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Purchasing 

Shayne Newman uses a no-nonsense approach to prompt 

peak employee performance at YardApes. 
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TRISTAR 
70 WSP Insecticide 

TriStar® 70 WSP for 
50+ gallon sprayers. 

NEW! TriStar- 30 SG 
for sprayers under 

50 gallons. 

Cleary's TriStar 70 WSP and NEW 30 SG Insecticides now have all 
your spraying applications covered - big and small. 

Great News! Cleary now has all your spraying needs covered. With NEW TriStar30 SG, you 
get the leading insect control in a more effective and easy to measure formulation for smaller 
spraying applications. And like TriStar 70 WSP, you get the same fast contact and long 
residual control you've come to rely on. To find out all the benefits of TriStar 30 SG and 70 
WSP Insecticides, contact your local distributor or visit www.dearychemical.com 

CLEARY 
Count on Cleary 

CELEBRATING 70 YEARS OF INNOVATIVE TECHNOLOGY I ONPARALLELED CUSTOMER SERVICE 

Read and follow all label directions. The Cleary logo is a trademark of Cleary Chemical Corporation. TriStar is a trademark of Nippon Soda Company LTD. ©2006 Cleary Chemical Corporation. 

USE READER SERVICE # 10 
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This new zero-turn runs circles around performance. 

£ m m 
ZD300 Series 
Engineered for power, durability and performance, 
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 hydraul ic deck lift, ensure the 
high qual i ty demanded by commercial operators 
and landscape professionals. 

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

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

or go to www.kubotaZ38.com 

USE READER SERVICE # 11 ©Kubota Tractor Corporation, 2007 

http://www.kubotaZ38.com
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Chart ing Growth 
Still not sure what your ticket to growth is 

this year? Take a minute to review the 

economic and growth trends expected for 

2 0 0 7 and use these predictions to plot a 

better roadmap to success. 

Cover image: Denise Crrgier 
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over S tory -
No Monkey Business 

R e a d i n g R o o r r f 

CrRCULATF 

phayne Newman uses a no-nonsense approach 

to prompt peak employee performance at 

VardApes. 

Cautiously Optimistic 
While negative economic factors still prevail, 

manufacturers and suppliers are rethinking 

their original conservative outlook for 

contractor spending in 2007 . 

8 8 
Service Outlook 
Service add-ons or expansions can boost 

business. Analyze your service mix based on 

these expectations and plan accordingly. 

96 Best of the Web -
Good Growth 
What's the smartest way to grow a landscape company? 

Lawn & Landscape Message Board users debate the 

merits of growing organically vs. obtaining outside 

dollars to fund that next growth spurt. 

M o w i n g 

Blade Runners 
^ Contractors are demanding the best out of their zero-turn 

riding and walk-behind mowers. Lawn & Landscape takes 

a look at some of the advancements on-tap for 2007 . 

S p e c i a l t y C h e m i c a l s 

122 Preemergent Potential 
Using preemergent herbicides correctly the first time 

around can eliminate client callbacks as well as crabgrass. 

media 
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Const ruc t ion Equipment 
O A A Product ive Purchase 

The many perks of a skid-steer make purchasing one a smart 

decision for many landscape contractors. 

I r r igat ion 
Conservat ion Consciousness 
As water conservation becomes a more pressing issue, smart 

irrigation practices become more commonplace. 

Nursery/Tree Equipment 
Chip Off the Old Block 
Chipping services can be profitable if contractors can keep their 

machines well fed. 

Product Spot l ights 
Chip In Trim Job 

® ̂  ^ ^ Several chippers, grinders • ^ 

and shredders are available 

for a variety of needs. 

Time 
Tackle heavy-duty projects 

with the latest string 

trimmer models. 

10 Editor's Focus 

12 Sales & Marketing 

14 Benchmarking Your Business 

16 People Smarts 

18 From the Field 

2 0 Industry News 

32 Market Trends 

36 Calendar 

4 0 Business Opportunities 

156 New Products 

168 How We Do It 

170 Advertisers' Index 

S2 Designer 
Trade Secrets 
Mariani Landscapes head 

designer shares tips for 

merging design tastes. 

S5 Confidence 
is King 
Successful residential 

design sales is one part 

finesse, one part 

experience. 

S10 The Art and 
Science of 
Wetlands 
There's no one 

formula for successful 

wetland-related 

designs. 

S13 Foliage Focus 
Incorporating the right 

color to complement 

woody plant materials 

can be the differentiating 

factor in your landscape 

designs. 
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Low noise, low emissions and low tolerance for 
leaves, clippings and debris. 
In the ongoing battle to maintain your beautiful 
grounds, we only have one thing to say: Landscapes, 
choose your weapons! With the STIHL family of 
backpack blowers, you have the right equipment for 
fast cleanup. The BR 500 is our quietest backpack 
blower at only 65 dB(A) per ANSI B 175.2, designed 
for professionals up against strict noise regulations 
but who still want professional power. For serious 

blowing that won't blow your budget, it's the BR 550. 
And for sheer brute strength, the BR 600 is our most 
powerful blower ever. Oh, and the 2006 EPA statistics 
for backpack blower emission levels credit this family 
with some of the lowest emissions in America. So 
stop by your STIHL Dealer today for clean, quiet yet 
powerful performance. 
1 800 GO STIHL • www.stihlusa.com 

STIHL 
USE READER SERVICE # 13 
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For the first time, you can view the previous years 

digital issues of Lawn & Landscape any time you 

want on DVD. The Digital Library offers all the 

2006 issues on one easy-to-use disc. Each digital edition allows 

you to view the entire issue - in the exact format it appears 

in the printed version - on your computer screen. Browse the 

issues by simply clicking your mouse or print stories to share 

with your staff. 

The DVD is available at the online bookstore. Find this and 

other resources from respected industry veterans by visiting 

www.lawnandlandscape.com/store. 

good grow 
• 

Check out this month's Best of the Web 

story, "Good Growth," on page 96 to 

see what readers say is the best way to 

grow a business. Some business owners 

prefer to grow organically, using only 

the company's profits and no help from outside investors. 

While some say this method is more manageable, others 

say the outside help is necessary to keep up with the rate at 

which the rest of the market grows. 

Organic or outside? Chime in with your idea of the best 

way to grow on our Message Board at 

www.lawnandlandscape.com/messageboard. 

luipment si 

Lawn & Landscape is helping you figure 
i out the trends that will dictate the market-

place in the coming year with our "Business 
Forecast" section, starting on page 68. After 
you read "Cautiously Optimistic," starting 
on page 84 , log on to the Lawn & Landscape 

Web site the week of Jan. 15 and answer 
our poll question, "Do you plan to increase 
spending on any types of equipment in 
2007?" You a n elaborate or give your fore-
cast for the industry on our Message Board. 

online 

In this issue, Lawn & Landscape is introducing Professional Landscape Design, a bi-monthly supplement that goes 
in-depth into the world of landscape architecture and design to further the scope of Lawn & Landscapes award-
winning coverage. It starts on page SI . While you'll find pages of useful information on the aesthetics and ecology 
of architecture, as well as practical details on designing for homes, commercial properties, parks, public spaces 
and other areas, we can't fit all the information into the supplement. You can log onto www.lawnandlandscape. 
com to find even more information about architecture and design with articles featured in our Online Extras 
section. Log on and start learning today! 

I 
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over and above 

Sulf-N® PRO ammonium sulfate fertilizers from Honeywell perform 
over and above other soluble N sources, delivering ammonium-rich 
nutrition for fast green-up, long-lasting color, and suppression of 
summer patch, dollar spot, and other damaging turf diseases. With 
100% ammonium nitrogen, Sulf-N PRO fertilizers resist N loss and 
improve uptake of residual iron, manganese and phosphorus. Sulf-N 

PRO grades are screened to meet high quality standards and are as safe as urea for 
summer applications. Available in mini, micro, and soluble grades for greener, healthier 
lawns and landscapes. 

Honeywell 

Discover the benefits of Sulf-N PRO ammonium-rich nutrition. 
Visit our new website www.sulfnpro.com. 
©2006 Honeywell International Inc. All Rights Reserved. 

USE READER SERVICE # 9 
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Green Industry Resolutions 

With the holidays behind us and the 2007 season fast approach-
ing, New Year's resolutions are top of mind. And, if you're like 
the average person, resolutions are made to be broken. 

Good luck with the new exercise equipment or club membership that 
you received. And, if this is the year that you're going to put down the 
smokes, scale back the gambling or postpone happy hour until the 
weekend, I sincerely hope that you're successful. 

While these personal goals might not make it past Jan. 15, I'd like to 
suggest we work together on an attainable goal for the industry: Raising 
the level of professionalism in the work that we do and in the way that 
we promote our services. 

For years, contractors have complained about fly-by-nighters, low-
ball competitors, inability to attract and retain workers and difficulties 
in raising prices. These issues existed throughout the 80s and 90s and 
persist into the early 21st century. 

But this standard doesn't have to prevail. If you have some down 
time or an off-season, make a list of things you can change immediately. 
For instance, how about your employees? Do they wear uniforms? Are 
they presentable representatives of your company? What about your 
trucks? Are they clean? Are they well-maintained? Do they carry your 
company's name, image and brief marketing message? 

How about training? Employees should be well-trained before 
operating equipment, preparing an estimate or laying a shovel to dirt. 
Additionally, communication skills are essential areas of training for 
your employees. Don't assume that just because they're familiar with the 
tools of the trade that they can effectively and accurately convey your 
company's message to clients and prospects. 

Teach your employees to share their pride for our industry and the 
many attributes our services and our work bring to the environment, 
our neighborhoods, shopping centers, hotels, office parks, university 
campuses, parks, sports fields and more. 

With the spring season right around the corner, the annual denounce-
ment of basic industry tools will headline local newspapers calling for 
bans on pesticides, severe restrictions on the use of blowers and trimmers 
and the elimination of grass and ornamentals that require water. 

Let's stand up together as an industry to tell our customers that they 
can be proud of their investment in their landscapes. That the decks, 
patios, retaining walls, ponds, lighting, trees, gardens and more adds 
value to their homes and creates a verdant environment to entertain 
family and friends. 

Whether your specialty is lawn care, irrigation, tree care, sports turf, 
mowing or design/build, your industry needs you to promote the benefits 
of your services. The message starts at the top - with you. Business own-
ers bear the responsibility of teaching their employees to communicate 
the positive messages of our industry. In turn, our customers will stop 
viewing us as a commodity business and help us promote the benefits 
of our services to the public. Have a great year. • 
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THE 
LAHDSCAPER'S 

CHOICE 

New Holland skid steer and compact track loaders boost landscaping 
productivity and your bottom line. 

Super Boom® Skid Steers—Super Boom® lift linkage delivers maximum 
forward reach at maximum lift height. The long wheelbase and low center 
of gravity yield rock-solid stability and exceptional lift capacity. Seven 
models with operating capacities from 1,250 to 2,800 lbs. 

Compact Track Loaders—superior flotation and stability delivered by 
ground-hugging tracks with the reach and lift capacity of our patented 
Super Boom®. The compact track loader conquers challenging terrain 
with ease to keep you working at full speed. Choose 2,500 or 2,900 lb. 
operating capacity. 

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

V 

Mi L l A ¿Jt*1» 
Backed by a 1-Year Unlimited-Hour Standard Warranty* 

L 'Certain restrictions may apply. See your New Holland construction equipment dealer for details. 
I : DO 7 CNH America LLC. New Holland is a trademark of CNH America LLC. USE READER SERVICE # 15 

& NEW HOLLAND 

http://www.newholland.com
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"A man with a watch knows what time it is. A man 
with two watches is never sure. Segal's Law 

B®* i 
my ^ 

k A 
J B j 

"Put Time on Your Side 
If you're at all like me, you often find 

yourself juggling competing demands 
on your time. There's the work you want 
to be doing and then there's the seemingly 
endless stream of phone calls, e-mails, 
paperwork, team meetings and other 
distractions that lead you miles away from 
how you want to spend your days. You find 
yourself with two (or three or four or five) 
watches when you only want one, you lose 
track of time and priorities, and you stay at 
the office long after the day is done. So let's 
tackle this problem head on and discuss a 
few simple ways to minimize your burdens 
and maximize your minutes. 

1. Embrace technology. You can ben -
efit from the ease and speed that computers 
and other electronic devices make possible, 
but you have to be able to use these tools 
effectively. If you are an inefficient typist, 
take some lessons to help save you time. 
Or maybe you bought a PDA loaded with 
time-saving features, but never found the 
time to learn how to use it. If so, set aside 
a few hours this weekend to sit down with 
the manual and learn how to make your 
PDA work for you. If your office team is 
still taking phone messages on paper, tell 
them to cease and desist immediately. 
Purchase a contact management software 
package like GoldMine that will enable you 
to manage all ofyour contact information, 
phone calls, e-mails and client profiles in 
one place. And if you have a cell phone, 
use it wisely - keep in touch with clients, 
call back prospects and communicate 
with your staff. Your cell phone should 
be reserved for business and emergencies 
only during the day. 

2. Be a student of time management. 
Peter Drucker, the late great management 
guru, once said, "You can't manage any-
thing until you learn how to manage time." 
If you feel as if there's never enough time 
to accomplish everything you need to do, 

go to the library or your local bookstore 
and find some books devoted to the subject 
of time management or spend a couple 
of hours with someone you know who 
manages his or her time well and witness 
firsthand how it's done. One of the tactics 
that has proven effective for me is to sit down 
before I leave my office for the day and write 
up all of the tasks I want to complete the 
next day in order of importance. This way 
I wake up every morning with a clear list 
of goals and can go about my day without 
the distraction of uncertainty. 

You might also try keeping a time diary 
in which you write down what you are do-
ing every 15 minutes. You'll likely discover 
that all of those little personal phone calls 
and paperwork add up to a big loss of time. 
Read back over your week-long diary and 
find where you can make effective changes 
in your schedule. I used to spend upwards 
of 70 hours a week at my office, but by 
reorganizing my day, embracing technology 
and learning how to delegate effectively, I 
have reclaimed 10 hours of my week while 
remaining just as productive. The big payoff 
is that now I get to spend 10 more hours 
a week with my family. 

3. Find a cure for your superman or su-
perwoman complex. As a business owner, 
you do not have to do everything for it to be 
done right. Maybe someone on your team 
will not perform a task exactly the way you 
would, but it will get done. Remember, you 
probably weren't an ace at everything on 
your first try either. Give your team the time 
and leeway to learn and prove themselves. 
Show them you trust and value them and 
they will put forth their best effort and may 
even exceed your expectations. 

Nobody said earning a living was easy, 
but it can at least be made easier. One 
watch, not two. This way, at the end of 
your life, you'll be able to say, "I'm sure 
glad I spent less time at the office." • 

u n d 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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Last to Quit 

djjjjMw 
FORGET WHAT YOU KNOW 
ABOUT 2-STRUKE PUWER. 
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. 

USE READER SERVICE # 16 
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Follow Your Gut 

Benchmarks are normally calculated 
in objective, quantifiable terms and 

reduced to numbers. But I'd argue that 
the most important "benchmarks" are 
not quantifiable. These "benchmarks" are 
intuitive. They actually guide and drive the 
objective, analytical ones. Unfortunately, 
most contractors pay no attention to them 
and it is to their detriment. 

INTUITIVE BENCHMARKS. You go into 
a doctors office and what's the first thing 
that he asks? "How are you feeling today?" 
That's intuitive. Then what does he do? 
He starts to measure things: temperature, 
blood pressure, heart rate, cholesterol 
levels, etc. But doctors usually start with 
intuitive things. Good doctors don't just 
look at the facts - they are interested in 
the whole person. They understand the 
progression of going from the intuitive 
to the analytical back to the intuitive. 

Here are a few of the many intuitive 
benchmarks that green industry profes-
sionals should pay attention to. 

Individual benchmarks: 
1. Do you enjoy your work? 
2. Are you thriving or are you flat, 

bored and unchallenged? 
3. How is your stress level? 
4. Do you feel overwhelmed? 
5. Do you feel in or out of control? 
6. Does your team require minimal 

supervision? 
7. Do you have an optimistic outlook? 
Team/Company benchmarks: 
1. Is your company an "exciting" place 

to work? 
2. Do your staff members, clients and 

jobs "fit" the company's culture? 
3. Does professionalism permeate your 

business? 
4. Are your team members thriving or 

are they bored and being stifled? 
5. Do your staff members like their jobs, 

their boss, you? 
6. Is there an exciting "chemistry" in the 

company between staff and clients? 
7. What is the job satisfaction rating? 
8. Do staff members feel "empowered?" 

BUILDING GREAT TEAMS. Great en-
trepreneurs create great corporate culture 
and great companies emanate from great 
corporate culture. This culture combined 
with objective, quantifiable benchmarks 
provides the "railroad tracks" for your busi-
ness to run on. Then you add the right team 
members who fit your organization. An en-
trepreneur cannot merely be a "technician" 
and create a great company. They also have 
to pay attention to the intangibles in the 
business. Facts, data and products do not 
create great companies - people do. 

It's the "soft" intuitive benchmarks that 
determine the "hard" analytical ones. But 
you have to have both or you lose balance, 
perspective and, ultimately, competitive-
ness. If your business is out of balance, 
you should sense it in your gut. It's at this 
point that you really need to start measuring 
things and comparing your company's per-
formance to acceptable, objective industry 
benchmarks. Once you get things back on 
track, you then need to consistently monitor 
your "gut" feel for what's going on with the 
hard cold measurable facts. Often, it requires 
getting an outside perspective from a quali-
fied "corporate doctor" in order to diagnose 
the problems correctly. Unfortunately, I've 
seen lots of entrepreneurs who were too 
proud to ask for an outside perspective. 
They insisted on self-diagnosing. People 
who want to be their own doctor often 
have a fool for a patient. Be smart - get an 
outside perspective if you need it. Bi 

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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LANS STARTING AS LOW AS $59.95 

NCREASE PRODUCTIVITY IN A 
WHOLE NEW WAY 

Integrated software system designed exclusively for landscapers 

ESTIMATING 
• Quick and easy proposals with photos of job site and materials 
• Automatic material purchase orders 
• Sales quota and closing percentage tracking 

SCHEDULING/ROUTING 
• Automatic routing by area, crew & work type 
• Schedule all or part of the project to different crews 
• Printable (or edoc's) work orders and material load sheets 

CUSTOMER SERVICE 
• Customer satisfaction and retention tracking 
• Automatic client surveys 
• Customer service tracking reports 
• Custom Landscape Care booklets for clients 

PROFITABILITY ANALYSIS 
• Efficiency tracking reports by company, manager or crew 
• Work force efficiency trend monitoring prior to financial implications 

ADMINISTRATION 
• Automated QuickBooks invoicing 
• Automated GPS timecard entry 
• Everyone in organization is on same review basis 
• Measurable, accountable goals that you set for all level of employees 

e n V i s T a 
E - L A N D S C A P E 

THE MOST 

POWERFUL 

LANDSCAPING 
* \ j S ; 

TOOL YOU'LL 
EVER OWN 

MANAGEMENT 
• Log-in screen quickly monitors your entire companies performance 
• Estimating, contract and production information at your fingertips 

PORTABLE 
• Anywhere, anytime use - everyone is on the same page 2006 \ 

INNOVATION 
AWARD 

WINNER 
S-, ̂ f t PRO Magazine 

' r f f 

To find out more or set up a live demo go to WWW.envistainc.com 
USE READER SERVICE # 17 8 6 6 . 6 4 1 . 6 4 5 9 
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How Independent Are You? 

D 

With the announcement of a few 
blockbuster deals in the last half 

of 2006, the acquisition frenzy seems to 
have picked up slightly, but the lingering 
question of whether a successful business 
owner should consider selling the busi-
ness to an acquiring company remains. 

To put this industry trend in perspec-
tive, lets look at some facts. For every 
landscape company that is acquired, 
almost 1,000 companies continue to 
remain independent. What this means 
is that the large acquirers represent less 
than 5 percent of the market, while ap-
proximately 95 percent of the remaining 
players are independents. The high level 
of fragmentation in our industry, as well 
as the huge diversity of revenue volumes 
and market segments, makes the landscape 
industry a very difficult market to suc-
cessfully consolidate. There will always 
be niches into which a larger company 
will neither have the inclination nor the 
ability to penetrate. That is good news for 
the quality, service-driven regional/local 
company. Much like the banking industry 
in recent years, local community banks 
have emerged and are thriving. 

In speaking with some landscape 
contractors recently, I was interested in 
the thoughts a number of them had and 
their decisions to remain independent 
despite the fact their companies prior 
history of success made them prime targets 
for an acquisition. Here are some of the 
reasons: 

• I am deeply involved in my business and 
don't want to work in a different culture. 

• Right now it's not part of my agenda 
to turn over control of my life's work. 

• I do not want to join someone who 
will set the agenda for me. 

• I discussed it with my kids, who will 
be taking over the business from me, and 
left the decision to them. 

a r r y 

• The way Wall Street or one of these 
private equity firms runs a business is dif-
ferent from my agenda. 

• We can do better on our own. 
Another curiosity I dealt with was the 

impact recent consolidations have had 
on their markets and here's what they 
had to say: 

• We see a real advantage in local owner-
ship. The customer likes to be able to talk 
to the owner. 

• We can change direction quicker. 
• We have done pretty well competing 

against companies that were bought. 
• We see people leaving acquired compa-

nies because they were close to the previous 
owner who is no longer there. Obviously, 
these people need to work in another 
company and we might be their choice. 

I also inquired about the relative 
strengths of being independent and their 
strategies for surviving. They said: 

• Independents are able to build strong, 
close-to-the-market relationships. 

• We have vested interests in our com-
munities. 

• We are able to create strong, successful 
cultures in our companies. 

• We can develop alliances with other 
independent companies. 

• We can position ourselves as alterna-
tives to "brand" names. 

Well, there you have it. Each one of 
them has a slightly different reason for 
wanting to remain an independent. Each 
was supremely confident they could con-
tinue to compete successfully based on the 
strengths of their current practices. 

Our industry's sales volume was esti-
mated to be near $90 billion in 2006. If 
95 percent of that volume was produced 
by independent companies, there appears 
to be a bright future for organizations that 
are well managed, focused and constantly 
improving what they do. • 

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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"In a matter of seconds, 
you can go from 

mulching to side-discharge. 
There's not another 

mower that can do that." 

The New John Deere 7-lron II Mulch-On-Demand Deck. 

"When we want to side-discharge, we can do it right from the 
seat," says Mike. "And we don't have to carry an extra piece of 
equipment" Just by engaging a lever from the operator's seat, 
the 7-lron II mulch-on-demand deck goes from mulching to 
side-discharge in an instant. 

Mike Dykstra, Dykstra Landscape Services Inc., Grand Haven, Michigan 

See more of what Mike Dykstra has to say at www.mowpro.com 
USE READER SERVICE # 18 
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Oil, For a Change 
Lawn care professionals rarely claim that 

insect infestations on ornamentals are 
their most common nuisance. But that 
does not diminish the significance of 
these problems, given the financial and 
emotional value customers often attach 
to their trees and shrubs. 

Insect control on ornamentals presents 
a host of challenges, chief among them 
being product selection. While many 
insecticides carry a label for ornamental 
application, truly effective control tends 
to be limited to select insects, and there's 
always the fear of damaging the plant with 
the application. 

All of this points to the value of incor-
porating horticultural oils as part of your 
arsenal for combating the insects attacking 
your ornamental plants. 

Horticultural oils are simpler products 
than most insecticides. This simplicity 
extends to their mode of action as well. 
Whereas other insecticides attack an 
insect's central nervous system or chemi-
cally inhibit its ability to molt and grow, 
an application of a horticultural oil simply 
covers any insect on the plant at the time of 
application and suffocates it. Horticultural 
oils' lack of induced chemical reaction on 
target pests even earns the products classifi-
cation as a "soft pesticide" when compared 
to traditional synthetic products. 

Control occurs within 24 hours, end 
of story. Of course, applying any control 
product is never that simple. Decisions still 
have to be made and variables weighed. 

As with any insecticide, the decision 
making starts with selecting the right 
horticultural oil. These products are 
simply highly refined petroleum oil, and 
the key when selecting an oil is finding 
one that is clearly a horticultural or sum-
mer oil and that offers an unsulfonated 
residue (USR) content of at least 92. 
This number speaks to the product's 

sulfur content, and higher USR contents 
are better because excessive sulfur levels 
can inhibit the oil's ability to enter into 
solution in a tank mix with water. 

Because the oils suffocate their targets, 
product labels are rarely limited to different 
pests or plants. But that doesn't mean all 
oils control all ornamental pests. Horti-
cultural oils are best used against mites, 
scale, aphids and some caterpillar eggs. And 
while applications used to be for dormant 
plants only, improvements in the refining 
process for horticultural oils now makes 
them suitable for applications to actively 
growing plants as well. 

Horticultural oils work well on a vari-
ety of plants from woody ornamentals to 
flowers, yet certain plants do not react well 
to these applications, and the list includes 
hickories, maples, black walnut, ferns, 
cryptomeria, smoketree, azaleas, beech, 
Japanese holly, redbud, savin junipers, 
spruce, Douglas-fir, blue-hued conifers 
and any plant suffering from drought. 

Also, avoid applications when tempera-
tures fall below freezing, which can result in 
oil deposits forming on the plant, or climb 
above 85 F, as phytotoxicity can occur. 

Another key to using horticultural 
oils effectively is understanding their 
limitations. The oils are essentially contact 
insecticides - they will control whatever 
they hit, but they do not offer residual 
control. The oil needs to coat the insect 
to suffocate it, so insects arriving on the 
plant after the application will not be af-
fected. That's why horticultural oils are 
very targeted applications. They should 
be used immediately upon identifying a 
problematic infestation, but they should 
never be viewed as preventive products. 

Though horticultural oils should not 
be viewed as silver bullets, they can be a 
valuable addition to your insect control 
effort on ornamental plants. • 

I b. t o o r i s h a n d b r i a n k e l 
are part of LESCO s Tech Services Department. They can be reached at 
fromthefield@gie.net or at 800/321-5325 ext. 3 1 5 0 to answer technical questions. 
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NEW FOR THIS YEAR: 
• Place orders by January 31,2007! 
• Must take delivery prior to April 1,2007! 
• Take an additional 3% off if delivered by January 31,2007! 

Ms 

Choose the discounts and terms that best meet your needs. 
Discount Terms Options 

• Minimum order of $2,500 1 5% cash payment discount 
• All product categories qualify except ice melt II 3% order discount plus April 2007 terms 
• Receive a 3% delivery discount if delivery is taken by (no interest, no payments) 

January 31, 2007 III June terms (no interest, no payments) 

Qualify for a volume-based discount in 2007 
- Save 2% on a 2007 purchase when you spend $5,000 to $10,000 
- Save 3 % on a 2007 purchase when you spend $ 10,000 to $20,000 
- Save 4 % on a 2007 purchase when you spend $20,000 to $40,000 

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

Details 
• Orders must be placed between November 1, 2006 and January 31, 2007. 
• Orders must be placed by December 15, if customer requires delivery by December 31, 2006. 
• Discounts and terms apply to all LESCO products - with the exception of ice melt products. 
• Minimum order of $2,500 required. f 
• Must take delivery by March 31, 2 0 0 7 . 

4sk your sales rep for additional details. LESCO reserves the right to change or 
alter this program at any time. 
LESCO is a registered trademark of LESCO Technologies, LLC. 

To find the nearest LESCO Service 
Center, visit us at www.lesco.com and 
use our store locator or contact us at 
800-321-5325. 
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C r i t i c a ssues - Po i t ics 
• 

Changing Congress Should Spur 
Increased Industry Advocacy 

The changi ng of the guard in the House and 
Senate should signal to the green indus-
try that it's time for advocacy, says Tom 
Delaney, director of government affairs, 
Professional Landcare Network. 
The Democrats earned control of both 
arms of Congress as the result of last 

November's mid-term election, and past experiences 
have shown Democrats to vote against the interests of 
the green industry, Delaney says. 

He explains that dur-
ing previous periods 
of Democratic power, 
there were more hear-
ings, government ac-
counting reports and 
inquiry into agency work. 
"I think that's still going 
to happen, but not as 
much as it did last time 
because older Demo-
crats were in leadership 
positions then, and there 
are different Democrats 
in many of the positions 
now," he explains. "In-
dustry advocates may 
have a little better time 
communicating with 
them than in the past." 

Still, Delaney has 
a few concerns about 
what Democratic rule 
will mean for business 
and the green industry 
as a whole. He looks at 
past experience as an 
indicator. 

PESTICIDE REGULATIONS. Delaney says there is 
speculation within the Environmental Protection Agency 
that more of the agents will be called upon and questioned 
more now regarding the decisions they make. 

Having occurrences like the pesticide hearings that 
took place in 1989 and 1990 won t be out of the ques-
tion, he says. In addition, many pesticide regulations are 

due for a sunset review, and politicians will likely try to 
upgrade or change older laws that are on the books. 

Delaney says the EPA has an initiative to look at 
regulations on testing, licensing and supervising those 
who use pesticides. The EPA may require more people 
to be licensed and have additional training. There is also 
talk about creating a requirement for supervision of 
lawn care operators who use pesticides on the job. 

Anti-pesticide and environmental groups will find 
more friendly ears with Democratic chairpersons in 

committees, Delaney 
says. "They will have 
an easier time getting 
their agendas pushed," 
he explains. 

B U S I N E S S CON-
CERNS. The shift in 
legislative power will 
likely raise costs for 
the average business 
owner, Delaney pre-
dicts. Whenever new 
requirements are put 
in place, there is usu-
ally a cost to the busi-
ness owner to integrate 
those requirements, 
Delaney says. Those 
business owners have 
little other choice than 
to pass the cost onto 
the customer. "You can 
only raise the cost of 
taking care of a lawn so 
much," he says. "When 
you get to certain price, 
people might start balk-
ing at paying money to 

continue a service that used to be reasonable." 
It's all relative to the economy, he points out. If the 

economy does well, it may not be much of a problem. 
Delaney is also watching the minimum wage debate. 

He says if the minimum wage is raised, which is a desire 
of many Democrats, it may cause problems for small 
businesses. 



While many businesses are already paying above 
minimum wage, a raise in that wage level will cause 
those who are already being paid more to feel that 
their hourly rate should increase as well. 

The shift in power isn't all doom and gloom 
for the green industry. Many of the members of 
Congress who supported the H-2B legislation that 
was passed at the end of September have retained 
their seats through the election. In addition, the 
administration seems to be on board with im-
migration, as evidenced by President George W. 
Bush's proposal for work visas. Chairmen of the 
judiciary and other committees may be favorable 
as well, Delaney adds. 

But few Republicans seem to favor work visas, 
despite their generally pro-business stance, Del-
aney says, pointing out that he thinks they chose 
their actions carefully because of the election. 

CALL TO ACTION. For the most part, when it 
comes to rallying Congress, the vacation is over. 
"Numbers are increasing at Day at the Hill (the 
annual advocacy event PLANET sponsors), but 
not at a fast enough pace," Delaney says. "We've 
had a good number of new people, and I think 
some of the people who have come before 
should see the need to come again. When things 
are considered rosy and going your way, people 
don't feel the need to participate. It takes a crisis 
or change before people feel as if they have to 
get involved again. Visits to Capitol Hill, lobbying 
and associations are going to be critical with this 
new Congress more now than these actions were 
the last few years." 

Lobbyists and others in the industry need to 
make friends with the newly elected legislators to 
help them understand the industry and its needs, 
he says, adding those who do this are more likely 
to be asked opinions when there are decisions to 
be made regarding legislation. These representa-
tives will then have more to think about when 
they go to make a decision on the floor. 

The same should apply in state governments, 
Delaney says. Governor elections caused shifts in 
power in several states, New York being one of 
them. "We've got almost an enemy of the green 
and manufacturing industries in Attorney General 
(Eliot) Spitzer as governor," he says. 

People are going to have to be more vigilant 
about what goes on in the state and local gov-
ernments, he says. "Things happen quickly on 
the local level, and we really have to watch for 
initiatives that are put out there that might affect 
landscape businesses." - Heather Wood 

L A B O R & L I T I G A T I O N 
• 

First H-2B Cap Met 

U.S. Citizenship and Immigration Services (USCIS) announced that it 
received a sufficient number of petitions by Nov. 28, 2006 to reach 
the congressionally mandated H-2B cap for the first six months of 
Fiscal Year 2007. 

"Reaching the semi-annual cap of33,000 in November underscores 
the need for a permanent solution," stresses John Farner, American 
Nursery and Landscape Association's director of legislative relations. 
"With the cap being reached earlier each year, it is evident that em-
ployers are in need of seasonal temporary employees; these are jobs 
Americans simply won't do." 

For all petitions that are 
subject to the cap and were 
received on Nov. 28, USCIS 
will apply a computer-gener-
ated random selection process 
to select the number of peti-
tions needed to meet the cap. 
USCIS will reject all cap-subject 
petitions not randomly selected. 
USCIS also will reject petitions 
for new H-2B workers seeking 
employment start dates prior to 
April I that arrived after Nov. 28. 
USCIS will continue to accept 
petitions for new H-2B workers 
seeking employment start dates 
on or after April I that arrive 
after the "final receipt date" 
only if they are supported by a 
valid temporary labor certification. 

Petitions for workers who are currently in H-2B status and 
returning H-2B workers do not count toward the bi-annual H-2B 
cap, thanks to legislation Congress enacted earlier this year. In order 
to qualify as a "returning worker," the worker must have counted 
against the H-2B cap between Oct. 1, 2003, and Sept. 30, 2006. 

USCIS will continue to process petitions filed to extend the stay 
of current H-2B workers in the U.S., change the terms of employ-
ment for current H-2B workers and extend their stay, allow current 
H-2B workers to change or add employers and extend their stay, or 
request eligible H-2B "returning workers." 

Because the cap was hit so early this year, Tom Delaney, director 
of government affairs for the Professional Landcare Network, says 
the second 33,000 cap is expected to be reached in early April due 
to the high number of contractors who will now be re-filing for the 
second half to try and beat those who file later in the year. "Landscape 
contractors should be used to this by now," Delaney says. "This is 
why it is so important to get legislation to make the returning worker 
exception permanent. This is something that can be fixed if everyone 
steps up and does their part to contact their members of Congress 
and push for a change." - Marisa Palmieri & Nicole Wisniewski 
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Easy t o use ... profitable ... 

AND N o w WITH 3D 

Customer Proposals Night and Holiday Lighting 



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. 

¿¿•trc frafix software nc 

PRO 13 
p Landscape 

The Standard m Detign Software for Landscape Professionals! I 

1 

2- - - v- > 

www.prohndscape.cow 

60-Day Money-Back Guarantee 

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

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

PRO 
Landscape-
The Standard in Design Software for Landscape Professionals! m 

www.prolandscape.com 
800-231-8574 or prolandscape@drafix.com 

drafix software, inc. 

USE READER SERVICE # 20 S E L L B E T T E R P L A N B E T T E R B I D B E T T E R 
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industry news 

W A G E R E P O R T 

Landscape Architect Salaries Up By 20 
The average total compensation for 
landscape architects is $89,700 - an 
increase of 20.2 percent over the 
$74,600 reported in 2004, says the 
American Society of Landscape Archi-
tects (ASLA) 2006 National Salary and 
Business Indicators Survey. 

Average salaries rose steadily by 
years of experience in the 2006 sur-
vey. It peaked for those with 36 to 40 
years of experience with an average 
salary of $ 154,600 that was above any 
other group. The Pacific region was 
the top-earning region by salary in the 
2006 survey, with an average salary of 
$91,200. This region was also the top-
earning region in 2004 and 1998. 

The percentage of female respon-
dents took a big jump in the 2006 
survey. In the 1998 survey their share 
was 25 percent. There was a very slight 

increase, to 26 percent, in 2004, and 
a larger jump up to 30 percent in the 
2006 survey. Further demographics of 
the survey include: 91 percent white; 
3 percent African-American; 3 percent 
Asian-American; 1.4 percent Hispanic; 
and 1.9 percent "other." 

The 2006 ASLA Business Indicators 
Survey reveals there are not enough 
landscape architects to meet the de-
mand for services, which is expected 
to continue to grow in the next decade. 
While 62 percent of respondents 
indicated there was a good supply of 
landscape architecture graduates, 38 
percent thought there were too few. 
No respondent thought that there 
was a surplus of new graduates in the 
field. Almost half of the respondents 
(47 percent) expect to hire landscape 
architects in the coming 12 months. 

Percent 
Residential work continues to 

dominate the landscape architecture 
market as it did in all previous sur-
veys. Most of that work (38 percent) 
consisted of single-family homes, with 
apartments and condos comprising 9 
percent of residential work and retire-
ment communities at 3 percent. 

"Both surveys confirm what we've 
been hearing from our members: that 
it's a very good time to be a landscape 
architect," says Nancy Somerville, ex-
ecutive vice president/CEO of ASLA. 
"With only 30,000 landscape architects 
in the U.S. and the sustained growth 
in demand for landscape architecture 
services, there is significant oppor-
tunity for young people considering 
entering the profession." 

The full survey is available for 
purchase at www.asla.org. 

Photo: Ford 

E Q U I P M E N T S P E N D I N G 
• 

Truck Sales Expected to Decrease 
FARMINGTON HILLS , Mich. - For the work truck and 
trailer industry, the pre-buy that happened in 2006 is predicted 
to cause a short recession this year with an upturn in 2008, said 
Stephen Latin-Kasper, market data and research director for the 
National Truck Equipment Association during the association's 
2007 Business and Market Planning Summit. Latin-Kasper also 
pointed out that the utility industries in the United States and 
some abroad will remain good markets for work truck and 
trailer industry sales in 2007. 

Other forecasts during the Summit included: 
• U.S. retail sales of Class 8 trucks and tractors will range 

between 187,000 to 205,000 this year (the range was 
between 283,000 to 360,000 in 2006). 

• The state and local government end-use markets will do 
well due to increased tax revenues and funds for internal 
service that will lead to more truck purchases from 
state fleets. 

• Truck and truck equipment companies that sell to high-
way and street contractors should have a good year, 
while demand for trucks from most other end-use 
markets will be down. 

• U.S. gross domestic product will vary from 2.2 to 
2.9 percent this year (the range was between 3.3 to 
3.4 percent in 2006). 
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Spend less time mowing your lawn, and more time enjoying it! 
i i 

^uudi/ugj, juju 
S T E S T L A W N M O W E R 

l ' I 

HORSEPOWER 

INCH CUT WIDTH 

ACRES PER HOUR 
LT2700-60D SHOWN 

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

d i x i e c h o p p e r . c o m 
Over 2 5 Years Dixie Chopper has been building the most 
productive machines in the industry. Experience the 
difference today at your nearest Dixie Chopper dealer. 

USE READER SERVICE # 21 



in dustr news 

M E R G E R S & A C Q U I S I T I O N S BRICKMAN 
Enhancing the American Landacafte Sine* ¡9.19 

Brickman Buys Ohio-Based GroundMasters 
Brickman hopes to increase its 

presence in southern Ohio with 

the acquisition of Cincinnati-based 

GroundMasters. 

