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200,000 SKID STEER LOADERS FOR 200,000 CUSTOMERS.

SATISFIED TEAM MATES.
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A SUCCESS BUILT AROUND YOU.

|
WHEN AT NEW HOLLAND WE DEVELOPED THE SKID STEER LOADER IN 1972, WE WERE CONFIDENT IT WAS A WINNING IDEA. :
WE WERE RIGHT. 35 YEARS AND MORE THAN 200,000 SKID STEER LOADERS LATER, WE CONTINUE TO BE THE LEADER IN o
CLASS. WE'VE SET PERFORMANCE STANDARDS THAT ARE UNMATCHED AND CONTINUE TO RAISE THE BAR ON ERGONOMICS. 1
IN OTHER WORDS, WE KEEP BUILDING THE NEW HOLLAND CONSTRUCTION SKID STEER LOADER AROUND YOU AND YOUR \
EXPECTATIONS. LOCATE YOUR NEAREST DEALER ON WWW.NEWHOLLAND.COM

\/
OVER 200,000 SATISFIED CUSTOMERS. \% NEW HOLLAND
|\ CONSTRUCTION i
© 2007 CNH America LLC. All rights reserved. New Holland is a trademark of CNH America LLC. BUILT AROUND YOU |
|
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THE ARMY KNIFE OF TURF HERBICIDES
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CRABGRASS * YELLOW NUTSEDGE * BROADLEAF WEEDS * TURF TOLERANCE * SPEED

G Pbi /cordon
corpoRation

An Emplovee-Owned Company

800-821-7925 = pbigordon.com/q4
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| NEED A MACHINE THAT'S DURABLE,
' RELIABLE AND THAT CAN TACKLE THE MOST
CHALLENGING LANDSCAPE!

| NEED A MACHINE THAT WILL
INCREASE MY CREW’S PRODUCTIVITY!

- | NEED A COMPANY THAT UNDERSTANDS
WHAT | NEED TO GET THE JOB DONE!

| NEED GRAVELY!

COMPARING 300% MORE |
COMPETITIVE UNITS AGAINST THE ‘ -f g
XDZ PLATFORM UNDER EXTREME

CONDITIONS.
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POWERTRAIN
WARRANTY

Best-in-the-business
medium-duty truck
warranty

Get to more jobs. Do them more profitably. And get on to the next. That's what
dependable Mitsubishi Fuso cabovers do for you. Our FE Crew Cab comfortably
accommodates seven with class-leading front and rear legroom. Plus, plenty of
room for equipment on its strong steel frame.

Going off-road? Our very maneuverable FG model offers 9" of ground clearance, all-
terrain tires, hi/low transfer case, locking hubs and more. Both our FE and FG models
feature turbocharged diesel engines, rugged transmissions and rear axles proven over
millions of miles, backed by a limited 5-Year/175,000-Mile Powertrain Warranty*.

If you want to work more turf, there's no harder-working truck to help you.

For a dealer, visit: mitfuso.com . y A \
* For warranty details and limitations, see your local dealer. FUSO
© 2007 Mitsubishi Fuso Truck of America, Inc THE RIGHT TRUCK FOR THE JOB
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SMART IRRIGATION CENTRAL

JULY

SMART
IRRIGATION
MONTH——

T he Irrigation Association named July Smart Irrigation Month to raise awareness abour
water efficiency. This month’s issue features a special section focused on smart irriga-
tion, but our coverage doesn't stop there. Check out these special features at www.lawnand-

landscape.com throughout the month to find out what you need o know about the issue.

LISTEN TO THE LATEST
Lawn & Landscape continues to provide you with multiple ways to learn how
to make your business better. Click on the podcast logo in the top right corner

of our homepage and choose the irrigation podcast to listen to an industry

expert explain what's new in irrigation and what's to come.

YOUR SMART IRRIGATION PRODUCT GUIDE
Watch your inbox July 19 for a special edition of our weekly
you don't receive our e-newslet- product e-newsletter. The resource that brings you a weekly
w laumandiandscape peek at the industry’s latest equipment and technology will
be devoted to smart irrigation products for one installment.
Ol CaN FEGISIET [Or OUT Week]) There you'll see a sampling of what irrigation manufactur-

HEWS Ana ProGuct e-newsieiier ers are doing to promote water conservation.

