evening's forum: Schill 
Landscaping wanted to thank all of 
them for taking time to attend a fo-
rum in which we hoped they would 
be honest with us as we asked them 
questions about how our services 
have lived up to their expectations. 
Each employee asked his or her ques-
tions and a free-flowing conversation 

ensued. After about 45 minutes of 
discussion we had received an ample 
amount of candid client input. 

During this discussion we learned 
that our clients were, in fact, very 
happy with our overall service. 
Likewise, they gave us suggestions 
on how to improve some aspects of 
our service that would encourage 
repeat business. We also learned their 
feelings on marketing and how they 
though we could build our client 
base. They were also forthcoming 
about incentive programs that would 
encourage them to provide us with 
referral business. 

A staff member took detailed 
notes of this discussion and we 
reviewed them together at our next 
staff meeting. The forum, in our 
opinion, was a success and we plan to 
organize similar events every year. 

The total cost of our client forum 
was about $4,500 for 26 clients and 
12 employees. The client feedback 
Schill Landscaping received was 
invaluable. - Joseph H. Schill B 
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d i n d e _ x _ 

Company Name Web Address Page # RS# Company Name Web Address Page # RS# 

Adkad Technologies www.adkad.com 74 49 
Adobe Commercial 

Truck www.adobeequipment.com... 139 108 
Advanced Growing 

Systems www.agsincorporated.com 104 72 
Alturnamats www.altumamats.com 100 69 
American Roll-Off www.amerianrolloff.com 74 48 
Ariens/Gravely www.gravely.com 164 116 
Arysta LifeScience www.arystalifescience.com. 24, 25 19 
Ball Horticultural www.ballhort.com 15 14 
Bayer Environmental 

Science www.bayerprocentral.com I I , 109 
Bobcat www.bobcat.com 69 42 
C&S Turf Care www.csturfequip.com 38 25 
Carson Industries www.hosendose.com 120 86 
Cascade Lighting www.cascadelighting.com 39 32 
Caterpillar www.cat.com 151 I 18 
Chemical Containers 

www.chemicalcontainers.com 78 54 
CLC Labs 31 27 
CLCA www.dca.org 123 67 
CLIP www.dip.com 107 75 
Compact Power 82 59 
Coxreels www.coxreels.com 76 51 
DIG Irrigation Products ..www.digcorp.com I 12 77 
Dixie Chopper www.dixiechopper.com 47 37 
Dixon Industries www.dixon-ztr.com 90 64 
Dow AgroSciences www.dowagro.comAurf 

37, 87, 89, 131 
Drafix Software www.drafix.com 20, 21 17 
DynaSCAPE www.dynascape.com 138 100 
Easy Lawn www.easylawn.com 134 98 
Envista www.envistainc.com 45 35 
EP Henry www.ephenry.com 129*.... 112* 
Exaktime www.jobdock.com 48 38 
Exmark www.exmark.com 80, 81 58 
Express Blowers www.expressblower.com 46 36 
Ferris Industries www.ferrisindustries.com 9 12 
Flail-Master www.flailmaster.com 70 43 
GE Consumer Finance... www.gemoney.com 106 74 
Gempler's www.gemplers.com 30 31 
GMC Truck www.gmc.com 2, 3, 95 
Grasshopper www.grasshoppermower.com 163 I 15 
Great Dane 

www.greatdanemowers.com 133*.... 102* 
Gregson-Clark www.gregsonclark.com 88 63 
Hannay Reels www.hannay.com 92 65 
Hunter Industries www.hunterindustries.com I 13 79 
Hustler Turf Equipment.. www.hustlerturf.com 98, 99 
Irrigation Direct www.irrigationdirect.com 13 13 
Isuzu Commercial 

Truck of America www.isuzucv.com 143 103 
John Deere www.johndeere.com 71 45 
John Deere Construction 

www.skidsteer.com 101 70 
John Deere Landscapes 

www.johndeerelandscapes.com 135 101 
JRCO www.jrcoinc.com 78 55 
Kubota www.kubota.com 5 10 
Landscaper Pro www.landscaperpro.com 70 44 
Lebanon Turf www.lebanonturf.com 7, 137.. 11, 99 
Lehman Mfg www.llc-equipment.com 144 105 
LESCO www.lesco.com 127 89 