Brickman, which serves com-
mercial clients in 23 states with 
maintenance, landscape architecture 
and construction services, acquired 
GroundMasters, the Ohio Valley's 
largest provider of commercial 
landscape installation, maintenance 
and irrigation services, with seven 
locations throughout the tri-state 
region. GroundMasters Owner Mike 
Rorie will remain with the company 
as a vice president, as will the existing 
management team. 

"I first met Mike Rorie 10 to 12 
years ago at an ALCA (Associated 
Landscape Contractors of America) 
event," said Brickman President and 
CEO Scott Brickman. "We ended up 
golfing together and had seen each 
other over the years and kept in touch. 
We decided our two organizations 
can do a lot together as opposed to 
competing." 

Rorie and his leadership team, 
including Chris Hayes and Gary 
Kuykendall, will continue to oversee 
the Cincinnati, Dayton and Louisville 
markets. Their branches will be known 
at first as GroundMasters, a division 
of Brickman with a transition into the 
Brickman name taking place in the next 
year or two. 

"Having developed GroundMas-

ters into a regional leader in the Ohio 
Valley and Kentucky over the past 27 
years, I'm always focused on the future 
of our organization," Rorie explained. 
"The opportunity to continue growing 
our business has just taken a quantum 
leap by joining Brickman. The values 
and cultures of our two organizations 
are parallel." 

Brickman said the company doesn't 
perform many acquisitions, but echoed 
Rorie's comment that the two com-
panies' cultures are similar, which will 
help create a smooth transition. "For 
both of us, our primary focus is on 
landscape maintenance management, 
long-term customer relationships and 
we have highly tenured employees," 
he said. "We see things very similarly." 
- Heather Wood 

2 6 lawn & landscape january 2 0 0 7 www.lawnandlandscape.com 

http://www.lawnandlandscape.com


O N T M P M A R K E T ? 

ServiceMaster Exploring Sales Options Katrina Helmkamp 

Shares of ServiceMaster Co. 
soared more than 10 per-
cent Nov. 28, 2006 after the 
lawn care service and pest 
control provider said it is con-
sidering selling itself. 

ServiceMaster said its board 
has hired investment banks Mor-
gan Stanley and Goldman Sachs 
to explore the possible sale of 
the company, along with other 
options. It also hired the law firm 
Sidley Austin as its legal adviser 
to facilitate the process. 

The company, which an-
nounced plans last month to 
move its corporate headquar-

ters to Memphis, Tenn., said it doesn't 
plan to release additional information 
about the status of its review until it 
completes the process. 

Its stock climbed $1.21, or 10.1 
percent, to $13.1 I in afternoon trad-
ing on the New York Stock Exchange, 
at the high end of a 52-week range of 
$9.66 to $13.62. 

"Our board is open-minded with re-
spect to our future path and committed 
to maximizing value for our sharehold-
ers," said J. Patrick Spainhour, chairman 
and CEO. "If the exploration of strategic 
alternatives creates the probability of a 
transaction that would deliver value to 
shareholders that is superior to what the 

company could achieve with its updated 
business plan, then the board will pursue 
that transaction." 

Spainhour also said the company 
expects revenue to increase in the mid 
to high single-digit percentages and earn-
ings-per-share growth in the low double 
digits in 2007. Its target by 2009 is high-
single-digit revenue growth and earnings 
per share progressively increasing to the 
mid-teen level. 

In other news, Katrina Helmkamp was 
named group president for ServiceMas-
ter with responsibility for the TruGreen 
ChemLawn, TruGreen LandCare and 
Terminix business units. She previously 
serviced as president of Terminix. 

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 

Arena 
Always read and follow label directions. ARENA and the ARENA logo are trademarks of Arysta LifeScience North America Corporation. 
The Arysta LifeScience logo is a trademark of Arysta LifeScience Corporation. 02005 Arysta LifeScience North America Corporation. ARN-043 Putting You In Control " 

Arysta LifeScience 

Harmony In Growth 
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ustrv news 

IN THE N E W S 

Home Depot Earnings Miss Estimates 
Home Depot reported flat third-quarter 2006 profit 
that missed Wall Street estimates and sharply cut its 
forecast for 2006 earnings and sales growth as the 
U.S. housing slowdown crimps spending. 

Earnings came to $ 1.5 billion, or 73 cents a share, in 
the third quarter that ended Oct. 29,2006, compared 
with $ 1.5 billion, or 72 cents, a year earlier. Analysts, 
on average, expected profit of 75 cents, according to 
Reuters Estimates. Total sales rose I 1.3 percent to 
$23.1 billion, falling short of analysts' average estimate 
of $23.3 billion. Sales at stores open at least a year, an 
important retail measure, fell 5.1 percent. 

In a statement, Home Depot said a slowing U.S. 
economy, declining home sales and prices, and fewer 
refinancings had hurt its retail division, where total 
sales rose just I. I percent to $ 19.7 billion. 

In the Home Depot Supply segment that caters 

to homebuilders and other contractors, sales more than 
doubled to $3.5 billion, helped by acquisitions. 

Atlanta-based Home Depot and rival Lowe's cut their 
2006 outlooks as higher borrowing costs and weaker U.S. 
home sales led consumers to limit big-ticket purchases. 

Home Depot sharply pared its growth forecast, saying 
it plans to report a 4 to 5 percent rise in per-share profit 
and a 12 percent sales increase for the 2006 fiscal year. 
In August 2006, Home Depot had said full-year results 
would come in at the low end of projections of 10- to 
14-percent increase in per-share earnings and a rise of 
14 to 17 percent in sales. 

Home Depot's stock fell about I I percent as of No-
vember 2006, while Lowe's was off 13 percent. 

Adding to the negative retail sentiment were No-
vember 2006 reports by Wal-Mart, Target and Staples 
lowering their fourth-quarter forecasts. 

L . T . RICH P R O D U C T S , I N C Call: 8 7 7 - 4 8 2 - 2 0 4 0 
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THE BIST JUST KEEPS GETTING BETTER! 

The NEW Z - M A X 
5 0 gallon C a p a c i t y • W i d e r w h e e l base 

C h e c k o u t o u r f u l l l ine 

o f R i d e - O n S p r a y 

S y s t e m s a n d A e r a t o r s 

at www.z-spray.com 

The NEW Z - S P R A Y JUNIOR-36 
• 3 5 V i " w i d t h f o r g a t e d l a w n s 

• R e d e s i g n e d s p r a y t a n k f o r l o w e r 
center o f g r a v i t y 

• A l l the s t a n d a r d f e a t u r e s of 
our current units 

• P o w e r e d b y K a w a s a k i 

http://www.lawnandlpndscape.com
http://www.z-spray.com


Cool Power̂  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. 

your early season weed program 

Visit our web site 
for more information: 
www.turf.us.nufarm.com 

Cool Power̂  is a broad-spectrum herbicide that 
has proven fast and effective on weeds such as: 

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 

r v 
Nufarm 
Turf & Specialty 

Cool Power Selective Herbicide. Home of Riverdale Brands 
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news 

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

Considering that a growing num- I. 
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. 2. 

In an effort to aid landscape and 
lawn care professionals in their com-
munication efforts, Lawn & Landscape 
will be running a few phrases each 3. 
month in English and Spanish, including 
a pronunciation guide, courtesy of the 
book "The Lingo Guide For Landscap-
e s " by E.G. White. To inquire about 4. 
ordering the book, which costs $ 14.95, 
visit www.lawnandlandscape.com/ 
store or contact the Lawn& Landscape 5. 
Book Department at 800/456-0707. 

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

ENGLISH: How are you today? How is your family? 
SPANISH: Como esta usted hoy/Como le va? Como esta su familia? 
(KOH-moh ehs-TAH oos-TEHD ohEE/KOH-moh leh vah? KOH-moh 
ehs-TAH soo fah-ME-leeah?) 

ENGLISH: Did you have a good weekend? 
SPANISH: Paso un buen fin de semana? 
(pah-SOH oon bwehn feen deh she-MAH-nah?) 

ENGLISH: You have a good crew of men. 
SPANISH: Si, pase un muy buen fin de samana. 
(See, pah-SHE oon mooEE bwehn feen deh she-MAH-nah.) 

ENGLISH: Your work looks good. 
SPANISH: Su trabajo se ve bien. (Soo trah-BAH-hoh she beh beEHN.) 

ENGLISH: Do you want to take a lunch break? 
SPANISH: Quiere tomar un descanso para almorzar? 
(KeeEH-reh toh-MAHR oon dehs-KAHN-soh PAH-rah ahl-more-SAHR?) 
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GRASSHOPPER HIGH-PERFORMANCE MOWERS 
COMBINE THE BEST CUT WITH THE BEST RIDE 

W 
YOUR NEXT MOWER 

Increase productivity and keep your best operators on the job with Grasshopper mowers. 
Our Ultimate Operator Station™ enables faster and longer mowing with less fatigue, while 
deep DuraMax® decks provide a beautiful cut at top speeds for your high-profile accounts. 
Call 620-345-8621 or visit GRASSHOPPERMOWER.COM. 



mar ket trend: 
S M A R T B U S I N E S S 

I 
Doing ' T h e Never* and 
O t h er m a r ket ing H in ts 

When it comes to marketing, 
landscape contractors should 
"do The Never/" says Joe Mor-
rison, who spoke about "Alter-
native Marketing for Landscape 

Contractors" Nov 2-4,2006 at the Green Industry 
Conference in Columbus, Ohio. 

No, it's not a new dance craze. It's what con-
tractors need to do to identify and communicate 
their unique value proposition to their target 
clientele. "If you can find a way to do what your 
competition never does, you're going to have a 
lot of business," says Morrison, a Flemington, 

Special Dealer Incentives 
(website for details) 

vlLAWN 
SOLUTIONS "Your Total Lawn Care Solution" SOLUTIONS www.LawnSolutionsCP.com COMMERCIAL PRODUCTS, Int. www.LawnSolutionsCP.com 

" H y d r o w a l k - b e h i n d p o w e r s e e d e r ! " 

r r - r 
/\EVITAUZER 

V 

8,5 HP 

$3250 
MSRP % 

~ E B 

i f ^ ° 

Wñ 
I 

6.0 HP 
$2750 

MSRP 

Contact a Lawn Solutions Representative Today (866) 968-3188 
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N.J.-based business coach and 
former landscape company 
owner. 

In addition to the concept of "doing The Never,'" which 
Morrison says he borrows from one of his favorite business 
Web sites (www.gazelles.com), he explains that the crux of 
marketing - which is not merely a synonym for print advertising, 
he emphasizes - is a clear, consistent communication of your 
message to your target clients. For example, Nike hits the nail 
on the head with "Just Do It," a slogan that resonates with its 
competitive-minded customers. Landscape contractors should 
communicate similarly emotionally charged sentences within 
their clients' frames of reference, Morrison says. 

Quickly Create Landscape 
Designs that Sell for You! 

with P I 3 P I ^ ^ software 

stefc. 

Computer Solutions 
for the Green Industry 
Professionals 

PLAN 
AFTER 

Get more with PLAN software! 
• Simply drag and drop pre-sized symbols 
to effortlessly create landscape designs. 

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

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

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

+ FREE 1 year maintenance 

www.soft3d.com 

D S D international 
1 888 334-8001 
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market trends b o o k 

Often, design/build contrac-
tors can create or identify these 
types of differences in their sales 
processes, Morrison says. For 
example, if your competitors 
meet clients at their properties, 
then be different by meeting 
clients at your office. Another 
way business owners can identify their 
unique value propositions (UVP) is to 
ask themselves the following ques-
tions: What excites me? What comes 
easily to me? What do I do that no one 
else does? 

After a company understands its 
UVR it can put a marketing plan in 
place. In terms of effective marketing 
tactics, Morrison recommends analyz-
ing who your best clients are and where 
it's likely they'll look for you. "If you're 
doing high-end design/build, then you 
probably shouldn't be marketing with 
a display ad in the Yellow Pages," he 
says, noting that Web sites are essential 
and an upscale regional magazine may 

Joe Morrison of Joe Morrison Business Coaching, 
Flemington, N.J., a certified landscape technician and 
former owner of a design/build firm, shared his list of 
five must-read business books. 
• "Seven Habits of Highly Effective People" - Covey 
• "The One-Minute Manager" - Spencer/Johnson 
• "The E-Myth" - Gerber 
• "Good to Great" - Collins/Porras 
• "Built to Last" - Collins 

be a more appropriate place to spend 
print advertising dollars. 

All companies should practice 
public relations, he says, referring 
to sending press releases to news 
organizations and participating in 
volunteer efforts as a free way to get 
your name out in the community. 

"There is no more powerful tool 
than having your company written 
about in the newspaper," Morrison says. 
Positioning yourself as a local gardening 
expert may allow you to take this tool 
to the next level and land a regular col-
umn or "tip of the week" gig with the 
paper. Third-party endorsements from 

the media are as good as 
referrals, he explains. For 
those not experienced in 
media relations, Morrison 
recommends the Web 
site www.WorklnPR. 
com. "It lays out every-
thing you need to know 

about writing press releases, who to 
send it to and how to get them to 
actually print it," he says, noting the 
key is to ensure what you send the 
news outlet is actually newsworthy. 

Another idea Morrison advocates 
is "buzz marketing," or simply getting 
people to talk about your company. This 
concept permeates every aspect of a 
business, from employee and vendor 
relations to whether or not you send 
thank-you notes, he explains, adding 
that honoring customers with plaques 
when their project wins awards is one 
way to appeal to clients. "Make it easy 
for people to talk about you," Morrison 
says. - Marisa Palmieri 

R N P S I G N S 
Marketing, Design & Print 

PROMOTE 
YOUR 

COMPANY 

Printing • Signs . Marketing • Design 

VIEW HUNDREDS 
OF PROMOTIONAL 

IDEAS ONLINE! 
www.rndsigns.com 
800-328-4009 
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TM 

LANDSCAPER 

• 96" Wide x 50" High 
• Available in 9' through 16' Lengths 
• 16-gauge Corrugate Steel sides and front 
• 2-piece Perforated Upper Rear Doors 
• Lever Activated Dual Action Gate 
• 48" Curb Side Access Door 
• 12-gauge Smooth Steel Floor 
• Knocked Down and Prime Painted 

TAFCO Equipment Co. 
Hwy 16 West 
Blue Earth, MN 56013 
(507) 526-3247 
www.tafcoequip.com 
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ALL NEW CHEVY SILVERADO New 170-degree opening rear doors open wider than any other 
Extended Cab pickup' and have full-drop power windows, making our truck hardworking and innovative. — 
And now, every 2007 Silverado® is backed by the GM® 100,000 mile/5-year Powertrain Limited Warranty? 
America, meet your truck at chevy.com THIS IS OUR COUNTRY. THIS IS OUR TRUCKS 
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® C A L E N D A R 

C a l e n d a r N o t e 

To ensure that your 
meeting date is 
published, send an 
announcement at 
least 12 weeks in 
advance to Lawn 

& Landscape 
Calendar. 
4012 Bridge Ave., 
Cleveland, OH 
44113. 

> > > 
www.lawnandlandscape.com 

JAN. 9-11 Irrigation Association's Certified Irrigation Contractor Exam, 
Columbus, Ohio. Contact: www.irrigation.org, 703/536-7080 

JAN. 9-11 Congress/Fencecraft 2007: Canada's International Horticultural Lawn and 
Garden Trade Show and Conference, Toronto. 
Contact: www.locongress.com, 800/265-5656 

JAN. 9-11 Eastern Pennsylvania Turf Conference and Trade Show, King of Prussia, Pa. 
Contact: www.paturf.org, 814/355-1912 

JAN. 17-19 Idaho Nursery & Landscape Association Horticulture Expo, Boise, Idaho. 
Contact: www.inlagrow.org 

JAN. 17-19 Mid-America Horticultural Trade Show, Chicago. Contact: www.midam.org 

FEEL LIKE 
YOUR BUSINESS 
IS MISSING 
SOMETHING? 
YOU'RE NOT ALONE. 
Everyone feels that nagging emptiness that your business could be 

pushed to its full potential, Make it happen by becoming part of a 

team of true professionals. Invest in a Weed Man franchise. You'll get 

unrivaled support from a company with 35 years of proven industry 

experience, not to mention a tangible way to maximize your growth. 

Call 888.321.9333 for more information or for a free consultation. 

m www.weed-man.com m 
USE READER SERVICE #31 USE READER SERVICE # 32 
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Taking Care of Business.. 
1 0 minutes 
per acre! 

Turf Tracker 
Time Machine 

Turf Tracker 
Stealth 

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

x^l^F Visit us on the web for great savings! 

http://www.lawnandlandscape.com
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http://www.paturf.org
http://www.inlagrow.org
http://www.midam.org
http://www.weed-man.com
http://www.csturfequip.com


THE ARMY KNIFE OF TURF HERBICIDES 
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ALWAYS READ AND FOLLOW LABEL DIRECTIONS 00162 
0 4 ' " i s a registered trademark of PBI/Gordon Corp. 



JAN. 29 - 31 Iowa Turfgrass Association Conference & Trade Show, Des Moines, Iowa. 
Contact: www.iowaturfgrass.org, 515/232-8222 

JAN. 31 - FEB. I Connecticut Turf & Landscape Conference, Hartford Conn. Contact: 203/699-9912 

JAN. 31 American Nursery & Landscape Association Management Clinic, Louisville. 
Contact: www.anla.org, 202/789-2900 

FEB. 3-11 64th Annual National City Home & Garden Show, Cleveland, Ohio. 
Contact: www.homeandflower.com, 800/600-0307 

FEB. 6 - 8 New England Grows Exposition, Boston, Mass. Contact: www.negrows.org, 508/653-3009 

FEB. 6 - 8 Pennsylvania Landscape & Nursery Conference, State College, Pa. Contact: www.plna.org, 800/898-3411 

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

RAÌN^B/RD SALE 
5004-PC 

4"Pop-Up Turf Rotor 
Install Confidence: 

Install Rain Bird. 

$7f, 
BUY THE BOX 

MTI 

1 O f ) A 4"Pop-Up 
I O U ' S p r a y Head 

SPRAY HEADS 
1804 body $ 1.25 
1806 body $ 4.25 
1812 body $ 6.50 
Std.Nozzles....$ .85 

VAdj.Nozzles....$ .90, 

AMMKMM 
NEW 
LOWER PRICE 

THE INDUSTRY LEADER 
IN POP-UP SPRAYS 

-YOUR BEST SOURCE FOR RAIN^BIRD 

800-600-TURE, YJSA 

Order By 1 p.m. 
SHIPS SAME DAY 

M-F 7:30-5 SAT 8-1 PDT 
S e Habla Español 

A S K ABOUT 
QUANTITY 

PRICING 

Call Now & Save 

WWW.SPR INKLERS4LESS COM 
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I D > 
Irrigation Direct 
877.436.6922 a 

middle r r u i included. 
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. 

wwwjrrigationclirectxom 
the grass just got greener 

6-Station Controller 
$49.00 - $69.00 

Module 
$14.00 

By using Irrigation Direct, contractors benefit from: 
<=> Products priced up 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 



Lawn care operators find perimeter pest control is an easily managed low-cost add-on 

service that keeps clients happy and bug-free in the summer months. 

Les Wilshusen is glad he 
followed his friend's busi-
ness advice. 

Seven years ago, 
Wilshusen's buddy, a lawn 
care operator in Omaha, 
Neb., convinced him to 
begin offering his clients 

perimeter pest control services. It was a 
tempting notion because, on paper, pe-
rimeter pest control was a low-cost service 
that didn't require additional certifica-
tion in his state or a steep investment in 

materials or new application equipment, 
yet had the potential to yield attractive 
profits. Encouraged by the potential, 
Wilshusen began offering his clients the 
outdoor, anti-bug service. 

"Today, its the fastest growing part 
of my business and it has become very 
profitable," says Wilshusen, the manager 
of Mikes Lawn Service in Storm Lake, 
Iowa. "In fact, I told a contractor friend 
of mine in Norfolk, Neb., about perime-
ter pest control and now that's the fastest 
growing part of his business, too." 

>¡k e z a w a c ki I m a n a g i n g e d i t o i 
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D K 4 5 S 

w ? 

Now with a 
4-Year Warranty. 
But don't take that 
as a challenge. 

Your Lana. 
Our Territory. 

, - . I 
• 

^ We know what you're thinking: a EDGM] with a 4-Year 
A ^ W warranty? Now you can drive it right off a cliff to catch a 

roadrunner, right? Not quite, but we are talking two-years 
of bumper-to-bumper, all parts and labor, and another two years 
on the engine and drivetrain, including all parts and labor. That's the 
best tractor warranty available anywhere. Acme included. 

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

Major Daedong components including 
a solid, reliable Daedong engine 

Attachments and implements to meet 
any demand 

/ • More standard features, like foldable ROPS 
I or cab style, 12x12 synchronized transmission 

and independent PTO/auto PTO 

Extensive, KIOTI-tough 4-year warranty. 
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business opportunities 

Since Mikes Lawn Service first 
began offering perimeter pest control, 
the service has grown by 67 percent, 
Wilshusen says. 

Customer need also convinced 
Dan Setlak, president of Heartland 
Lawns in Omaha, Neb., to begin of-
fering his lawn care clients perimeter 

Perimeter pest control is a low-cost service that 
doesn't require a steep investment in materials or 
new application equipment, yet has the potential to 
yield attractive profits. For many contractors, the 
service is the fastest growing part of their businesses. 

pest control services. "I kept get-
ting calls from clients who said they 
were looking for a way to keep pests, 
particularly box elder bugs, which are 
a real nuisance around here, from get-

ting inside of their houses," he says. 
Setlak conducted some research 

on his own and then consulted with 
colleagues at other local lawn care com-
panies already offering perimeter pest 
control services. Based on their experi-
ences, they gave Setlak a crash course 
on the ins and outs of offering the 
service to clients. "Their success con-
vinced me that I could begin offering 
the service, too," he says. "When we 
first introduced the service it received 
tremendous amounts of interest from 
our clients. Since then we've had steady 
- not huge - growth, but it helps to 
supplement our overall income." 

Since Heartland Lawns began 
offering the service three years ago, 
Setlak has grown his perimeter pest 
control business by about 30 percent. 
Setlak adds he maintains a 95 percent 
customer retention rate for perimeter 
pest control services. "As my business 
grows I pick up more clients who 
want the perimeter pest control service 

continued on page 46 

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. 
800-362-3110 

Shop O u r 
eBay 
Store 

"sprayerparts" 
Today 

Fiberglass or Stainless Tanks 

i Cireen («arde 

i Flo Jet 

i Flow max 

i Han nay 

L Honda 

k Hydra-Cell 
k Hypro 

k Solo 

k Tee Jet 

. Udor 

« ¿ a i s . 

MANY MODELS IN STOCK! 
OVER $2 MILLION IN INVENTORY 

Shop www.westheffer.com Today 
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k Pumps 

i Kngines 

. Reels 

i Spray Guns 

k Backpacks 

k Strainers 

k Regulators 

k Repair Kits 

Trco 
J Heavy-duty Attachments 

for Commercial Mowers 

Electric Broadcast Spreader 

• 2.2 cu. ft /120 lb. Capacity 
• Electronic Speed Control 
• Stainless Steel Frame 
• Stainless Steel Controls 
• Spread Pattern Centering 

Call for Dealer 
800.966.8442 
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Priced at $29.95 -you II find this a perfect complement to your resource collection. 
Every article, every ad, and every supplement from the 2006 digital editions of 
Lawn & Landscape is on one easy-to-use, searchable DVD or two C D ROMS, 
¿hoose your format! Both formats can he accessed whether you are on or off the web. 
Find what you need when you need it! 

ORDER YOUR COPY TODAY! 
Place your order online at www.lawnandlandscape.com/store or call toll free 

(800) 456-0707 outside the U.S. dial (216) 925-4610 

http://www.lawnandlandscape.com/store
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For 
faster 

service 
visit 
our 

i k i f t l r i a 

wviw.lawnandlandscape.com/store 

FOUR E A S Y 
WAYS T O O R D E R 

ONLINE: 
Visit www.lawnandlandscape.com/store 

PHONE: Order toll free 800/456-0707 and speak 
speak with a Customer Service Representative. 

FAX: 

MAIL: 

Fax this form to 330-659-4043 

Lawn & Landscape Media Group 
4020 Kinross Lakes Pkwy #201 
Richfield, OH 44286 

EXCLUSIVELY FROM 

QUANTITY 

TECHNICAL BOOKS & SOFTWARE 

The Complete Irrigation Workbook by Larry Keesen 
The Complete Irrigation Workbook Special 5 for 
Turfgrass Ecology & Management by T. Karl Danneberger 
Destructive Turf Insects, 2nd ed. by Harry D. Niemczyk, 

Ph.D. & Dr. David J. Shetlar, Ph.D. 
Turf & Ornamental Insect Identification Series CD-ROM 

Volume I: The Grubs 
Managing Snow & Ice: A Practical Guide to Operating 

a Profitable Snow and Ice Removal Business by John A. Allin 
Snow Removal Business Forms on CD-ROM 

PRICE AMOUNT 

SI 2.95 
$50.00 
$14.95 
$49.95 

Snow Estimating Software by John A. Allin on CD-ROM 
Lawn & Landscape Technician's Handbook 
Lawn & Landscape Technician's Handbook Special 5 for 

$39.95 

$25.00 

$24.95 

$295.00 
$14.95 
$60.00 

SUB-TOTAL ALL ITEMS 

(Ohio residents only add 8%) S A L E S T A X 

Add appropriate shipping charges: 
U.S. - $6.00 first item; $2.00 each additional item 
International -$11.00 first item; $4.00 each additional item 

Name 

S&H 

TOTAL 

METHOD OF PAYMENT 
• Check Enclosed: 

Make payable to Lawn & Landscape Media Group 
Charge my: 
• Visa • MasterCard 
• Discover/Novus L J American Express 

Name as printed on card:_ 

I understand my purchase will be shipped 
upon receipt ofpayment. I also understand 
that 1 can return my product(s) within 
60 days for a 100% refund if I am not 
totally satisfied. 
CD-ROM products are non-returnable. 

G U A R A N T E E 

Credit Card number:_ 

Expiration date: 

Signature: 

LL-0107 

http://www.lawnandlandscape.com/store


business opportunities 

continued from page 42 

along with their lawn service," he says. 
Lawn care operators like Wilshu-

sen and Setlak are discovering that 
perimeter pest control can be a profit-
able addition to their client service 
menu. And customers are proving to 
contractors that they will pay for the 
additional service in order to eradicate 
common outdoor pests, such as ants, 

spiders, millipedes, crickets, box elder 
bugs and even Asian lady bugs, and 
deter them from taking up summer 
residence in yards, decks, patios and 
inside homes. 

EASY ADD-ON. For an experienced 
LCO, offering perimeter pest control 
to clients is a fairly simple undertak-

More Than 11,000 Products 
& Parts ONLINE.. 

Hydro Pumps & Parts 
• Huge Inventory 
• Great Prices 
• Knowledgeable Staff 
• Full Line of Parts Available 

www.rittenhouse.ca 
1-800-461-1041 

A Trusted Source for Quality 
Products & Expert Advice for 

Over 90 Years 

Pest Jet 
Injection Gun 
• Accurate Hose 

End Injection 
Eliminates Tank 
Mixing For Spot 

Application 
$189.00 
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MANAGE your BUSINESS 
the SMART WAY... 

r^ZCUP Software 
• Schedules customer's jobs 
• Routes crews in best order 
• Tracks employees 
• Finds your profitable customers 
• Can bill from QuickBooks® 
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ing, most contractors say. With a 
minimal investment in equipment, 
materials and manpower, in addition 
to some savvy scheduling and strategic 
marketing, most contractors can begin 
offering the service and collecting the 
profits. In fact, some contractors say it 
takes 2 gallons of pest control material 
per 1,000 square feet, which includes 
up into the eaves, up the side of the 
house 3 feet and out from the house 
6 feet, and 10 gallons of pest control 
material can cost only $1.50. 

"Perimeter pest control was a 
natural extension of the services we 
were already offering our clients," says 
Kevin Johnson, All-American Turf 
Beauty in Van Meter, Iowa. "We had 

"Not only is it a great 

add -on service for the 

client, but it's also a great 

fill-in task in between lawn 

applications. With 

perimeter pest control, 

I don't have my guys just 

standing during the weeks 

in between lawn services. 

- Pat C I ayton 

the existing accounts and the spray 
equipment to do it, and it didn't 
require any additional specialized 
certification or expertise on our part." 

Wilshusen, like many LCOs con-
sidering any new offering, was appre-
hensive at first about adding perimeter 
pest control to his service menu. He 
didn't want to incur the expense of hir-
ing an additional technician, or have 
to take one of his five technicians away 
from their lawn application duties. 

To fit in the new service, Wilshu-
sen timed the perimeter pest spraying 
for the weeks in between lawn fertil-
izer and pesticide spraying. 

Most LCOs say their programs 
offer three sprayings per season and as 
many as six to eight in warmer year-
round climates, typically allowing for 
a 45- to 60 day window in between 
applications. 

"We have some clients who only 

http://www.rittenhouse.ca
http://www.clip.com
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business opportunities 

choose one application and are happy 
with it, while there are others who ac-
tually request more applications than 
what our program is designed to do," 
Johnson says. "You have to price those 
accordingly." 

For seasonal applications, the 
initial spraying takes place during the 
first two weeks of May, followed by 

the second in late June or early July 
and the final in early September, right 
around Labor Day. 

"Those are the times of year that 
spiders and ants are the most no-
ticeable," Wilshusen says. "The last 
application before fall gets them when 
they're looking for a warm place to 
stay for the winter. 

"That schedule worked out 
until the service really took off with 
clients," he says. "Then I had to even-
tually hire an additional technician to 
handle the amount of perimeter pest 
control business I was doing." 

While Wilshusen eventually found 
the need to add an additional member 
to his team, for most LCOs, this is 
not the case. Perimeter pest control 
services can be managed using the 
existing team of technicians when 
applied during the weeks in between 
routine lawn care applications. 

"Not only is it a great add-on 
service for the client, but it's also a 
great fill-in task in between lawn ap-
plications," says Pat Clayton, owner 
of Lawn Co. Lawn Service in Norfolk, 
Neb. "With perimeter pest control, 
I don't have my guys just standing 
around during the weeks in between 
lawn services." 

Likewise, technicians don't seem to 
mind the added workload, Setlak says. 

"Unlike walking an entire lawn, 
perimeter pest control is a relatively 
quick process for the technician," Set-
lak says. "The guys don't mind doing 
it because it is so quick. Most of the 
time, all it requires is one application 
around the house and the technician 
is finished." 

PRICING FOR PESTS. When pricing 
perimeter pest control, LCOs prefer 
to offer it to clients as a multiple-ap-
plication program rather than as a 
single-spray service. 

In fact, LCOs should encourage 
clients to avoid one-time service, 
Setlak says, because the costs associ-
ated with a single spray may outweigh 
the profit. Likewise, such sporadic 
treatments are most often ineffective, 
he says. "Some clients believe they 
can get a spray in June and that it'll 
remain active in August," he explains. 
"That's not the case and they become 
disappointed and believe the service 
doesn't work." 

Contractors should offer perimeter 
pest control as a program and educate 
the consumer about the benefits of 
receiving regular sprayings throughout 
the summer season, Setlak says. 

For the average-sized residential 
property, LCOs charge between $30 
and $50 per application. A more exact 
price for residential applications can 
be determined by factoring in labor 
and materials costs with the size of the 
area to be sprayed, Clayton says. 
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Of courses, larger-sized 
residential properties will 
require the LCO recalibrate 
his pricing method to account 
for the extra square footage, 
materials and time to ensure a 
more favorable profit margin, 
Clayton says. 

"As with any add-on 
service, it has to be a high-
profit service to make sense," 
Clayton says, adding that 
LCOs should aim for a 40 
percent profit margin from 
their perimeter pest control 
services. In addition, Wilshu-
sen suggests LCOs figure in 
the price for perimeter pest 
control when they calculate 
preseason lawn care estimates. 

"Break down all the costs 
on the estimate sheet - including pe-
rimeter pest control," he says. "When 
you're talking lawn care with the client 
you'll already have perimeter pest 
control in front of them. I've found 
clients appreciate this because it proves 
to them that you're looking out for 
their best interests. Plus, they like the 
fact that they won't have to deal with 
an outside company for the service." 

While LCOs should offer perim-
eter pest control services as a fixed, 
per-property price to residential 
clients, when providing applications 
to commercial clients, such as apart-
ment/condo complexes and business 
campuses, LCOs should consider a 
different pricing equation. 

"To make a profit, commercial 
properties should be priced by the 
square foot," Clayton says. "In ad-
dition, factor in the additional time 
involved for the application (in 
comparison to a residential property) 
as well as how many times you may 
have to move your truck to treat the 
entire area." 

TREATMENT TACTICS. With 
perimeter pest control, LCOs treat 
outside the client's property to prevent 
unwanted insects from getting inside 
the home. 

For effective applications, LCOs 
say they typically employ a wide-spec-
trum insecticide that they apply with 
a tank and hand-held spray gun 2 to 
4 feet up and 3 to 5 feet out from the 
building's foundation. Some LCOs say 
they may spray as high as 5 feet up the 
foundations of commercial properties. 
In addition to the foundation, LCOs 

should spray doors, window wells and, 
if possible, roof lines and eaves. 

In addition, LCOs can spray 
around a property's wood line and 
around dense vegetation, such as an 
ivy patch. LCOs can include detached 
structures such as fences and sheds. 

To increase the level of pest control 
and to reduce the amount of callbacks 
for additional applications, Wilshusen 
applies 2.5 gallons of pesticide per 
1,000 square feet of space. 

"In the past, when I've used less 
product my rate of callbacks were 
much higher," Wilshusen says. 

COMMON MISTAKES. While pe-
rimeter pest control may seem like an 
easy add-on service to begin offering 
clients, there are some common errors 
LCOs make that can shrink their profit 
margins. 

First and foremost, disregarding 
common sense is one of the biggest 
mistakes an LCO can make when pro-
viding perimeter pest control services 
to his clients. 

"You don't want to spray these pest 
control products in 40- or 50-mile-per-
hour winds," Setlak says. "Not only 
is it a waste, but you don't want to be 
wearing the product. And take the time 
to read all the labeling and make sure 
you're up to speed on how the product 
should be applied correctly." 

Besides proper training and pesticide 
education, technicians need to be out-
fitted with the proper application gear. 

"Don't forget to wear the proper 
boots, long pants and a long-sleeved 
shirt," Setlak says. "You want take the 
proper precautions to not get this stuff 

For effective applications, LCOs typi-
cally employ a wide-spectrum insecticide 
that they apply 3 to 5 feet out from the 
building's foundation. In addition to the 
foundation, LCOs should spray doors, 
window wells and, K possible, roof lines 
and eaves. 

on you when you apply it." 
Another common error is disre-

garding environmental conditions 
during application periods. Contrac-
tors must mind local weather reports 
prior to their scheduled perimeter pest 
control spraying. Overlooking the 
five-day forecast can result additional 
follow-up applications and lost profits. 

"You don't want to spray before 
it's forecasted to rain," Setlak says. 
"If it rains right away it'll wash the 
service away. I typically like to apply it 
24 hours before it rains or before the 
lawn is scheduled to be watered." 

Setlak, like many contractors, says 
he will return to spray a property a 
second time, at no additional charge, 
if the pesticide application is weak-
ened or rendered useless by a sudden 
rain or accident sprinkling. 

Failing to treat building overhangs 
is another common mistake. 
"Often guys forget to look up when 
they're spraying," Wilshusen says. 
"Forgetting to spray overhangs weak-
ens the treatments effectiveness to 
repel pests." 

Clayton agrees, adding a common 
application error is focusing solely on 
the ground. 

"Any time you look up around you 
and see webs, you got to nail them," 
Clayton says. • 
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Creating an environment in which employees want to 
toil in the landscape industry is not easy. The work 
is hard. The hours are long. The conditions aren't 
always the best. 

So what does it take to get employees to want 
to show up on time each day? What makes them 
eager to strive for quality while doing repetitive tasks 
quickly? What sort of programs or benefits can ad-
dict them to a company? 

Shayne Newman thinks he may have it figured out. The president of 
YardApes, New Milford, Conn., has established a relaxed and professional 
atmosphere. He's taken a fun company name and created a logo employees 
are proud of and even clients want to wear. Playing on this name, he set up 
simple systems for training, recognition and advancement that employees 
are responding to. He's built a management team and is focusing on how to 
strategically grow the company in order to build a business large enough to 
offer careers to college graduates. And despite this focus on strategic growth, 
he forces himself to make time to get out in the field to coach managers or 
dig a trench with employees. The result is an impressive employee retention 
rate that's increased each year - from 85 percent in 2004 to 87 percent in 
2005 to 94 percent in 2006. 

"In the service industry there are so many people we put on the frontline 
with customers," Newman says. "And I think keeping them educated, happy 
and efficient helps me present the best face forward for my business." 

Still think creating a landscape company on which employees are hooked 
is impossible? Steal some of Newman's systems and see how they work in 
your business. 
START WITH TRAINING. In 2002, YardApes was a $500,000 business 
offering high-end residential customers full-service maintenance. Much like 
today, the company's customers consisted of homeowners with dwellings in 

continued on page 56 
b y n i c o l e w i s n i e w s k i | deputy editor 
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continued from page 53 PRESIDENT: Shayne Newman 
FOUNDED: 1990 

the $500,000-plus range who EMPLOYEES: 7 year-round. 9 seasonal; 73 percent are 
have more acreage {Vi to 5 acres) Hispanic or H-2B workers 
and spend anywhere from $400 
to $ 1,500 a month for a variety GREATEST LABOR CHALLENGE: Survival of the H-2B 
of maintenance services - the ba- program, finding managerial level employees and training 
sic package includes mowing and employees at every level 
spring and fall cleanups, while SERVICE BREAKOUT: 54 percent maintenance, 20 
the full-service package includes percent tree and ornamental service, 10 percent snow and 
fertilization, weekly weeding, ' c e service, 6 percent design/build, 5 percent chemical 
pruning and integrated pest l awn c a r e anc^ 5 percent installation only, 
management services to scout C L , E N T BREAKOUT: 80 percent residential, 15 percent 
and treat insect problems. commercial residential (condominiums, apartment build-

Newman had retained a core i n 9 s - e t c ) a n d 5 P e r c e n t commercial, 
group of college students who returned every summer to work. REVENUE BREAKOUT: 
But when these few potential 2007 Revenue 1'5 mi,,l0n <Proiected> 
full-time employees graduated 2006 Revenue $1 million 
in 2002, Newman realized he * e v e n u e ^ 
couldn't offer them jobs because * e v e n u e ' 
. . . > j a* • 2003 Revenue $613,000 the business wasnt ready. 1 lust _ _An . . . , , . . r 7 . } n 2002 Revenue $548,000 didnt have positions ror them, AAAJ _ ^ ^ AAA , «T J . , , , 2001 Revenue $512,000 he says. 1 didnt even have _ , c j i r t 2000 Revenue $410,000 

dehned roles ror managers. I 
realized that if I was going to be THREE GREATEST CHALLENGES: 
able to offer career opportuni- ^ p|annmg a n d m a n a g m g grQwth 

ties, 1 had to grow. ^ 2 Coaching employees at all levels of the company 

L S I f C 3. Survival of the H-2B program 
($500,000 to $700,000 in 
revenue) at which Newman felt CONTACT INFO 
he had to have a better map for pQ gQX gg9 

the future, one he couldn't create New Mi|fordi Conn 06776 

on his own. "Owners think they pH: 860/355-9720 
can do everything themselves, p̂ . 860/355-9736 
but you can really only go so far WEB: www.yardapes.org 
yourself," he says. " I felt like I E-MAIL: shayne@yardapes.org 
was pretty good at motivating 
field level employees but when it 
came to motivating and compen-
sating managers, I didn't know how to program, in early 2006. 
do that fairly." Initially, to create a training pro-

Newman decided to hire a con- gram that could be tracked and tested, 
sultant (see The Consultant Advantage Newman started crafting his own 
on page 65) to help him strategize a exams, realizing early on that this was 
business plan, while he focused on his too challenging and time consuming 
strength - perfecting internal training for an owner to accomplish. "Instead, 
so he could continue nurturing field- I noticed I could just use our state's 
level employees. Certified Landscape Technician (CLT) 

He had a standard training program testing that is already in place and 
in place, but it got tested severely in encourage employees with raises as 
2005 when the H-2B program reached they pass the various modules of the 
its cap before Newman got his work- exam so it doesn't seem like too big of 
ers, losing him 80 percent of his labor a task but rather a goal they can work 
force, approximately six workers. Since toward," he says, 
many of them were returning work- YardApes encourages employees 
ers, they did eventually arrive, but not who have been with the company for 
until July, much later than the original six months to become CLTs. YardApes 
requested start date of March 15. As pays for the first test fee, which costs 
a result, Newman hired the few local approximately $400. Tests in the New 
employees he could find and stopped Milford, Conn, area are usually sched-
taking on new work, while managers uled in April and October. Employees 
worked in the field to fill gaps. are given two years to pass the test. 