“I could care less what a lawn care product costs. If everyone figures out what it costs them to pull up to a house, before you get
out and do anything, you wouldn't be worried about what a product costs you. You want a product that works well and will not
generate any return service for you. Pulling up at no charge is going to kill you.” - Sam Lang, president of Fairway Green Lawn Care

in Raleigh, N.C., this month’s cover profile subject, in an online extra about pricing
g ) /] g

Check out the online extras in the “current issue” section on the bottom of our

homepage to read more tips from Lang that you'll only find on the our Web site.

8 lawn & landscape july 2007 www.lawnandlandscape.com
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The New E-Series

PRECISION HAVE FORMED
A PARTNERSHIP.

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

| Get more info at WWW.CAT.COM

CATERPILLAR

USE READER SERVICE # 14
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Developing Bench Strength
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editoria

cnndy code | editorial director

hile the Cleveland Cavaliers were unceremoniously swept out of the NBA finals,
losing four games to zero, they didn't reach the pinnacle of pro basketball by
happenstance.

Only two out of 30 NBA teams reach the finals in any given year presenting a
challenge to any coach who must field a team of five players, along with bench players,
to weather the hlt,h\ and lows of the long season. Most teams have one or two stars
— Lebron James in Cleveland's case - and an assortment of role players specializing in
defense, three-point shooting or speed.

Sure, one or two players regularly make the highlight reel on Sports Center, but a
team effort is the only way the team achieves overall success in the playoffs as well as
the record books.

While the Cavs lostand I have to endure chiding from my friends, the Cays surpris-
ing season often reminds me of parallels to running a successful business. Building a
sports franchise or building a business takes a clearly defined straregy, a leader to carry
out the plan and a team to bring the company’s goals to fruition.

The president or owner of a landscape company is recognized monthly on our
magazine cover. That person is the clearly recognized leader anj, generally, mastermind
behind the business. But that person didn achieve prominence without a strong
management team, crew leaders and front-line workers.

The key to any strong organization is not size, image or even technology; rather it's
talent, commitment and lcacf'crship While talent is essential at the top, it's incumbent
upon the owner or president to prepare for the future of his or her company. Your
company’s future depends on your ability to identify key employees, hire and retain
them and mentor them as the next generation of leaders at your company.

Bench players must be continually groomed in all facets of your business. Most
owners recognize this fact, but many are reluctant to fulfill his essential job obligation
for fear that 2 groomed employee might leave and start a competitive business. This
happens regularly in the landscape insustr_v. or any service industry for that matter.

Yes, the possibility exists that your most coveted employees might be lured away
by a competitor or the entreprencurial fever, but that doesn't mean you don't bring
them into the fold and share your hopes and dreams for your company. On the con-
trary, mentoring a young professional in the landscape industry should be a rewarding
experience even if they leave your company. Hopefully, that person will benefit from
your experience and bring a professional approach to his or her new business.

Depth is essential for any organization. Your company needs someone who will
step in and perform your responsibilities should you be hit by a bus or otherwise not
able to run your company.

Every sports team relies on its bench. Every theater company carries understudies
to back up its performers. We elect a president and a vice president so our country isn'
left without a leader should the president be unable to fulfill his duties.

Grooming your cmploucs to interact with customers, keep your crews running
efficiently and | keep your projects moving forward is viral to your business success.
What's the point of driving your business, building a customer base and accumulating
wealth if the business dries up when you're no longer at the helm?

Aligning your most talented employees with your most critical needs and projects
is essential to developing organizational depth. Don't put this off for another season or
another year. Bench players are essential to the depth and versarility of your business
and the future of the landscape industry. Il
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It’'s not a question
of what works...

it’'s how well it works.

Introducing EverGreen Software

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

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

Marathon Data Systems has an unparalleled commitment
to customer service and a mission to provide continuous
enhancements to our software.

The benefits of web-based software are revolutionary.
Evergreen Software is web-based, so there's no software
to install and maintain on individual workstations.

You can run Evergreen Software on a server in your office

or at one of our high-security data centers. Either way,
you will enjoy centralized data and anywhere, anytime
access. Evergreen Software is totally email-enabled and
includes seamless integration with your company web site.
And Evergreen grows as your company grows. It was built
from the ground up to handle the needs of the largest,
multi-branch companies in the industry.

call 800-762-0301 1o schedule a live
demonstration of EverGreen Software or visit us online at
www.evergreensoftware.com.