Little Beaver www.littlebeaver.com 31 26 
Little Wonder www.littlewonder.com 86 62 
LT Rich Products www.z-spray.com 28, 76.... 22, 52 
Marathon Data Systems 

www.marathondata.com....32, 33 28 
Marsan Turf www.sprinklers4less.com I 18 84 
Maruyama www.maruyama-us.com 150 107 
Maxxis Wheel Co www.maxxis.com 35 29 
Midwest Truck Sales www.midwest-trucks.com 108 76 
Morbark www.morbark.com 85 61 
MTD Products www.mtdproducts.com 73 46 
Neely Coble www.neelycoble.com 103 71 
Nite "iyme Illuminations., www.nitetymeilluminations.com.. 124 ...90 
Nufarm 

Turf & Specialty www.turf.us.nufarm.com 
29, I 15, 145 ...23,81,109 

Obex Data Services www.obexdata.com 112 78 
Oldham Chemicals Co... www.oldhamchem.com 30 24 
Pace www. paceamerican .com 26 20 
Pace American www.pacelink.com 128*, 129* 20, 96* 
Perma-Green Supreme., www.permagreen.com 42, 43 34 
Project Evergreen www.projectevergreen.com 

129*.... 113* 
Prospects Plus www.prospectsplus.com/ok 38 30 
Rain Bird www.rainbird.com 119 85 
Real Green Systems www.realgreen.com 75, 77, 79 50, 53, 57 
RedMax www.redmax.com 121 88 
Rittenhouse www.rittenhouse.ca 130 94 
RND Signs www.mdsigns.com 78 56 
Roots www.rootsinc.com 93 66 
SavaLawn www.savalawn.com 39 33 
Scotts Co www.scotts.com 105 73 
SePRO www.sepro.com 149 I l l 
Shindaiwa www.shindaiwa.com 27 21 
Signature Control Systems 

www.signaturecontrolsystems.com .... 23 18 
Southwest Putting Greens 

www.southwestputtinggreens.com 19 16 
Syngenta www.syngentaprofessionalproducts.com ... 

66,67 41 
Tafco Equipment Co www.tafcoequip.com 134 97 
"loro www.toro.com 17, 117.. 15, 83 
Turbo Technologies www.turboturf.com 120 87 
Turfco www.turfco.com 125 91 
Tygar Mfg www.tygarmfg.com 91 1 10 
U.S. Lawns www.uslawns.com 102 104 
Vermeer Mfg www.vermeer.com 141 106 
Vista Outdoor Lighting ... www.vistapro.com 132 95 
Visual Impact Imaging www.visualimpactimaging.com 

126 92 
Walker www.walkermowers.com 153 114 
Walla Walla Sprinkler www.mprotator.com 116 82 
Wells Cargo www.wellscargo.com 74 47 
Westheffer www.westheffer.com 130 93 
Wright Mfg www.wrightmfg.com 83 60 
Yazoo/Kees www.yazookees.com 136 68 
Zum Wilkins www.zum.com I 14 80 

35 Under 35 
STIHL www.stihlusa.com 

T2.TI5.TI6117, 39,40 

* Denotes regional advertising. This listing provided as a courtesy to 
Lawn & Landscape advertisers. 
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Collect or mulch and trim while you mow for a beautiful look in record time with a 
FrontMount™ DuraMax® deck. Aerate, edge, blow, sweep, plow and throw snow in 
1 /4 the time using 1 / 4 the labor, thanks to True ZeroTurn™ maneuverability. For more 
information, call 6 2 0 - 3 4 5 - 8 6 2 1 or visit GRASSHOPPERMOWER.COM 
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I NEED A MACHINE THAT S DURABLE, 
RELIABLE AND THAT CAN TACKLE THE MOST 
CHALLENGING LANDSCAPE! 

I NEED A MACHINE THAT WILL 
INCREASE MY CREW'S PRODUCTIVITY! 

I i t e M l 

X-TREME TESTING ON ALL XDZ 
COMPONENTS GUARANTEES THESE | 

MACHINES WITHSTAND EVERY 
LANDSCAPE DEMAND. 

WE RAISED THE STANDARD WITH 
OUR DURABILITY TESTING BY 

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

CONDITIONS. 

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

MOWERS! 

GRAVELY. 
EVERY LANDSCAPER'S DREAM! 

W W W . 

h JP Horizons 
I N C O R P O R 