The experience helped him set up Those who do not complete the test in 
Ape Achievements, the company's this time frame or leave the company 
more structured training and rewards for any reason before completing certi-

fication must refund YardApes the 
original test fee amount. Employ-
ees also must pay for retests, which 
can cost up to $75, and a $35 
training manual. 

CLT testing makes up 75 
percent of the Ape Achievements 
program, with other internal 
company tests, such as becoming 
bilingual and obtaining a driver's 
license, making up the rest. 

As each employee learns and 
increases their experience in the 
landscape industry while pursu-
ing Ape Achievements, they are 
rewarded designated pay increases. 
The tasks and their increases in-
clude: passing a CLT module - 10 
cents each per hour, obtaining 
CLT certification - $ 1 per hour, 
obtaining a pesticide applicators 
license - 5 cents per hour, obtain-
ing a supervisory applicators 
license - $1 per hour, becoming 
bi-lingual - $1 per hour, obtain-
ing a driver's license and complet-
ing safe vehicle operation training 

I - $ 1 per hour, and becoming a 
[ crew foreman - 75 cents per hour. 

So far, four YardApes 
I employees have passed the full 
t CLT exam and many others are 
[ well on their way. Newman says 
¡ the most challenging module for 

maintenance crewmembers is 
plant ID and the most demanding 
section for all YardApes employees 
is irrigation because the company 

doesn't currently offer the service. 
But since CLT testing encourages 
cross-training, Newman thinks this is 
beneficial for his employees' future. To 
train for the various modules, New-
man encourages workers to attend 
the Connecticut Grounds Keepers 
Association's annual six-week long 
course that covers the various CLT 
testing modules for approximately 
$45 per person. 

"The goal is for everyone to pass all 
the modules and get their CLTs," New-
man says, adding that the company can 
also use this as a marketing advantage. 

Newman admits that he's still 
polishing some of the internal Ape 
Achievement tests. He's working on 
the written and oral bilingual test 
early this year to have in place by 
spring since some of his Hispanic 
employees have been improving and 
are getting close to being able to pass 
such an exam. To learn English, New-
man encourages Hispanic employees 
to attend a continuing education 
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Employee Report 

K e m p , B i l l Date Range: 2/12/2007 through 2/16/2007 

Day Date Jobsite Start Stop Cost Code Hours Total 

Mon 2/12 Brentwood 7:08 AM 12:05 PM Irrigation 4:57 
12:41 PM 3:22 PM Irrigation 2:41 7:38 hours 

Tue 2/13 Brentwood 7:12AM 12:07 PM Irrigation 4:55 
12:43 PM 3:23 PM Irrigation 2:40 7:35 hours 

Wed 2/14 Brentwood 7:12 AM 12:02 PM Irrigation 4:50 
12:46 PM 3:49 PM Irrigation 3:03 7:53 hours 

Thu 2/15 Crestview 7:17AM 12:19 PM Planting 5:02 
12:50 PM 3:46 PM Planting 2:56 7:58 hours 

Fri 2/16 Crestview 7:13 AM 12:07 PM Planting 4:54 
12:44 PM 3:39 PM Planting 2:55 7:49 hours 

Signature Kemp, Bill 
Total 

Reality Check 

T h e J o b C l o c k S y s t e m e a s i l y t r a c k s 
a t t e n d a n c e f o r e a c h w o r k e r , 
a t e v e r y j o b s i t e , 24/7 . 

Find out why more than 300,000 
workers clocked in today with 
The JobClock System! 
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course at the local high school in the 
summer months, which offers free 
Tuesday night English classes for local 
residents. Newman also employs a 
part-time Spanish-English teacher 
to convert company documents into 
Spanish and help with communica-
tion (see Language Tutor on page 61). 

With Ape Achievements, New-

man says he doesn't have to worry 
about employees coming up to him 
throughout the year asking for raises 
when they aren't warranted. "This 
system has measurable and quantifi-
able goals that make it easy to track an 
employees progress," Newman shares, 
adding that the cost of implementing 
this system was really just the time to 

put it together, in addition to budget-
ing for test training and fees. 

To promote the program in the 
company and create internal buzz, 
Newman has a board posted in the 
crew room showing how many apes 
each employee has. "Sure, i ts about 
the money," he says, "but its also 
about pride." 

Of course, change doesn't come 
without resistance. Newman admits 
his workers didn't fully embrace the 
Ape Achievements program right away, 
particularly the CLT testing, when he 
first introduced it. "They were scared," 
he says. "But as soon as they under-
stood there was a dollar figure attached 
to it they made an effort. Some of 
them really surprised me and are doing 
better than I thought they would at 
taking the tests - some even proved to 
have skills I didn't know they had." 

JUST REWARDS. In addition to 
training, encouraging employees to 
put this experience to work in the 
field is essential to keeping them mo-
tivated, according to Newman. 

"Honestly, in the landscape indus-
try, how much can a field employee 
make?" Newman asks. "You can't pay 
top dollar to an employee at entry 
level. That's why recognition is a huge 
motivator." 

The "Ape Way" starts with Ape 
Etiquette, a list of rules all employ-
ees must follow each day, includ-
ing maintaining a neat appearance, 
wearing a uniform, being on time, 
not smoking on the job, memoriz-
ing the company mission statement, 
maintaining a clean driving record, 
assuming full responsibility for ones' 
actions, understanding and following 
the employee training manual, and 
being professional in employee and 
customer interactions. 

Another challenge for YardApes 
field technicians is that they have 
to visit up to 15 to 20 residential 
clients a day - all of whom have spe-
cific requirements for their landscape 
maintenance. As a result, Newman 
says employees can be constantly 
bombarded with nagging remind-
ers. "If Mrs. Jones calls and says we 
whacked her flowers and then another 
client says we left her gate open, you 
feel like you are constantly telling 
your workers what went wrong," he 
explains, adding that to encourage 
employees he posts positive customer 
letters, calls and notes in the crew 
room - the company averages two to 
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tion without increasing labor costs or investing in 
other equipment. Demo a Boxer at your local dealer 
today or see what all the excitement is about at 
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RedMax Strato-Charged™ engine technology 
delivers performance, durability and reliability 
in an economical, lightweight package. 

There are a lot of outdoor power equipment 
manufacturers out there. While they all build 
professional grade equipment, they are not all 
the same. RedMax builds the features that pros 
demand in each of our units. You ask for 2-Cycle 
engines for power and dependability, we give it 
to you. You asked for solid steel drive shafts, 2 
stage air filtration, longer warranties and 
unmatched performance and we delivered. 

We are introducing 15 new products in 2007, 
each one designed to your wants and needs. 
To find your nearest RedMax dealer please visit 
www.redmax.com or call 800-291-8251. 

RedMax, made for the pros, by the pros. 

RedMax* 
1100 Laval Blvd. Ste. 110 Lawrenceville, GA 30043 

P: 800-291 -8251 F: 770-381 -5150 www.redmax.com 
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three a week. 
To further improve this situation, 

ensuring foremen have up-to-date job 
specifications is vital, in addition to 
rewarding positive performance, such 
as coming in below budgeted hours, 
garnering client kudos or finding a 
problem on a clients site that results 
in an additional service request, etc. 

The first step is bidding hours cor-
rectly and then rewarding field techni-
cians for coming in under budget. 
During the once-a-week operations 
meeting, managers monitor hours and 
address issues, such as a crew that con-
sistently comes in over the budgeted 
hours. The employee reward for beat-
ing budgeted hours is time and pay. If 
a crew is budgeted for 40 hours and 
completes the work in 35 hours, they 
are still paid for 40 so their reward 
is five free hours. The remaining five 
hours are typically filled with other 
work, such as equipment maintenance 
or crew support. So employees do 
work a minimum of 40 total hours 

but if they come in under budget by 
five hours, for example, then they 
are technically getting paid for 45 
total hours. Though this program is 
challenging to track, Newman says 
i ts necessary to improve efficiency. "I 
honestly think the extra pay encourag-
es them to be more productive — they 
are happier," he explains. "If I didn't 
do this, I think they might lollygag a 
little bit more and then I'd be paying 
them extra anyway in overtime to get 
the work done." 

Though Newman has used this 
program for six years and he feels it 
worked very well for YardApes when 
it had only two crews, he admits the 
tracking required to do this correctly 
is becoming more complicated as 
the company grows and more crews 
are added. Today, YardApes has four 
two-man mowing crews, one one-
man fertilization crew, one two-man 
construction crew and one two-man 
enhancement crew. As a result, he's 
considering changing the program 

this year to a year-end bonus based 
on a percentage of gross profit instead 
of a weekly bonus based on beating 
budgeted hours. Each employee level 
would be assigned a set number of 
points and then a percentage of gross 
profit would be divvied up among the 
employees based on these points. For 
instance, if a manager was at a 10-
point level and a field laborer was at 
a 1 -point level and the company was 
able to pay out $500 per point, field 
laborers would get a $500 year-end 
bonus and managers would receive a 
$5,000 year-end bonus. Gross profit 
would improve based on increased ef-
ficiency, so employees can help control 
how much they receive by continuing 
to meet or exceed budgeted hours. 

In addition to improving produc-
tivity on the job, YardApes rewards 
field technicians for excelling in their 
daily work with Ape Dinero - special 
company cash that can be used to 
purchase YardApes-branded apparel, 

continued on page 64 
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We'll turn 1 yard into 100! 
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$ 48! 

(postage included!) 

S 

Neighborhood Postcard Marketing 
www.oppknockspostcards.com 

Special Incentives! 
Call today! S M ^ 

USE READER SERVICE # 50 

HP Kawasaki; 1 6 « Hydro Gear pumps; 
mph ground speed; 8 0 , 0 0 0 sq/ft per hour 

Multiple attachments 
Available 

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

• 3 6 7 4 6 " tine heads 

| L . T . RICH P R O D U C T S , I N C . 

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

Need to improve communication between your English and Spanish 
speaking employees as well as your Spanish-speaking employees 

and your customers? Shayne Newman recommends hiring a local high 
school Spanish teacher to help convert your English documents to 
Spanish and teach weekly English and Spanish classes. 

"We bring him in only two to three hours each week," says Newman, 
president of New Milford, Conn.-based YardApes, adding that this type 
of work costs approximately $40 a week. "Last year we had one-hour 
English classes Fridays at 3:30 for our Spanish-speaking workers and 
this year we are having one-hour Spanish classes at the same time for 
our English-speaking workers. Though he comes in for one hour we end 
up paying for a couple of hours because of the homework he gives to 
the workers and the time he needs to grade that work." 

Newman found this teacher because he applied for a job working 
summers at YardApes. "Because he worked inthefield, he understands 
what sort of phrases the workers need to learn and that helps him focus 
his classes," he says. "Not only does he help with communication but 
he also helps improve our internal respect for each other since the dif-
ferent cultures here see that everyone is making an effort to learn." 

r 

l 
; Growing YOUR Business 

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! 

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

of our customers. 

We intend to deliver the same spirit as a wholesale 
JT 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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Providing The Most Powerful Suite of 
Tools to Manage and Grow Your Business 

Prepay Calculator 
Suggested Service Price 
Technician Truck Tracking 
Quick Data Entry 
Report Favorites 
Neighbor Pre-notification 
Satellite Imagery 
Call Log 
Neighbor Search 
Mapping Assistant 

SOFTWARE 

Lawn Assistant III 

Mapping Assistant 

TOOLS 
Overhead scrolling maps 
Reduce Fuel Cost 
Increase Productivity 
Production Entry 
Estimates 
Invoices 
Block Leading 
Speed up Data Entry 

Pocket LA. Net 

GPS Truck Tracking 

Handheld Data Collection 

Voice Turn By Turn 
Directions 

Statement Processing 
Active Prepay Letters 
Cancel/Reject Letters 
Postcard Upsells 
Custom Tri-fold Brochures 
Pending Sales Letters 
Neighbor Production 
Postcards 

Mailing Services 

Marketing List Creation 

Custom Printing 

REAL GREEN SYSTEMS 
1-800-422-7478 

www.realgreen.com 

http://www.realgreen.com
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earn gift certificates to local stores and 
augment an employees bonus at years 
end (for the employee awarded the 
most Ape Dinero for doing the most 
good deeds, which is typically an extra 
$ 2 0 0 for the year). Job accomplish-
ments that result in Ape Dinero in-
clude performing a good deed to assist 
a fellow employee or going above and 

beyond whats expected without being 
told. These tasks can garner anywhere 
from $2 to $5 in Ape Dinero at the 
discretion o f management, depending 
on what is done. For instance, a field 
technician who scouts insect or disease 
problems at a customers property can 
get him or her $2 for a situation that 
requires no treatment, $5 for a prob-

1 Hook-All Hooklifts 
Increase Your Truck Utilization by Using One Truck for Multiple Purposes. 
Units available for single axle, tandem axle and triaxle trucks. 

Lift, Load, 
Leave or 
Dump! 

8 0 0 - 8 5 1 - 8 9 3 8 i j f ^ x 
COME VISIT US AT WWW.AMERICANROLLOFF.COM I P ^ ^ « 1 

MANUFACTURED EXCLUSIVELY BY: 

AUTOMATED WASTE EQUIPMENT 
PO BOM 5757. 3 Tenni* Court, Tfwnton, MJ O06J0 
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SIMPLY 
100-600 GALLON 
JET AGITATION 

AND 
600-3300 GALLON 

PADDLE AGITATION 
EASY TO OPERATE 

LOW MAINTENANCE 
HOLDS MORE MULCH 

eojfy 
laurn J/ 

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 
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lem that requires treatment (nothing 
is given for any misdiagnosis). 

YardApes also can award Ape Dine-
ro for improved communication. Each 
week, Newman posts a phrase of the 
week in the crew room - its typically 
a simple phrase that Spanish-speak-
ing employees need to say in English. 
Then throughout that week, employ-
ees can voluntarily approach Newman 
or a YardApes manager and attempt 
to say the phrase. The first employee 
to attempt the phrase and succeed 
receives $3 in Ape Dinero. Any other 
successful attempts can garner $2 each 
and an honest attempt that comes up 
short can get $ l . 

A popular way employees earned 
Ape Dinero this past year was by 
making an extra effort to incorporate 
mowing patterns into a customer's 
lawn without being instructed by 
YardApes management or customers 
to do so, creating positive buzz among 
YardApes' clients. When customers 
call and say they like the pattern, an 
employee can earn $5 Ape Dinero. 

Most employees can also use their 
earned Ape Dinero to win more Ape 
Dinero. All they do is add their Ape 
Dinero (with their name written on 
the back) to the Ape Dinero mailbox 
and Newman pulls one every other 
Friday. The winner receives all of the 
Ape Dinero that has been put in the 
box over the past two weeks. Typi-
cally, $ l Ape Dinero is worth $ l . 

Newman budgets approximately 
$50 in Ape Dinero per employee each 
year, though he says it varies greatly 
from employee to employee - some 
don't earn much while others focus on 
earning more. To encourage employ-
ees to earn Ape Dinero and, more 
importantly, perfect their daily perfor-
mance, Newman hands out informa-
tional material to remind employees 
o f ways they can improve and win 
Ape Dinero. For example, to promote 
scouting for turf and ornamental 
insects and diseases, Newman attaches 
educational handouts showing insects 
that are prevalent at a certain time of 
year and what damage to look for in 
the lawn (such as grubs in turf during 
the spring) and posts them in the 
crew room in English and Spanish 
and attaches them to crew clipboards. 

Earned Ape Dinero is also some-
thing that can be taken into consid-
eration when nominating Ape of the 
Month or Ape of the Year - two other 
YardApes recognition programs. 

Ape of the Month is a system used 
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the consu l tan t advan tage 

When Shayne Newman, president of YardApes, New Milford, Conn., 
was looking to hire a business consultant, he wanted someone 

who would come in more than once or twice a year - someone who 
could be his "boss" in a way that would push him to focus on the big 
picture. 

He found what he was looking for. "The landscape industry con-
sultant we use actually titles himself the chief financial officer of our 
company," Newman says, adding that this consultant also has systems 
that he encourages the company to work with. "He visits the company 
once a month and we talk on the phone one or two times a week. That's 
good for us, but that's also more expensive." 

Newman budgets $20,000 to $40,000 a year for consulting fees and 
expenses, adding that most consultants usually charge in the $100- to 
$150-an-hour range. 

To Newman this cost is worth it because "it seemed like the busi-
ness was growing so fast that it was getting away from me even though 
I know it wasn't," he says, adding that in 2006 the sales system set-up 
the consultant worked on alone helped boost sales 30 percent and gross 
profit 10 percent. "I used to be responsible for 90 percent of the sales 
here and now I'm only responsible for about 50 percent with two other 
managers helping me. The consultant got us motivated as a sales team 
and helped us set up a sales commission program to boost competi-
tion and better track sales. It's nice to have someone I can talk to about 
things and get ideas from instead of always being the final authority on 
everything." 

to recognize an employee who his/her 
coworkers feel has done an outstand-
ing job for the previous calendar 
month. All employees who worked 
that month are eligible. Ballot boxes 
are available the first three days of each 
month - ballots are secret and no one 
can vote for themselves. The company 
announces the winner on the seventh 
day of each month, and the announce-
ment is posted in the crew room and 
featured on the company Web site. 
The winner receives a $50 gift certifi-
cate to a local department store and a 
copy of the announcement. 

Ape of the Year is a system used 
to recognize a field technician who 
his/her coworkers and the customers 
feel has done an outstanding job for 
the entire work year. This is also the 
technicians opportunity to be reward-
ed for building valued customer rela-
tionships. Employees who have been 
with YardApes for at least six months 
are eligible. A ballot box is used once 
again and is available the last week of 
November for employees to cast their 

anonymous votes. YardApes also mails 
ballots listing eligible employees to all 
its customers during the second week 
of October so they can also weigh in. 
Newman says approximately 50 per-
cent of customers typically respond to 
the request, especially since he started 
including employee photos in addition 
to their names on ballots to make it 
easier for customers to recognize and 
vote for them. The company awards 
the winner with an Ape of the Year 
trophy (an ape-shaped bronze statue 
Newman found online) and a round-
trip airplane ticket worth up to $500 
during the year-end holiday dinner. An 
announcement is also sent to the local 
newspapers and Apes of the Year are 
featured on the company's Web site. 

These programs started (Ape of the 
Month in 2002 and Ape of the Year in 
2003) as formal ways for recognizing 
people for doing good work because 
Newman feels "a little recognition is 
important to motivate employees." 
The key to making these recognition 
events successful, he insists, is "making 

them a really big deal. This boosts that 
positive, competitive spirit and creates 
a buzz in the company over them." 

Typically, YardApes budgets 1 
percent of its total sales for recruiting 
and retention expenses, which includes 
things like Ape Dinero, Ape of the Year 
and Month and company outings. 

ALL FOR ONE & ONE FOR ALL. 
Now that Newman has his training 
and recognition programs in place, he 
says his current challenge is helping 
his employees understand that the 
company wins and loses as a team. 

One way he promotes teamwork 
is with a Crew of the Month award 
for mowing/maintenance crews. 
This award is given based on quality 
assessments. YardApes' maintenance 
manager conducts quality evaluations 
on every job each month, giving rank-
ings of one (poor quality) to five (high 
quality) on a variety of areas, such as 
mowing patterns, string trimming, etc. 
At the end of each month, the crew 
with the highest average score wins. 
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In addition to motivated, efficient 
employees, equipment is essential to 
complete daily work. Consequently, 
experiencing equipment damages as a 
landscape business owner with crews 
that work eight-plus hours each day in 
the field is not unexpected. Unfortu-
nately, neither is standing in front of si-
lent workers when trying to figure out 
what happened and who's responsible. 

Newman is familiar with this 
situation. "A backpack blower costs 
$400 but if you don't put in the right 
mix of gas and oil and it blows up 
the engine, I have to buy a new one," 
he explains. And those costs add up, 
Newman says, estimating $5,000 to 
$6,000 in total equipment dam-
ages each year. Also, damages affect 
a company's gross profit because 
equipment costs fall into costs of good 
sold on a profit and loss statement. 
"So, for instance, if I budgeted for 
10 new blowers that year and a crew 
breaks one, I now have to spend $400 
beyond the budget for a new blower," 
Newman explains, adding that these 
equipment damage costs are deducted 
from employees' bonuses at year's end. 
And, in 2006, with bonus money that 
totaled $20,000, a $7,000 total equip-
ment damage deduction cuts out a big 
chunk employees could have enjoyed. 

To encourage ownership of 
equipment problems, Newman holds 
employees accountable as a team 
instead of individually. "I count the 
whole crew responsible usually when 
no one will admit what they did and 
I deduct the cost from their bonuses 
- so for the $400 blower, each mem-
ber of a two-man crew would get a 
$200 deduction in their bonus," he 
says, adding that all employees will 
be held responsible for damages once 
he switches to a new bonus program 
based off of a percentage of gross prof-
it. Then, the total damage costs will 
be deducted from the bonus money 
before it's divvied up. "This way they 
will be more honest about what hap-
pens in the field with equipment and 
will use equipment more carefully and 
make sure others are doing the same 
knowing it'll negatively affect them if 
something happens." 

HAND ON THE PULSE. Though the 
goal for owners is to work on their 
businesses rather than in them, "I 
think you always have to work in your 
business to some extent," Newman in-
sists. " I f you can't be involved, you can 

eventually lose a sense of what is really 
happening out there in the field with 
your employees and your customers." 

As a self-described detail-oriented 
person, Newman says "worrying 
about the little stuff" is still some-
thing that's hard for him to ignore, 
even as the business grows, breaking 
$1 million in revenue last year and on 
track to reach $1.5 million this year. 
"I'm constantly trying to balance hav-
ing an outlook on the big picture with 
managing the small stuff," he says. 
" I f I didn't spend the time worrying 
about things like employee recogni-
tion and recruitment, I thinks I might 
lose more employees each year, not 
to mention losing track of customer 
concerns and risking job quality. If 
you don't have a pulse on your cus-
tomers or employees, how quickly will 
you find out that your retention rate 
is slipping or employees start quitting 

a lasting affect. "I use my judgment 
on how often I get out there - some-
times it's a couple times a week and 
sometimes its once every two weeks." 

In addition to the training 
programs, employee rewards and 
field help, communication remains 
essential for employee growth and 
retention, especially with H-2B 
employees who leave each winter for 
three months. Newman conducts 
30-minute "exit interviews" with 
H-2B employees before they return 
to Mexico or Ecuador each winter to 
keep tabs on their ambitions. "During 
these interviews, I learn that these 
little things people tell me I worry 
about too much are really important," 
Newman says, adding that these 
meetings also help him learn about 
employees' five-year goals, such as sav-
ing money to buy a house in Mexico, 
wanting to learn more about a differ-

on you? It's usually too late. I'd rather 
stay ahead of this so I can sense if 
something is coming and fix it before 
it becomes a problem." 

Using a consultant keeps New-
man on track, helping him balance 
these short- and long-term business 
issues and enabling him to get out 
in the field occasionally to check on 
employees, managers and customers. 
"I never want to ask my employees to 
do something I wouldn't be willing to 
do," he says, adding that this type of 
interaction doesn't have to occur ev-
eryday because the motivational drive 
that results from getting involved has 

ent service area or aspiring to advance 
in the company. "Employees tell me 
they appreciate what I do for them. 
That's really important to me. Instead 
of acting like I'm smarter than my 
employees and demotivating them, I 
hope that I empower them with these 
programs. And I do it all because I'm 
smart enough to understand that this 
business would be nowhere without 
the employees."® 

For more YardApes system secrets and 
forms, check out the January issue online. 
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Feeling overworked? Feeling stressed? You're not alone. 

Each year, Lawn & Landscape asks landscape contractors to rank their 
top concerns for the coming year. And each year the number of contractors 
who give overworked/stressed a higher vote increases. In fact, this owner 
concern has increased from No. 5 on the list for 2 0 0 5 to No. 3 on the list for 
2007 , rising above labor shortages and increasing health insurance costs. 

Why are industry business principals so overwhelmed? Because they 
worry too much about the things they cannot control, according to industry consultant 
Judy Guido o f Guido & Associates, Moorpark, Calif. "A contractor can't control the price 
o f gasoline, rising interest rates or housing booms or busts," she says. "But what he can 
control is how he understands those market dynamics and how he reacts to them as a busi-
ness owner - whether he has strategies in place to be able to deal with them or seizes the 
opportunities they create." 

To reduce your stress, study these economic conditions and growth forecasts and then 
see what consultants and contractors suggest as the top four growth strategies in 2007 . 
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Now is the smartest time 
to buy a Z-Series mower. 
Purchase a Husqvarna commercial Zero Turn mower 
before March 31, 2007, and you'll drive away with one of 
the easiest bargains on the market. Plus, take advantage 
of 0% financing for 12 months AND get a FREE Deluxe 
Suspension Seat upgrade on select Zero Turn mowers / 

As a big plus, all Husqvarna commercial Zero Turn 
mowers with our exclusive TunnelRam™ deck are backed 
by an industry-leading, 5-year limited commercial 
warranty. See your local Husqvarna retailer for details 
and test drive a Husqvarna Z-Series mower today. 

(H) Husqvarna 
Ask about great financing options at participating 
independent Husqvarna retailers OAC. 

$599923 
23 hp engine, 

52" deck 
on an i Z 5 2 2 3 T 

( P L U S I 

ZERO 
FINANCING 

On All Zero Turns*" 

( P L U S ) 

ZERO 
WORRY 
WARRANTY 

* Excludes XP models as they come standard with the Deluxe Seat. 

** Must request offer at time of purchase. Applies to new purchases of $2500 or more on a Husqvarna credit card before March 31. No finance charges will be assessed on the promotional 
purchase as long as the promo purchase amount is paid in full before 12-month term ends. Variable APR is 22.80%. Minimum finance charge is $1.00. Existing cardholders should 
see their credit card agreement for standard terms. Offer is available at participating dealers and subject to credit approval by GE Money Bank. 

*** 5-year limited commercial warranty. See retailer for details. © 2007 Husqvarna 
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# M ONE KNOWS T « LANDSCAPE MAtfJBIANCE HUU31HY LIKE WE DO. 

To find out m o r e about us and 
the opportuni ty U.S. Lawns 

can o f fe r you, contact: 

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 an Value g \ ha 
"No Job is Too Big or Too Small" philosophy, make U. S. Lawns 
a "cut above" the rest. 

• Superior Financial Management 
• Low Capital Investment 
• Financial Assistance 

» Protected Territories 
» Ongoing Support 

» Corporate Purchasing Power 
» Sales & Marketing Guidance 
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ECONOMIC INSIGHT Despite the 
majority of contractors ranking stress 
as one of their top three industry woes 
this year, it shouldn't limit average 
business growth, according to Ed 
Laflamme, president, Grass Roots 
Consulting, Wilton, Conn., who pre-
dicts an average 10 percent increase 
for landscape companies. Guido 
concurs, forecasting an 8 to 10 per-
cent average increase across the board, 
with some service categories pulling 
in more or less - maintenance being 
on the lower end, irrigation expecting 
to garner 9 to 12 percent growth and 
water feature and lighting installation 
services anticipating 17 to 18 percent 
increases. 

Though different U.S. regions 
experience different market dynamics, 
how well a landscape company does 
this year might depend on how well it 
adapts to the 2007 economic influenc-
ers - namely housing and consumer 
spending trends. 

Many contractors are concerned 
with the housing market, with 
some contractors reporting housing 
slowdowns in their regions already 
and others predicting delays this year. 
Timothy Kilgallon, owner of CSI 
Landscaping, Scarsdale, N.Y., worries 
specifically about changes in client 
spending. "The clients we target are 

Sixty economists predict that the median expectation is for the Fed to cut benchmark rates to 5.0 
percent by mid-2007 even though the housing slowdown may be nearing a trough. Photo: Shoota-
lot/Dreamstime.com 

spending less," he says. "People are 
price shopping more and making buy-
ing decisions slowly." 

But the problem might not be as 
bad as contractors think. David Se-
iders, chief economist for the National 
Association of Home Builders, reports 
a 7.4 percent decline in total hous-
ing starts in 2006 and forecasts some 

further erosion in 2007, but says 
the residential remodeling market is 
doing well and projects modest to 
real growth this year. And, according 
to Dallas Federal Reserve President 
Richard Fisher, lower oil prices and a 
forecasted U.S. commercial property 
boom may help offset the problem of 
a cooling home market. 

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 

Email: info@uslawns.com 
Website: www.uslawns.com 
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As far as interest rates are 
concerned, the Federal Reserve 
halted a two-year campaign 
o f tightening credit costs in 
August 2 0 0 6 and has kept 
rates on hold amid a slowing 
housing market, which had fu-
eled rapid consumer spending, 
according to C N N . A Reuters 
poll o f 60 economists in late 
November 2 0 0 6 found the 
median expectation was for 
the Fed to cut benchmark rates 
to 5.0 percent by mid-2007, 
even though the housing 
slowdown may be nearing a 
trough. Fisher says the Fed was 
also trying to gauge how long 
it would take for past interest 
rate rises to fully impact the 
economy. 

Seiders predicts interest 
rate stability in 2007 . Guido 
agrees, forecasting that the 
rate may increase or decrease a 
quarter point here or there but 

If a contractor doesn't know what his sales are supposed to be, 

how does he know K he's ever making any money? Creat ing a 

budget and growth plan for the year can solve this problem. 

Photo: Batman2000/Dreamstime.com 

that the industry shouldn't see 
any major 2 or 3 percent changes. 

While inflation/rising 
interest rates ranked No. 2 on 
landscape contractors' top 2007 
concerns, Seiders adds that "the 
worst o f the housing contraction 
appears to be behind us, and the 
overall economy should strength-
en in 2 0 0 7 - steering clear of 
recession." 

However, Turfgrass Pro-
ducers International President 
Arthur Milberger observes that 
even top economists are torn 
as to their predictions for 2 0 0 7 
housing. "In October 2006 , USA 
Today reported that 55 percent 
o f economists thought home 
prices would not decline in 
2 0 0 7 , while 45 percent predicted 
a nationwide price drop," he 
says. "Three-quarters o f the 
economists expected inflation 
to fall in the next six months; 
the rest disagreed. Two-thirds 

THINK HYDR0SEEDERS 

ALL NEW T30 HYDROSEEDER« FOR 2007. 
Standard FINN design and technology, and now 
fully equipped with an electric hose reel, 1 SO ft. of 
hose, and 3 versatile spray nozzles. It's the perfect 
machine for entry-level projects and smaller 
hydroseeding jobs. 

, T í 

ALL NEW, FULLY EQUIPPED. 
Get into FINN EQUIPMENT, and watch your business grow. 
All units are designed to mix any type of materials, speed up 
the loading process, mix thicker slurries without fear of 
clogging and cover more area with each tank load. 

300-3300 GA. TANK SIZES I MECHANICAL AGITATION I EXCLUSIVE FINN PUMP I LIQUID RECIRCULATION I VERSATILE 

SMARTER WAYS TO WORK SINCE 1935. HYDROSEEDERS STRAW BLOWERS BARK BLOWERS CONSUMABLES 
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Synthetic Putting Greens Z Lewns 

Turf 

www.turfamerica.com info a turfamerica.com 

USE READER SERVICE # 72 

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

(800) 590-3031 

Ideal add-on service to any 
Landscape company. 
We offer all types of turf 
products: polypropylene, 
polyethylene and nylon. 

No Franchise Fees 

Industries leading 
turf supplier since 

Let us help you ge 
the fast growing s] 
turf industry today 
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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 

P R O V E I M S O L U T I O N S 
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thought interest rates were 
'just right,' and the remain-
ing third were evenly split 
between saying rates were 
too high or too low. T h e 
reality is you make your best 
projection based on available 
information, historic trends 
and your own knowledge 
and experience." 

Another rising cost 
contractors are worried about 
in 2 0 0 7 is health insurance, 
which ranked No. 4 on 
contractors' top concerns list 
and has remained in that spot 
for the past three years. Here, 
Guido says consolidation 
in the health care industry 
should limit huge 30- to 
40-percent swings, but the 
industry should expect 5- to 
15-percent changes. In terms 
o f labor, the unemployment rate is expected to hold steady 
at around 4 .6 percent. 

And fuel costs, contractors' No. 1 concern for the past 

"There should be a 7.4 percent de-
cline in total housing starts in 2 0 0 6 
and some further erosion in 2 0 0 7 , 
but the residential remodeling market 
is doing well and is expecting mod-
est to real growth this year. Lower 
oil prices and a forecasted U.S. 
commercial property boom may help 
offset the problem of a cooling home 
market. 

- David Seiders & Richard Fisher 

three years, are also expected to 
stabilize. Though Guido predicts 
contractors won't see prices as low 
as $1 .50 per gallon of gas again, 
she says fuel prices should be 
similar to those in 2 0 0 6 with 10 to 
15 cent increases and/or decreases 
throughout the year. 

When fuel prices are this 
high, the key is controlling costs, 
Laflamme says. "The problem isn't 
the cost o f fuel as much as control-
ling the use o f it," he says, offering 
a solution. "Figure out the actual 
miles each truck uses throughout 
the week and multiply that by four 
weeks, adding a 2 percent addi-
tional allowance in case o f traffic or 
construction. Then give your crews 
a credit card that only has enough 
money on it for gas for the month. 
Tell them that they have to stick 
to the maintenance schedule and 

route and not deviate from it or they won't have enough 
fuel to go to their jobs. This way you know up front what 
you're spending on fuel and you can keep a cap on it." 

With Greqson-Clark you get more than 
quality 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 cataloq. 

GREGS0N-CLARK 
Sprjyinq Equi 

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.qreqsonclark.com 
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Visual Impact Imaging s EARTHSCAPES 

Landscape Design Software offers: 

• HIGH-RESOLUTION IMAGING 
Your most important design presen-
tation tool includes night lighting, 
on-screen library, clone tool to remove 
old landscaping, texture tool to paint 
materials such as mulch, advanced 
perspective tools and ability to 
import/export 30 different file types. 

• 12,000 HIGH-RESOLUTION IMAGES 

• SITE-PLAN DESIGNER - Includes 
professional plant symbols, line art or color, 
create-your-own symbol feature, automatic 
plant location measurement and the ability 
to automatically calculate perimeter, 

I area and volume. 

EARTHSCAPES ' night 

lighting feature 

enables you to sell 

additional services 

while sharing design 

concepts with clients. 

www.visualimpactimaging.com 

— U.41Ä 

Look inside to see 
how easy it is to 
transform these 
landscapes 
into works 
of art 

Brigai 

CONTACT US TODAY! 
sales@visualimpactimaging.com 

3 3 0 - 6 6 5 - 9 0 8 0 

Powered by: 

http://www.visualimpactimaging.com
mailto:sales@visualimpactimaging.com


LANDSCAPE 
PHOTO IMAGING 
Show your clients a 
picture of the proposal 
and answer their ques-
tions before they even 
ask them with this 
award-winning image 
editing software, which 
delivers high-quality 
results. 

SITE-PLAN 
DESIGNER 
With this tool, you can 
create architect-quality 
plot map aerial views of 
the project - to scale. 
Then, design the photo 
image with the same tools 
and libraries. 

E-Z ESTIMATOR & 
PROPOSAL 
GENERATOR 
This tool allows you to 
customize fields quickly and 
modify prices easily. With 
this feature, you can gener-
ate estimates directly from 
the site-plan and import 
the information into spreadsheets for formula-adding 
capabilities. Also, estimates created using 
EZ Estimator can be automatically imported into 
OuickBooks. 

PLANT SELECTOR 
Use this tool to provide 
your customers with plant 
descriptions, growth 
habits and maintenance 
tips to keep their land-
scapes beautiful. Also 
recommends plants for 
a design based on the 
site conditions and other 
criteria that you enter. 

YOUR PARTNER IN LANDSCAPE DESIGN 
WHERE IMAGE IS EVERYTHING. 

An easy-to-use, straight-
forward application, GPS 
Designer brings high-tech 
measuring to site-plan 
creation. The Thales 
Mobile Mapper hand-held 
unit marks your position 
whereuer you go on 
the property, then 
automatically calculates 
the required 
measurements. 

» 

Revolutionary product to produce 
irrigation and landscape plans, 
designs quickly, easily, and 

accurately! 

SATELLITE ESTIMATOR 

330.665.3080 
1/1/1/1/1/1/. visualimpactimaging.com 



Project EverGreen-2007 Report to Stakeholders 

Join Us in Telling Millions of Americans about the Benefits of Green Spaces 

- P R O J E C T -

EverGreen 
Because Green Matters-

fly Den Gardner 

It's critical for our industry to educate 
Americans about the value of your company 
and the benefits you provide. 

As the green industry equivalent of the 
"Got Milk?" campaign. Project EverGreen's 
very existence is based on a mission to 
raise awareness among consumers. The 
message is simple: the promotion of the 
environmental, economic and lifestyle 
benefits of green spaces. 

Project EverGreen was founded two 
years ago by an alliance of large and small 
companies, associations, contractors and 
others who provide services and products for 
green spaces and the people who work 
in them. Our purpose is to promote the 
significance of those who preserve and 
enhance green spaces at home, work and 

play and to bring an alternative voice from 
those criticizing these areas. By doing so, 
we support the thousands of American 
landscapes, lawn care operators, sod 
producers, arborists, nursery and greenhouse 
growers, golf course superintendents, sports 
turf managers, irrigation contractors, 
professional grounds managers and others. 

But we don't lobby or represent any 
one segment or product category. Project 
EverGreen encompasses all the people, 
products and services used for green spaces 
and the benefits of maintaining them. 