EverGreen Software

Where the industry is moving >>

USE READER SERVICE # |5
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sales and marketing

hree Of My Biggest Mistakes

'rccently addressed a group of land-
scape professionals in San Diego and
I had one contractor ask me what my
biggest regret was in my 24 years of
running a landscape company. I'm
asked this all the ame, but for some
reason, this time 1 really had to think.
I gave him thestandard *Oh, too many
to mention,” answer. But flying back ro
Ohio, I really thoughtabout his question.
What were the biggest mistakes I 've made
and could my readers learn from them?
Here are three mistakes I've made
operating Grunder Landscaping,

NOT REALIZING THE IMPORTANCE
OF PEOPLE. It took me way too long
to hire my first salesperson. I thought |
needed to do all of the sales myself. After
all, noonecould do itas well as I, and they
would just cause problems. It wasn't until
my eighth year in business that I hired a
salesperson. That person didn't last too
long because I had no clue how to hire a
good salesperson. But I learned alot from
the experience and realized others could
effectively sell my company’s services. In
fact, if I planned ro grow, I would need
others selling for me. Don’t wait too long
to hire someone o help you sell. In fact,
[ frequendy rell contractors I'm coaching
to hire a salesperson: “Remember, a good
salesperson doesn’t cost you money, they
bring you money.”

NOT ATTENDING INDUSTRY SEMI-
NARS UNTIL 1991. If ] had gone to the
seminars offered by PLANET, ANLA,
and the countless other groups in 1984,
there's no telling where I'd be today. 1
didn't go because I was afraid — afraid
no one could possibly understand what
I'm going through. Surely those compa-
nies had far bigger problems than those
of my $100,000-per-year company. |

was dead wrong. By being a member of
PLANET, I had the opportunity to meet
Frank Mariani, who arguably runs the best
landscaping company in America. Today
Frank serves as a mentor and has helped
me grow and prosper. | also met many
other landscape contractors who shared
their ideas with me.

Landscape contractors, | have discovered,
pretty much share the same business prob-
lems, excepr they're either bigger or smaller
in scale. Don't wait to go to a seminar.
Attend the next one you can, find other
successful landscape contractors and rake
them to dinner. You'll be amazed at what
you can learn for the cost of a steak.

UNDER APPRECIATING TIME MAN-
AGEMENT. | was in business for almost
10 years before I realized the more | knew
abouttime management, the moreefficient
I would be, and the more profits I could
make formy company. I have studied every
piece of information I can get my hands
on about time management. It has made
a difference. No salesperson has a chance
of reaching his full potential if he doesn'’t
use his rime wisely.

For the past 15 years | have written a
to-do list detailing what I planned to ac-
complish the next day. I'm not going to lie,
some days I do better than others. Butone
thing is tor sure, I'd be lost without my list
and waste a ton of time and money.

My friend Ed Eppley says successful
people do the things unsuccessful people
don't want to do. | would add that the
difference between success and failure is
often associated with doing those things
we need to do vs. doing the things wed
like ro do. Procrastination is the language
of the poor. If you put offimportant tasks,
then expect to be poor.

Please learn from my mistakes in a way
that makes your company better. |l

, consultant and author, as well as owner of Grunder
Co., Miamisburg, Ohio, Reach him at 866/478-6337,

3k i} landnpmlu@g:m gie.net or via www.martygrunder.com.

www,|awnnnd|andscape£om
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benchmarking your business
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F;lcmring is one of six estimating meth-
ods — including Market-Driven Unit
Pricing, the Single Overhead Recovery
System (SORS), the Dual Overhead
Recovery System (DORS), the Multiple
Overhead Recovery System (MORS)
and the Overhead and Profit Per Hour
(OPPH) — used within the green industry.

The prices these methods calculate
often vary dramatically for the same job or
service. In fact, they can vary so much that
a critical look at each method is not only
useful, but also imperative for contractors
who want to understand costs and pricing
structures. Understanding these methods
is important when a contractor needs to
take his best shot at the bid rable.

Factoring is another word for multipli-
cation. Simply put, its formula is: Factor
1 multiplied by Factor 2 = The Product.
Applying numerics to the formula looks
like this: 2 x 3 = 6. The 2 and 3 are factors
of the product 6.

Using the factoring method, also called
the multiplier method, we simply multiply
estimated material costs by a “factor.” The
factor may be based on past Profit & Loss
statements, or may be a number “arrived”
at as a result of monitoring past competi-
tive bidding situations.