Project EverGreen Tells 
the Green Industry Story 
Midway through 2006, we had already 
touched more than 115 million Americans 
through exposure in the news media. 

We have told your story in hundreds 
of newspapers and radio stations, from 
the weekly paper in the Parkersville, 
W. Va. Sentinel to New York Newsday. 
Here is a small sampling of the 
national media that have covered 
Project EverGreen nationwide: 

• New York Newsday 
• The Tennessean 
• The Cincinnati Enquirer 
• The Daily Oklahoman 
• The Denver Post 
• The Minneapolis Star Tribune 
• Detroit News 

Partnering with 
Like-Minded People 
We've created partnerships with 
organizations such as Habitat for 
Humanity and America in Bloom that 
give us a solid story to tell consumers, 
while simultaneously working directly 
with the public. 

(7/rcA 
A [alien! 

ALL RIGHT AMERICA: 
Show Us Your Green Spaces 
In 2006, Project EverGreen went in search 
of the best photos of well-maintained green 
spaces with a contest awarding publication 
in our Because Green Matters Calendar. 

The photography contest was inspired 
by our Because Green Matters Award, which 
recognized the University of Akron (Ohio) 
and Southern Land Company (Tennessee) 
for their efforts to develop green spaces. 

Your Support is Crucial 
As a non-profit organization. Project 
EverGreen relies on contributions to relay 
our message to consumers and your help 
is needed! Volunteer, contribute and get 
involved! Sign up online at 
www.projectevergreen.com. 
Or call toll-free at 1-877-758-4835. 

(Editor's Note: Den Gardner serves as executive 
director of Project EverGreen and helped found its 
current mission and strategies just two years ago.) 

Do the Right Thing 
Our highest profile campaign to date is GreenCare for Troops. 
This public service initiative provides free lawn care for families 
of armed forces personnel serving in the Middle East. 

How does that help the green industry? GreenCare for Troops' 
slogan is "Serving You While You Serve Us." It puts a face on the 
green industry, and identifies us as people who care, by matching 
affected families with local lawn and landscape contractors who 
have volunteered their services. Are you a volunteer yet? 

Project EverGreen enlisted former Marine Gunnery 
Sergeant, R. Lee "Gunny" Ermey, as its spokesperson. 
Well-known for his roles on screen and TV, Gunny supports the 
program because, "The lawn and landscape industry recognizes 
the financial and emotional sacrifices being made by our men 
and women serving overseas." 

Word about GreenCare for Troops spread like wildfire through the international 
military community by our media relations. We give daily interviews about the 
program, and connect the media with local contractors and families for a truly 
personal perspective. A soldier in Iraq even asked that we send a Project EverGreen 
banner to him. It is now displayed in Saddam Hussein's former palace. 
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GROWTH GOAL NO. I - EFFI-
CIENCY IS KING. When clients 
seem nervous to spend and housing 
seems shaky, being more productive 
is the top way landscape contractors 
find they can shave costs and increase 
profits. 

Joe Markell, president, Sunrise 
Lawn & Landscaping Services, 

Herndon, Va., says though his business 
growth isn't "breaking records," he's 
"steadily working," which gives him a 
chance to refine his business systems. 
"Any way we can be more efficient 
- that's what we're looking at going 
forward into 2007 . " 

Mike Russo, president, Russo Lawn 
& Landscape, Windsor Locks, Conn., 

N E W E N G L A N D G ^ O W S ! 

O N E S H O W , A M Ì L L Ì O N Í D E A S -

Tuesday, February 6 -
Thursday, February 8, 2007 
Boston Convention & Exhibition Center 
Boston, Massachusetts 

Register today 
www. N E G rows. o rg 
(508) 653-3009 

Register online - save time & money! Discount deadline January 15, 2007. 

USE READER SERVICE # 63 
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is also eyeing efficiency more closely. 
"We've got everything under the sun 
in terms of systems and processes, but 
its a matter of sticking to the plan," 
he points out. "In 2007, I'd like our 
company utilizing more of the sys-
tems we have in place." 

Tom Del Conte, president, Del 
Conte's Landscaping, Fremont, Calif., 
also sees a trend toward improved 
productivity. "It's hit virtually every 
other industry up the food chain, 
including the automotive industry 
where manufacturers and suppliers 
have to compete and look as produc-
tive as possible - they look for every 
angle they can find to become more 
productive," he says, pointing out 
that his company experienced 10 per-
cent growth last year, bringing it to $9 
million in revenue, and he's hoping 
for the same in 2007. "That's going to 
be the key to success in this industry 
- shaving a few cents here and there 
on our production costs." 

More focused schedule manage-
ment is also a trend contractors 
pointed to as a means of controlling 
growth and improving efficiency. "We 
manage our schedule and monitor our 
backlog very closely," Williams says. 
"We track our backlog every month 
and identify the holes in our work, 
filling these holes but not overfill-
ing them. As a rule, we don't take on 
more jobs than we can handle." 

GROWTH GOAL NO. 2 - UN-
DERSTAND YOUR CUSTOMER. 
Looking at how the average contrac-
tor obtains a customer, Guido says 
owners spend a good chunk of time 
visiting clients who they don't qualify 
first, thereby wasting money and 
time on initial sales calls that don't 
result in jobs sold. In fact, Guido says 
the average contractor only quali-
fies 25 percent of their clients. "Stop 
the madness right now," she insists. 
"You should have a very fine-tuned 
qualification process where when 
you go on a sales call you have an 80 
percent or greater chance of opening 
a relationship with a commercial or 
consumer customer." 

To do this, contractors must first 
understand who their customers are, 
addressing who in their region quali-
fies to buy their services, how they 
buy and how that may change in the 
future. 

"Take your old glasses off and put 
on a new pair of clean lenses so you 

http://www.lawnandlandscape.com


Great deals. Great dealers. 
Find one at GreatDaneMowers.com 

Model GCBV2348S 

ENGINE POWER, INC. 
800-457-7056 

ILLINOIS 
Barrington 

Mowerworks Ltd. 
847-842-8035 

Carol Stream 
Carol Stream 
Lawn & Power 
630-483-0888 

Crest Hill 
Small Engine Medic 
815-725-8078 

Palatine 
Halloran Power Equipment 
847-705-1984 

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 

Greensburg 
Roger's Lawn Mower Shop 
812-852-2014 

Hudson 
McKees Garage 
260-587-3322 

New Haven 
Lees Outdoor Power 
260-493-6589 

Valparaiso 
Burke's Lawn & Garden 
Equipment 
219-759-2688 

Wabash 
McKillip Equipment 
260-563-1149 

MICHIGAN 
Armada 

Van Paemel 
Equipment Co. Inc. 
586-784-5295 

JACOBI SALES 
812-364-6141 

INDIANA 
Franklin 

Jacobi Sales & Service 
317-738-7440 

Palmyra 
Jacobi Sales & Service 
812-364-6141 

Sellersburg 
Jacobi Sales & Service 
812-246-6304 

Seymour 
Jacobi Sales & Service 
812-523-5050 

W.J. CONNELL COMPANY 
800-444-1556 

MASSACHUSETTS 
Harwich 

RPM Small Engine and 
Equipment Co. 
508-432-8161 

Norfolk 
Crowley's Power 
Equipment Inc. 
508-384-7775 

NEW HAMPSHIRE 
E. Hampstead 

ECL Rentals 
603-329-7532 

NEW JERSEY 
Neptune 

Neptune Mower Repair/ 
Accurate Mower 
732-988-4216 

Tuckahoe 
Cody's Power Equipment 
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 

Ionia 
Country Time Repair, LLC 
616-527-2537 

Maybee 
Sweeney Farms 
734-587-3340 

New Lexington 
Fisher Farm Equipment 
740-342-2466 

WISCONSIN 
Menomonie 

MDMA Equipment Dealers 
Inc. - Menomonie 
715-235-4203 

Shawano 
Qualheims True Value 
715-526-6108 

•St* 
Saving 

— y o u time. 

•Approved models for special financing: All Brutus, Chariot. Chariot LX and Super Surfer models. Excludes new Surfer model and Scamper models. Financing provided 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 subject to increase after closing, $5999 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, S4.999 financed, 36 consecutive monthly payments of $169 begins 4 months after loan is finalized. Offer subject to change or cancellation without notice. A 
S 1 2 S d o c u m e n t a t i o n fee may be charged. Offer good for a limited time only. Chariot, Great Dane and Super Surfer are registered trademarks of Auburn Consolidated Industries. 
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•17 hp engine, 48 inch deck 
•Twin hydro transaxle drive systems 
•Single hand operation 
•Adjustable control heights 
Model GLK1748S 

• 48 inch deck with 7-gauge construct ion 
• Improved longer life blade spindles 
• Between-the-legs controls for easy 

on and off 
• R 0 P S is standard 

52inch deck with 7-gauge construction 
Stand-on platform for operator 
:omfortand improved performance 
Excellent visibility for trimming 
3reat hillside traction 
Adjustable control heights 

Uodel GSKW2352S or GSKH2352S 

• 61 inch deck with 7-gauge construct ion 
(52 inch is pictured) 

• Improved longer life blade spindles 
• Full-suspension seat wi th retractable seat belt 
• Between-the-legs controls for easy on and off 
• R O P S is standard 

Model GBKW2561S or GBKH2761S 

Scamper Hydro $4 CQper 
as low as lUZImo:* 
fed at $4,999 (does not include sales tax or doc fee) 

Chariot 
as low as 
Priced at $5,999 (does not include sales tax or doc fee) 

$ 1 f i 7 p e r 

; I U # mo: 

Super Surfer s 
as low as 

I h * it $5,999 (does not include sales tax or doc fee) 
1 6 7 E 

Brutus 
as low as 
Priced at $7,999 (does not include sales tax or doc fee) 

soon per 
; i-i-i-m: 
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can allow yourself to look at 
your market dynamics in a new 
way," Guido suggests. "What 
are your customers buying 
- what do they need? Ask your-
self, 'What are products and 
services that my commercial 
and consumer clients need and 
what smart partnerships with 
other service businesses can 
I create to meet these needs?' 
Stop thinking like a technician. 
Start looking at the big picture 
and the huge business of exte-
rior living." 

Guido points specifically 
to two markets that show the 
most potential moving forward 
- women over the age of 45 
and Baby Boomers. "These two 
groups make up the wealthiest people in the world to-
day, meaning they have the highest expendable income." 
she explains. "You have to ask yourself, 'How am I spe-
cifically going after these groups of people as potential 
customers?'" 

Once you know who your customers are, take advan-

Women over the age of 45 
and Baby Boomers make up 

the wealthiest people in the 

world today, meaning they have 

the highest expendable income. 

You have to ask yourself, How 

am I specifically going after these 

groups of people as potential 

customers? 

- Judy Guido 

tage of these relationships, Laflamme 
says. "Most companies spend very 
little time and effort marketing to 
their existing client base," he shares. 
"Maximize these opportunities. Ask 
for referrals and send them thank-
you notes or gift certificates to 
restaurants for referrals that result in 
sales. It's a small price to pay to grow 
your business." 

GROWTH GOAL NO. 3 - SMART 
MARKETING. Now that you know 
who your current and target custom-
ers are, marketing to them should 
become easier. The average contrac-
tor should be spending 2 to 3 percent 
of their revenue on marketing, 
Laflamme points out. In terms of 
time, Laflamme says an owner only 

needs to spend one hour each week specifically working on 
his or her marketing plan, creating a calendar for the year that 
addresses services, clients, the best time to market the services, 
the best way to reach the clients and timing. 

Contractors should use this marketing budget and cal-
endar to be creative and target their marketing to their niche 

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.TurboTurf.com 

USE READER SERVICE # 66 

MAKE A BIG IMPRESSION 
ON YOUR CUSTOMERS... 

NOT ON THEIR LAWN! 
THE L-2 LINE LAYING 
M A C H I N E F R O M LINE-WARD 

• For simple and efficient 
installation of underground 
sprinkler lines 

• Pull pipe, bury wire and bore 
driveways 

• 26" wide, 850 lbs., available 
w/16hp or 23hp 

• Rubber tracks for superior 
traction and less lawn 
damage 

• Optional boring attachment 

Contact Line-Ward Today 

800-816-9621 
Fax 716-674-5334 / E-mail: info@lineward.com / www.lineward.com 

LINE -WARD 
C O R P O R A T I O N 

One lean, mean, line laying machine - the original since 1972 
USE READER SERVICE # 65 
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clients, Guido says. "If you do the same 
Yellow Pages ads as every other land-
scape company in your area, then what 
makes you different besides your logo, 
Web site and phone number?" she asks. 
wIf you all advertise in the same place 
and use the same verbage and the same 
pictures, then you don't stand out. You 
have to get out of your comfort zone 
and do something different." 

First, look at your service menu and 
redefine it as something the customer 
can understand and see potential in. 
For instance, "you're not working on 
properties anymore," Guido says, 
"you're working on outdoor rooms. 
Think of your business as bigger than 
what it is to plan for the future and 
give yourself opportunities for growth." 

Then, Guido says contractors 
should pretend they are sitting in front 
of their customers when they create 
their marketing and Web site verbage 
and ask themselves if the client truly 
cares about what they are promot-
ing. "If you say you have a big fleet of 
trucks and a mechanic on site, who 
cares?" Guido says. "You have to prove 
it to the customer and tell them how 
it benefits them. If you say you have a 
huge fleet of trucks and a mechanic on 
board so that appointments never have 
to be rescheduled and you guarantee 
you can be at their house the same day 
each week or something along those 
lines, now you've hit a nerve and the 
client can see how it can be a benefit to 
them." 

Industry Consultant Marty Grunder 
agrees, adding that contractors need to 
do what makes sense when it comes to 
marketing. "For commercial custom-
ers, it doesn't make sense to be doing 
mass advertising - the best form of 
marketing in commercial work is cold 
calling. Drive by potential accounts. 
Use a script and call them. Figure out 
your closing ratio and if you close 15 
percent of the calls you place, do the 
math backwards and figure out how 
many people you need to call to get the 
number of new accounts you want." 

For residential, Grunder says job 
signs around a neighborhood are still 
the best method for attracting new cus-
tomers. "It's what I call the 'taking over 
the neighborhood' concept," he says. 

GROWTH GOAL NO. 4 - BUDGET-
ING. Contractors who don't have bud-
gets or growth plans for the upcoming 
year are "driving without a map," 
Laflamme says. "They really don't 

know what their sales are supposed 
to be. They may never get anywhere 
- they could just be doing the same 
thing every year. They could be driving 
in circles." 

And it's not just small businesses 
who are neglecting this essential busi-
ness task - "I know landscape contrac-
tors with revenues from $2 million 
to more than $10 million who aren't 
budgeting," Laflamme says, adding that 

some contractors actually wait until they 
receive their profit-and-loss statement after 
they do their taxes to find out if they made 
any money - four months into the new 
year. "Spend the money on a computer 
system where you can plan and track your 
costs. It costs money to create and track a 
budget but it's worth it to know where you 
are, where you're going, if you're off and 
what you need to do to get back on track 
throughout the year." LL 

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 sole using financing went from 
$12,000 to $17,000." 
Ernest Victor, Advanced Landscape Services 
Morristown, Tennessee 
Call 866-838-0654 to enroll today! 
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r e t h i n k i n g t h e i r o r i g i n a I c o n s e r v a t i v e o u t l o o k (or c o n t r a c t o r s p e n d i n g in 2007. 

Crystal balls. Rolling the bones. Reading tea leaves. Certainly there 
is a better way to get a handle on contractor spending trends in the 
coming year? 

In fact, the majority o f suppliers and manufacturers serving the 
landscape industry take contractor spending very seriously. Instead 
o f simply rolling the dice, they closely monitor their respective 
markets, conducting extensive research to gain insight on what the 

coming year has in store for them and the overall industry. 
With an impotent economy, fluctuating fuel costs, nontraditional weather patterns 

and a cooling o f a once red-hot new-housing market as factors, manufacturers and 
suppliers initially feared an economic domino effect. 

For example, one scenario, many inside the industry anticipated, foretold hom-
eowners, burdened by economic pressures, cutting costs and curbing spending on 
outdoor convenience services, such as lawn mowing and maintenance, and putting 
off building projects, such as a new backyard patio or outdoor lighting. This has not 
necessarily been the case, according to industry insiders. 
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quickly and easily load farther back into trailers and to the center of high-sided trucks. Optional hydraulic self-leveling 
retains more material for even more'speed on the jobsite. And with our exclusive "no tool" 10-second tilt ROPS, 
you'll shave additional minutes off daily maintenance, too. See all the other ways the 400 Series takes your business 
performance to a higher level. Visit the professional partners at your local dealer for a demo, purchase or rental 
options, and details on financing and service plans. See www.caseoffers.com for the latest special offers and 
promotions from Case. 
• Power Reach available on 435. 445 and 465 models only. 
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Its a trend the industry started to 
see develop the year before. React-
ing to this plausible market scenario, 
many landscape equipment manu-
facturers and suppliers tailored back 
production in 2006. As such, power 
equipment manufacturers trimmed 
their shipments of handheld equip-
ment between 4 and 6 percent, ac-
cording to research conducted by the 
Alexandria, Va.-based Outdoor Power 
Equipment Institute. Level reduc-
tions were also seen in walk-behind 
and riding mower production, where 
manufacturers reduced their ship-

are getting nervous about the coming 
year because they're no longer seeing 
significant growth in this area," says 
Jonathan Kuyers, landscape segment 
manager at Pella, Iowa-based Vermeer. 
"This could have an impact on equip-
ment spending." 

However, projections for 2007 
have been rethought and manufactur-
ers and suppliers now feel "cautiously 
optimistic" about the state of the 
landscape industry and the mind-set 
of the North American landscape 
contractor. Indeed, consumers are 
proving they will continue to invest in 

software sales outlook 

Last year was an average year for business software and high-tech 
hardware sales in the landscape industry, and 2007 will most likely 

see a repeat of soft sales. 
"We're predicting that spending will be flat again," says Glenn Zior, 

vice president of Clip Software, based in Washington, D.C. 
While not anticipating a dramatic growth surge, Zior says software 

sales to contractors will remain steady because the industry is so fluid. 
"The industry is in a constant state of flux with new contractors 

coming in each year and almost the same number leaving the indus-
try," he says. "We can see this in our mailing list, with new names being 
added and old names dropping off." 

According to recent Lawn & Landscape research, contractors seem 
committed to technology investments. In the coming year, more than 
30 percent of contractors plan to purchase computers and business 
software, the research says, and 21 percent are committed to purchas-
ing design software. 

Potential contractor spending, Zior says, exists in offering software 
products that optimize wireless and palm-based technology, as well as 
programs that are compatible with global positioning technology. 

Lawn & Landscape research, however, points that, at least for the 
coming year, contractors continue to remain leery about global posi-
tioning systems and related software. Only 13 percent indicated they 
planned to purchase GPS technology in 2007, the data says. 

ments by 2 to 3 percent, according to 
OPEIs data. 

Likewise, many within the indus-
try feared the continued reduction 
in new-housing starts on a national 
level would further impact landscape 
contractors' overall spending habits. 

"With housing slowing down a 
little bit, lots of landscape contractors 

contractor services, such as mowing 
and chemical lawn care applications. 
Likewise, the trend towards additional 
home improvement has not wavered. 

"The landscape industry is still 
growing as a total industry," says 
Mark Urbanowski, senior marketing 
specialist for turf, ornamental and 
technical products at Dow AgroSci-

ences in Indianapolis. "We look 
across our portfolio and we anticipate j 
growth." 

And if landscape contractors can 
continue to sell projects and ser-
vices into 2007, they will continue to 
generate the capital and confidence 
necessary to invest and spend, manu-
facturers say. 

HANDHELD PRODUCTS. In regards j 
to contractor equipment spending, 
handheld equipment sales trends tra-
ditionally differ from those associated 
with big-ticket items, such as skid-
steers and excavators. 

Historically, handheld equipment 
spending flies under the economic 
radar, says Joe Fahey, vice president of 
marketing for Echo, headquartered in 
Lake Zurich, 111. Its been a good posi- I 
tion because in a soft market contrac-
tors continue to purchase commercial- I 
grade handheld equipment, he says. 

However, contractor spending pat- I 
terns over the last year have deviated 
away from this long-held economic 
trend, Fahey says. 

"Sales in the handheld market 
were spotty last year," Fahey says. 
"The 2006 year was kind of a curious 
one for handheld equipment sales, 
and as we look at 2007 we expect 
similar conditions to what we saw 
over the last year." 

However, according to recent 
Lawn Sc Landscape research, contrac-
tors are optimistic about handheld 
equipment spending in 2007. A 
third of contractors say they plan to 
purchase backpack/handheld blow-
ers, and more than 30 percent will 
purchase trimmers/edgers, according 
to the research. 

Unseasonable weather and a 
decline in new-housing starts both 
contributes to this curious nature in 
contractor spending, Fahey says. 

"Weather is just a huge part of this ! 
business and it drives a lot of these 
spending trends," Fahey says. 

For example, a warm winter can 
have devastating effects on a land-
scape contractor who supplements his 
off-season income with snow removal 
services. A lack of snow and ice events 
reduces the level of ready cash in this 
contractors pocket as spring ap-
proaches and curbs the amount of 
equipment he's capable of purchasing 
for the approaching season. 

"If weather conditions are not suit- I 
able, it doesn't matter what the overall 
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economy is like," Fahey says. "We're 
certainly optimistic about 2007 but 
conditions are soft right now. Spend-
ing is off, but not that off." 

MOWERS. For the commercial mow-
er market, so much related to con-
tractor spending depends on overall 
weather trends that it is challenging to 
accurately forecast what spending will 
be like in the coming year. 

Wetter-than-normal conditions on 
the East Coast and drought condi-
tions in the western part of the coun-
try all contribute to irregular growth 
and mowing patterns, manufacturers 
say, and result in varying contractor 
spending habits. Even snowfall pat-
terns impact mowing sales. 

"No snow will mean contractors 
won't have the funds from winter 
snow removal work available at the 
start of the landscape season to spend 
on new equipment, and that's not 
good," says Dan Dorn, product sales 
manager with Beatrice, Neb.-based 
Exmark Manufacturing. 

Contractor spending on mowers 
during Fall 2006 was steady, Dorn 
says, but not spectacular. 

"With winter shaping up to 
be warm and on the dry side, our 
predictions have gone soft. We remain 
optimistic, but cautious," he says. 

In reaction to economic and 
seasonal pressures, landscape contrac-
tors have been doing more with the 
mowers they already own. 

"What we've been seeing in the 
industry over the last few years is 
that contractors are trying to run 
longer on the equipment that they 
have," Dorn says. "They're extending 
the replacement interval and they're 
stretching an extra two or three years 
out of their equipment beyond what 
they can go with them. 

"However, we can also interpret 
this to mean that they're not in a good 
position to commit to some spending 
in finally replacing that equipment," 
Dorn says. 

More than a quarter (26 percent) 
of landscape contractors indicate 
they plan to purchase riding mow-
ers in 2007, and nearly a quarter (23 
percent) plan to buy walk-behind 
mowers in the coming year, according 
to Lawn & Landscape data. 

Another mild January, February 
and March will prime contractors to 
attack the landscape season earlier 
than normal, which includes new 

Lack of snow and ice events reduces the cash in the pockets of northern landscape contractors who 

push snow during the winter. A s spring approaches, this lack of funds curbs the amount of land-

scape equipment and materials contractors purchase for the approaching season. Photo: B l izzard 

and only 11 percent of contractors 
planned to invest in a mini skid-steer 
in the coming year. 

Likewise, contractors indicated flat 
spending projections for equipment 
such as trenchers (7 percent), excava-
tors (6 percent) chippers/grinders (5 
percent) and hydroseeders (4 percent). 

Vermeer's Kuyers says they are 
more optimistic about this market 
segment because, in an effort to 
reduce labor costs, contractors are 
more open to investing in landscape 
equipment such as mini skid-steers, 
landscape attachments and trenchers. 

"Landscape contractors are looking 
for more ways to become productive 

need such big equipment and will 
continue to generate the need for 
compact equipment. 

Likewise, if contractors become 
conservative about new equipment 
purchases, Kuyers predicts the rental 
market could see a boost. 

"Contractors will rent what they 
need to complete jobs on a project-
by-project basis," he says. "And they'll 
also be more apt to rent equipment 
before making a future purchasing 
decision." 

SPECIALTY CHEMICALS. Pesticide 
and fertilizer manufacturers, too, are 
"cautiously optimistic" about 2007. 
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equipment purchases. "It's all weather 
dependent," Dorn says. 

LANDSCAPE EQUIPMENT Accord-
ing to Lawn & Landscape research, 
contractor spending on landscape 
equipment, both large and compact, 
may be soft in 2007. 

Only about 15 percent of land-
scape contractors indicated they 
planned to purchase skid-steers or 
skid-steer attachments in 2007, 

without having to add labor," Kuyers 
says. "They'll be looking at purchas-
ing equipment that will allow them 
not to replace, but augment, their 
existing labor." 

Large-equipment sales, however, 
may become stagnant in 2007, Kuyers 
says. "While homeowners are not 
spending as much on big outdoor 
projects contractors will be taking on 
smaller jobs," he says. "With these 
scaled-down jobs contractors won't 
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While new housing starts may 
be cooling, Urbanowski says Dow's 
research indicates demand still exists 
for maintenance services in 2007, a 
definite opportunity for contractors 
and lawn care operators. 

"We see the need for additional 
maintenance services in 2007, much 
better than we saw in 2006" Ur-
banowski says. "Having the hom-
eowner continue to see a need to 
have this service is a key driver to 
contractor success in the coming 

» 

year. 
Reduced new housing starts 

or a cooling economy shouldn't 
dissuade contractor spending 
on chemical products, says Jim 
Fetter, director of marketing at 
Bayer Environmental Science in 
Columbus, Ohio. 

"There has been some talk 
recently about the market declin-
ing," Fetter says. "But that's not 
necessarily bad. When people 
aren't selling their homes and 
moving around, they're staying 
home and maintaining their 
homes a little better." 

Outside economic factors, 
though, will weigh heavily on 
contractor spending in this mar-
ket segment. 

"As we look across our portfo-
lio we do anticipate growth, but 
we also anticipate LCOs will have 
some difficult decisions to make 
on what products they'll be using 
in 2007," Urbanowski says. "Will 
they go with a premium product, 
or will they go generic to save 
some money?" 

Recent Lawn & Landscape 
research also reflects this spending 
outlook. Nearly 60 percent of con-
tractors planned to purchase fertilizer 
products in the coming year, accord-
ing to the data. Likewise, between 40 
and 50 percent planned to purchase 
preemergent, postemergent or nonse-
lective herbicides in 2007, according 
to the research. 

More than 30 percent of contrac-
tors planned to purchase fungicides 
and fertilizer/pesticide combination 
products in the coming year, and 
nearly 37 percent indicated they 
planned to purchase insecticides, ac-
cording to Lawn &c Landscape data. 

Likewise, more than 20 percent of 
contractors plan to purchase chemical 
sprayers and spreaders in the coming 
year, according to the research. 

Over recent years, LCOs have 
sought to lower their costs, boost 
profits and remain competitive, per-
haps to their own detriment. 

"These folks have shaved back 
their rates to the absolute minimum 
and got bitten in the end," Urbanows-
ki says. "Going into 2007 we're 
going to see contractors and LCOs 
re-evaluate what they're doing in their 

crabgrass in recent history, Urbanows-
ki says. As such, clients haven't forgot 
this and will be demanding that their 
LCOs prevent crabgrass' repeat per-
formance in 2007. 

"You can almost guarantee pre-
emergent demand will be up," he says. 
"We're going to see some different dy-
namics because of last year's crabgrass 
problems." 

spending trend: 

When asked, some landscape contractors indicated they planned 
to not alter their traditional equipment spending patterns head-

ing into 2007. 
Tom Del Conte, owner of Del Conte's Landscaping in Fremont, Ca-

lif., says his equipment spending levels stay "steady" from year to year. 
And the purchases he does make must impact his productivity. 

Todd Williams, vice president and regional director at American 
Civil Constructors , Littleton, Colo, expects his firm's equipment spend-
ing levels to remain consistent in 2007. 

"We generally have been trying to do more work with less equip-
ment for a while now," he explains. "Our business strategy in landscape 
construction lends itself to using rental equipment a fair amount of the 
time as well." 

Other landscape contractors report that they plan to spend more 
than they did in 2006 based on their 2007 growth expectations and spe-
cific customer demands. For example, Chris Davitt, president of Rup-
pert Nurseries in Latyonsville, Md., says his firm's spending is based 
on its rate of growth. "We've aggressively purchased to keep consistent 
with our growth," he says. 

programs as contractors continue to 
juggle their costs of doing business." 

Contractors were less enthusiastic 
about purchasing plant growth regula-
tors and perimeter pest control prod-
ucts (15 percent), as well as chemi-
cal tree care products (14 percent), 
according to the data. 

So what may encourage some of 
this spending? 

Last year was a challenging one 
for fungicides because of lower-than-
normal disease rates across most of 
the country. Urbanowski anticipates a 
return to a normal disease pattern in 
2007, which gives LCOs the opportu-
nity to provide clients with fungicide 
treatments as an add-on service. 

Likewise, the lawn care industry 
remembers 2006 as having the worst 

In addition, Urbanowski says 
landscape contractors could tap orna-
mental care as an additional add-on 
service for 2007. 

"If you're there to treat the lawn 
you can also be there to treat the 
client's ornamentals as well,'' he says. 
"It's a natural add on." 

SNOW AND ICE REMOVAL Sup-
pliers and manufacturers serving the 
snow removal industry are in as much 
of a quandary about the coming year 
as their contractor clients. 

The bulk of contractor spending 
on big-ticket items, such as snow-
plows spreaders and snow removal 
attachments, takes place between Oc-
tober and the first week of December, 
manufacturers say. 
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However, insiders within the 
chemical industry that manufacture 
anti-ice and ice-melt products say 
Winter 2005-06 was a dismal year for 
their industry. As such, chemical sup-
pliers were left with a lot of unused 
inventory. 

If this snow season ends up as an-
other lackluster winter, suppliers will 
likely start cutting attractive deals to 

able to sign the contracts they want, 
they will pay attention to purchasing 
better-quality equipment." 

And if snow and ice removal ser-
vices remain flat in 2007, contractors 
will begin asking themselves the tough 
questions, says Mark Hall, director 
of marketing and sales for Warren, 
Mich.-based TrynEx International, a 
maker of deicing spreaders. 

move this over abundance of product, 
insiders say. 

Going into 2007, the disappoint-
ment of the previous year still lingers 
not only in the minds of North 
American snow contractors, but also 
with their clients and prospects, says 
Isaac Paonessa, regional sales man-
ager at Ledex Industries in Oakville, 
Ontario, Canada, which manufactures 
the Avalanche brand snowplow. 

Lack of snow for more than one 
consecutive season causes clients to 
delay making snow removal decisions 
or dissuade them from getting locked 
into long-term deals, Paonessa says. 

"The industry - both for contrac-
tors and for suppliers - needs for it 
to snow hard early on in the season," 
Paonessa says. "If contractors are then 

Photo: Randy McKown/Dreamstime.com 

"Contractors will begin asking 
themselves if their equipment, which 
should have been replaced this year 
and wasn't, can in fact go one more 
year," Hall says. 

However, Hall remains positive 
about contractor spending in the 
snow removal market. 

"The bottom line is, regardless 
of the weather predictions, there's 
going to be snow and there's going 
to be ice," Hall says. "All of this will 
be good for sales because contractors 
then will begin spending. Even in a 
recession, a guy with a pickup will see 
that there is some snow and ice and 
will run out and buy a plow and a 
spreader to make some money." 

Recent Lawn &C Landscape re-
search, though, does not reflect Hall's 

optimism. According to landscape 
contractors who push snow and of-
fer ice melting services, less than 15 
percent plan to purchase snow plows 
or salt spreaders in 2007. Nearly a 
quarter of contractors, roughly 21 
percent, plan to purchase anti/deicing 
products, according to the research. 

PRIMING SPENDING. So how can 
manufacturers stimulate contractor 
spending in 2007? In the past, sales 
incentives have captured contrac-
tor business, but retooling the sales 
approach may not be enough. Across 
market segments, manufacturers 
recognize that contractors want prod-
ucts that reduce costs and increase 
efficiencies. 

"What can't the contractor live 
without," Kuyers says, playing to the 
contractor's desire to troubleshoot 
labor problems and to do more with 
less. "That's one way to approach 
them as customers." 

Bringing new products to market 
can jump start spending, as well. 
Contractors committed to spending 
dollars in 2007 will be looking first at 
companies with new models in their 
product lines. 

If winter proves to be warm and 
sales soft, Paonessa says manufacturers 
and suppliers will be forced to con-
sider incentives to motivate contractor 
spending, but these may not necessar-
ily be financial lures. 

"Poor sales should motivate us to 
see what types of incentives we can 
offer contractors," Paonessa says. "And 
that may not mean financial incen-
tives, but rather innovations." 

"If you're just holding your 
ground, others in this market will 
drive right past you," Exmark's Dorn 
says. "Those not invested in in-
novation have nothing to offer the 
contractor and they'll lose out." 

"New product offerings can 
often bring contractors out of their 
shell and get them to stimulate the 
marketplace," Echo's Fahey says. 
"Contractors are looking for increased 
durability and efficiency, not cosmetic 
changes. For new products to stimu-
late spending, they have to bring real 
value to the industry." 

And if contractors believe in a 
product, they are less likely to switch 
brands, Paonessa says. "Innovation 
builds loyalty and comfort levels with 
contractors," he says. "Once they have 
that, they're less likely to change." IL 
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he services a landscape company provides and to whom they provide 
them can weigh heavily on how a firm will fare in any one year. Advan-
cements in technology, economic conditions, regulations and Mother 
Nature all will play a role in whether or not a contractor surges ahead, 
holds steady or loses ground in 2007. 

For an outlook on service trends in the coming year, Lawn & 
Landscape talked with a sampling of suppliers, contractors and consul-

tants. Here's what they had to say about the different segments of the green industry. 

SERVICE NO. I - MAINTENANCE. Considering the slow down in the real estate 
market, maintenance is the business to be in this year, according to Ed Laflamme, pre-
sident of Grass Roots Consulting, Wilton, Conn. " I f you're not offering maintenance, 
you should be," he says, explaining that it's one of the industry services that's best 
positioned for growth during a possible downturn. Laflamme also says a trend toward 
full-service firms will continue through 2007, as companies that are primarily design/ 
build may move more into maintenance to insulate themselves when new home buil-

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

- 7 ^ r ^ u 
l à d s c a p e . \ Vyfooi ' www.lawnandland&c 

wz 9T" 
PTTY? 1 !-

p v r 
V 



The true test ef a mower 
is how fast and effectively 
it cuts through problems. 

I /Ss 
• 4 Long, wispy grass 

Different grass varieties 

As conditions change, Toro's 7-gauge T U R B O 

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 

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

USE READER SERVICE # 69 

http://www.toro.com/zmaster


ftf > 

ding slows. "Companies will realize 
they don't have as much construction 
work, so they will do more work for 
the customers they have," he says. 

It's not a surprising prediction, 
considering the average cost o f acqui-
ring a new client is $257 , according 
to industry consultant Judy Guido o f 
Guido & Associates, Moorpark, Calif. 

In addition to becoming more 
costly to acquire, customers are 
becoming more particular, says Tom 
Heaviland, president o f Heaviland 
Enterprises, Vista, Calif. "Customers 
are becoming more demanding and 
their expectations are higher," he 
says. "On the commercial side, they 
have a lot o f choices and they know 
they can get pretty consistent quality, 
so they can demand it. We saw that 
quite a bit last year and expect it will 
continue this year." 

Heaviland also sees partnering to 
provide other services as an opportu-
nity that contractors soon will have 
to seize. "They are looking for you 

to help broker other services or be 
more o f a concierge," he says. "Maybe 
you don't do parking lot sweeping for 
them, but you line that up. Not all o f 
them are going to be expecting it, but 
as contractors we can start to take the 
lead and do our part." 

Contractors in commercial 
maintenance also must keep an eye 
on consolidations among firms that 
provide property management and real 
estate services, Heaviland says, poin-
ting to commercial real estate services 
giant C B Richard Ellis's agreement 
to acquire Trammell Crow Co. for an 
estimated $2.2 billion late last year. " I f 
you do a lot o f commercial work, you 
could lose a big chunk of your portfo-
lio if it gets gobbled up," he says. 

Those types o f transactions also 
can affect contractors in the commer-
cial snow business. Snow contractors 
with residential customers or per-push 
agreements face another unknown in 
2 0 0 7 and every year: the weather. " I f 
it doesn't snow it doesn't matter how 

many customers you have," says Roger 
Meyers o f American Beauty Landsca-
pe, Boardman, Ohio. 

SERVICE NO. 2 - LAWN CARE. Like 
maintenance companies, lawn care 
firms are analyzing the cost to acquire 
a client and will continue to focus on 
retention and add-ons in 2007 , says 
Jim Fetter, lawn and landscape regio-
nal manager for Bayer Environmental 
Science, Research Triangle Park, N.C. 

"We're seeing more emphasis on 
retention rather than on trying to grab 
new customers," Fetter says. "The 
industry is taking a harder look at the 
lifetime value of a good customer." 

This year, public health issues 
also will give LCOs the opportunity 
to increase their sales of value-added 
services and to position themselves as 
more than just companies that take 
care o f peoples' lawns. 

"We're at a crossroads o f posi-
tioning the industry and individual 
businesses in a positive light," Fetter 
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says. Consumers are facing a num-
ber of high-profile, "emotional" pest 
problems right now - with fire ants 
a perennial problem in the South, 
the emerald ash borer invading states 
across the North and mosquito-re-
lated concerns like West Nile virus 
nationwide. These are the services that 
will create opportunities for LCOs, 
Fetter says. 

The residential market conti-
nues to be a higher margin one for 
lawn care firms, Fetter says, noting 
commercial property managers' tight 
budgets won't go away any time soon. 

SERVICE NO. 3 - LANDSCAPE 
DESIGN/BUILD. Encouraged 
by Home & Garden Television, 
makeover television shows and a 
robust economy in recent years, the 
"outdoor living" trend is alive and 
well - a good sign for the landscape 
design/build segment despite the 
fact that the housing cool down is 
expected to trickle down to landscape 
construction. 

A home design trends study 
conducted in 2006 by the American 
Institute of Architects indicated that 
two-thirds of residential architects 
saw an increase in outdoor living 
spaces, including decks, patios and 
outdoor kitchens - a 17 percent boost 
over 2005. Likewise, 56 percent of 
architects reported a rise in upscale 
landscaping and 5 percent saw an in-
crease in formal lot boundaries. One 
factor driving this trend is smaller lot 
sizes, according to the AIA's Chief 
Economist Kermit Baker. "It makes 
sense that with a smaller lot you need 
to use it differently and improve it 
better than if you have a big property. 
"That's why we're seeing an increase 
in formal lot boundaries and upscale 
landscaping," he says, noting the 
trend should continue through 2007. 
"In terms o f ' 0 7 and beyond, it's hard 
to think these trends are going to turn 
on a dime." 