The rationale is if you ended a previous
calendar or fiscal year with a sufficient net
profit, and if material costs were 33 percent
ofyour gross sales for that year, then all you
have to do is multiply material costs for the
new year by a factor of 3.0. Supposedly,
this will produce prices that will cover all
costs mcrmsun sufficient net profit.

The Haws in this method are too nu-
merous to mention, butit’s surprising how
many contractors bid their work using this
“material-times-two” approach. Job costing
the most critical component of your bids

-Factoring Material Costs

— field labor — is impossible and many
contractors use this method until they
learn a better way to price their services.

The only variables addressed in this
method are theamountof materialsand the
factor (2.0, 2.5, 3.0, etc.). Unfortunately,

factoring doesn’t address the multitude of

other variables — general conditions, net
profit markup, site conditions, etc. — that
apply to your bids.

Jobs A & B Using the Factoring Method

B Job 1-\. Job B
Material costs $20,000 $10,000
Factor x 3.0 x3.0
Price $60,000 $30,000

Turn your attention to the two sample
jobs (above). Assume both jobs take a three-
person crew one month to complete. Job A
may have more expensive materials than job
B. Or Job B may have a lot of demolition
involved. The 3.0 factor calculates a price
on these jobs of $60,000 and $30,000,
respectively. The additional $40,000 and
$20,000 is intended to cover general and
administrative (G8A) overhead costs, net
profit margin, field labor, laborburdenand
equipment costs. If the net profit margin
is 20 percent for both, that equates to
$12,000 on Job A and $6,000 on Job B.
Thatleaves $38,000 on Job A and $14,000
for Job B to cover these costs (without net
profit). That's ridiculous. The G&A over-
head costs, labor and labor burden costs
should be the same for both jobs as they
both require the same amount of time to
complete.

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.

www.|awr\andlondscape.com
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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.

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!

www.FerrisIindustries.com/lawn * 1(800)933-6175

USE READER SERVICE # 17



http://www.Ferrislndustries.com/lawn

|

people smarts

“Partnerships: A Real Asset
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t occurred to me when | started Green-

Search almost 15 years ago that there
exists a preponderance of partnerships
in our industry. I then found a statistic
suggesting a business begun by partners
had greater potential for long-term surviv-
ability than one started by a single owner
— but it takes a lot of work.

Partnerships in business require many
of the same characteristics found in long,
enduring friendships.  .ecommon theme
permeates both relationships — values
count. To emphasize this last point, ask
anyonein your circle of network contacts if
that is true or not. My guess is the answer
almost always is yes.

Successful partnerships, like friend-
ships, endure because of a common belief
in core, shared values. These values never
dilute the individual strengths and creativ-
ity each partner brings to the enterprise.
However, when the chips are down and
tough decisions must be made based upon
issues of character and what is the right
thing to do, they are the glue that holds
everything together. These values may
vary in both number and description, but
those who share them know what they are
and when they should be applied without
delay, debate or long-winded discussions.

Here are some values to consider.

HUMILITY. Sooner or later, partnerships
peel back the veneer that covers each
individual’s strengths and weaknesses.
Circumstances conspire and partners face
the fact that one is clearly better than the
other in certain aspects of the business.
Many times this is a difficult admission to
makeand the potential for resentmentand
jealousy is great. Enduring partnerships
avoid this pitfall by taking quiet pride in
the other’s strengths and a sense of relief
that this talentbelongs to their team rather
than with a competitor.

LOYALTY. Partnerships, like friendships,
have their ups-and-downs. Loyalty,
though, never has a bad day. Like a laser
beam, loyalty is straight and true. It is not
adversely affected by its surroundings. As
you look back in history, men and women
have willingly given up much because of
an unyielding sense of loyalty to a cause
or another person. This principle holds
steady and true in business.

ABILITY TO GIVE AND TAKE. No one
has all of the answers all of the time. How-
ever, what separates success from failure is
sound advice delivered in a timely fashion.
Theability to takeand give counsel requires
awillingness to take achance on offending
someone while offering a worthwhile and
objective perspective, Just as important is
the willingness to ask for counsel and take
it seriously when it is given,

HONESTY. This is a bedrock issue.
Throughout history and the chronicles
of many successful landscape businesses,
there was the inevitable moment in each
friendship in which there was nothing else
to speak but the truth. The truth hurt in
some situations and it was not until years
later that the friends recognized the courage
it took to be honest when it would have
been easier to say nothing. Although itmay
appear to do otherwise, honesty strength-
ens any business relationship.

Clearly, these four values are but a
few that could be applied successfully to
business partnerships, but they do give us
much to work with and consider.

Give your business partnerships and
friendships some thougEl and attention
daily.

The time we spend rogether in work is
much greater than the time we spend with
cach other in almost any other endeavor.

Every little bit helps. I

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.

Www, |awnandlandscape.com
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Depend on the Isroven
Durability and Performance
of Cheng Shin Tires.

7 " gs‘p For more "lﬁformation on Cheng Shin Tires,

see your local dealer or distributor.
Cheng Shin Tires |
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-Weathering Drought Conditions

B\ now, nearly everyone has heard about
the drought conditions plaguing many
regions of the United States this summer.

And if you're operating a landscape
maintenance company in one of those
areas, then you've noticed much of the
plant material you're taking care of is off-
color and wilting, especially during the
hottest periods of the day.

So how can we best tend to the needs
of these green spaces and our clients?

Turf usually shows drought symptoms
before trees and shrubs. For turf, symptoms
manifestin grass becoming gray to brown-
ish in color. When the lawn is walked on
you will see the foot steps from the lack
of interior cellular pressure.

Ihere are some common myths to be
aware of when managing turf through
drought conditions. First, do not give up
on fertilizing during low-water conditions.
Fertilizing is very beneficial with a nitro-
gen and potassium ratio of 1:1. Likewise,
using slow release fertilizers reduces burn
potential. Also, using iron promotes color
without promoting growth.

Next, it's OK to cut the turfas long as
you don't mow more than one third of the
gr;m blade off, which will stress the plant.

Likewise, don’t mow during the hottest
parts of the day, cut with a sharp blade
and refrain from blanker applu.mons of
herbicides or quick release high-nitrogen
products to stressed lawns. Ifweed control
is needed, it is best to use a spot-spray
strategy to address the problem.

Another popular misconception is a
brown lawn isa dead lawn. Turfwill brown
when it goes into dormancy to reduce
water consumption. In fact, infrequent

deep water is the best strategy for turf

during drought times.
Reducing irrigation to as little as a
half-inch of water over a two-week period

may be enough to prevent dehydration of

the crowns, rhizomes and roots. And if the
lawn does nor receive at least 1 inch of
water during a four- to five-week period
when itis dormant, sever dehydration can
lc;ld to dcath.

With trees and ornamental shrubs
you'll notice wilting during the heat of the
day and leaf margins browning from the
edges toward the mid vein. If the drought
is serious enough, defoliation will occur
and deep, infrequent watering will be the
key to keeping them healthy.

Annuals will often be the first plants
to show drought conditions due to their
immature shallow root systems. Generally
they will be stunted and wilted.

Ultimately, educating the customer is
the best strategy a contractor can employ
to weather drought conditions.

Ideally, you've performed your due
diligence and discussed drought potentials
with your clients. You've convinced clients
to aerate heavily thatched lawns in the fall
and/orearly spring. Likewise, you'veadded
soil polymers when planting trees and
shrubs and moisture retaining products
to the turf to help retain moisture ar the
root zones. Maybe you've even incorpo-
rated drought-resistant plant typesin your
landscape designs.

While these measures are all good
starting points, many times, though, the
client education process starts when lawns
go off color. Let clients know whar the
best course of action is during this rime
period and give them the straight facts of
what they can expect, both visibly and
economically.

Also, consider investing in a soil probe.
They're great tools for showing the custom-
ers what the moisture is in the soil core.
Lastly, consider employing wetting agents
which help water penetrate hydrophobic
soil conditions by reducing surface ten-
sions. Good luck. 8

Jb toorish and brian kelle
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are part of LESCO's Tech Services Department. They can be reached ar
fromthefield@gie.net or at 800/321-5325 ext. 6150 to answer technical questions.
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“What do we do after clearing 330 acres?
We start all over again.”

“When we got the contract to maintain one power keeps the crew going 12 hours a day.

of the largest independent power plants We cut downtime, too, thanks to increased
in the world, | went out and got the most fuel efficiency and interchangeable parts.
powerful and durable equipment on the | opened my doors with STIHL equipment,
market. So my guys carry nothing but STIHL  now | wouldn't use anything less. | have
trimmers and edgers. This property has it 330 reasons why.”

all—storm drains, slopes, ponds and acres

of tough vegetation—so the increased www.stihlusa.com 1 800 GO STIHL
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; what's the deal?

question or issue posed by the editors.