But what about the real estate slow 
down? "I don't think the outdoor 
living trend will be greatly affected," 
Baker says. "You may not see as many 
$40,000 or $50,000 outdoor kit-
chens, as those are probably discretio-
nary items that were made possible 
by the hot real estate market, but the 
general focus on people improving 
their properties will not be hit hard by 
the cool down." 

Piggy-backing on the success of 

serv ice starts 

What new services does your company plan to offer in 
2007 that you do not currently offer? 

SERVICE % OF CONTRACTORS 

Irrigation 

Waterscapes 

Design/Build 

Mowing/ 
Maintenance 7.5 

Pesticides 

Trees & 
Ornamental 

Snow Removal 

Other 

the design/build segment and the 
outdoor living trend are specialty ser-
vices like outdoor lighting and water 
features. "Consumers are definitely 
becoming more aware of lighting 
as every year goes by from a lot of 
the trends in outdoor living," says 
Mike Southard, director of landscape 
lighting sales for Kichler Lighting, 
Cleveland. "As you spend more mo-
ney on the outside, it becomes more 
important to light it." 

Lighting, water features and 
outdoor kitchens are several of the 
boom areas Guido forecasts for the 
next three to five years, particularly in 
terms of landscape renovation, often 
completed in phases, in middle- and 
upper-middle-class America. She po-

Source: Lawn & Landscape State of the Industry Research 

ints to the "exterior living" phenome-
non as evidence - and even encourages 
contractors to start using the language 
that represents this trend. "Stop saying 
properties' or yards' and start saying 
exterior spaces and rooms," she says. 
Guido also foresees a trend toward 
consumers requesting outdoor furnitu-
re and accessories from their landscape 
designers, and she advises contractors 
to start considering "strategic partners-
hips" with such suppliers. 

SERVICE NO. 4 - IRRIGATION. 
Irrigation contractors are likely to see 
a lively year, as water conservation 
continues to be an important issue and 
several national initiatives drive home 
the point. O f course, external forces 
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play a big role in irrigation. " I f its a 
year o f a lot o f water restrictions and 
drought it will obviously affect the 
industry," says Dave Johnson, director 
o f corporate marketing for Rain Bird, 
Tucson, Ariz. 

On the residential side, the 
Environmental Protection Agency's 
WaterSense program is underway. 

WaterSense, a consumer labeling 
initiative, will help homeowners select 
water-efficient products and services. 
The EPA signed partnerships with the 
Professional Landcare Network (PLA-
N E T ) and the Irrigation Association 
for certification programs last fall and 
hopes to roll out the product labeling 
effort for controllers in 2 0 0 7 and drip 

ZTR 
( 8 7 7 ) 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. 

irrigation products in 2008 . 
"I think the EPA's and other 

agencies' work on water conservation 
reflects people's greater awareness of 
water issues," Johnson says. "Contrac-
tors are going to start addressing that 
in how they deal with customers." 

In commercial applications, 
awareness o f the Leadership in Energy 
and Environmental Design (LEED) 
standard, set by the U.S. Green Buil-
ding Council to encourage environ-
mental consciousness in the building 
industry, will contribute to the growth 
o f irrigation systems being installed 
and upgraded nationwide. Five out 
o f the 69 points that help determine 
whether a new building is deemed 
LEED-compliant relate to irrigation. 
Evidence that the green building 
concept is taking root: The effort's 
associated trade show, Greenbuild, 
was named one of Tradeshow Week's 
fastest growing shows in the U.S. and 
Canada. 

One economic indicator that the 
irrigation segment, like most others, 
monitors carefully is new home starts, 
which are expected to plummet in 
2007 . However, it might not be a 
bad thing for irrigation contractors, 
Johnson notes. "People may look to 
upgrade the home they're staying in 
or look at installing a new system in 
their current home," he says. This 
outcome would boost the need for 
system auditing on the residential 
level, Johnson notes. "It may become 
a bigger service as people get interes-
ted in how much their current system 
uses and how they can upgrade." 

A growing focus on "smart" 
ET-based or weather-based contro-
llers comes thanks to technological 
advancements that make them more 
affordable, support from water agen-
cies and grassroots industry efforts, 
like the IA dubbing July as Smart 
Irrigation Month. "The focus on 
climate-based controllers is getting to 
be more o f a hot topic to address resi-
dential systems," Johnson says. Drip 
irrigation, too, is becoming more 
prevalent. "More contractors outside 
the traditional drip areas are trying 
to get into it and understand what it 
means," he says. "Some contractors 
may be intimidated because parts and 
pieces are different from what they're 
used to, but once they get in there 
and they recognize the water savings 
for their customers, they're usually 
into it. ' l 
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best ol f the we b y m i k e z a w a c ki I m a n a g i n g e ? d i t o I 

vvonei ^ | 
W h a t ' s t h e s m a r t e s t w a y to 
g r o w a l a n d s c a p e c o m p a n y ? 
Lawn & Landscape M e s s a g e 

d u s e r s d e b a t e t h e 
s o t g r o w i n g o r g a n i -
v s . o b t a i n i n g o u t s i d « 

r s t o f u n d t h a t n e x t 
h s p u r t . 

All growth is good. 

However, is one method of increasing 
the size o f a landscape business a more 
solid, advantageous or strategic decision 
than others? Its an interesting dilemma 
for landscape contractors as they grow 
their businesses and strengthen their 
strategic positions in their respective 
marketplaces. Lawn tk Landscape Mes-

sage Board participant Chad Stern posed a similar question 
recently about growth to his online colleagues. 

Stern, owner o f Mowing & More based in Chevy Chase, 
Md., says he wants to grow his company 100 percent organi-
cally, or increase its size and scope solely through his own 
profits and without outside investment. 

"A service company that is very labor 
and employee intensive requires a very 
solid framework and infrastructure as it 
grows," Stern posts. "I personally think 
that organic growth is the best way to 
ensure that my company does not grow 
at a rate faster than my ability to manage 
that growth." 

Stern acknowledged organic growth 
will grow his company at a much slower 
rate than it would through an infusion 
o f outside cash, and that he doubts his 
company will reach the $ 1 0 0 million 
milestone during his lifetime. However, 
Stern was still curious as to whether the 

www.iawnandlanc 
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best of the web 

infusion of capital from an outside 
investor created a growth rate that was 
unmanageable, both for the owner 
and for the company's existing infra-
structure. 

Message board participant Steve 
Cissel, founder and chief executive 
officer of the online green industry 
directory GIYP.com, posts that he be-
lieves an organic approach is too slow 

show the loan officer at the bank and 
I established a line of credit. I used it 
to its full extent early in the year and 
paid it off by year's end. 

"Recently, I doubled (my compa-
ny's credit line) to expand my opera-
tion," he explains. "The plan was to 
pay it down half (of the loan) the first 
year, then use (the loan) to its max the 
second year and then pay it all off in 

"Trying to grow a business without utilizing 

borrowing power will not grow the business fast 

enough to profit from the opportunities in the 

mar ketpl ace." - Steve Cissel 

and that the rest of the marketplace 
evolves at a much faster rate. 

"Trying to grow a business without 
utilizing borrowing power will not 
grow the business fast enough to 
profit from the opportunities in the 
marketplace," Cissel says. 

Investor-oriented growth, however, 
provides the financial means to grow 
a landscape business at a much more 
rapid, and steady, rate, he says, adding 
there are a couple of routes a contrac-
tor could pursue for funding. 

For example, a venture capitalist 
(VC) is an investor who wants equity 
- ownership — in the business, Cissel 
posts. However, the VC may want to 
be a part of the decision making pro-
cess at the landscape firm. Likewise, 
a major drawback with obtaining VC 
money is that the investor expects 
large returns from the business and 
wants to see aggressive growth rates 
— upwards to 100 percent, Cissel says. 

Another type of investor, Cissel 
posts to the online message board, is 
an individual who wants to loan cash 
in order to receive a financial return 
but without owning any part of the 
business. This type of investor could 
be a bank, family member, wealthy in-
dividual, etc. Cissel adds he's used this 
type of investor since 1987 to grow 
his company. 

"Early on it was a loan from my 
grandparents that was structured as 
interest-only for the first 5 years, then 
principle and interest for the next 5 
years until the note was paid off," Cis-
sel says. "Then I had a track record to 

full the third year. Then it should be 
available again." 

Many seasoned contractors offered 
that many banks, especially those 
with small business lending programs, 
will offer contractors modest - typi-
cally less than $25,000 - lines of 
credit. For larger sums of money, a 
bank will demand a more aggressive 
background check of the borrower s 
financial history. 

WHAT TO BORROW FOR. During a 
previous online post involving invest-
ing and growth, landscape contractor 
Keith Wiggins queried the online 
message board participants as to 
whether obtaining investment money 
to support a marketing initiative was a 
sound business decision for a land-
scape contractor. 

"I know that with my marketing 
plan I can drive my company to its 
next level and double or triple the 
investment in a year or two," Wiggins 
posts. "My question is should I con-
sider finding an investor? I want my 
company to grow and I keep hearing, 
'You've got to spend money to make 
money/" 

Kelly Tohill, owner of Atlanta-
based Tohill Landscape Management, 
posts there are cheaper alternatives to 
growth. And reaching the "next level" 
requires more selling than anything 
else, he says 

"Go pound on some doors and 
network," Tohill posts. "Going and 
talking to people doesn't cost a lot of 
money." 

Cissel doesn't necessarily agree 
with securing outside funding for in-
tangibles, such as marketing and sales. 
Instead, Cissel suggests only financing 
big-ticket items, such as trucks and 
real estate. 

" I f I was to wait until I had 
enough cash to pay for trucks or a 
shop I would grow too slowly," Cissel 
says. "Sometimes you can borrow 

money for trucks 
for almost noth-
ing, so it does not 
make sense to pay 
in cash." 

Secondly, 
Cissel believes a 
young landscape 
company should 
be committing 
7 to 10 percent 
of its income 
to marketing, 

whereas a mature company should be 
investing 4 to 7 percent. 

"Leveraging cash to throw at mar-
keting would scare the (heck) out of 
me," Cissel says. "So much of market-
ing is brand building/name building 
and does not turn into revenue." 

Wiggins, however, posts, that in 
his particular case, this sage advice is 
easier said than done. As a lawn main-
tenance and landscaping contractor, 
Wiggins posts his profits are not large 
enough to grow organically. Likewise, 
he has the equipment to take on ad-
ditional work, but not the clients. 

"That's my problem, I need a 
heck of a lot more mowing custom-
ers," Wiggins say, adding he'd want 
to be at 400 accounts within the next 
two years. "Should I ask a rich friend 
if they would lend/invest money so 
I can target my marketing strategy 
better and get the work and grow the 
way I want to?" 

Cissel recommends examining the 
firm's marketing plan and choosing 
items - such as building word-of-
mouth referrals from existing clients 
— that can fit within the company's 
current budget allowance. 

"You've got to be creative and 
figure out a way to get it done," Cissel 
posts. 

Some participants weighed in 
that, ultimately, a landscape contrac-
tor needs to carefully consider what 
they're willing to sacrifice - such as 
control over of a portion of their 
company - for the financial ability to 
grow at a more aggressive rate. |L 
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Mariani Landscape's design manager 
discusses what clients want now.' 
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^ ^ ^ ^ ^ ^ hen Carrie Woleben-Meade conceptualizes a landscape, she hits the books. 
Whether they're garden books from the aisles of Borders or portfolios of past installations completed 
by Mariani Landscape, Woleben-Meade makes sure to use photographs for presentations. 

"Clients might say they'd like a French garden, but do they know what they mean?" says the 
design manager for Lake Bluff, Ill.-based Mariani."We find that clients throw out terms but have 
a different determination than we do of what they mean." It's the designer's job not to leave room 
for confusion, Woleben-Meade says. 

That's just one trade secret she's picked up in her 15-plus years at Mariani, where the Michigan 
State University graduate started working as a designer soon after she earned her bachelor's degree 
in landscape architecture. Today she manages a design department of about 20 people and also 
is director of marketing. 

One ofWoleben-Meade's favorite parts of her current job is serving as lead designer for Mariani 
Landscape's home and garden show exhibits."The shows encourage us to put ourselves out there 
and take risks - they keep everyone on their toes," she says. 

This year's Garden in a City urban horticulture show in Chicago is a perfect example of her 
risk-taking and ability to merge the aesthetic with the practical. She designed a small backyard 
lot that incorporated unusually large plant material for a dramatic effect and included a con-
servation-conscious water feature that converted runoff water into a backyard rain garden. The 
exhibit's outstanding use of the elements deemed important by judges - water, air, land, energy 
and recycling - won Mariani Landscape one of three awards given at the event. 

Mariani Landscape ' s 

design manager 

shares t ips 

for merging design 

tas tes . 
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Awards are a nice perk, but Woleben-Meade says one of the best 
things about working for a design/build firm is taking a project from 
A to Z."I get to come up with ideas and see how they're executed," she 
says. In particular,she enjoys the detail-oriented nature of residential 
projects. "I like working one-on-one with a client vs. dealing with a 
board in a commercial project,"she says."In residential, were not just 
looking at plant selection, but other things like the hardscape ele-
ments that lead people from inside their homes to the outdoors." 

During the design process, Woleben-Meade analyzes a new clients 
home."I look at how they decorate their house, how they keep their 
home and if they have children." Being perceptive of these elements 
allows her to discern a clients taste and the level of maintenance they'll 
tolerate. "I also look at the type of house they bought. Is it modern or 
Victorian or another style? I use that to design their landscape because 
obviously it's a style they like since they purchased the home. 

"I try to bring something new to every project," Woleben-Meade 
adds."I try to make it unique, like a piece of art vs. thinking, 'Oh they 
just need a new front walk.'" 

And what do her residential clients want now? "Designs are 
clean and modern right now," Woleben-Meade says. "The big rush 
of English gardens and lots of color and perennials is over - 1 think 
people realized they were high maintenance. We're using a lot of larger 
quantities of the same variety. People want much more peaceful and 
relaxing looks." PLD 
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Conventional wisdom says a home's architectural ele-
ments should dictate its garden style, according to Carrie 

Woleben-Meade, landscape architect and 
design manager for Lake Bluff, III.-based 
Mariani Landscape. But the rules don't always 
have to be so rigid. What if a client with a 
Victorian home wants a Japanese garden or a 
woodlands look? Here are Woleben-Meade's 
tips for merging an array of tastes. 

1. Complement the architectural period 
of the house in the front yard. Save diversity 
for the back yard. 

2. Separate the property into specific 
rooms defined with hedging for different 
garden styles. 

3. Ensure circulation patterns create logical connec-
tions to the home, no matter what styles you're mixing. 

4. Be bold! Mix up the plant palette and the garden 
layout. Experiment with native herbaceous plants within 
a formal hedge structure. 

5. On small properties, stay with one style for the 
garden, but introduce containers featuring unusual 
plants. Another rule of thumb for a client with a variety 
of interests: Keep the formal elements close to the 
house and let the landscape loosen up as it gets closer 
to the perimeter. 
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PA successful residential V 

Charging new clients design fees and sticking to budget are lessons 
many landscape design firms have learned along the way. As it turns out, some people can 
get away with breaking rules; others need to stick closely to the status quo. For example, 
during the late 1990s, a client approached Lake Bluff, Ill.-based Mariani Landscape with a 
$ 100,000 budget for a Japanese garden, Frank Mariani told a crowded room of contractors 
at an Ohio Landscape Association event last fall. 

The project required extensive research, as the firm had never designed a Japanese 
retreat of this scale. The design team delved into the design process, reviewing books on 
the subject,studying hydrology and consulting with a Japanese garden specialist to critique 
minute matters like stone placement. It took Mariani s team two months to produce the 
original concepts - for which they did not charge the client. When it came time to pres-
ent the proposal, there was just one problem - the budget. "It was just a minor change," 
Mariani explains."! told the client,youre going to have to add an extra zero." 

B y M a r i s a P a l m i e r i / A s s o c i a t e E d i t o r 
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t h e b u s i n e s s o f d e s i g n 

Mariani sold the million-dollar job 
(see photo on page S8) - but concedes 
he broke every rule in the book. Not all 
contractors have the reputation and 
finesse to take such risks. But no mat-
ter the size of the company or scope of 
a project, everyone can learn from the 
dedication Marianis company prac-
tices and the confidence he exudes. 

"Confidence is a look at sales from 
more of a psychological point of view," 
says Pat Lynch, residential design and 
sales for Peabody Landscape Group,Co-
lumbus, Ohio. It can be cultivated with 
the right mix of professionalism and 
sales experience, Lynch says. "When 
you talk about confidence, you're 
talking about image, knowledge and 
experience. It's not using slick closing 
lines," he adds. 

Portraying your company as pro-
fessional is the first step to residential 
sales success. When your company 
places a value on its design work, the 
marketplace will, too. Lead qualifying 
is the first component of this process. 
Sales begin - and your company's im-
age is projected - from the moment a 
client calls your office. 

"Our key is having that initial 
conversation on the phone be very 
valuable,"says Randy Sorrell, president 
of NatureWorks Plus in Carmel, Ind. 
"We ask the right questions so the 

client appreciates that were not every 
other landscaper out there." These 
questions include: Who referred you 
to our company? What's your budget? 
Where do you live? What's the project 
scope? Do you plan to implement it in 
phases or accomplish it immediately? 

"If we believe its a worthwhile op-
portunity, we'll offer an initial compli-
mentary consultation and we let them 
know in the initial phone call that we 
charge for design work," Sorrell says. 
"We find that if folks don't want to pay 
for a design, we're not likely to get their 
business. We'll lose a few opportunities 
here and there,but we feel strongly that 
we're degreed, educated professionals 
and need to be compensated for our 
professionalism." 

Charging design fees is the best lead 
qualifying method there is,designers say, 
noting it ensures the client is commit-
ted, prepared to pay for quality and not 
just looking for the lowest bidder. It also 
promotes the industry as a professional 
one and instills confidence in the client 
that you'll deliver a job well done. 

Design fee structures vary from firm 
to firm - sometimes based on hourly 
rates and sometimes based on the over-
all scope of a project. Design/build firms 
say they usually charge $300 and up for 
a set of plans. Some companies will 
credit part of that cost to the final price 

Peabody Landscape's Pat 
Lynch calls in experts for 
client meetings on compli-
cated residential projects like 
the one pictured here. He 
likes to have pool, fencing or 
other specialty experts by his 
side to give clients a sense 
of security. Photos: Peabody 
Landscape (this page and 
page S5) 
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you know they're serious." 
Once firms have ensured their customers are a good fit, its 

time for the initial consultation. Design and sales professionals 
emphasize the importance of tuning in to your customers during 
this phase."One of the biggest mistakes salespeople make is they 
talk too much and don't listen enough,"says Bob Kinnucan, presi-
dent of Kinnucan, a full-service landscape company in Lake Bluff, 
111. In addition to gathering basic information like type of project, 
time frame and budget (which may already have been collected 
on the telephone), designers should probe deeper. "Ask who has 
done work for them before, what they like about that work and 
why they're changing contractors," Kinnucan says. "Most people 

have had good and bad experiences with landscape 
contractors, just like all other professions." 

By letting the customer do all the talking at first, 
designers can narrow their sales presentations to in-
clude only the information relevant to a clients wants 
and needs. This way, you don't confuse the client with 
too much information, Lynch says, explaining one 
major sales mistake is giving people too many options. 
Getting as much feedback as possible from clients is 
essential to creating designs they'll like. "The easiest 
person to sell is a self-made person,"Lynch says."If you 
can position it so it's their idea, then they'll buy it." 

Rich De Palma uses the same tactic. During the first 
site visit with a client, while walking the property, he 
takes the opportunity to get to know the client."Feel 
them out; get an idea of what their interests may be," 
says De Palma, president of landscape architecture 
for Landscape Development, Ventura, Calif. He takes 
some cues by coming right out and asking and oth-
ers by observing. Do the clients have kids? Do they 
entertain frequently? What are they wearing? What 
kind of cars do they drive? Obtaining information 
like this is De Palma's way of ensuring he produces a 
unique landscape for every client, not a cookie-cut-
ter design. 

After his firm receives a design fee from a client 
(which is typically $ 1,500 to $2,000 for jobs $200,000 
and up), De Palma may begin designing on the 
spot, making recommendations and possibly doing 
thumbnail sketches, to get buy in from his clients. 
"They feel like they're becoming involved in the 
design," he says. 

Lynch says he rarely draws sketches for clients 

of the finished project. Landscape designers generally 
do not charge repeat or existing customers for designs, 
as they're much more likely to secure the business and 
don't anticipate a bidding situation. "Existing clients 
usually get special consideration," Lynch says. "If they 
decide they don't want to do any thing with us, I'll charge 
them a certain amount to recoup design work." 

Another way to qualify leads is by the time of day 
you set up appointments, as Peabody Landscape does. 
"We set appointments between 9 a.m.and 4 p.m.,"Lynch 
says."A lot of our clients are professionals who work all 
day. If they'll take the time out to meet with you, then 

during initial meetings."When people get something 
for free they don't put a lot of value on it," he says. "And there's a 
chance they can take those ideas somewhere else." If a client asks 
for ideas upon first meeting, he tells them, "I want you to know 
that you have my best, well thought out ideas for this job - 1 can't 
really come up with those in a few minutes." 

On the other hand, for single-faceted projects less than $5,000 
(a 150 square-foot brick patio,for example),Sorrell gives clients the 
option of a "quick sketch," for which he charges $100. This option 
includes an on-site sketch, consultation and pricing. "Less than 
10 percent of clients ask for these, but if its a small brick patio 
or something simple and basic, it's a good strategy to sketch and 
price on site," he says. "We have to be diligent about how we use 
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our time. Its tough to charge a homeowner 
the appropriate design fee if you spend all 
your time driving back and forth." 

Another way to help secure a sale is to 
set the second appointment before you leave 
the first one. "Don't just say Til get back to 
you,"' Lynch says."Before you leave one ap-
pointment, make sure you have another one 
set." Peabody Landscape also incorporates 
technology into its first meeting with a 
client by equipping designers with laptop 
computers and a custom DVD,which tells the 
company's story and includes a portfolio of 
photographs. 

P R O P O S A L P R E S E N T A T I O N . 
Some firms use the second meeting, when 
the presentation of the proposal typically 
takes place, to leverage their company im-
age by bringing clients to their offices. This 
technique can potentially'"wow"customers, 
assuming the facility is in good shape. 

Peabodys headquarters, for example, is 
not a typical landscape facility. The prop-
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erty was originally a turn-of-the-century 
working farm,elements of which have been 
restored or recreated to house offices and 
equipment. The second part of Peabodys 
residential sales process involves showing 
off the charming grounds to clients. "We 
want them to know we have the infrastruc-
ture and manpower to do whatever job they 
need,"Lynch says."It sets us apart from that 
one-truck guy." 

In addition, Peabody has strategically 
placed awards plaques in the hallway guests 
walk through to get to the conference room. 
"We often tell clients that quite possibly their 
job can be one of these plaques on the wall," 
Lynch says. "People love hearing that." 

Sorrell's firm, NatureWorks Plus, sees 
bringing clients into the office as a way to 
set itself apart from the competition, how-
ever the company has had some difficulty 
executing the idea due to lack of parking 
and office structure. "We moved into a 
new location and outfitted our office with 
the intent to bring clients in," he says. "We 
have done it successfully, but haphazardly." 
The company hopes to set up a conference 
room where designers will deliver their 
presentations by connecting their laptops 
to a large fiat-screen TV. 

During the proposal phase graphics 
and knowledge are power, sales and design 
professionals say. "We always forget that 
most clients don't understand blueprints 
and they really don't know plant material," 
Kinnucan says, explaining why landscape 
plans alone aren't effective. "They want to 
know what it's going to look like." 

His firm uses a digital imaging program 
to augment residential property photos with 
aspects of the design proposal - including 
plants and hardscape elements."The digital 
imaging design program is probably the most 
powerful tool we have," he says. 

Other companies'proposals take different 
shapes. For example, over the past year Pea-
body Landscape created an internal design 
Web site (see image,top right) to simplify the 
proposal process. The site is a photo library of 
landscape elements, including plant material, 
sidewalks, benches, fireplaces - anything 
that might be specified in a design. During 
a proposal meeting, if a client has a question 
about the way an aspect of a project will look, 
the designer can easily locate an example 
image and project it onto a screen for the 
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client to see. 
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While presentation 
plays a role, it all comes 
down to how confident a 
client is in the company's 
ability to execute. Design-
ers must either know their 
products and capabilities 
inside and out or bring 
along an expert to give 
clients a sense of security, 
Lynch says. "If I'm doing 
a pool and I don't know everything about 
that pool, I've got the pool expert right 
there with me," he says. This technique en-
sures customers that you'll finish the job as 
promised. "The client thinks,'They may be 
more expensive, but they're going to get the 
job done right,'" Lynch says."I don't usually 
get jobs done because I'm less expensive; I 
get them because clients know I can get the 
job done." 

Finally, don't forget follow-up. It's one 
simple thing all design and sales profes-

sionals can do to secure a 
sale."Sometimes you get a 
job just by calling people 
back and asking for their 
business," Lynch says. 

Landscape Develop-
ment often follows up with 
a gift."We may send them 
something we've learned 
they like," De Palma says. 
"If I've found out they like 
the Lakers, I may send 

them Lakers tickets. That's establishing the 
relationship,"he says, noting that budgeting 
for small gifts is a good approach for firms of 
any size." Whether your clients are spending 
$5,000 or $ 1 million - they need to feel like 
they're millionaires. You can at the very least 
send a post card saying, 'Hey, it was great 
to meet you.' Keep your name in front of 
them; get to know them. You want them 
to recommend you to their neighbors. The 
only way to do that is to make that client a 
raving fan." PLD 
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O F W E T L A N D S 
There 's no one formula for successful wetland-related designs. 

A 
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Cattails sway in the wind. Butterflies flit about. A frog 
croaks; a songbird coos. Welcome to the "nursery of 
life." W e l c o m e to a wet land . These unique ecosystems, whether 
they are marshes, swamps, bogs or fens, provide habitats for thousands of 
plants and animals. They also hold and slow floodwaters, reducing danger 
and damage, and absorb and filter nutrients, sediment and other pollutants 
before they contaminate bodies of water. Wetlands aesthetic and recreational 
advantages are the most apparent to the public - they provide a paradise for 
birdwatchers, hikers, photographers and nature-lovers of all kinds. 

While the planning,design, management and construction of wetlands is 
far from a new processes Jon Bryan Burley, associate professor of landscape 
architecture at Michigan State University's School of Planning, Design and 
Construction,points out,scientific involvement in the process has increased 
in recent years. In addition, federal, state and local regulations have evolved 
over the last three decades, due in part to the Clean Water Act (see Wetland 
Regulations on page 12). Unfortunately, even with the awareness created 
by President George H.W. Bush's 1989 declaration to sustain "no net loss" 
of wetlands, the United States still loses about 60,000 acres of wetlands 
per year due to pollution, hydrologic alterations from land development 
and vegetation damage including the introduction of nonnative plants, 
according to the Environmental Protection Agency. 

The EPA estimates that 75 percent of all wetlands are privately owned. 
As public perception of the importance of conservation and sustainable 
landscapes rises, aided by federal funding for restoration and approval of 
compensatory mitigation projects, wetland-related projects will continue to 
present themselves to landscape architects and designers. 

When designing landscapes adjacent to wetlands or restoring wetlands 
themselves, Burley emphasizes that no "cookbook" solutions exist. "It's not 
like doing a math problem with a discrete answer," Burley says."There are a 
variety of variables and approaches that need to be carefully examined and 
considered,"he says. The first step in working with wetlands is to engage the 
proper experts. Depending on scope, a wetland-related project could require the involvement of landscape 
architects, wetland scientists, environmental planners and other ecological experts. 

A buffer zone, or an adjacent area of upland, is one essential element that affects design - and it's often 
required and regulated by state or local agencies. Essentially, a buffer functions as an extension of the 
wetland - filtering sediment, removing nutrients and providing and protecting wildlife habitats. Buffers, 
which can range from 50 feet to several hundred meters (depending on local and state regulations), are 
also important in preventing the erosion of upland areas - one particular concern of anti-development 
activists, says Laurie Broccolo, president of Broccolo Tree and Lawn Care, a Rochester, N.Y.-based firm 
that provides environmental planning services to site developers, engineering firms and land owners. 
Creating a buffer, which also protects the wetland from human activities that could affect wildlife, is one 
vital part of developing a design that minimizes any disturbance to the existing site. 



d e s i g n s p e c i a l t i e s 

To transition from a mowed turf area to a wetland, Broccolo 
recommends the following order: 

• High-maintenance turf; 
• Low-maintenance turf and/or un-mowed meadow grass; 
• An almost-no-maintenance area of wildflowers and 
un-mowed meadow grass; and 
• The wetland. 
Plant selection in the buffer zone and wetland itself is a vital 

element of design, as the introduction of non-native species can 
threaten sustainable wetlands. "It's all about modeling after what 
occurs naturally," says Curtis La Pierre, a senior landscape architect 
and planner with Seattle-based architecture firm Otak. 

While it's important to know what to plant in any particular re-
gion, knowing what not to plant may be a greater concern."There are 
many wetland plants that are banned in many areas of the country," 
Burley says. "Be familiar with what is not allowed in your region." 
The U.S. Department of Agriculture's Natural Resources Conservation 
Service offers an online tool for selecting native plants for wetlands at 
http://plants.usda.gov/wetland.html. The Wetland Indicator Status 
allows users to search by region, growth habit and duration. 

Also remember to match vegetation with the appropriate water 
regime (high, low or normal water levels) and fetch (the distance of 
open water to the shoreline), Burley says. 

Designing with diversity in mind is a good approach, La Pierre 
notes. "We use a lot of different plant species - its taking the shot-
gun approach," he says. "If some don't make it, others might. It's a 
survivability approach." Another tip from La Pierre: "We use small 
plants rather than traditional-sized landscape plants,"he says."They 
have a lower mortality rate." 

In addition to a broad plant palette, attracting various species of 
animals and insects will add to the aesthetic value and longevity of 
a wetland. "We usually try to include some wildlife features in our 
wetland plans," La Pierre says. These additions may include brush 
piles for rodents and small mammals, rock piles for amphibians and 
reptiles or a "snag," a large log that's planted upright. "You include 
those so you can get insects moving in and eventually have cavity-
nesting birds occupy the logs. It's all to help draw other wildlife." 

Finally, wetland monitoring is often the most important part of 
the process. When La Pierre's firm prepares wetland plans it also 
includes a long-term maintenance proposal. While the goal for most 
wetlands is to become self-sustaining, the maintenance period after 
a wetland restoration project is typically five years. 

"A big part of maintenance is weed control,"La Pierre adds, noting 
mechanical measures are preferable to chemical applications, due 
to wetlands' close proximity in the watershed to streams and other 
bodies of water. As a preventive measure, he recommends installing 
a 3-inch layer of wood-chip mulch, which keeps the ground moist 
and suppresses the weeds. "It gives the wetland plants a chance to 
get growing," he says. 

Buffer zone maintenance is essential, too. Areas of wildflowers 
and un-mowed meadow grass should be mowed down every three 
years, Broccolo says. This practice should take place in three sections 
on a rotating schedule - not all at once, to ensure preservation of the 
wildlife habitat. 

Experience and application, too, play a role in long-term success. 

"Knowing everything in a book about wetlands may still not generate 
a good plan or design," Burley notes. "It's the combination of scientific 
knowledge with the art of planning and design that generates sound 
solutions." PLD 

Source: Washington State Department of Ecology's Wetland Regulations 

W E T L A N D R E G U L A T I O N S 
Regulation Description Agency 

Federal Clean Water 
Act Section 404 

Requires a permit for placement 
of all dredge and fill materials, and 
covers all the waters of the United 
States, including most wetlands. 

U.S. Army 
Corps of 
Engineers 

Regulation Description Agency 

Federal Clean Water 
Act Section 401 

Requires certification from the 
state that any materials discharged 
into a wetland under a federal 
permit meet state water 
quality standards. 

State juris-
diction 

Regulation Description Agency 

Federal River and 
Harbor Act Section 
10 

Requires a permit for all construc-
tion activities in navigable waters, 
including wetlands within those 
waters. 

U.S. Army 
Corps of 
Engineers 

Regulation Description Agency 

National Environ-
mental Policy Act 
(NEPA) 

Requires full disclosure of the 
potential effects of proposed 
federal action; applies to all 
wetlands. 

Usually 
federal 
agency 
issuing 
permit. 

Regulation Description Agency 

Federal Coastal Zone 
Management Act 

Requires a notice of consistency 
with the state coastal zone 
management plan as a condition 
of federal support of local 
activities; covers Washington's 15 
coastal counties and the wetlands 
within them. 

State 
jurisdiction 

Regulation Description Agency 

Flood Plain 
Management 
Program 

Regulates construction and other 
activities that might increase flood 
flow; covers wetlands incidentally. 

State/local 
jurisdiction 

Regulation Description Agency 

State/local 
Regulations 

May require permits for 
various activities. May identify 
specific wetlands or performance 
standards. May vary widely, from 
jurisdiction to jurisdiction. 

State/local 
jurisdiction 
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Incorporat ing the right color to complement woody plant mater ia ls 

can be the di f ferent iat ing factor in your landscape designs. 

Today's landscape architect must look at a variety of things when designing an outdoor plan, from 
water features and outdoor lighting to decks and patios. All of these items are meant to make outdoor spaces more 
beautiful and enjoyable, and they all revolve around what are arguably the most important components of any 
landscape: the plants. 

The plants you choose for landscapes can make or break the entire project, which is why choosing varieties 
wisely is so important. You most likely do a lot of the variety selection when it comes to trees, shrubs and other more 
"permanent" plant features, but do you give the same attention to your choices for annual flowers and foliage - or 
"color" - to complement those woody plants? 

Even within one species, the traits of different cultivars (or "varieties") can vary greatly; one plant isn't always as 
good as the next, and using the best varieties available means the best opportunity for success. By the same token, 
using the same plants over and over again not only makes plantings stale, but can actually affect plant performance 
- and customer satisfaction - over time. Staying on top of what's new and different in plant material helps you keep 
your business fresh and current and positions your company as a leader in your area. Landscape color done right also 
can have a major impact on a contractor's bottom line - satisfied clients tend to offer repeat and referral business. 

THE BASICS - D E C I D I N G W H A T Y O U N E E D . There's more to a successful planting than just installing 
an attractive bed of flowers. Savvy designers will take a number of factors into consideration before deciding which 
plants will provide the best results for their clients. Start with the client; some have more definite ideas than others 
about what they want in their landscape plantings, but at least discuss factors such as preferred colors or colors to 
avoid, how much maintenance is to be handled by the client vs. the maintenance company, and if there's an overall 
look or feel that's desired. 

Next, do a site analysis. If you're working with a repeat client, you may already have a good idea of the light levels 
of the planting area (whether it gets mostly sun or mostly shade or combination of the two, and how the light levels 
vary by season), but if it's a new site you'll have to start from scratch. Pay attention to any structures (like buildings 
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or large trees) that affect the amount of sunlight the site 
receives. Note the color scheme of surrounding build-
ings or existing trees and shrubs so you'll know which 
colors will work best in the new annuals you're planning 
to install. Evaluate how windy the location is. If the site 
tends to have a lot of wind whipping around corners, it 
may be best to focus on lower-growing plants that are less 
susceptible to wind damage. Depending on where you live 
and work and the time of year, plants may need to tolerate 
cool temperatures or high heat and be drought-tolerant 
or moisture-loving. And of course you need to measure 
the planting area so you'll be able to determine how many 
plants you'll have to install to fill the space. 

Consider any existing plantings into which the new 
plants will be incorporated. Pay attention to things like 
size, shape, color and texture. Think about how any new 
plant will complement the existing landscape. For example, 
if most of the surrounding shrubs have large, bold foliage, 
decide if you want the new plants to blend in (by adding 
more boldly-textured varieties) or contrast (by choosing 
more finely-textured varieties). If there is a lot of space to 
fill, a more vigorous variety may be in order, such as fast-

OTTERBINE FOUNTAINS & AERATORS 
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growing plants like Wave petunias. If 
the space is smaller, a more compact 
plant like a pansy or vinca could be the 
best choice. In any case, be aware of the 
cost of the installation; annual plantings 
give contractors great opportunities 
for repeat business even within one 
year due to seasonal change-outs of 
the same bed, but the best potential for 
profit comes from using varieties that 
fill the space most effectively and offer 
the most ease of installation. 

LEARNING ABOUT NEW 
PLANTS . Even if you've found certain 
annuals you know provide reliable 
results, resist the urge to settle for 
what you've always done. Hundreds of 
new annual varieties, both flowers and 
foliage,are introduced every single year, 
and what's new in the market today often 
includes varieties that offer much better 
performance,greater benefits and more 
interesting and unique colors than other 
varieties that may only be a few years 
old. But how do you wade through all the 
information about new plants to figure out what will work best for you? 

1. Start with your grower. Your grower can be your best source of infor-
mation about what's new in the market. Oftentimes growers have already 
trialed many new varieties prior to their introduction and can provide 
excellent feedback about how they compare to what's already available. 

2. Visit trials. Many universities, particularly state institutions, have 
summer field trials where they put new plants to the test. Some also offer 
fall and spring trials as well. Getting out and visiting trials (even though it 
takes time during your busiest season) can be the best way to get an up close 
and personal look at how new plants perform in your specific region. 

3. Visit trade shows. You can learn about new plants and find a supplier 
all in one place. Check with your local horticulture trade associations for a 
list of shows in your area. 

4. Check out garden centers. Most garden centers, particularly indepen-
dently-owned stores, have avid "plant people"on staff who can tell you about 
new varieties. It also gives you a great opportunity to see what consumers 
are buying. 

5. Read magazines. In addition to trade magazines, pick up titles like 
Better Homes & Gardens, Garden Design and Southern Living at the news-
stand. Consumer writers often have an advance look at new plants; besides, 
your clients, whether they're commercial or residential,are probably reading 
these and other consumer-oriented magazines, too. 

6. Check online. Most plant breeders have Web sites where you can 
research new plants, and many also have landscape sections of their sites 
where the best"in-ground"performers are highlighted. Just typing"annuals 
for the landscape" into a search engine will yield useful information. 

GETTING WHAT YOU WANT, WHEN YOU WANT IT. Ordering 
early has its benefits with annuals; it's easier to get what you want if you plan 
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ahead. In addition, because many annuals take only a few months 
for growers to produce,ordering in advance lets you request specific, 
"first choice" varieties and colors and still have time to grow them. 
If possible, meet with clients at the end of the season to talk about 
the next; its a great way to secure the business and plan ahead. Talk 
about what worked well and what needs improvement and get the 
commitment for the following year's business. 

Decide on quantity by looking at the "plants per square foot" 
recommendations for the plants you choose. Your grower can help 
you with this if the information isn't readily available. Including 
your grower in the planning process means you may have an easier 
time getting what you want when the planting season starts. 

The conditions of the planting site, as determined in your site 
analysis, play a big role in your plant selection. So does color, and 
the choices are almost limitless in annuals. You can find just about 
whatever you want for wherever you want, so pick a color palette and 
begin designs early. Make sure your grower has all this information 
as well; knowing that you generally need a red flower for sunny, dry 
conditions, for example, saves you and your grower a lot of time 
and energy when it comes to deciding on specific varieties. 