The editors of M‘Im and mmagazines believe

ongoing dialogue between contractors and commercial dealers is essential.

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

This month's question: “Should dealers offer commercial customers special

hours? Are dealers’ hours convenient and sufficient for commercial customers?”

THE DEALER:
Dante Terzigni, owner, Do-Cut Sales & Service,
Warren and Canfield, Ohio

“The good commercial contrac-
tors p%an ahead and really don't
have surprises that necessitate
an emergency visit to a dealer-
ship, Because of this, | think our
hours are plenty. I think a lot
of contractors these days very
easily can plan ahead. There’s
no reason to go to a dealer on
Sunday. We are open Sundays,
but only for a few hours. Not
including Sunday, we're open
69 hours during the week. This
business is extremely competitive. It goes from almost no
business to extremely busy. We literally do 50 percent of a
year’s business in three months and you have to watch how
many hours your employees are working. You have to look
at employee burnout. For them to work extra hours could
be problematic. If they’re working too many hours, quality
and attitude suffer and it can show in their work.

“With most commercial customers, they go to one or
two dealers exclusively. They tend to learn their dealers’
ways. Because of this, they know when they can get equip-
ment serviced and they plan for it.

“With Interner sales and special shipping, and ship-
ping that we can arrange directly from the manufacturer,
contractors can get the things they need.”

[

THE CONTRACTOR:
Chris Beeler, branch manager, Stay Green,
North Hollywood, Calif.

“As far as equipment like mowers is
concerned, | don'texpect my dealer to
beopen past 5 p.m. Ifs more important
for me as a contractor for my dealer to
have the equipment and parts I need
than to be open all hours of the day.
They also know what we need and
can help make sure those items or
equipment are on-hand.

“But carly morning hours are most
beneficial to me and the crews. It all \\ \
comes down to good planning. We :
know in advance what’s needed and
can plan for it. It's not an efficient use of time for someone
to run down to the dealer on the spur of the moment because
we need something. All of the most commonly used items,
like filters, we try to have well-stocked. If something does
arise and a mower goes down and it’s after-hours for a dealer,
we'll shift resources within the company to make it work. It
may be a bit of an inconvenience to move equipment around
on short notice, but this is a team effort and that’s not going
keep us from working.

“Ina pinch, dealers I do business withare accommodating.
I've called dealers ar closing time, at say 6 p.m., and have
asked them to remain open in an emergency, and they've
been accommodating.”

say what's on your mind

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

20 lawn & landscape july 2007 www.lawnandlandscape.com
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» They saymany
| hands make light Work.

What they don't sayis
how mucha hunch of
handsgoes for

these tays.

J)LEAF Hert

Fact is, hand-weeding can strangle your profits in no time. Maybe that's why so many nursery operators are opting for the proven, long-lasting
weed control of Gallery® specialty herbicide. Gallery effectively controls 95 species of broadleaf weeds - including chickweed, spurge and oxalis — for up to
eight months. And Gallery can be used on 440 field-grown and 230 container-grown ornamentals, Gallery can also be applied in an over-the-top application
on more than 400 ornamentals. This year, take a hands-off approach to weed control with Gallery. @ Dow Agroscience

Saves on Labor elflt. m‘

Specialty Herbicide

Tracemark of Dow AgroSciences LLC
Araays el and tolon be! Sirectont
~an SOWNGTo comitul | 1-800-285-3726

.
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IMMIGRATION UPDATE

The Future is Uncertain
for Senate’s Immigration Reform Bill

he Senate is expected to

wrap up work on its com-
prehensive immigration reform
bill by early this month, but the
likelihood S.1639 will pass is
still uncertain. In the meantime,
greenindustry groups are hope-
fuland urge contractors to voice
their concerns to Congress.

Following the early June
setback in which Senate Major-
ity Leader Harry Reid (D-Nev.)
pulled the bill from the floor
because it failed to gain enough
votes to limit debate, Senate
leaders have reached a new
proposal including a deal to
consider 20-plus amendments.