Some growers require more lead time than others, so check with 
yours to be sure you know the schedule. A general recommendation 
for annuals is to order four to six months prior to the installation, 
if possible (for example, order spring bedding plants in the fall or 
winter), but it can easily vary depending on the grower and the 
plants. Give your grower time to provide consultation and source 

the particular varieties you want in the quantities you need. 
Container size and type also plays a role in plant selection. Smaller plants (in traditional 

flats or 4-inch pots) will be easier to install with less root damage, and they also tend to be more 
economical. But if you need big color very quickly, talk with your grower about starting with 
a larger container size. In addition, there are options aside from traditional plastic, including 
biodegradable pots that can be directly planted into the ground, that can drastically reduce 
planting time as well as labor and cleanup costs. 

Your grower supplier needs to know basic information, including the variety you want, the 
size of plant you want, and the delivery or pickup plans for the plants. Discuss your budget 
with your grower and, whenever possible, take advantage of the economies of consolidating 
orders. A strong relationship with your grower is often the best way to ensure the best plant 
material that's available when you need it. 

BE BRAVE: TRY N E W T H I N G S . Trying new things doesn't only have to mean trying 
brand-new varieties. It could be as simple as trying something you've never used before. For 
example, in the Southeast, mums and pansies are landscape kings around the month of October. 
But there are so many choices for cool-season color now that it's easy to augment those mums 
and pansies with some really unique, yet still reliable, plants. Plants like erysimum, linaria and 
diascia offer a totally new look. Look for award-winning varieties. New and different plants 
may make contractors uneasy at first, but remember that plant breeders have to be diligent 
about thoroughly trialing varieties before they're introduced. 

Wherever you put color in the landscape, it automatically becomes the focal point. Use that 
to your advantage to highlight entryways or pathways, particularly interesting architecture or 
compelling landscape features like fountains or uniquely colorful trees or shrubs. Remember, it's 
the first place viewers'eyes will go when they take in the planting - that's why it's so important 
to choose the right plants for the job. pLD 

The author is industry communications manager, Ball Horticultural Co., West Chicago, III. She 
can be reached at 630-231-3600, jatchison@ballhort.com or via www.balllandscape.com. 
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mowers 

R iding mowers, especially zero-turns, are beginning to sound like com-
puter processors - they're getting smaller, faster and more efficient. For 
2007 , this trend continues, with many contractors setting aside walk-
behind mowers and embracing quick and nimble zero-turns. But while 
zero-turns are gaining in popularity, the walk-behind certainly hasn't 
been given its Last Rites. 

"Right now, zero-turn riding mowers are the standard," says Greg 
Lewis, owner, Lewis Lawn Service, Sumter, S.C., who has owned his company for six 
years and been in the industry for 16. "Zero-turn riders give us a better opportunity 

to bag clippings when needed. We also have some very large areas to mow where 
operator fatigue would be an issue if we didn't use riding mowers." 

Not only do landscapers like zero-turn riding mowers, property 
owners do as well. "The new mowers are more maneuverable," says 
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mowers 

Hall White, vice president of sales and 
marketing for Frederick, Md.-based 
Wright Manufacturing. "They are 
lighter, placing less weight on residen-
tial yards. Homeowners prefer this." 

Companies such as Toro, of 
Bloomington, Minn., sell about five 
times as many commercial zero-turns 
as walk-behinds, says Randy Harris, 
senior marketing manager for Toro s 
landscape contractor equipment divi-
sion. "We sell more zero-turn riders 
because they are less fatiguing to the 
operator, and they're considerably 
more productive than a walk-behind 
or tractor delivering much faster 
ground speed, larger deck sizes and, 
oftentimes, improved trimability." 

With contractors spending an av-
erage of about $10,000 for zero-turn 
riding mowers and $4,500 for walk-
behinds in the last 12 months, accord-
ing to Lawn &C Landscape research, 
its important for these machines to 
last. And contractors are demanding 
that they stand up to the challenge. 

"Durability is the price of admis-
sion," Harris says. "Machines have 
to stand up to the daily rigors of 
commercial mowing and be reliable 
enough to perform for hours, day 
after day, in a variety of conditions." 

The best-cutting mowers wont 
make contractors more productive if 
they need constant servicing. "Prod-

now. 

ucts that increase productivity and 
have a low cost to own and operate 
are key for landscape contractors," 
says Bill Bower, director of marketing 
for Ferris Industries, Munnsville, N.Y. 
"It's all about being able to cut more 
acres per hour. O f course, reliability 

I have many high-end customers 

who obviously demand that the 

yard be spotless when we leave. 

So, the better the bagging unit 

and its capacity to remove the 

leaves from the ground - wet or 

not - is my biggest concern right 

- Greg Lewis 

continues to be a major part of the 
equation. You cannot make money 
when the mower is down." 

COMFORT & ERGONOMICS 
ARE KEY. Because comfort and 
ergonomics come into play after 
eight hours each day on a riding 
mower, features that enhance this 
are paramount. Manufacturers have 
improved mower suspension to 
increase comfort. "It can absorb the 
bumps and vibrations that cause 
operator fatigue, increasing operator 
comfort and productivity," Bower 
says. "If it allows the operator to 
maintain cutting speed he doesn't 
need to slow down to compensate 
for rough terrain." 

With improved suspension, the 
deck follows the movements of the 
wheels and flow of terrain, which 
increases the quality consistency 
of a cut, Bowers says, adding that 
reducing the shock load to the chas-
sis extends mower life. All of this 
results in the operator cutting more 

acres per hour, Bowers says. 
Beatrice, Neb.-based Exmark is 

also working closely with landscape 
contractors to reduce fatigue. "As the 
quality and performance of commer-
cial mowers has improved over the 
years, our customers are asking more 

for features that make our equipment 
more comfortable to operate - espe-
cially over long days of operation," 
says Luke Prussa, Exmark's senior 
marketing manager. 

"When contractors are as com-
fortable as possible, they can be as 
productive as possible - from sun up 
to sun down," Harris says. 

To make controls more accessible, 
some manufacturers have placed all 
levers - including the choke, throttle 
and ignition - on the left-hand side 
of zero-turn mowers. Clustering takes 
the guesswork out of finding the right 
control, thereby increasing efficiency. 
"When the operator is sitting in his 
seat, he wants to remember where 
everything is, not guess where it's at," 
Harris explains. 

Some manufacturers have designed 
handlebar systems that sense the oper-
ator's hands. "This anti-fatigue safety 
system requires no additional pressure 
to operate the mower because it works 
by detecting the hands of the opera-
tor, with or without gloves," Bower 
says. "Operator-friendly controls are 
key to enhancing the maneuverability 
of today's larger commercial walk-be-
hinds. As units get bigger and heavier, 
smoother and easier-to-use control 
systems are required so they operate to 
their full potentials." 
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www.Ferrislndustries.com/lawn • 1(800)933-6175 
GIE Indoor Booth #932 • Outdoor Booth #616 

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

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

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

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

THE MOVE TOWARD DIESEL. 
Just as Americans have been slow to 
accept diesel engines in automobiles, 
diesels in mowers have met similar 
resistance. But they are gaining more 
acceptance because they offer greater 
fuel efficiency than gasoline engines. 
"Diesels also offer greater engine life 
than gas engines," Harris says. "Typi-

pared to gasoline, diesel fuel burns 
slower and produces more power from 
a given amount of fuel." 

SIZES MAKES THE DIFFERENCE. 
With landscape contractors work-
ing in ever-increasingly tight spaces, 
its imperative to squeeze as much 
productivity out of sometimes small 

kick the tires...serious 
With a dizzying array of advancements and offerings in both walk-behind 

and riding mowers, it's important more than ever to do research. Here are 
some things contractors should be mindful of when purchasing mowers. 

• Contractors should ensure they use any mower they are considering purchas-
ing. Don't just drive it in the parking lot, says Randy Harris, senior marketing 
manager for Toro, Bloomington, Minn. "The machines all look good on the show-
room floor, and they all seem fast and maneuverable in the parking lot," he says. 
"But how do they handle the hillsides their crews need to mow, and what do their 
lawns look like after they've been mowed at 6 to 10 mph?" Will the mower run 
without problems after a demanding day on the job? A demo reveals this. 

• Consider the total cost of ownership, including purchase price, maintenance 
costs, parts/repairs not covered by warranty, loss revenue/profitability due to 
downtime. Going by just the initial purchase price can be deceiving. 

• Check the warranty and find out what is and what isn't covered. 

• What service and support is available? Inquire about the availability of parts. 
Quiz the dealership's mechanics about which mowers they repair and their suc-
cesses and problems. 

• Check to see if the zero-turn riding mowers feature rollover protection as an 
option. Weight the other safety features between the various models? 

cally, a diesel engine delivers four to 
fives times greater engine life than a 
gasoline engine. As a result, we are 
seeing more diesel mower models be-
ing introduced." 

Diesels provide more torque for 
taxing mowing conditions, Har-
ris adds. The torque curve of diesel 
engines is also flatter than gasoline-
powered engines. "Even in the face 
of aggressive conditions - like hilly 
terrain, long or dense grass or when 
bagging - these diesel mowers are up 
to the challenge," Harris says. "Corn-

machines. Some manufacturers, for 
example, are releasing a series of sub-
compact riding mowers offering a 
"gateway solution" that improves both 
property accessibility and mowing 
efficiency, Harris says. The machines 
are small enough to fit through 
standard 36- and 42-inch gates, yet 
large enough to deliver significant 
productivity gains over walk-behinds, 
he adds. "This can allow operators to 
ride instead of walk - reducing fatigue 
while attaining a superb after-cut ap-

pearance," he explains. 
Mower agility is something Lewis 

has been mindful of. "We have a 
military contract for 370 yards with 
very small gates," he says. Among his 
crews' equipment are two 60-inch 
riding mowers; two 52-inch riding 
mowers and a 34-inch riding mower. 
It's the smallest of the three, which 

fits this "agility of a walk-
behind, efficiency of a rider" 
model, that is useful for the 
military contract work, he 
says. 

CUT AND MULCH. Over 
the past several years, im-
provements in equipment 
have resulted in mowers with 
ever-faster ground speeds. 
"But what has been com-
municated loud and clear 
by the professional in the 
field is that productivity still 
depends on the machine's 
ability to deliver a great cut at 
those higher speeds," Prussa 
says. 
So, beyond speed, contrac-

tors are seeking additional 
clippings management op-
tions to please their picky 
clients. For Lewis, the most 
important new feature in his 
arsenal is the bagging and 
mulching system. "I've got 
many high-end customers 
who obviously demand that 
the yard be spotless when we 
leave," he says, "and the bet-
ter the bagging unit and its 
capacity to remove the leaves 
from the ground - whether 
they are wet or not — is my 
biggest concern right now." 
Lewis would like to see 

continued improvements 
with bagging and mulch-
ing systems. "We've had 
some problems with bagging 

systems and the amount of debris that 
is discharged that we have to chase 
around," he says. 

Manufacturers have turned their 
sights on mulching systems, some 
introducing decks that allow operators 
to switch from mulching to side-dis-
charge without leaving the seat. "This 
feature is important to landscape 
contractors because some customers 
may want their lawns mulched, while 
some may want it to be bagged or 
side-discharged," says Sean Sund-
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GET A GRIP ON ANY KIND OF SURFACE WITH THE 
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For more information, call 
1.301.360.9810 or find our dealer 
locator at www.wrightmfg.com. 

Wright's latest example of engineering excellence, the 
Mid-Mount Z is a compact, lightweight mower with the 
stability of machines twice it's size. Innovative belt 
drive arrangements put the hydro pumps, engines, 
and seat lower than other mid-mount Z's, creating a 
lower center of gravity and increased stability. 

The Mid-Mount Z also runs faster and cooler than 
the competition with larger hydro pumps. And at 

300 lbs less than the industry average, you can tear 
up the hills without damaging the lawn. 

Power, performance, and a little excitement. 
That's the Wright way to mow. 
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RUGGED, LONG-LASTING, 
PERFORMANCE DRIVEN TRAILERS 
Wells Cargo builds every LS Series Landscape Trailer with rugged 
durability and hassle-free performance as standard features. No 
shortcuts. No cutting corners. Just the best built trailer you can 
own and customized the way you want it. Thousands of trailers 
on the job is our proof. Over fifty years in the trailer business and a 
comprehensive 6-Year Warranty is your protection. And remember, 
"With a Wells Cargo Behind ... You Never Look Back!" 

Call toll-free (800) 348-7553 or visit us on the web at www.wellscargo.com 
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W E L L S C A H C O 
"Never Look Back" Warranty 

berg of the commercial division of 
Cary, N.C.-based John Deere. "If the 
landscape contractor is mowing around 
parking lots, near sidewalks or around 
buildings, they can now easily switch to 
mulch mode to ensure they don't dam-
age property or injure pedestrians." 

But don't think speed is completely 
out of the picture. Features such as ad-
justable baffles can increase the size of 
the discharge opening to achieve faster 
mowing speeds, Harris says. "In less 
demanding conditions, a closed baffle 
setting yields micro-sized particles 
and maximum discharge velocity," he 
points out. These decks "achieve peak 
productivity regardless of the mowing 
conditions because they can be modi-
fied to suit the unique turf demands of 
any region." 

FOR THE FUTURE. Innovation will 
continue into alternative-fuel engines, 
such as propane, Bower says. "Trends 
will include riders with smaller deck 
sizes for tackling tight spaces," he says. 
"Bigger engines on larger riders will 
also continue to be a trend." 

Harris expects improved emissions, 
driven by the Environmental Protec-
tion Agency. "Some trends we see are 
the increasing demand for increased 
fuel efficiency, be it diesel, propane or 
options that are better than car-rated 
engines," he says. 

Some manufacturers have also 
unveiled zero-turns with transmis-
sions that direct power straight to the 
wheels. The design means there are no 
belts and there is less vibration from 
the engine. "This is a major develop-
ment in zero-turn evolution," says Ray 
Garvey, spokesman for Grasshopper, 
Moundridge, Kan. "For the end-user, 
you're eliminating all issues related to 
belts and pulleys. You're making a very 
efficient use of the drive system." 

Other manufacturers are aiming to 
bring new blood into the industry this 
year with lineups aimed at small- and 
mid-sized business owners who might 
not be able to afford a full-fledged 
commercial mower in the $10,000 
range. These new commercial units are 
priced at closer to $5,000, points out 
Jack Drobny Jr., project manager for 
zero-turns, Cub Cadet Commercial, 
Cleveland, Ohio. 

Looking to the future, Drobny says 
hybrid technology will take a larger 
share of the market. "Cities and states 
are putting strict rules in place," he 
says, adding new engineering will be 
needed to meet more stringent require-
ments. K 
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YOU STILL HAVE TWO MORE WISHES. 

* 

The new SK650. The most powerful and productive mini skid steer in its class. 
With an impressive, 31-hp diesel engine and 20 net horsepower to the attachment, 
it outperforms any other comparable machine—even riding units. Plus it drives 
more than 70 quick-change attachments. For details on the SK650, or any of the 
four Ditch Witch' mini skid steers, call 800-654-6481 or visit ditchwitch.com. 

GROUNDBREAK ING™ EQUIPMENT FROM THE COMPANY THAT LAUNCHED THE INDUSTRY: COMPACT UTILITY | TRENCHERS | HDD | ELECTRONICS 
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U s i n g p r e e m e r g e n t 

h e r b i c i d e s c o r r e c t l y 

the f i r s t t i m e a r o u n d 

c a n e l i m i n a t e c l i e n t 

c a l l b a c k s as w e l l as 

c r a b g r a s s . Although winter is still well underway, pesky spring weeds will 
soon sprout. To prevent a lawn from being overtaken by a 
sea of crabgrass upon spring thaw, many lawn care operators 
(LCOs) rely on preemergent herbicides to help control out-
breaks before they start. 

"If you don't apply a preemergent, you're asking for trouble 
and you're not safeguarding yourself for the upcoming season 
at all, says Scott Orndorff, service center manager for LESCO, 
Upper Marlboro, M.D. 

Preemergent herbicides are designed to stop weed growth 
before it begins. They are primarily used to control annual 

grassy weeds like crabgrass, but some forms of preemergents do control certain types of 
broadleaf weeds as well. Applying preemergents is a prominent service in the landscape in-
dustry, offered by 57.3 percent of LCOs, according to Lawn & Landscape research. In fact, 
53.1 percent of LCOs purchased preemergent herbicides last year, spending an average 
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Huge Advantage 

Introducing Scotts Landscaper PRO" 
Now you can buy reliable, extended-release fertilizers that deliver balanced nutrition 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 time and labor. Combine products that excel in turf and landscapes with 

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

Ife] Landscaper PRO 
32-3-10 

Turf Fertilizer 
16-25-10 

Starter* brand 
Fertilizer 

STEP• MAX" 
Micronutrients 

package 

14-14-14 
Outdoor 

Ornamentals 

Contact your Scotts Distributor,; call 1-800-492-8255 or visit www.scottsprohort.com to learn more about Scotts Landscaper® PRO." 
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specialty chemicals 
using preemergents in o CD 

n s 
of $3,573 each. About 47 percent of 
LCOs plan to purchase preemergent 
herbicides in the next 12 months, and 
7.1 percent plan to add preemergent 
weed control as a new service this year. 

TIMING IS EVERYTHING. According 
to Mark Urbanowski, senior product 
manager for Dow AgroSciences, Indi-
anapolis, Ind., preemergents are most 
effective when applied before soil 
temperatures reach 55 degrees Fahr-
enheit, when crabgrass germinates. 
Application time varies throughout 
the country, as weeds have longer and 
earlier germination times in areas that 
stay warmer during winter months, 
like in the South and West. Because 
of this, LCOs in colder areas can get 
away with applying a preemergent in 
the early spring upon first thaw, while 
those located in warmer areas may feel 
that a fall application is better in order 
to stop weed growth before it starts, 
points out Jason Kuhlemeier, market-
ing specialist for Bayer Environmental 
Science, Research Triangle Park, N.C. 

And some climates are so finicky 
they require split applications, or half 
of the herbicide in the winter or early 
spring and half in the late summer or 
early fall, to garner the best control. 
According to Steve Stansell, lawn 
care market manager for Syngenta, 
Greensboro, N.C., this is effective 
in warm-season climates that have 
longer growing seasons and earlier 
crabgrass germination. "In areas south 
of Atlanta, lawn care operators have 
to apply preemergents in Janu-
ary and then again in late spring or 
early summer for them to be effective 
through August," he explains. "In the 
Midwest, the ground doesn't thaw out 
until March or early April so they can 
wait until after the snow clears for the 
first application and then may only 
need to do it once." 

Regardless of where you are 
located, experts advise applying a 
preemergent as close to weed ger-
mination time as possible to get the 
best control, and say timing can be 
determined by knowing your region 
and by staying in touch with universi-
ties and other organizations that focus 
on plant growth. After all, doing the 
job well the first time around can 
decrease client callbacks and the need 
for additional applications. "Timing is 
so important," Orndorff says. " I f you 
don't get the preemergent down at 
the right time of year, you're going to 

Weeds can sprout up anywhere, including in a client's flower 
bed, and a preemergent could be just the thing to keep this 

problem under control. However, applying preemergents to beds 
can be a bit trickier than one may think. "In beds, weeds have a 
better chance to grow because they don't have as much competi-
tion as they do in a patch of turf," says Jason Kuhlemeier, market-
ing specialist, Bayer Environmental Science, Research Triangle 
Park, N.C. "Herbicides can be more necessary in a bed." 

Though many studies regarding the effects of preemergents 
in beds have been done, manufacturers say there is still much 
progress to be made in this area. One of the reasons is because 
there are thousands of varieties of ornamentals compared to 
roughly 10 varieties of turf, making it harder to test the safety 
and efficacy of preemergents on ornamentals, explains Mark 
Urbanowski, senior product manager, Dow AgroSciences, India-
napolis, Ind. Because of this, most manufacturers won't label a 
preemergent specifically for beds, although a few do exist. 

Applying a preemergent in a bed also requires compact equip-
ment, such as a backpack sprayer, to treat tighter spaces, says 
Steve Stansell, lawn care market manager, Syngenta, Greensboro, 
N.C. "You can't spread the product through a bed very easily, but 
you don't want to spray flowers and shrubs with a liquid applica-
tion either," he says. "It's a little more of an art than treating turf." 

Other challenges include having to apply the herbicide under-
neath mulch, rocks or other material spread throughout a bed, and 
making sure not to apply the product on desired plant material. 

"However, beds offer a wider window of application, so 
timeliness is not as important of an issue as it is with turfgrass 
applications," says Tim Doppel, owner, Atwood Lawncare, Sterling 
Heights, Mich., pointing out a positive. 

And, if done correctly, treating beds with preemergents can 
be a profitable service for a lawn care company to offer. "We have 
found the service to be about 20 percent more profitable than our 
others, primarily because it's a premium service," Doppel says. 
"Our customers who get it love it because bed weeds are one less 
thing they have to worry about." 

Doppel sells this service as an add-on. "If a technician is 
out doing routine lawn care and sees some weeds in the client's 
flower beds, he will inform the customer and let them know it's a 
problem we can fix," he says. 

To price such a service, Urbanowski suggests consider-
ing ornamental varieties, square footage, product quantity (bed 
preemergents average $3 to $3.50 per 1,000 square feet, accord-
ing to Doppel), application timing and callback insurance (if your 
company guarantees weed control for the entire year). The final 
amount should then be tacked on to a typical turfgrass applica-
tion. "It's a very natural add-on opportunity," he explains. "It just 
makes sense for homeowners to pay to get their beds treated if 
they're paying to get their lawn treated." 
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Got a Minute? 
Edge 100 Feet! 
Now that will improve 
your profitability! 

battle certain weeds all year." 
According to Urbanowski, apply-

ing a preemergent too early allows 
time for weeds to germinate and 
grow after the herbicide has worn off, 
while applying too late counteracts 
the purpose of using a preemergent in 
the first place by missing the optimal 
application window. 

PICKING PREEMERGENTS. Depend-
ing on the type of product you use, 
preemergents can last anywhere from 
30 to 45 days to three to five months 
after application. There are preemer-
gents for cool- and warm-season turfs 
that specialize in killing different 
species of weeds that come in liquid or 
granular forms. With the variety of op-
tions available, knowing exactly what 
you want your preemergent herbicide 
to accomplish before choosing one for 
application is important. 

In terms of which preemergent 
to purchase, many LCOs consider 
price and efficacy, and have found 
that saving money by purchasing 
inexpensive products is not always the 
best way to go. "Its always a balancing 
act between cost and effectiveness," 
says Tim Doppel, owner of Atwood 
Lawncare based in Sterling Heights, 
Mich., pointing out that the average 
cost of preemergents is around $ 195 
a gallon, compared to $66 per gallon 
for a grassy-weed postemergent and 
$ 10 per gallon for a broadleaf weed 
postemergent. "You just try to get the 
most bang for your buck." 

LCOs also choose a preemergent 
based on the types of equipment 
(spreaders or sprayers) they are 
comfortable handling, the number of 
applications their specific region calls 
for and, most of all, their personal 
preference. 

EMERGING TRENDS. As trends in 
preemergents arise, LCOs will have 
even more factors to consider when 
choosing a product. One such trend 
is the arrival of generic preemergents. 
While they may cost less, industry 
experts suggest that LCOs do their 
homework before investing in any 
product. Similar to machinery, 
many manufacturers of brand-name 
products offer continued support 
and training sessions on how to use 
herbicides, a luxury they say may not 
always come with generic brands. 

Other new products on the hori-
zon will combine existing preemer-
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specialty chemical; 

gents in an effort to provide a larger 
weed-control spectrum, Stansell says. 

Another trend in the preemergent 
market is the shift from solvent-based 
products to water-based products. Ac-
cording to Urbanowski, some of the 
solvent-based products currently on 
the market have eye or skin irritants 
and strong odors that require warn-
ings, or "signal words," that can draw 
negative attention to the products. 
Water-based solutions have milder 
ingredients and odors, which require 
less need for these warnings. 

"Most homeowners like the fact 

that their lawns don't smell strongly 
of chemicals after an application of a 
water-based product," he says. "Also, 
manufacturers are finding that water-
based formulas are easier for lawn care 
operators to work with, because they 
are easier to mix, shake and poor." 

While treating a lawn with a 
mixture of an herbicide and a fertilizer 
at one time is not a new concept, new 
combinations including three sub-
stances, such as a preemergent, a fertil-
izer and a broadleaf postemergent, is. 
This idea aims to further reduce the 
number of times LCOs need to visit a 
lawn, saving time and money. 

SELLING YOUR SERVICE. Most 
lawn care companies sell their her-
bicide services based on thousands 
of square feet. Some base their lawn 
care packages on a certain number 
of applications per year, on average 
about five or six, while others feel it's 
more efficient to promote a "weed-

free" lawn regardless of the number 
of applications necessary. According 
to Doppel, on average, LCOs charge 
approximately $280 per year for their 
lawn care service providing between 
four and six applications, averaging 
$45 to $70 per visit. 

The benefit of promoting a weed-
free lawn over individual applications 
is that the LCO has the discretion to 
treat the lawn, with both pre- and pos-
temergent herbicides, on an as-needed 
basis. Some LCOs have found that 
when clients are promised a certain 
number of individual applications, 

they will expect them whether they 
are needed or not. " I f a lawn is green 
and healthy, you certainly don't 
have to apply an herbicide five or six 
times a year," Urbanowski says. 

In addition, when a lawn is treated 
| with a preemergent year after year, 

the weed seed population gradually 
decreases, resulting in fewer weeds 
each year, according to Urbanowski. 

! "The annual use of preemergents 
; reduces the weed pressure year by 

year," he explains. "It is when a 
l preemergent is not used that weeds 
! grow and spread their seeds, which 

only perpetuates the weed problem." 
Doppel's Michigan-based lawn 

i care company has offered weed 
I control services since it was founded 

in 1970. He sells his services by the 
square foot, but sells his company 
by promising his clients beautiful, 
healthy lawns. 

Along with its unmatched control 
of crabgrass, a fairly serious problem 
in Michigan, Doppel uses preemer-
gent herbicides because of the reassur-
ance it gives his crew and his clients. 
"The use of preemergents gives a 
high degree of confidence, which you 
can relay to your customers and your 
technicians, who feel they are apply-
ing a useful, important product," he 
says. "Also, if you do have crabgrass, 
you will have minimal problems when 
it's time for it to emerge." 

Because of Michigan's colder win-
ter climate and later crabgrass germi-
nation time, Doppel applies the first 
application in the early spring. About 
60 percent of his clients receive a 
liquid herbicide while the rest receive 
granular. "Most of my clients request 
one or the other, whichever one they 
perceive as better," he explains. "How-
ever, from a weed control standpoint, 
I have found that the effectiveness of 
liquid herbicides is better." 

SPRAYING RIGHT Whether you 
choose a liquid or a granular her-
bicide, or are located in the North 
or the South, proper training is 
important for effective herbicide 
application. LCOs suggest teaching 
your crews how to safely apply both 
pre- and postemergents in liquid and 
granular forms for a professional and 
productive business. 

" I f a preemergent is not applied 
evenly, you'll have problems such as 
weed outbreaks in areas not covered 
completely," Doppel says. "It's an easy 
skill to teach, but you still have to be 
sure to teach it." 

Doppel requires members of his 
crews who have no experience in her-
bicide application to practice by spray-
ing water in a parking lot accompanied 
by an experienced technician or man-
ager for several days. This allows them 
to visualize the spray pattern they want 
to achieve. "Its hands-on training that 
is important," he says. "They practice 
this way until they have a good grasp 
on the correct technique." 

LCOs should also teach their 
clients how to help keep their lawns 
weed-free by informing them of the 
appropriate watering habits, mowing 
heights and other general maintenance 
they can perform between applications. 

"Have the customer get in the 
material watering as soon as possible 
so the herbicide works as effectively as 
it can," Doppel says. "However, there 
is a small optimal window of timing, 
so this is not always possible." 

Doppel stresses the importance 
of watering a lawn after an herbicide 
application because the chemical has 
to get down into the soil for it to take 
effect. He and his crew use multiple 
methods to get this message across to 
their clients including informational 
fliers, hand-written notes, telephone 
calls and face-to-face conversations. 

A main goal of using preemergent 
herbicides is to control weeds in a 
way that results in fewer callbacks and 
happier customers. Although methods 
of preemergent application will vary 
from region to region, all businesses 
can benefit by using effective products 
correctly, informing their clients to 
do their part and utilizing product 
advancements. 

"Retention is key," says Urbanows-
ki. "Every time you lose one customer, 
you spend three times the effort 
finding a new one. The goal is to keep 
customers happy." LL 
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The many perks of a skid-steer make purchasing one a smart decision for many 

landscape contractors. 

When it comes to skid-steers, a general consensus is that most 
contractors can't remember how their business functioned 
prior to owning one. The machines versatility, affordability 
and productivity have made it a popular piece of equipment 
in the landscape industry today. 

"I cant imagine not having one now after having one for 
so long," says Tony Catanzaro, who purchased his first skid-

steer more than 10 years ago. "We use our machine for every single one of our jobs." 
Catanzaro, owner of Millington, N.J.-based Regency Landscape, is not alone. Lawn 

& Landscape research says 10.6 percent of contractors have purchased a skid-steer within 
the past 12 months, and 14 percent plan to purchase one in the next 12 months. Ac-
cording to Uniform Commercial Code filings, of all skid-steers leased in the U.S., one 
in three is leased specifically for the landscape industry, a trend that has been consistent 
for many years, says Jorge de Hoyos, platform marketing manager for New Holland, 
Carol Stream, 111. Most skid-steer owners have a daily use for their machines, and many 
even use them year-round for snow removal services (see Snowy Weather on page 133). 

With their wide range of attachments, there isn't much skid-steers can't do. Con-
tractors can plant trees using an auger, irrigate lawns with a trencher, lay seed with a soil 
conditioner and transport thousands of pounds of sod or bricks with a pallet fork. They 
can also clear city streets and jobsites with a sweeper, loosen soil with a tiller, install a 
pond with a backhoe and place boulders with a grapple, just to name a few examples. 

"What many landscape contractors aren't aware of are all of the attachments that 
can be used to complete as many jobs as possible," says Rob Otterson, market seg-
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construction equipment 

continued from page 129 

mentation manager for Bobcat, West 
Fargo, N.D. "The contractor who 
researches and is aware of all of the 
options will be presented with more 
opportunities to grow his business." 

VERY VERSATILE. While versatility 
has no doubt contributed to the ma-
chines popularity, other factors within 
the economic market as a whole have 
increased the benefits of owning a 
skid-steer. One such factor is the re-
cent trend of low interest rates, which, 
according to Gregg Zupancic, product 
marketing manager for John Deere, 
Moline, 111., spur building growth, 
particularly of small to medium-sized 
commercial buildings and housing 
developments. The concern of labor 
shortages is another reason many 
contractors turn to the skid-steer. 

"Today, it is harder to find enough 
good labor," Zupancic says. "Many 
contractors would rather purchase a 
skid-steer than hire four or five guys 

with shovels." 
Contractors agree that, although 

the purchase of a skid-steer is not an 
investment to be taken lightly, the 
machine can often be more reliable 
and productive than a crew. Typi-
cally, the amount of work normally 
performed by three or four men can 
be performed by one man and a 
skid-steer. "Skid-steers are certainly 
big investments but, from a business 
point, you can either spend your 
money on employees or machinery," 
says Kathy Krubert, manager, M.J.B. 
Services, Elkhorn, Wis. "With regular 
preventive maintenance, machinery 
can last longer and be more efficient." 

However, another take on the 
skid-steer is that it is not exactly a 
labor replacement, but rather a labor 
enhancement. "It doesn't matter how 
strong the person is or how many 
diggers you have, the human body will 
not generate 6 ,000 pounds of break-
out force when digging with a large 

assessing attachments 
According to Jorge de Hoyos, platform marketing manager for 

New Holland, Carol Stream, III., the average cost of skid-steer 
attachments ranges from $1,000 for basic pieces like buckets and 
forks to $5,000 for more specialty pieces like high-flow trenchers and 
soil preparers. Based on Lawn & Landscape research, 10.1 percent 
of landscape contractors polled purchased one or more skid-steer 
attachments in the past 12 months, spending an average of $6,880, 
and 15.1 percent plan to invest in attachments in the next 12 months. 
The countless abilities of skid-steer attachments have allowed some 
contractors to diversify their businesses in ways they never imagined. 

"Having a skid-steer has really diversified my fleet," says Catan-
zaro. "Some of the attachments are key to doing a job efficiently." Cur-
rently, Catanzaro owns a bucket and a pallet fork, but has rented other 
attachments when needed for a specific job, which is quite common 
among landscape contractors. 

According to Otterson, renting attachments is a great option for 
contractors who receive requests for jobs they don't typically do. The 
average cost of renting attachments is about $50 per day and $500 
per month for basic pieces like buckets and forks, to between $75 to 
$100 per day and $1,000 per month for more complicated pieces like a 
backhoe or a trencher. 

"Renting attachments provides a landscape contractor with the 
option of exploring new services and determining whether they fit his 
business with only a minor investment," Otterson says. 

116 lawn & landscape january 2007 www.lawnandlandscape.com 

shovel," de Hoyos says. "The skid steer 
does, but you still need that operator 
to run the machine and run it well." 

According to skid-steer manu-
facturers, operating a skid-steer is 
relatively easy - another one of the 
machine s more attractive assets, as it 
increases productivity and decreases 
downtime. "It is fairly simple to teach 
someone how to operate a skid-steer," 
explains Mark Rasevic of Rasevic 
Landscaping Co., Bethesda, Md. "Its 
nowhere near as complicated as teach-
ing someone to use a bull dozer." 

And owning a skid-steer is not 
nearly as costly either. According to 
Otterson, skid-steers are among the 
most affordable pieces of landscape 
equipment, with average costs rang-
ing from about $16,000 to $36,000, 
depending on brand and amenities. 
According to Lawn & Landscape 
research, landscape contractors polled 
spent an average of $27,580 on skid-
steers in the past year. 

LITTLE LUXURIES. Amenities 
that can up the price of a skid-steer 
include anything from the various at-
tachments to more hydraulic power to 
simply a bigger machine. However the 
additions that most contractors are 
splurging for these days are those that 
increase operator comfort. Luxuries 
such as heat and air conditioning, 
adjustable seating, interior dome 
lights and noise reduction features 
have drastically improved conditions 
within the cab. Some skid-steers even 
come equipped with cellular phone 
and laptop computer hook-ups, and 
manufacturing representatives say that 
additional features will be added to 
skid-steers in the near future. 

"Other than making them easier to 
get in and out of, and maybe adding a 
C D player, I cant really think of any 
other ways to improve the skid-steer," 
Catanzaro says. "They have really 
come a long way." 

According to Kent Pellegrini, skid-
steer loader and multi-terrain loader 
industry manager for Caterpillar, 
Peoria, 111., contractors should expect 
to see skid-steers with increased power 
and versatility, as well as additional 
comfort and safety features, this year. 

"Skid-steer developments should 
increase the machines' versatility and 
help contractors save time and work 
more effectively," Pellegrini says. "The 
increased comfort and safety aim to 
help contractors meet the challenges 

http://www.lawnandlandscape.com


they face in building their businesses 
and assure them that their workers go 
home safe at the end of the day." 

One of Catanzaros favorite skid-
steer features is the automatic detach, 
which allows operators to switch at-
tachments with the press of a button. 
"It is a huge time-saver and is also a 
safer way to switch attachments to 
perform a different task," he says. 

Other features contractors view as 
important when purchasing a skid-
steer are accessibility of the controls, 
maneuverability, visibility from the 
cab, hydraulic power, interchange-
able parts and serviceability. Oth-
ers feel that the ability to purchase 
the machine locally is another huge 
advantage because it allows them to 
easily establish a relationship with 
their dealer, which comes in handy for 
emergency maintenance and addition-
al training, as well as future purchases. 

"Local product support is key for 
contractors," says de Hoyos. "Building 
a habitual relationship with a dealer, 
no matter what brand, is ideal." 

This relationship between the 
dealer and the customer often begins 
before a purchase even takes place, as 
most manufacturing companies pro-
vide an opportunity for contractors 
to test a particular machine before 
buying it. These "demos" allow the 
contractor to ensure they are purchas-
ing the right machine for their needs 
and gives them a chance to learn how 
to operate the equipment under the 
guidance of a professional. 

"Trying out the machine to see if 
it performs the appropriate functions 
prior to purchasing it is a good way 
to avoid problems down the road," 
Zupancic says. "The demos are free, 
come with little obligation and are 
pretty common among most big-
name manufacturers." 

REASONS TO RENT For reasons 
such as financial restrictions or lack 
of necessity, purchasing a skid-steer is 
not always a viable option for every 
company. So many contractors rent 
the machines on an as-needed basis 
until they feel that owing one would 
be a better investment. According to 
Zupancic, 50 percent of all skid-
steers rented are used in the landscape 
industry, with prices varying based 
on region, machine size and rental 
duration. According to Zupancic, 
the cost of renting a skid-steer ranges 
from between $150 to $200 per day 

Skid-steers are commonly used for 

snow removal during the seasons 
when regular landscape jobs dry up, 
says Gregg Zupancic, product market-
ing manager for John Deere, Moline, III. "They work well because 
of their higher ground-pressure and faster speeds," he says. 

One way to decrease the downtime of a skid-steer and to 
generate extra revenue during the off-season months is to use the 
machine for snow removal and other snow-related tasks, which is 
a service many landscape contractors opt to offer. 

Mark Rasevic, owner of Rasevic Landscaping Co. and co-
owner of Rasevic Snow Services, both based in Bethesda, Md.f 
agrees that his decision to start his snow removal business in the 
mid-1990s with his brother, Paul, was a great way to utilize the 
skid-steers and other landscape equipment he already owned. 

When using their skid-steers for snow removal, Rasevic and 
his crew primarily utilize a snow pusher to clear and pile snow, 
and a bucket to scoop and relocate it, as well as to haul salt. Ac-
cording to Rasevic, other contractors also use snow plow blades 
and snow blowers, although he has found these hydraulic attach-
ments can be pretty costly. 

"The hydraulic snow removal attachments can be more costly 
than regular skid-steer attachments," Rasevic says. "But they are 
more efficient when trying to eat through 2 feet, rather than, say, 
4 inches, of snow." On average, hydraulic attachments for snow 
removal can cost anywhere from 3 to 7 percent more than basic 
skid-steer attachments. 

A scraper attachment is another tool that is ideal for clearing 
large amounts of hard-packed snow and ice. According to Rob 
Otterson, market segmentation manager for Bobcat, West Fargo, 
N.D., the tool has a self-sharpening edge that can slide under-
neath snow and ice and onto the pavement to create a smooth 
surface. Additional skid-steer attachments that can come in 
handy during the winter months are angle brooms and whisker-
push brooms, which can sweep snow off of sidewalks, parking 
lots and driveways. A V-blade is another versatile attachment that 
can be configured into five different tools to make snow removal a 
snap: a straight blade, a V-cut blade, a scoop blade and a 30-de-
gree left or right angle blade. 

According to David Daniels, brand marketing manager for 
New Holland, Carol Stream, III., the prices of snow-specific skid-
steer attachments can range from $1,000 for buckets, to $3,000 
for blades, to $4,000 for pushers to $6,700 for snow blowers. 

Snow attachments can also be rented for about $400 per 
month for buckets, $400 to $500 per month for blades and push-
ers and about $750 per month for blowers, Daniels says. 
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construction equipment 

to $1,500 to $2,000 per month. 
"We rented skid-steers for a few 

years before purchasing one, and we 
still rent bigger or different machines 
when needed," Catanzaro says. "For 
example, we have been renting track 
skid-steers pretty often lately." 

Tracked skid-steers, which run on 
rubber tracks instead of wheels, are 
popular among contractors because 
of their ability to perform well in wet 
or soggy conditions without causing 
much turf damage. Tracked machines 
can be more costly than their wheeled 
counterparts, with prices ranging from 
$35,000 to $55,000. Costs of renting a 
tracked skid-steer range from $200 to 
$250 per day to $2,000 to $2,500 per 
month. Regardless, de Hoyos predicts 
consistent growth in the track loader 
industry within the next five years. 

Rasevic says his tracked skid-steer 
is particularly helpful when working 
on already established landscapes, as 
its "soft footprint" leaves little evi-
dence that his crew was ever there. 

"Both wheeled and tracked machines 
can be better depending on if you're 
working with wet or dry soil," he says. 
"Like any construction job, you need 
different tools for different tasks." 

PURCHASING PRECAUTIONS. 
Versatile, efficient, affordable, easy to 
use, even comfortable - are there any 
drawbacks to purchasing a skid-steer? 

A seemingly common-sense, but 
nonetheless important, suggestion 
is to make sure your company has a 
significant need for a skid-steer before 
making the purchase. "You have to be 
sure your business is big enough and 
has enough work to justify owning 
a skid-steer," Catanzaro says. " I f the 
machine will have a lot of downtime, 
it's really not worth the investment." 
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Another thing contractors stress 
is that, when it comes to skid-steers, 
size does matter. Be sure to purchase 
a skid-steer that is big enough to 
perform the necessary jobs, but small 
enough to haul and fit where needed. 

"A common mistake made when 
purchasing a skid-steer is buying one 
too small that it underperforms or too 
large that it can't fit in your truck or in 
the average backyard," Zupancic says. 
"If your truck is not large enough, you 
or a member of your crew might be 
required to get a commercial driver's 
license, which is an unforeseen cost 
and requires additional training." 

Along this same line that bigger 
is not always better, manufacturers 
also advise not purchasing a skid-steer 
based solely on horsepower. "Engine 
horsepower alone is not a good indi-
cator of performance and has little to 
do with a machine's rated operating 
capacity and breakout or lift forces," 
Pellegrini says. "Other factors like 
hydraulic systems, machine weight, 

Many contractors 

would rather purchase a 

skid-steer, which is one 

of the more low-cost 

landscaping machines, 

then hire four guys with 

shovels. 

- Gregg Zupanic 

wheelbase, machine balance and axel 
torque could have significantly more 
impact on a machine's performance 
over horsepower. Manufacturers often 
increase machine horsepower in order 
to overcome inefficiencies such as 
weight, balance or inefficient drive 

pumps or motors. 
According to Pellegrini, other me-

chanical aspects to be aware of when 
purchasing a skid-steer are the radial 
and vertical lifting arrangements. 
Radial lifts move in an arc or radius 
fashion, and have more strength and 
durability at mid-lift. Vertical lifts 
maintain a more vertical lift-path and 
can generally reach higher heights. 
Depending on your needs, a radial or 
vertical lift may be more functional. 

The abilities of the skid-steer have 
come a long way. "I have never seen a 
company that truly needed a skid-
steer regret their decision to pur-
chase one," points out Dan Walsh, a 
sales representative for John Deere, 
San Diego, Calif. And, with more 
improvements and developments to 

come, it is likely that the skid-steer 
will continue to grow in the landscape 
industry. "Manufacturers have really 
seemed to work out all of the kinks 
in the last decade or so," Rasevic says. 
"These machines run like bullets. LL 
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As water conservation becomes a more pressing issue, smart irrigation practices 

become more commonplace. 

The funny thing about a "smart" irrigation system is that the less you have to 
think about it, the smarter it is. But don't underestimate these wise-guys. 
While providing us with healthy, beautiful-looking lawns, these systems are 
brightening the future of the irrigation industry by conserving that invalu-
able resource we know as water. 

"Smart irrigation occurs when you can practice water efficiency just 
by using a certain product or practice," says Greg Natvig, marketing man-
ager of Rain Bird, located in Tucson, Ariz. "The efficiency is built-in. There 
is little human intervention. It just happens." 

It sounds easy enough. And, surprisingly, it is. "Getting smart," as 
some irrigation specialists like to call it, can be as simple as buying the right piece of equipment 
and learning how to use it. But, first, contractors should know what water conservation or ef-
ficiency is, why it is important and how it can benefit both you and your clients. 
C O N S E R V A T I O N 101. According to Tom Ash, director of conservation for HydroPoint Data 
Systems, Newport Beach, Calif., water conservation in landscape irrigation is applying the right 
amount of water to a landscape based on the landscape's needs. These needs are determined by 
knowing the landscape inside and out, including factors such as the soil type, the plant materials 
that require irrigation, whether the land is flat or sloped, what percentage of the landscape will 
be in the sun vs. the shade and the region's weather. "There is actually a scientific equation that 
can be used to determine an area's water budget, or how much water should go on a particular 
landscape," Ash says. "Unfortunately, it is rarely used by irrigation installers." 

According to Ash, this "water budget" equation can be solved by multiplying the évapo-
transpiration (ET) times the plant water need (Kc) times the landscape area (square footage). 
The entire equation is then divided by the irrigation system's efficiency. Kc stands for "crop 
coefficient" and serves as a way to put a number to how much water plants need. The number by 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 

116 lawn & landscape january 2007 www.lawnandlandscape.com 

http://www.lawnandlandscape.com




is determined by a university or 
government agency based on the 
best available science. Because it 
considers a regions local ET, the 
Kc will be different depending on 
where in the county you are. Any 
local extension office in the U.S. 
will have Kc estimates for turf, Ash 
says. For more information about 
water budgets, visit the Irrigation 
Associations Web site (www.irriga-
tion.org). 

For example, in Colorado, 
a water budget could be deter-
mined by multiplying 30 inches 
of évapotranspiration times .80 or 
80 percent plant water needs times 
1 acre of irrigated landscape to 
equal 24 inches of water per year 
(or 4 inches per month or 1 inch 
per week) for 1 acre of Kentucky 
bluegrass. 

"Its obvious that the equa-
tion will differ because factors like 
weather are different in every area," 
Ash says. "But the ultimate goal of 
efficient irrigation is the same." 

The factors not only differ 
in every area, but they can differ 
everyday. When the weather and 
seasons change, a sprinkler valve 
breaks, a tree dies or a new one 
is planted, the amount of water 
needed to efficiently sustain a land-
scape also changes. 

"It s really tough for landscape 
industry professionals to determine 
water efficiency because there are so 
many variables," Ash says. "But wa-
ter agencies are starting to demand 
that you get efficient." 

From a contractor perspective, 
the water conservation movement 
is inspiring. "We're not worried 
about water conservation, we're ex-
cited about it," says Jerry Budnick, 
president of Alternative Mainte-
nance Services, a Los Angeles-based 
landscaping company that uses 
"smart" irrigation. "We have an 
amazing opportunity to make a dif-
ference by applying smart irrigation 
technology as well as educating the 
general public about water conser-
vation. We all need to do our part 
to conserve our natural resources 
for future generations." 

SMART START. So, what ex-
actly makes an irrigation system 
"smart?" A smart irrigation system 
uses environmental factors such as 
soil moisture, rain, wind and plant 

Like the saying goes, "waste not, 

want not." Landscape contrac-
tors who install inefficient irrigation 
systems are facing the brunt of 
water shortages all over the country 
in the forms of regulations, restric-
tions and repercussions. However, 
because water waste is difficult to 
detect and monitor, especially on a 
national level, most of these regula-
tions are made locally based on the 
region's need and the severity of the 
water shortage. These restrictions 
are different in each area of the 
country and often change during 
different times of the year, so it's 
important for contractors to be 
up-to-date on their region's current 
conditions. 

"It's critical for landscape con-
tractors to be aware of local regula-
tions and to communicate them 
to their clients," says Chris Wright, 
regional sales manager for the 
Walla Walla Sprinkler Co., located in 
Walla Walla, Wash. 

For example, the San Antonio 
Water System imposes year-round 
water restrictions and a three-stage 
alert system invoked in times of 
emergency. Year-round restrictions 
also prohibit water-waste, which is 
defined as the run-off of water into 
a gutter, ditch or drain or failing 
to repair a controllable leak. Also, 
landscape watering with an irriga-
tion system or sprinkler is allowed 
only between 8 p.m. and 10 a.m. 
Drip irrigation and hand-held water-
ing with a hose is allowed any time, 
although hoses should be used with 
an automatic shut-off nozzle to save 
water. 

The Southern Nevada Water 
Authority's fall water restrictions 
limit sprinkler watering and drip 
irrigation to three days per week 
between 7 p.m. and 11 a.m. Mist 
systems at commercial businesses 

cannot be used from September 
to May, and new turf is prohibited 
at commercial properties and new 
residential front yards. 

State governments are begin-
ning to interfere in places where 
water shortages are a huge issue. 
For example, California State Law, 
Assembly Bill 1881 states that all 
irrigation controllers sold in Cali-
fornia will have to be considered 
"smart" based on results from the 
Irrigation Association's Smart Water 
Application Technology test by the 
year 2012. Nevada also imposes 
statewide restrictions. 

Repercussions for violating 
these restrictions include tickets, 
fines and temporary loss of water 
service, as well as pollution, high 
water-use and energy costs and, 
ultimately, the need for additional, 
stricter regulations. State govern-
ments, competing industries, 
environmental groups and other or-
ganizations are making it necessary 
for green industry professionals to 
change their ways. 

"Water conservation is such a 
big issue and regulations already 
have significant impacts on irriga-
tion businesses," says Greg Natvig, 
marketing manager for Tucson, 
Ariz.-based Rain Bird. "It's difficult 
to predict the future, but we think 
more water conservation mandates 
will come from government agen-
cies and purveyors." 

One way landscape contractors 
can contribute to lessening existing 
water regulations is to provide and 
encourage the use of smart irriga-
tion systems in their businesses. 
By educating their clients on the 
benefits of smart irrigation, individu-
als can become more aware of ways 
they can lesson their daily impact. 
The less water wasted, the fewer 
regulations will be necessary. 
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évapotranspiration 
rates, to determine 
how much water a 
site needs and when it 
needs it. This process 
drastically eliminates 
overwatering, which 
not only wastes water, 
but also drowns and 
rots roots, inhibits nutrient absorp-
tion, causes premature plant death, 
invites fungal disease and attracts 
insect infestations. Overwatering is 
also known to erode landscapes and 
stain and crack sidewalks and other 
paved areas. 

"Overwatering accounts for more 
than 80 percent of landscape dam-
age," Budnick says. "Alarmingly, 
most landscapes are overwatered by 
anywhere from 30 to 300 percent." 

Currently, one of the "smartest" 
irrigation components is a controller, 
which enables the user to easily adjust 
the systems watering schedule to 
adapt to the particular landscape and 

the regions weather. 
The intelligence of a controller is 

measured by the results of the Smart 
Water Application Technology, or 
SWAT, test issued by the Irrigation 
Association. Any manufacturer of a 
weather-based controller can submit 
their product for testing. To conduct 
the test, a controller is programmed to 
irrigate a virtual landscape subjected 
to a representative climate. After the 
controller is programmed, it is left to 
function without human interven-
tion for the duration of the test. Its 
performance is then rated based on 
whether or not the end moisture levels 
are within the acceptable range. 

The SWAT test is a critical compo-
nent to California State Law Assembly 
Bill 1881, which states that all irriga-
tion controllers sold in California will 
have to be "smart" controllers by the 
year 2012, Budnick says. Passing the 
SWAT test is required to determine 
which controllers are "smart." 

"This technology is the way of the 
future and "smart" irrigation will soon 
be required rather than simply en-
couraged," Budnick says. "It has been 
a win-win situation for our clients, 
our business and the environment." 
However, according to Ash, although 
many irrigation controller manu-
facturers claim their controllers are 
"smart," only four products to date 
have passed the SWAT test with 
grades of 100 percent adequacy, 
meaning the right amount of water 
is applied to the test landscapes with 
zero percent excess, meaning the sys-
tem applies water so there is no runoff 
or water-waste. 

"Most controllers are not as smart' 

H 
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irrigation mmmm 
as a landscape contractor might wish 
they were," Ash says. "You need to be 
sure to avoid marketing schemes and 
get a piece that actually works." 

PIECES A N D PARTS. According to 
Chris Wright, regional sales manager 
for the Walla Walla Sprinkler Co., 
based in Walla Walla, Wash., many 
manufacturers are also conducting 
research to develop other "smart" 
irrigation system components, with 
some such products already available 
or currently in production. 

"Manufacturers are always looking 
for ways to enhance existing prod-
ucts," Wright says. "And all of these 
developments are made in an effort to 
save water." 

Other components of a "smart" ir-
rigation system include pressure regu-
lation devices, check valve devices, 
high-efficiency nozzles, drip irrigation 
devices, automatic shut-off devices, 
multi-stream rotating sprinklers, and 
centralized control systems. 

Pressure regulation devices main-
tain optimal water pressure to prevent 
wasteful misting or fogging and, 
according to Rain Bird statistics, can 
reduce water usage by 6 to 8 percent 
for every 5 psi above optimal water 
pressure. Check valve devices prevent 
water from draining out of the system 
at the lowest sprinkler, eliminating 
erosion and run-off. High-efficiency 
nozzles provide a more uniform 
distribution of water and can reduce 
overspray and improve watering ef-
ficiency by 30 percent. Drip irrigation 
delivers the water where the plant 
needs it most, resulting in an average 
water-savings of 30 to 50 percent. 
Automatic shut-off devices turn 
controllers off when its raining or 
when the landscape has been suffi-
ciently watered. Multi-stream rotating 
sprinklers attach to any sprinkler 
head to uniformly apply water to a 
landscape using matched precipitation 
and centralized control systems allow 
users to monitor multiple controllers, 

sensors and other irrigation devices at 
the same time, resulting in water-sav-
ings of 25 to 30 percent, according to 
Rain Bird. 

"I f contractors can install and 
operate smart irrigation systems, they 
can practice water-efficiency," Natvig 
says. "The products that can provide 
water efficiency every single day they 
are out there." 

DIRECT DRIP. Drip irrigation, a 
veteran in the world of smart irriga-
tion, has been on the market for 
more than 25 years, and was first 
used to irrigate orchards and fields in 
drought-prone areas like California 
and Israel. During drip irrigation, 
water is distributed exactly where it is 
needed most - the plant roots. This 
eliminates evaporation and runoff, 
using 30 to 50 percent less water 
than conventional water methods, 
according to Leanne Pyle, marketing 
specialist for DIG Irrigation Prod-
ucts, Vista, Calif. 

•i •••• ^ W j k 
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"More important than the reduc-
tion of water applied is the efficiency 
of how the water is absorbed by the 
plants," Pyle says. "Because drip irri-
gation releases water in small amounts 
over time directly where it is needed, 
the amount of water available to the 
plant is increased." 

According to Pyle, drip irrigation 
is between 75 and 90 percent efficient 
at allowing plants to use the water ap-
plied, unlike sprinkler systems that are 
between 65 and 75 percent efficient. 

Although it's been around for 
a while, drip irrigation is currently 
increasing in popularity as more 
and more restrictions on irrigation 
practices emerge, Pyle says. "Local 
governments are cracking down on 
excessive irrigation, sometimes go-
ing so far as to restrict all overhead 
sprinklers during daylight hours," she 
explains. "This is particularly difficult 
on the plants that can become stressed 
through the heat of the day. Drip ir-
rigation can give these plants a needed 
break." 

INTELLIGENCE IN ACTION. Bob 
Dobson of Middletown Sprinkler Co. 
based in Port Monmouth, N.J., first 
presented the idea of smart irrigation 
to a few select customers about a year 
ago. The company then began offer-
ing smart controllers in lieu of regular 
controllers to all of its customers. 
According to Dobson, it was relatively 
easy to demonstrate to clients the 
advantages of efficient irrigation. 

"We hold at least two meetings 
with each client where we survey the 
landscape and explain the operat-
ing system before making any final 
decisions about installation," Dobson 
says. "After making them aware of 
smart irrigation, many are willing to 
invest a little more money in a system 
that will be trouble-free, as well as 
save water, down the road." 

Dobson compares adjusting an 
irrigation controller to adjusting a 
thermostat and suggests that his cus-
tomers think about one when doing 
the other. He finds this method also 
helps to put a dollar amount on the 
water and energy needed to run an 
irrigation system by connecting it to 
the energy needed to heat a home. 

"We try to guide our clients along 
their irrigation schedules," Dobson 
says. "We give them guidelines based 
on the seasons, and the new gen-
eration of controllers allows them to 

adjust the units themselves." 
However, Dobson and his crew 

make sure to provide continued main-
tenance to all of their clients by offer-
ing a variety of service plans. Along 
with an annual checkup and the 
"winterizing" of each system, Middle-
town Sprinkler Co. also offers clients 
their choice of weekly or biweekly 
visits. In addition, the company keeps 
its employees up-to-date on new 
advancements by having them partake 
in manufacturer-sponsored training 
sessions and other in-house training. 

"Staying educated is part of the 
obligation of the industry as a whole 
to promote water conservation," 
Dobson says. "You can have the best 
product and best design available, but 
if it's not managed properly, it can still 
waste enormous amounts of water." 

SMART STATS. As the population 
increases, so does the demand for wa-
ter. Although 75 percent of the earth 

"We' re not worried 

about water conser-

vation, were excited 

about it. 

- Jerry Budnick 

is covered in water, only 1 percent of 
that water is available for human use, 
as the rest is contained in oceans and 
glacier ice. Global warming con-
tributes to hotter, dryer conditions 
resulting in lengthy droughts that 
also impact the water supply. With 
more than 7 billion gallons of water 
used for landscape irrigation each 
day, government agencies and water 
service providers around the country 
are enforcing water regulations, many 
of which affect the green industry (see 
"Severe Shortages" on page 138 for 
more information). 

"Agencies have the ability to ban 
irrigation all together, and strict regu-
lations have already been enforced in 
many parts of country," says Wright. 
"These regulations will continue to 
become commonplace if we don't get 

more efficient." 
However, not all irrigation wa-

ter-saving techniques are new. For 
example, drip irrigation has been 
around for quite some time, and Dob-
son has included automatic shut-off 
devices on every irrigation system his 
company has installed since 1968. 
However, what many contractors and 
manufacturers are noticing is how the 
perception, rather than the definition, 
of water conservation has changed 
within the industry over the years. 

"The definition of water conserva-
tion has not changed, but our ability 
to achieve higher efficiency has gotten 
better over time," Natvig says. 

Irrigation experts agree that ad-
vances in technology have enabled the 
creation of water-efficient products 
and, as the products become available, 
they should be used. 

"As a proactive approach to the 
conservation objective, professionals 
are thinking of conservation as based 
on efficiency, or achieving the desired 
effects without waste," says Wright. 
"As manufacturers are creating irriga-
tion products that operate without 
waste, officials are encouraging the 
installation of these products." 

STAYING AWARE. Awareness about 
water-efficient irrigation products and 
their benefits is necessary for the land-
scaping industry's client base to em-
brace them. Irrigation experts say that 
everyone in the industry is responsible 
for the promotion of "smart" irriga-
tion and the products that enable it. 

"A synergistic approach needs to 
be taken by manufacturers, distribu-
tors, purveyors and contractors to 
be aware of the products that exist," 
Wright says. "Contractors need to be 
open-minded and willing to learn the 
new techniques to effectively apply 
and sell them to customers." 

The Irrigation Association 
provides educational programs to con-
tractors interested in learning about 
smart irrigation, and most manufac-
turers provide training and continued 
support to contractors who purchase 
their products. 

Landscape contractors can also 
become certified in six different 
segments of the irrigation industry 
including irrigation contractors, 
irrigation designers, agricultural 
irrigation specialists, golf irrigation 
auditors, landscape irrigation audi-
tors and landscape irrigation manag-
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ers. According to Natvig, as water 
conservation becomes a bigger and 
bigger issue within the landscaping 
industry, contractors who support and 
use water-efficient irrigation systems 
will be a step ahead of the rest. 

"Landscape contractors who use 
inefficient systems will continue to fall 
behind the times, putting themselves 
and their businesses at a competitive 
disadvantage," Natvig says. "They can 
take advantage of a real marketing 
opportunity if they can prove their 
systems are more efficient than their 
competitors' systems." 

When it comes to the consumer, 
stressing the amount of money they 
will save on their monthly water 
and energy bills can be a profitable 
marketing strategy to promote water-
efficient irrigation. For example, an 
Austin, Tex., commercial property 
pays a local rate of $5 per every 1,000 
gallons of water used. The property 
had an inefficient irrigation system 
that flowed to one zone at 150 gal-

lons-per-minute. After converting that 
zone to multi-stream rotating sprin-
klers, the system's flow was reduced to 
less than 50 gallons per minute, cover-
ing the same area. 

"In terms of water consumption 
and energy waste, it can be hard to 
put a dollar amount on the precise 
savings," Wright says. "But if you ex-
trapolate it out over an entire season, 
the dollar amounts can be signifi-
cant." 

One of Budnick's clients, a private 
school located in West Los Angeles, 
has experienced a 33 percent annual 
water savings since the installation of 
a smart controller three years ago. The 
school qualified for a pilot program 
conducted by the Los Angeles Depart-
ment of Water and Power and was 
able to receive the installation of their 
smart irrigation system free-of-charge. 

"I would urge contractors to con-
tact their local water agencies to see 
what rebates or programs are available 
to cover or offset the cost of purchas-

ing and installing smart controllers," 
Budnick says. "Many agencies either 
subsidize or cover the complete cost of 
upgrading to a weather-based irriga-
tion controller." 

In addition to installing smart 
irrigation systems, educating your 
clients about water conservation and 
offering them continued system main-
tenance can help create and establish 
the image that the green industry is an 
industry that cares. 

"We should all, as an industry, 
take a leadership role in providing, 
encouraging and using water-efficient 
irrigation systems," Natvig says. "If we 
are looked upon as an industry that is 
genuinely concerned about and prac-
tices water efficiency, it will be better 
for all of us." H 
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Chipping services can be 

profitable if contractors 

can keep their machines 

well fed. To chip or not to chip, often that's the question landscape contrac-
tors ask themselves when in search of a new service options to 
generate additional revenue. 

Chipping, along with grinding and shredding, seem like a natu-
ral addition to a service menu. And in many ways, they make a lot 
of sense. First, chipping is a smart and economic way to dispose of 
brush and wood waste. Likewise, if further reduced and converted 
into mulch through grinding and shredding, a landscape contractor 
can offer the material back at an additional fee. 

And even if the client declines the chipped or mulched material, the chipper 
reduces the refuse' bulk and allows the contractor to haul more material in his truck or 
trailer than he could otherwise handle, as well as limit the number of trips to the local 
dump to get rid of the waste. 

,ik e z a w a c lei I m a n a g i n g e d i t o r 
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nursery/tree equipment 

sma rtd ecisions 
Purchasing a chipper can be a major finan-

cial investment. Contractors need to examine 
what type of work they wish to perform before 
making any purchasing decisions, says Mark 
Rieckhoff, environmental segment manager for 
Pella, Iowa-based Vermeer. 

To make smart purchasing decisions, Rieck-
hoff suggests landscape contractors answer the 
following questions: 

What size of material do I wish to chip/ 
process? This will dictate the overall capac-
ity of the machine. If you offer services to your 
customer base that involve processing up to 
12-inch material, a 6-inch chipper will fall short of 
your needs. On the other hand, if all you wish to 
do is chip tree trimmings, shrubbery and small 

diameter material, a 6-inch chipper should do an 
adequate job while a 12-inch machine may be more 
power than you need. 

What do I need to achieve for productivity? 
Even though you only expect to process 4-inch or 
smaller material, if you know you are going to have 
a consistent demand, a chipper of greater capacity 
- one with more horsepower (80 to 100-horsepower 
engines) and higher performance potential - might 
be the smart choice to handle large material volume. 

What do I wish to do with the material once 
it has been processed? If you have an outlet for 
brush chipper chips, great. If not, then an entry-
level grinder might be the preferred machine. With 
a grinding drum and screen setup, the machine 
produces a much smaller mulch-type product. 

Finally, while on both residential 
and commercial job sites, contractors 
and crews come across enough fallen 
limbs and brush debris that invest-
ing in the necessary equipment may 
seem to make a lot of sense. Likewise, 
if it proves profitable, it can serve as 
a gateway to full-service tree mainte-
nance and take-down work. 

There's a lot for contractors to 
think about, says Shawn Cressman, 

Job site chipping reduces the bulk of woody waste and allows the 

contractor to haul the material much more efficiently. Photo: Vermeer 

president of Cressman's Lawn & Tree 
Care in Hellertown, Pa., who has 
been chipping for the last 30 years. 

"One of the biggest mistakes 
you see a contractor getting into the 
service make is to buy too much or 
to big of a machine too fast and then 

not have the clientele or the business 
strategy to back it up," Cressman says. 

GETTING EQUIPPED. Chipping 
equipment is expensive, both in the 
initial investment and in the mainte-
nance, say most landscape contractors 
and equipment manufacturers. 

When differentiating between 
various models, safety, capacity and 
size are the three features contractors 

should consider. 
A good rule of thumb is to 

start small. Typically, a smaller-
sized chipper sufficiently pro-
cesses brush and very small-di-
ameter limbs, contractors say. 
These units come equipped 
with 25- to 35-horsepower 
engines and cost between 
$13,000 and $19,000. 

Larger units can handle 
limbs up to 14 inches in 
diameter, are equipped with 
engines between 80 and 100 
horsepower and cost as much 
as $40,000. However, contrac-
tors looking to chip everything 
- including limbs in excess of 
18 inches in diameter - can 

choose models with 200- to 250-
horsepower engines and run around 
$100,000. 

"Typically, a landscape contractor 
is looking for a smaller brush chipper 
unless they are expanding into the tree 
care industry," says Mark Rieckhoff, 

environmental segment manager for 
Pella, Iowa-based Vermeer. "In that 
case, a large-capacity chipper might 
be needed, depending on the services 
they wish to provide." 

Capacity is another important 
feature to consider. Many contractors 
confuse a chipper's capacity with its 
normal ability to process materials. 
Consider this analogy: just because 
a car's speedometer goes to 110 mph 
doesn't mean it should be driven at 
that speed all of the time, Rieckhoff 
says. When choosing a chipper, land-
scape contractors should remember 
the "rule of thirds," says Rob Faber, 
commercial sales specialist at Mor-
bark, headquartered in Winn, Mich. 

"Take the maximum the machine 
can handle and reduce that by one 
third," Faber says. "For example, if a 
contractor intends to process mostly 
5- to 6-inch diameter pieces all day, 
then they should have a machine 
capable of 8-inch diameter." 

Regarding safety, Rieckoff suggests 
contractors consider models featur-
ing strategically placed feed-stop bars. 
These mechanisms make allow the 
operator's leg to strike the bar and 
shut off the feed in an emergency 
situation. Likewise, shielding and 
distance guarding should be other 
safety areas an inexperienced contrac-
tor should consider, Rieckoff says. 

"Through shielding, the opera-
tor is protected from rotating parts 
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such as bearings and belts, as well 
as protecting the components from 
job-site hazards and debris," Rieck-
off says. "Distance guarding is the 
distance set between the operator and 
given hazards. For example, consider 
the distance between the end of the 
in-feed table and the feed rollers." 

These machines don't differentiate 
between wood and flesh "There are a 
lot of safety labels on these machines 
and people need to be cognizant of 
their power," Faber says. 

Contractors wondering if chipping 
is a viable service offering will want to 
rent the equipment before investing in 
their own machines. 

"This is an excellent way to 
determine if a particular machine 
works best for your operations," 
Rieckoff says. " I f it doesn't, then 
take it back and try a different 
machine, possibly making chang-
es in horsepower and capacity. 
Once you determine the best 
machine to fit your needs, then 
evaluate the utilization and see if 
it is best to rent or own." 

M A I N T E N A N C E . Like with any 
heavy machinery, chipper engine 
maintenance must be attended 
to on a regular basis. Sticking to 
the recommended maintenance 
intervals printed in the owner's 
manual increases performance. 

Beyond engine maintenance, 
knife and sheer bar upkeep im-
pacts performance. 

"Just like any type of knife, 
when it becomes dull, cutting 
performance drops significantly," 
Rieckoff says. "On a chipper, this 
also relates to increased wear and 
tear on the rest of the machine." 

Knives/cutters should be 
routinely inspected and replaced, 
Faber says. "They're the lifeblood 
of these machines," he says. 
"Whether you can get 25 hours, 
50 hours or one hour of life out of 
these blades depends on the type 
of materials you're feeding into 
the machine. When chipping, it's 
not unusual for foreign matter to 
get mixed up with the debris." 

Blades and cutters should 
be professionally sharpened to 
maintain the correct cutting 
angles, he says. 

PRICING AND PROFIT. Job site 
chipping and shredding reduces 

the bulk of woody waste and allows 
the contractor to haul the material 
much more efficiently. However, sell-
ing chipping and shredding/mulching 
service to clients is another option. 

How much, or how little, to 
charge, though, depends upon the 
season, say landscape contractors. But 
the key to turning a profit, contractors 
say, is to keep the machine chipping. 

" I f I'm not using it three days out 
of the week then it's not paying for 
itself," Cressman says. "They're expen-
sive buggers, but if you're not running 
them consistently then they're not 
going to pay for themselves." 

Cressman suggests landscape 

oh, christmas 
tree 

Landscape contractors eager 
to drum up business for their 

expensive chippers may find easy 
work at the end of the holiday season 
chewing away on Christmas tree 
overstock. 

But Vince Winkler, owner of 
Winkler's Tree & Landscaping in 
Lagrange Park, III., says while this 
may seem like easy money, landscape 
contractors should be warned: Some 
Christmas tree vendors are more 
naughty than nice. 

"Often we'll get calls to grind 
trees left over on Christmas tree 
lots," Winkler says. "But I've heard 
too many stories about receiving bad 
checks and not getting paid at all." 

Since many Christmas tree 
businesses are short-term ventures, 
Winkler says it can be difficult to col-
lect chipping fees from the owners of 
seasonal businesses operating out of 
corner lots. 

"Unfortunately, not many land-
scape contractors are willing to take 
the time to track these guys down for 
$400," he adds. 

contractors form a dedicated chipping 
crew, but this can be an expensive 
endeavor. For example, a truck, chip 
box and chipper can run a contractor 
$70,000. To support this, the crew 
should be busy at least five days a 
week, he says. 

Contractors should consider 
billing this work at an hourly rate. 
After labor, fuel and equipment costs 
are taken into account with demand 
and time of year, Cressman charges 
between $60 and $90 an hour. 

Peak points come during spring 
and fall storm seasons, Cressman 
says, with demand waning around 
the Fourth of July. However, there 

is nearly year-round demand 
for disposing of tree limbs and 
woody brush. 

"Winter usually is pretty 
busy for us," Cressman says. 
"However, we don't make a lot 
because everyone else it out 
there trying to get that busi-
ness, too." 

However, Vince Winkler, 
owner of Winkler's Tree & 
Landscaping in Lagrange Park, 
111., says chipping is not neces-
sarily the smart move for the 
average landscape contractor. 

"When you consider the cost 
for the machine as well as the 
cost to equip a dedicated crew 
with a truck, which you need 
to do to do this correctly, it 
becomes an expensive service 
to add on," Winkler says. "And 
if you're not using it a certain 
number of times throughout 
the year to pay for it, it may be 
cheaper to rent or subcontract 
the work when it's necessary." 

For a landscape contractor to 
best leverage his equipment to 
make money, utilization is the 
name of the game. 

"The more the machines can 
be utilized, the faster the return 
on the investment," Rieckhoff 
says. "Making sure the machine 
will be used on a consistent 
basis and creating value to the 
contractor and his customer are 
the main areas of concern." H 

For more information on how to advertise 
chipping services, check out the January 
Online Extras section. 
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Several chippers, grinders and shredders are available for a variety of needs. 

compiled by heather wood | web editor 

Bandit Beast Recyclers with 
the AutoWalk System 

• Remote-controlled feature allows the machine 
to move back and forth on a front-powered 
wheel, traveling along a pile or windrow 

• Eliminates the need for a towing vehicle 
• Reduces the distance that the loader needs 

to travel to feed the Beast 
• Available as a retrofit or as an option on new 

Model 3680 Beast Recyclers 
• Bandit Industries - 800/952-0178, 

www.banditchippers.com 
Circle 200 on reader service card 

Extreme Service 
Stump Harvester ^ 

• One-person machine can excavate, 
split, stockpile and load 

• Uses combinations of quenched and 
tempered multi-alloy steels 

• Designed to endure decades of the 
toughest applications possible 

• Produces a uniformly cut product 
• National Attachments - 800/839-9981, 

www.nationalattachments.com 
Circle 201 on reader service card 

JP Carlton Wood Chipper Line 

• Offers 6-, 9-, 12- and 18-inch wood chippers 
• Heavy-duty construction includes a 

form-welded frame and a Torflex axle 
• Features high-speed dynamically-balanced 

disk rounds for maximum chipping power 
• Chippers include a specially-designed 

hydraulic system with a single integrated 
manifold 

• Hand crank swivel discharge allows users to 
adjust chip-flow positioning 

• Chippers also feature items like dual lift 
cylinders and DuPont Imron paint 

• JP Carlton-800/243-9335, 
www.stumpcutters.com 

Circle 202 on reader service card 
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Morbark Twister 12 Brush Chipper 

• Ranges from 51 to 115 horsepower 
• Features a 52-inch wide high infeed opening 

with a 15-by-12-inch-high throat opening 
• Includes a standard automatic feed system 
• Hydra-lift system includes spring-assisted down pressure 
• Additional 1,600 pounds of hydraulic down 

pressure is available at the valve bank handle 
• Integrated drum air impeller increases airflow and reduces plugging 
• Morbark - 800/831 -0042, www.morbark.com 
Circle 203 on reader service card 

U.S. Praxis Stump Machines 

• Feature 12-tooth tungsten carbide-tipped quadrablades 
• Four sectioned blades are easily replaced 
• Ergonomically-designed handle provides a 

comfortable grip, making the machine easy to 
maneuver and safe to operate 

• The company also provides replacement parts, 
sharpening supplies and technical service 

• U.S. Praxis-888/316-8200, 
www.stumpmachine.com 

Circle 204 on reader service card 

Rayco RC 12 Brush Chipper 

Drum-style chipper 
Powered by an 86-horsepower Cat diesel engine 
Includes Rayco's PULSE down pressure system 
Has a self-adjusting hydraulic clutch 
Weighs more than 6,000 pounds 
Planetary feed wheel included 
Rayco Mfg - 800/392-2686, www.raycomfg.com 

Circle 205 on reader service card 

Vermeer BC1500 Brush Chipper 

• Hyraulically-fed drum-style brush chipper 
• Has a 15-inch diameter chipping capacity 
• Powered by a 125-horsepower John Deere Tier 2 

diesel engine 
• Features 341 feet per pound of torque for high 

production chipping projects 
• Equipped with a 45-gallon fuel tank for up to 17 hours 

of continuous operation 
• Vermeer - 888/837-6337, www.vermeer.com 
Circle 206 on reader service card 
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Trim Job Time 
Tackle heavy-duty projects with the latest string trimmer models. 

compiled by heather wood | web editor 

Cub Cadet ST35 String Trimmer 

•e and an 

• Has a 22-ounce fuel capacity 
• Features a reliable bump-head 
• Includes anti-vibration shaft drive; 

anti-winding design 
• Comes with a 90-day limited commercial and a 

2-year limited residential warranty 
• Features a 34.4-cc engine displacement 
• Cub Cadet - www.cubcadet.com 
Circle 207 on reader service card 

ECHO SRM-261T 

• Features 50 percent more cutting torque than 
the SRM-260 or 261 trimmers 

• Powered by a 2-stroke 25.4-cc Power Boost 
Tornado engine 

• Includes a heavy-duty engine vibration 
reduction system 

• Padded handles are designed for ^ 
operator comfort 

• Equipped with a harness ring located 
on the shaft 

• Includes a 59-inch, 4-layer flex cable drive to 
provide additional strength 

• ECHO - 800/432-3246, www.echo-usa.com 
Circle 209 on reader service card 

c 

/ 

John Deere XT140LE Trimmer 

• Powered by a 25.6-cc, low emission M-Series 
engine for efficient and quiet use 

• Solid steel, straight, 59-inch shaft is designed 
for reduced vibration and increased durability 

• Features a 17-inch cutting swath 
• Commercial EZ Load string head provides 

fast, accurate line feed for increased 
productivity 

• Includes anti-vibration clutch housing, 
anti-vibration front handles and over-molded 
throttle for smooth, comfortable operation 

• Brush cutter blade is available 
• Can be converted to pole saw and hedge 

trimmer for added versatility 
• John Deere - 309/765-8000, 

www.johndeere.com 
Circle 208 on reader service card 

116 lawn & landscape january 2007 www.lawnandlandscape.com 

http://www.cubcadet.com
http://www.echo-usa.com
http://www.johndeere.com
http://www.lawnandlandscape.com


CUTTING PERFORMANCE REDEFINED 
GATOR MULCHER™ 3-IN-1 
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FROM THE CREATORS OF THE ORIGINAL GATOR MULCHER™.. 
COMES THE NEW GATOR MULCHER™ 3 - I N - 1 BLADE FAMILY 

The innovative new design creates 33% more air flow 
than the original Gator Mulcherwhich results in: 

^ BETTER MULCHING 

^BETTER BAGGING 

^ BETTER SIDE DISCHARGE O L ^ Ô M Advanced Cutting Technology 

Available from authorized Oregon® Distributors and Dealers selling genuine Oregon® and Gator Mulcher™ products 

Oregon Cutting Systems Group • Blount Inc. • www.oregonchain.com 

USE READER SERVICE # 100 

http://www.oregonchain.com
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Husqvarna 335L Trimmer 

RedMax BCZ3001SW Trimmer 

• Powered by a 2.2-horsepower, two-stroke X-TORQ 
engine with higher power and torque but less fuel 
consumption 

• Equipped with Husqvarna's LowVib anti-vibration system, 
which separates the power head and cutting equipment 

• Includes a heavy-duty gearbox, I I /8-inch boom, steel shaft 
and oversize clutch for durability 

• Enclosed throttle cable, wires and carburetor prevent 
handling damage 

• Husqvarna - 800/448-7543, www.usa.husqvarna.com 
Circle 210 on reader service card 

Shindaiwa T242 Trimmer 

• Powered by a Shindaiwa-built 2-cycle engine 
• Features a heavy-duty debris shield 
• Includes an easy-access stop switch 
• Includes electronic ignition for fast, easy starts 
• Shindaiwa - 503/692-3070, www.shindaiwa.com 
Circle 212 on reader service card 

STIHL FS 90 R Trimmer 

• Suited for a range of jobs 
• Features the new 28.8-cc STIHL 4-MIX engine 
• Engine features more power and torque than 

the previous engine 
• Includes a solid drive shaft for flexibility 
• Optional gearbox attachments convert the trimmer 

into a multi-task landscaping tool 
• STIHL - 800/467-8445, www.stihl.us 
Circle 214 on reader service card 

Tanaka TBC-340PF Grass 
Trimmer / Brush Cutter 

• Powered by a 32-cc, 1.6-horsepower PureFire 
two-stroke engine 

• Features a solid steel drive shaft 
• Includes a padded "D" handle 
• Weighs 13.2 pounds with the head 
• Includes a one-year commercial 

LIFETIME Drive Shaft Warranty 
• Tanaka - 888/482-6252, www.tanaka-usa.com 
Circle 213 on reader service card 

• Powered by a 29.5-cc, 1.4-horsepower, Strato-Charged, two-cycle 
engine that complies with clean air standards 

• Power is transmitted through a solid steel shaft that drives a RedMax 
PT104 Plus head 

• Four-inch tap and go nylon head has a metal reinforced bump-head to 
extend the tap knob's life 

• Trimmer has a heavy-duty protector under the fuel tank for safety and 
durability 

• Fuel cap is equipped with a one-way valve that prevents leakage 
• RedMax-800/291-8251. a 

www.redmax.com ^ ^ 
Circle 211 on reader service card 
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Indianapolis 
Convention Center 

Embassy Suites 
Downtown 

The Snow Industry 
Exposition & Conference 

SPECIAL EVENT! 
The Snow Industry 
Exposition & Conference 
will culminate with a day at 
the world famous Indianapolis 
Motor Speedway. Make sure 
you're there for an exciting 
day of networking and race 
action as drivers prepare to 
qualify for the pole for the 
Greatest Spectacle in Racing. 
Included in this very special 
event will be transportation to 
and from the track, a hospitality 
tent including food and drink, 
practice day tickets, and the 
unique opportunity to tour 
the Gasoline Alley garages. 
Register for the conference 
today as spots are limited! 

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. Don't 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. 

EVENT PRESENTED BY: 

ISN©W~ 
REGISTER BEFORE FEBRUARY 28™ AND SAVE! 

Contact GIE Media's Snow Magazine's conference division at 
(800) 456-0707 or visit www.snowmagazineexpo.com 

http://www.snowmagazineexpo.com
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Agrifim Simple Drip 

• Capable of drip-irrigating about 300 square feet 
• Designed hydraulically so all components are capable of running 

off a single connection point 
• Features a POCBAG, which includes a 150-mesh stainless steel 

"T" filter and a 30PSI preset pressure regulator 
• Comes with a design guide to explain design, installation and 

maintenance 
• Agrifim - 559/431 -2003, www.agrifimusa.com 
Circle 215 on reader service card 

Bobcat 425 ZTS Compact Excavator 

• Standard-arm excavator delivers maximum digging depth of 8 feet, 
4 inches and a maximum reach of 14 feet, 10 inches at ground level 

• Powered by a 26 horsepower liquid-cooled diesel engine and 
two-speed travel motors 

• Features a 1.2 mph low travel-speed and a 2.3 mph high 
travel-speed 

• Has a 3,282-pound arm breakout force and a 5,058-pound bucket 
breakout force 

• Includes a spacious operator station and simplified service and 
maintenance access 

• Bobcat - 701 /241 -8700, www.bobcat.com 
Circle 216 on reader service card 

Briggs & Stratton Vanguard BIG BLOCK V-Twin 
Engine 

• Line of 25 to 36 gross horsepower engines 
• Features a debris management system designed to increase 

air-cooling system performance 
• Tuned intake and exhaust systems provide power combined 

with low overall engine noise 
• Horizontal- and vertical-shaft models are available 
• Briggs & Stratton - 414/259-5333, 

www.commercialpower.com 
Circle 217 on reader service card 
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TORO Count on it. 

The Toro Dingo compact utility loader 
helps you do more work in less time. 
With more than 3 5 attachments that can be changed in seconds, manual 

labor and equipment costs aren't the only things it saves. T h e light footprint o f 

Toros wheeled and tracked models minimizes damage to existing landscapes. 

Call I - 8 O O - D I G - T O R O for a demonstration, or visit toro.com/dingo. 

USE READER SERVICE # 101 



Briggs Tree Co. Agonis Flexuosa 

• New tree species, also known as "After Dark" 
• Available in 15-gallon and 24-inch-box sizes 
• Available in these larger sizes to accommodate specified 

landscape contractor customer base 
• Small tree has a weeping habit 
• Tree bears maroon to purple leaves and a grayish/black trunk 
• Variety blooms in the early spring with small bright, white flowers 
• Briggs Tree Co. - 760/727-2727, www.briggstree.com 
Circle 218 on reader service card 

Caterpillar C2.2 Compact Diesel Engine 

Cub Cadet The Tank 

• Has standard, adjustable suspension seat with arm rests and seat belt 
• Three-year, bumper-to-bumper warranty 
• Features a 37HP V-Twin air-cooled Kawasaki engine 
• Includes a new, two-pedal deck lift to lift and lock and to release and lower 
• Features dual-sized cup holder and easy-to-use storage pouch 
• Cub Cadet - www.cubcadet.com 
Circle 221 on reader service card 

• Engine meets Tier 3 emission standards 
• Intended for use in small and mid-size turf and outdoor 

power equipment 
• Available in naturally aspirated, turbocharged and turbocharged 

aftercooled configurations 
• Rated from 41.6 to 66 bhp at 2,200 to 3,000 rpm 
• Caterpillar - 309/675-1000, www.cat.com 
Circle 219 on reader service card 

Corona Clipper Arborist Head AC 9300 

• Made of high-strength aluminum casting 
• Can cut tree limbs up to I Va inches in diameter 
• Weighs 1.7 pounds 
• AC 9300 head fits most poles 
• Has high-grade steel blades 
• Corona Clipper - 951/737-6515, www.coronaclipper.com 
Circle 220 on reader service card 
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Large, Easy to Read, signs 
can generate new customers. 
We can print your sign in any 

Size, Shape, or Color. 
To order just call: 1-800-422-7478 

Or go to: www.realgreen.com 

5 x 5 

nMnuRur iD lv^^^^B l 

Large 
8.5 x 11 

http://www.realgreen.com


FMC Dismiss turf herbicide ^ 

• Controls yellow nutsedge and green kyllinga in a single application 
• Controls purple nutsedge in two applications 
• Well-tolerated on most warm- and cool-season turfgrass 
• Offers effective preemergent control on annual broadleaf weeds 
• Labeled for both lawn and golf turfs 
• FMC Corporation - 800/321 -1362, www.fmc.com 
Circle 222 on reader service card 

Green Industry Innovators 
Mulch Mule ^ 

• Functions as a labor-saving mulching system 
• Moves 80 to 100 yards of mulch per day 
• Has a 13 horsepower engine 
• Hydraulically operated 
• Comes with safety and operational decals 

in English and Spanish 
• Green Industry Innovators - 330/453-3300, 

www.mulchmule.com 
Circle 223 on reader service card 

T U R F H E R B I C I D E 

Once and For All 

Honeywell Sulf-N P R O ^ 
Ammonium Sulfate 

• Ammonium-rich fertilizer grades deliver 
fast green-up and long-lasting color 

• Increased phosphorus, iron and other micronutrient uptake 
• Offers disease suppression 
• Promotes healthier turf 
• Honeywell - 804/541 -941 I, www.sulfnpro.com 
Circle 224 on reader service card 

Hudson 2-Gallon Super 
Sprayer Compression Sprayer 

• Built with all Viton o-rings and gaskets 
• Ideal for concrete stains, form release agents, 

fabric protectors, disinfectants and degreasers 
• Includes KemOil 250 chemical-resistant hose, 

high-performance poly pump and heavy-duty 
angled wand, thrustless comfort-grip shutoff, 
high-performance pump and light-weight, stable, 
translucent tank 

• Entire sprayer is metal-free 
• H.D. Hudson - 800/977-7293, www.hdhudson.com 
Circle 225 on reader service card 

i 

John Deere and Qualcomm JDLink 
Equipment Monitoring System 

• Equipment and machine monitoring information 
delivery system 

• Will be sold by John Deere construction and 
forestry dealers 

• Standard level of service provides owners with 
machine location status, service hours and 
location monitoring capabilities 

• Advanced level of service provides customers 
with dash indicators and fuel and equipment 
utilization information 

• Ultimate level of service adds current and 
stored monitoring of component pressures and 
temperatures, fuel consumption, transmission 
gear selection and diagnostic information 
retrieval 

• Direct level enables customers to download 
machine operating history and diagnostics 
directly to a laptop 

• John Deere - 309/765-8000, 
www.johndeere.com 

Circle 226 on reader service card 
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ENTER TO WIN! 

THIS MONTH, WIN A HI-WHEEL, STAINLESS 
STEEL SPREADER FROM 

LESCO s high wheel stainless steel 
spreader features a tough, stainless steel 
frame, durable polyethylene hopper and 
labor-saving 8o-lb capacity. Its high wheel 
design adds to its maneuverability. A rate 
adjustment mechanism helps provide 
precise flow control. 
Shown with optional deflector kit. 

G o to www.lawnandlandscape.com/sweepstakes/contestdetail.asp 

SWEEPSTAKES 
• Daily News 
• Archived Magazine Articles 
• Message Boards 
• Current MSDS/Labels 
• Sign lip lor Your Personalized My Lawn&Landscape Account 

Questions? 
Call 800/456-0707 

http://www.lawnandlandscape.com/sweepstakes/contestdetail.asp


Business Opportunities 

Multi-Media Classified Marketing! 
Maximize your advertising dollars by reaching: 

• T h e Indust ry ' s L a rges t P r i n t A u d i e n c e . 

• T h e Indust ry ' s L a rges t M e d i a W e b A u d i e n c e . 

• T h e Indust ry ' s L a rges t C lass i f i ed S e c t i o n . 

W e offer the industry's lowest costs to be seen in both 

Lawn & Landscape Magazine and 

lawnandlandscape.com 

for one low cost. 

All classified ads must be received seven weeks before the date of publication. 
W e accept Visa, Mastercard, Amer ican Express and Discover. Payment must be 

received by the Classified closing date. 

P l e a s e c o n t a c t Bonnie Velikonya at 800/456-0707 or bvel ikonya@gie.net. 

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 Marketing Accelerates Growth 
• Differentiate Yourself Using Proprietary, 

Organic-Based Fertilizers 
• Successful Training Tools and Programs 
• Over 18 Years of Success 

We can make it easy for you to join the 
Leader in Organic-Based Lawn Care. 

Call Marcus Peters at: 
800-989-5444 

THE LEADER IN ORGANIC-BASED LAWN CARE -
WW« rt-mrtr c o n 

Business Opportunities 

: KYi M H* FREE TIME! 
LAWN PROFESSIONALS TAKE NOTICE 

The information contained in our manuals and the templates & spreadsheets 
on our CDs are being used every day in our lawn service and by 
HUNDREDS OF YOUR PEERS throughout the United States & Canada. 

• 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 : 

Bidding, Service A g r e e m e n t s , Estimating, S n o w & Ice Removal, 

Marketing, Advert is ing, Sell ing and More 

PROFITS UNLIMITED LET US HELP YOU 
EARN WHAT YOU DESERVE! 

GOLFscapes 

Reasons To Call Us: 
H u g e P r o f i t s - U p T o 6 0 % 

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 V I D E O 
8 0 0 - 3 3 4 - 9 0 0 5 

www.allprogreens.com 

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 B R O K E R 
FEES 

P r o f e s s i o n a l Bus iness Consu l tants 
v&usi ne$5 

V i . 

P 

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 

Merger & Acquisition Specialists 
Professional Business Consultants can obtain purchase 

offers from qualified buyers without disclosing their 
identities. Consultants' fees are paid by the buyer. 

CALL: 

708/744-6715 
FAX: 508/252-4447 

D O N T SELL, DON'T FRANCHISE, 
MERGE 

For the right mid west company, instead of buy-
ing a franchise, get paid to merge your company . 
Manage your company without worrying about 

marketing, accounting or recruiting. Explore the 
benefits. Call 913-381-1505 & ask for Larry or 

email LarryRyan@ryanlawn.com. 

Business Wanted 
W A N T E D TO PURCHASE 

Chemical lawn & tree care companies, 
any area, any size business reply in strict 
confidence, laurelcompanies^aol.com 

www.lawnandlandscape.com 
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c assi ified: 

A P P L I C A T I N G / L A W N M A I N T E N A N C E 
C O M P A N Y 

L o c a t e d in the B e a u t i f u l R o c k y M o u n t a i n s ! 
Owners retiring after 15 years in business. Well 
established company in a booming & fast growing 
market. Good quality equipment-Excellent Reputa-
tion-many multi-year contracts. Owner will help train. 
Lawn Spray-Tree Spray-Deep Root Feed-Pest Control-
Noxious Weeds-Lawn Mowing/Irrigation maintenance 
program. Gross over S500K/ in 7 months.(May - Octo-
ber.) Serious Inquires only. Call ( 9 7 0 / 9 0 4 - 1 8 9 0 ) 

FLORIDA LANDSCAPE BUSINESS 
10 year-old business netting $1 Million. 

Priced at $3 .7 Million with 
$1.1 Million Assets Included. 

Contact Corporate Investment Business Brokers 
239 .936 .1718 , cibb@cibb.net. 

Visit us on the web: www.cibb.net 

WANTED BUYER WITH GREEN THUMB! 
Profitable top-ranked franchised lawn and tree care 

business for sale in Washingtonville, Monroe, Cornwall 

New York annual revenues of 330k. Tremendous 

potential. Own your own business. 

Ongoing training and supportali inclusive. 

Contact laurelcompanies@aol.com for buyers prospectus. 

Tree/Lawn Spray Co, Long Island, NY 
Est. 20+years. Large Multi-Thousand customer base 

covering all of Long Island. Large State-of-the-Art Spray 
Fleet. Professional Sales/Operations staff 

included w/sale. Annual sales of $2 million. 
Great buy for larger company seeking 

immediate impact on Long Island market. 
Priced at $2 .2 million. Principles only! 

Respond to PO Box 201 , Plainview, NY 11803. 

FOR SALE 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 

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 8 5 % 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. 6 0 % commercial 4 0 % 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. 

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. 

For Sale 

Stop guessing square footage! Measure area quickly 
and accurately. Just wheel the DG-1 around any 

perimeter and instantly know the area inside. 
$ 3 9 9 + $7 ship. CA add tax. 

www.measurearea.com 7 6 0 / 7 4 3 - 2 0 0 6 . 

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 

A M E R I C A N S T A M P C O . 
' TOLL FREE 877-687-7102 Local 916-687-7102 

Cal l Tue, Wed or Thur 8-4 30 PM Pacific Time for Info 

Save 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 

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. 

F O R M S A N D D O O R H A N G E R S . 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 . 

TrakMats 
Ground Cover Mats for Professionals 

* Tough, Lightweight 
* Cleats for Traction 
* UV protected 
* Light color prevents 

burnt grass 
* Hand cutouts for 

lifting 

800-762-8267 
SVE Salo», Ine www.trakmats.com 
Charlotte, NC 28216 email: »ales@trakmats.com 

Help Wanted 

U.S. LAWNS 
NO ONE KNOWS THE 

LANDSCAPE MAINTENANCE 
INDUSTRY LIKE WE DO. 

Use your experience as an Account Manager 
Operations Mgr.. Branch Manager or 

Regional Manager tq work for you. 

E-mail resume to hrêusiawns.net or 
tax to 407/246-1623. 

Landscaper Accessor ies 
Mesh Debris Bags • Leg & Arm Chapps 

Equipment Covers • Sun Neck Protection 
W.E.Z-T0P ami/HtuJi. / H m c h ! ! 

MADE IN THE U.S.A. (FREE CATALOG!! ! m e l i m i 
WWW.WECIIAPPS.COM 

Help Wanted 

WHY WAIT? 

www.Greenlndustry-Jobs.com 

SENIOR ESTIMATOR 
WSRI seeks a senior estimator to manage the esti-
mating dept. Project bids include landscape, irriga-
tion, site work, land restoration and erosion control 
projects for a variety o f different government and 
private sector projects. Must have strong math and 
computer skills. Details @www.wsreclamation.com. 
E-mail resume to LChenoweth@wsreclamation.com or 
fax 3 0 3 / 8 3 3 - 4 4 4 7 . 

Are you looking for a job or looking for 
qualified employees to: 

» Climb it 
» Design it 
• Plant it 

• Grow it 
• Landscape it 
• Sell it? 

JOBS In Horitculture, Inc. 
Employment Advertising 

In Print and Online 
8 0 0 / 4 2 8 - 2 4 7 4 

www.hortjobs.com 
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classifieds 
Help Wanted 

Ready for y OUT career 
in landscaping to take off? 
• • • I H B M • • I H H I 

Contact us about the possibilities... 

M RUPPERT 
I MÊË N U R S E R I E S 

careers@ruppertcompanies.com 

(301)414-0151 fax 

Commercial landscape installation, 
commercial landscape management 

and tree growing in the East s¿nce 1977 

Exciting Career Opportunities For 
Service Industry Managers 

Come join one of the largest Vegetation 
Management Companies in the United States. 

DeAngelo Brothers, Inc., is experiencing tremen-
dous growth throughout the country creating the 

following openings: 

Division Managers 
Branch Managers 

We have immediate openings in: 
VA, New England, FL, M O , T X , C O , LA, IL 

Responsible for managing day-to-day operations, 
including the supervision of field personnel. Busi-
ness/Horticultural degree desired with a minimum 
of 2 years experience working in the green industry. 
Qualified applicants must have proven leadership 
abilities, strong customer relations and interpersonal 
skills. We offer an excellent salary, bonus and ben-
efits packages, including 401(k) and company paid 
medical coverage. 

For career opportunity and confidential consid-
eration, send or fax resume, including geograph-

ic preferences and willingness to relocate to: 

DeAngelo Brothers, Inc., 
Attention: Carl Faust, 

1 0 0 North Conahan Drive, Hazleton, PA 1 8 2 0 1 . 
Phone: 8 0 0 / 3 6 0 - 9 3 3 3 . Fax: 5 7 0 / 4 5 9 - 5 3 6 3 or 

email-cfaust@dbiservices.com 
E O E / A A P 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 1984, we have been creating long-term relation-
ships with clients through outstanding personalized 
service and problem solving. We are one of the largest 
landscape contractors in the southwestern US operating 
in the greater Los Angeles, San Diego, Phoenix and Las 
Vegas markets. The Company specializes in landscape 
construction and maintenance for residential master-
planned community developers and industrial com-
mercial developers. We offer an excellent salary, bonus 
and benefits package. Outstanding career opportunities 
exist in each of our fast growing branches for: 

• Account Managers 
• Estimators 
• Irrigation Technicians 
• Project Managers 
• Sales Personnel 
• Foreman 
• Spray Technicians (QAC, QAL) 
• Superintendents 
• Supervisors 

For more information, visit: www.gothiclandscape. 
com or Email: hr@gothiclandscape.com 

Ph: 6 6 1 / 2 5 7 - 1 2 6 6 x 2 0 4 
Fax: 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! 

j< 
Consultai 
Consultants 

Phone: (209) 532-7772 
Email: contact@ JKSuccess.com 

K E Y EMPLOYEE SEARCHES 
Florapersonnel, Inc. in our third decade of 

performing confidential key employee searches for 
the landscape industry and allied trades worldwide. 

Retained basis only. Candidate contact welcome, 
confidential and always free. Florapersonnel Inc., 

1740 Lake Markham Road, Sanford, Fla. 32771 . 

Phone 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 
Enhunciti£ the American Landscape Since 19.19 

Brickman is looking for leaders 
who are interested in growing their 
c a r e e r s with a growing company. 

Nationwide c a r e e r and internship 
opportunities available in: 

• Landscape Management 
• Landscape Construction 
• Irrigation 
• Accounting 
• Business Administration 

Start growing your career at: 
bricktitangronp.com 

LANDSCAPE DIVISION 
MANAGER/OPERATIONS MANAGER 

Join the Western States team - one of the most diverse 
environmental contractors in the West located near the 
Rocky Mountains, a great place to live and play! WSRJ 
seeks a high-level manager to take our landscape con-
struction division to the next level. Proven track record 
in comparable position. Details @www.wsreclamation. 
com. E-mail resume, salary history & project completion 
history to LChenoweth@wsreclamation.com 

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 www.JKSuccess.com 

Where Professional Friendships 
Are Valued 
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c assi ified: 
Help Wanted 

TRUGREEN LandCare 
VA - MD - DC - DE - PA -NJ - NV - CT - MA - NH 

• Landscape Managment • Design & Installation • Irrigation Services 

H I G H G R O V E 
P A R T N E R S 

HighGrove Partners, L L C is growing and 
we need Leaders who want to grow 
with us and have fun along the way. 

Atlanta career opportunities 
are available in: 

• Sales 
• Landscape Architecture 
• Landscape Design 
• Irrigation 

Grow Your Bright Future Today! 
Contact us at 6 7 8 / 2 9 8 - 0 5 5 0 

Or careers@highgrove.net 
www.highgrove.net 

G R E E N S E A R C H 
GreenSearch is recognized as the premier provider 
of professional executive search, human resource 
consulting and specialized employment solutions 
exclusively for interior and exterior landscape com-
panies and allied horticultural trades throughout 
North America. Companies and career-minded 
candidates are invited to check us out on the Web at 
http: / /www.greensearch.com or call toll free at 
888/375-7787 or via e-mail info@greensearch.com. 

A C C O U N T M A N A G E R F O R 
R E S I D E N T I A L D I V I S I O N 

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 630/898-8059 or call 

Brandon at 630/774-7214. 

Natural High 
Are you enlivened by landscaping? Empowered 
by excelling? Motivated by managing? Tuned in 
to teamwork? Turn your energy into a successful 
long-term career at one of Southern CA's 
premier firms and help us reach new heights. 

We are looking for the following positions in 
our Landscape Maintenance, Plant Health Care 
and Tree Care Departments: 

• Account Managers 
• Branch Managers 
• Sales R e p r e s e n t a t i v e 

Branches in Los Angeles. 
San Fernando Valley, 
Santa Clarita 
and Ventura. 

email: humanresources^staygreen.com 
Fax: 877-317-8437 Website: www.staygreen.com 

Land-Tech Enterprises, Inc. is one of the 
Delaware Valleys largest multi-faceted 
landscape firms. Serving commercial 

clients throughout P A / N J / D E . 
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 
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Software 

T u r f G o l d S o f t w a r e Eas i ly M a n a g e s 
all Y o u r Projects O n or O f f Site 

r . 
k Ä R K M l l H i l 

Help Wanted 

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 

I career path. 

Landscape Maintenance Account Manager: 
V3-5 yr. experience including proper landscape 

maintenance procedures 
Turf & Ornamental Team Leader: 

>/ 3-5 years experience that includes identification & 
control procedures 

Irrigation Crew Leader: 
V s years experience A * ' ' V -

including thorough ^ J -
irrigation installation & , ^ ^ 
service knowledge _V ^ ^ ^ ^ 

(Bilingual & Sports turf experience 
is plus for all team members) 

Fax your resume to 203.316.5434 
or e-mail it to bmoorejr@easternland.com 

visit www.EasternLand.com for more information. 

Complete remote 
office. 

100% Synchronizable 
database. 

Print proposals on-site, 
eliminate data entry, 
streamline your 
business! 

Easily manage client 
records, create profes-
sional proposals, auto-
schedule jobs, route 
work orders with MS 
MapPoint, job costing 
and more! 

' A A • ! A i 

• • Kit« UM •>•- M . • •• 1 

Posts invoices to QuickBooks and includes 
built-in CAD Design Software. 

TM 
www.TurfGold.com 

1-800-933-1955 
TurfGold Software 
by Tree Management Systems, Inc. 

Help Wanted 

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 

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 
• 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 

V a l l e y C r e s t T ree C a r e S e r v i c e s , 
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 

visit us at www.lawnandlandscape.com 
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Software 

W v f U t í K ™ 
The U1 all-in-one software for lawn 
care and landscaping contractors 

C u s t o m e r Management 
Schedu l ing , Rout ing 

Job Cost ing , E s t imat ing 
I n v e n t o r y , Pu rchas ing 

Automat i c Bi l l ing, Invo ic ing 
AR/AP , Payrol l , Account ing 

Market ing , Mobile Comput ing 
Download a free demo of the software that has 

been setting the standard for two decades! 

www. wi ntac. net 1 -800-724-7899 

MOWERMETER 
g ^ ^ E a u m m e n t 

™ M a i n t e n a n c e S o f t w a r e 
Designedfor the 

Green Industry 
« Scheduling 
• Tracking 
• Costing 
• Parts Inventory ^jffiS ' _ 
Free D e m o 8 0 0 - 6 3 5 - 8 4 8 5 
WWW.MOWERMETER.COM 

Website Design Services 

ireenweosites 
I . c o m | Websites for Landscape 

& Lawn Care Pros 
Target Your 'Local' Market 

303-791-7817 
bob@evergreenwebsites.com • m m 

Web Designers 
Web Design, Brochures, Logos, Lettering and 
Printing Services for Landscapers. Your single 
source For marketing your landscape business. 

Samples online: www.landscapermarketing.com 
or call 888/28-DSIGN. 

Let government and foundation grants finance your 
small business, with up to $2,200,000.00, from over 
300 sources, (www.usgovernmentinformation.com). 
Free recorded message: 707/449-8600. (NK8) 

Insurance 
COMMERCIAL INSURANCE 
FOR THE GREEN INDUSTRY 

Competitive rates, comprehensive coverage 
and payment plans designed for your 

specific business needs. 

If you provide any of the following services we can 
design a program for your company: 
• Installation • Right of Way 
• Snow Removal • Holiday Lighting 
• Renovation • Irrig. Install./Serv. 
• Fertilization • Mowing & Maint. 
• Herb./Pest. App. • Tree & Shrub Serv. 

• Spill Clean Up 

Contact one of our Green Industry 
Specialists for a quote at 

800/886-2398 or by fax at 
740/549-6778 

M.F.P. Insurance Agency, Inc. 
rick@mfpinsure.com 

Market ing Serv ices 
Explode Your Business Growth in 2 0 0 7 

This proven step-by-step system will grow your 
business 50-100% in 120 days or less. Guaranteed. 
Call toll-free 8 8 8 / 5 3 4 - 5 1 2 5 option 1, 24 hrs a day 
for a FREE automated report to get all the details. 

GROW YOUR BUSINESS 
With One or Both Of These 

Great Service Offerings! 

^N ITET IME 
D E C O R " 

Landscape and Architectural Lighting 

â© $ED®I 
teMlrae&g 

I r r igat ion 

Always Open... 
Schumacher l r r igat ion .com 

Your Irrigation Superstore 

Landscape Equipment 
TREE STAKES 

Doweled Lodgepole Pine 
CCA Pressure Treated 

2" Diameter, Various Lengths 
Economical, Strong and Attractive 

Phone: 800/238-6540 
Fax: 509/238-4695 

JASPER ENTERPRISES, INC. 
We ship nationwide. 

Web site: www.jasper-inc.com 

, » ì>k£ ^ " i» ^ 
¡1 IH i 1 ». Ili # l 

1« . . . . f . . . -
T r a i n i n g — P r o d u c t s — S u p p o r t 

w w w . n i t e t i m c d e c o r . c o m 

1-877-552-4242 

¿ W W M U R Ì M T T W 

3 7 5 L o c a t i o n s in 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 Çrevv! 

j ^ j — » * j # 

s w B R * * H i ^ t e ì - w ^ r r r ™ 
\J V 

Cali Today! 
1-800-687-9551 

www.christmasdecor.net 

G P S Vehicle Track ing 
N o m o n t h l y f e e s 

C a l l 8 0 0 / 7 7 9 - 1 9 0 5 

w w w . m o b i l e t i m e c l o c k . c o m 

EXTREME GPS 
E x t r e m e G P S systems 

G P S tracking with satellite photos 
changing to fully digital unit 
www.extremegpssystems.com 

866/213-5139 

MENTION THIS AD FOR $100 OFF 

Pays to advertise in Lawn & Landscape classifieds 
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^ J j ^ w e do it 

Pricing Snow Removal 
For Profit 

The author is 

president of H P K Prop-

erty Maintenance, 

Blue Bell , Pa. Reach 

him at 610/275-7980 or 

k.pagurek@4hpk.com. 

At some point, contractors struggle 
with whether they are deriving 
fair compensation for their snow 

removal services, a question with an 
answer that ultimately results in fiscal 
success or failure. 

From my experience, the "Golden 
Rule" o f pricing is having an excel-
lent working knowledge o f my costs. 
Knowing my costs is the bottom line in 
all aspects o f pricing out snow removal. 
Knowing my costs allows me to be a 
competitive and profitable contractor. 
Combining those two aspects with ac-
curately estimating my time to complete 
a job tells me how my job margins are 
performing. 

THE NUMBERS I NEED. Lets say, 
for this example, the average two-car 
driveway (cars in the garage) takes me 
10 minutes to plow (including back 
dragging and clearing the wind row in 
front o f the garage doors) and another 
10 minutes to clear the sidewalks and 
path to the front door. I know I'll be on 
this job site for 20 minutes. 

I take my hourly rate, which I have 

predetermined based on what is com-
petitive in my market. This should be a 
figure I'm comfortable with and covers 
all o f my overhead expenses, i.e. insur-
ance, fuel, truck costs and time. 

For this purpose, I'll use an hourly 
rate o f $65 and divide it by 60 minutes 
then multiply it by the amount o f time 
I'm on site. This provides me with my 
base price for the job. This formula 
gives me a basis to start with and I can 
adjust this to reflect a level o f difficulty, 
to include a deicing product or other 
customer service, such as snow removal 
from cars, decks, roofs, etc. 

PRICING STRUCTURE. There are a 
variety of methods and formulas I use 
for pricing. I can invoice by the push, 
which means I charge each time I go to 
a site and provide a service. 

I can invoice per event, which means 
my invoice reflects the total inches o f 
snowfall for a particular storm. 

I can even invoice on an incre-
mental level where my pricing reflects 
increments o f snowfall with associ-
ated pricing, For example, 2 inches to 

Have an excellent 

working knowledge 

of your costs. Know-

ing all costs allows 

a contractor to be 

competitive and 

profitable. Combine 

those two aspects 

with accurately esti-

mating the time to 

complete a job, and 

you can determine 

how your margins 

are performing. 
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pricing eggs in one 

basket. By using different 

contract structures, 

you can secure some form 

of cash flow, even during 

a slow winter. Photos: 

Ken Pagurek 

2 " - 3 .99" $30 Base price 

4" _ 7 .99* $45 Using a multiplier of 1 .5% 

8 " - 1 1 . 9 9 " $75 Using a multiplier of 2 . 5 % 

3.99 inches is a set price, as 
is 4 inches to 7.99 inches or 
however I choose to set up the 
contract. 

When using this pricing 
structure there are a number 
of different ways to determine 
my price breaks. For example, if I 
determine my 2- to 3.99-inch pricing 
should be $30, the rest of my prices 
will be based on this number and a 
multiplier scale where prices in each 
category reflect the increased level of 
difficulty. 

Please note the multipliers I use 
here are no reflection of industry 
standards, but merely examples. Play 
with the numbers and multipliers un-
til you find a combination that keeps 
you competitive. 

SEASONAL CONTRACTS. Another 
billing method is seasonal contracts, 
which offer benefits to both me and 
my clients and are typically entered 
into for a minimum of three years. 

The biggest benefits of seasonal 
contracts are they give my customer 
a fixed number for budgeting their 
snow removal expenses and the ability 
to defer this cost over a predetermined 
period of time. 

For this example, consider a 
contract worth $47,000 per year for 
three years with six payments due to 
me between November 1 and April 
15. The monthly payments received 
are added into my operating budget, 
which provides me cash flow to offset 
expenses in slower snow seasons. 

Be aware, I research my seasonal 
snowfall totals over the course of sev-
eral years when I'm pricing. The end 
result should be a contract that one 
year my client may do better, one year 
I may do better and one year things 

will even out for both of us. 

O L D R E L I A B L E . There is 
the old-reliable method of 
time and materials operation 
( T & M ) where I bill hourly 
for each laborer and piece of 
machinery on site. 

I, personally, would rather not 
bid hourly/(time and materials) jobs 
as I see little benefit for the customer 
or incentive for me to finish the job 
in a reasonable time frame. I may 
enter into a T & M when I'm asked 
to remove and take snow off site or 
reposition piles. I may also build 
T & M pricing into my contract so 
if a snowfall event were to exceed 
a predetermined amount, the job 
would switch over to a T & M rate. 

Whichever method I choose, 
diversity is good - I don't like to 
have all of my pricing eggs in one 
basket. By using different contract 
structures I can secure some form of 
cash flow even during a slow winter. 
- Ken Pagurek • 
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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 64 53 

Adobe Commercial Truck www.adobeequipment.com 143 97 

Advanced Growing Systems .. .www.agsincorporated.com 61 51 

Alturnamats www.alturnamats.com 135 91 

American Roll-Off www.americanrolloff.com 64 54 

Arysta Lifescience www.arystalifescience.com 26, 27 22 

Bandit Industries www.banditchippers.com 51 45 

Bayer Environmental Science...www.bayerprocentral.com 44*. 45* 

Bobcat www.bobcat.com 43* 39* 

C&S Turf Care www.csturfequip.com 36 32 

Carson Industries www.hosenclose.com 140 94 

Case Construction www.casece.com 83 68 

Chemical Containers www.chemicalcontainers.com 120 86 

Clear/ Chemical.. www.dearychemical.com 2 10 

CLIP www.dip.com 46 40 

Compact Power 58 48 

Ditch Witch www.ditchwitch.com 121 87 

Dixie Chopper www.dixiechopper.com 25 21 

Dixon Industries ..www.dixon-ztr.com 94 73 

Dow AgroSciences ..www.dowagro.comAurf 71, 73, 127 

Drafix Software ..www.drafix.com 22, 23 ...20 

DSD International www.dsdinternational.com. 32 28 

DynaSCAPE www.dynascape.com 90 70 

Easy Lawn www.easylawn.com 64 55 

Envista www.envistainc.com 15 17 

EP Henry www.ephenry.com 47* 42* 

Ewing Irrigation www.ewingirrigation.com 145 98 

Exaktime www.exaktime.com 57 47 

Exmark www.exmark.com 54, 55 46 

Express Blowers www.expressblower.com .48 43 

Ferris Industries www.ferrisindustries.com 117 83 

Finn Corp www.fmncorp.com 72 59 

Franklin Electric www.franklin-electric.com 141 95 

GE Consumer Finance www.gemoney.com 79 67 

GMC Truck www.gmc.com 33, 35 

Grasshopper www.grasshoppermower.com 31 26 

Great Dane www.greatdanemowers.com 77 64 

Gregson-Clark www.gregsondark.com 74 60 

Honeywell Specialty Chemicals www.honeywell.com 9 14 

Hunter Industries www.hunterindustries.com 139 93 

Husqvarna www.husqvarna.com 69 57 

Hustler Turf Equipment www.hustlerturf.com 80, 81 

Irrigation Direct www.irrigationdirect.com 39 35 

John Deere www.johndeere.com 17 18 

|ohn Deere Construction www.johndeere.com 130, 131 90 

JRCO www.jrcoinc.com 42 38 

Kioti Tractor www.kiotitractor.com 41 36 

Kohler www.kohler.com 172 103 

Kubota www.kubota.com 3 11 

Lawn Solutions www.lawnsolutionscp.com 32 27 

LESCO www.lesco.com 19 19 

Line-Ward www.lineward.com 78 65 

Liquid Fence www.liquidfence.com 5 12 

Little Wonder ..www.littlewonder.com 125 89 

LT Rich Products ..www.z-spray.com. 28, 60 ....23, 49 

Marsan Turf www.marsanturf.com 38 34 

Maruyama www.maruyama-us.com 49 44 

Morbark www.morbark.com 67 56 

New England Grows www.negrows.org 76 63 

New Holland www.newhollandconstruction.com 11 15 

Nufarm Turf & Specialty... www.turf.us.nufarm.com 29, 97 ....24, 75 

Obex Data Services www.obexdata.com 135 92 

Opportunity Knocks www.oppknockspostcards.com... 60 50 

Oregon Outdoor 

Power Equipment www.oregonoep.com 153 100 

Race American www.paceamerican.com 30 25 

PBI Gordon www.pbigordon.com 37 33 

Pèrma-Green Supreme www.permagreen.com 92, 93 72 

Project Evergreen www.projectevergreen.com 75 61 

Rain Bird www.rainbird.com 171 102 

Real Green Systems www.realgreen.com 62, 63, 159 .. 52. 104 

Red Max www.redmax.com 59 76 

Rittenhouse ..... www.rittenhouse.ca 46 41 

RND Signs www.rndsigns.com 34 30 

Scotts LawnService www.scottslawnservice.com 123 88 

Shindaiwa ...www.shindaiwa.com 13 16 

Software Republic www.raincad.com 146 99 

STIHL. www.stihlusa.com 7 13 

Tafco Equipment Co ....www.tafcoequip.com 34 29 

Toro www.toro.com 89, 157 ..69, 101 

Turbo Technologies www.turboturf.com 78 66 

Turf America www.turfamerica.com 72 77 

Turfco www.turfco.com 95 74 

Tygar Mfg www.tygarmfg.com 91 71 

U.S. Lawns www.uslawns.com 70 58 

Visual Impact Imaging www.visualimpactimaging.com 75 62 

Walla Walla Sprinkler www.mprotator.com 142 96 

Weed Man www.weed-man.com 36 31 

Wells Cargo www.wellscargo.com 120 85 

Westheffer www.westheffer.com 42 37 

Wright Mfg www.wrightmfg.com 119 84 

Professional Landscape Design A d Index 

Dabmar Lighting www.dabmar.com 

Dimex Corp www.edgepro.com 

National Tree Co www.nationaltree.com 

Pine Hall Brick www.pinehallbrick.com 

Otterbine Barebo www.otterbine.com SI4 . 

..SI6 82 

....S4 .....78 

....S8 81 

....S9 79 

..80 

* Denotes regional advertising. This listing provided as a courtesy to 
Lawn & Landscape advertisers. 
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A Superior 3/4" Rotor 
Comes with a Price... 

$13 ; 
List Price v ] ) l J 
Rain Bird' 5 0 0 4 Rotor 

...a Lower One. 
($169 less per case than Hunter' PGP *) 

ListPrice$ 15 90 

Rain Bird' 5 0 0 4 Plus Rotor 

J 
, r 

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

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

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

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

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

RAIN^BIRD 
* Case price based on Hunter PGP 4" rotor list price of $21.95 per rotor as of September 1,2006. 

USE READER SERVICE # 102 

http://www.rainbird.com/5000


Relentless Power, 
legendary Performance 

KohlerEngines.com KOHLER 
USE READER SERVICE # 103 