This bill contains a number
of provisions that are favor-
able to the landscape industry,
including reform of the H-2B
seasonal worker program that
would address the restrictive
cap, in addition to a legaliza-
tion mechanism for currently
undocumented workers.

If Congress fails to pass this
bill, green industry trade groups
expect labor woes to worsen,
immigration raids and enforce-
ment to step up and a rush by
states and municipalities to take
the immigration issue into their

own hands. Many of these bills would penalize employers
with unauthorized workers or mandate additional verification

programs for employment.

Already this year, |,169 immigration-related bills have
been proposed in states and municipalities — this is more
than twice the 570 similar bills proposed in 2006, according
to the American Nursery & Landscape Association.

Inthe meantime, the industry should continue puttingits full

) )
Iawrm.’vr!lm\(l';v, ape.com

Visit the Lawn & Landscape Web site to stay up

to date on immigration and H-2B issues and all

brealung news.
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TAKE ACTION

supportbehind comprehensive
measures, says Bob Dolibois,
executive vice president of the
ANLA. “We may eventually get
to the point where compre-
hensive reform is categorically
dead and we need to move
forward particularly with the
H-2B exemption for return-
ing workers expiring — we do
need to do something about
that — but the reality is as long
as comprehensive reform has
evenafaintheartbeat, it'sstillin
our bestinterest as an industry
overall to continue to push for
comprehensive immigration
reform,” Dolibois says.

The call to action for indus-
try members, Dolibois says,
is to contact Senators urging
that they move forward with
the passage of S.1639 in addi-
tion to restating the industry’s
interests in securing changes
in the law that will assure a
reliable workforce moving
forward. — Marisa Palmieri

and talking points to communicate with legislators. To
contact your congressmen, visit their sites at www.anla.

org, www.landcarenetwork.org and www.clca.org.

ANLA, the Professional Landcare Network and the
California Landscape Contractors Association all have
legislative contact tools on their Web sites that allow
contractors to track important issues, search for repre-

sentatives and formulate template-based letters, e-mails

WwWW, lawnandlandscope com
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WEATHER WATCH

t h e industry

NOAA Predicts Busy Hurricane Season

Experts at the NOAA Climate Prediction Center are projecting a 75 percent chance
that the Atlantic Hurricane Season will be above normal this year — showing the
ongoing active hurricane era remains strong. As a result, NOAA recommends those
in hurricane-prone regions begin their preparation plans.

“For the 2007 Atlantic hurricane season, NOAA scientists predict |3 to |17 named
storms, with seven to 10 becoming hurricanes, of which three to five could become
major hurricanes of Category 3 strength or higher,” says retired Navy Vice Adm. Conrad
C. Lautenbacher, undersecretary of commerce for oceans and atmosphere and NOAA
administrator. An average Atlantic hurricane season brings | | named storms, with six
becoming hurricanes, including two major hurricanes.

Climate patterns responsible for the expected above normal 2007 hurricane activ-
ity continue to be the ongoing multi-decadal signal (the set of ocean and atmospheric
conditions that spawn increased Atlantic hurricane activity), warmer-than-normal sea
surface temperatures in the Atlantic Ocean and the El Nino/La Nina cycle.

“There is some uncertainty this year as to whether or not La Nina will form, and
if it does how strong it will be," says Gerry Bell, lead seasonal hurricane forecaster at
the NOAA Climate Prediction Center. “The Climate Prediction Center is indicating
that La Nina could form in the next one to three months. If La Nina develops, storm
activity will likely be in the upper end of the predicted range, or perhaps even higher

) AERATION HAS NEVER
BEEN THIS EASY!

1804 BODY...... :

1806 BODY......$ 4.75
1812 BODY......$ 6.75
Sto.Nozzes....$ .95
ApJ.NozzLes....$ 1.00

L1804
(2L Buy the Box or Ba
PricE x .

1”DV VALVES
100-DV & DV-SS........ $ 13.00

19 HP Kawasaki; 16¢c Hydro Gear pumps;
9 mph ground speed; 80,000 sq/ft per hour

Muitipie attachments
* 20 gal. spray system
* Dethatch Rake

* 120 Ibs hopper
* 36"/46" tine heads

B L.T. RICH rrooucrs. inc.
WWW.z-spray.com © 877-482-2040 e sales@z-spray.com

100- DVF & DVF-SS....$ 14 00
Ask Asoutr QuANTITY PRICING _

Order By 1 p.m. v
SHIPS SAME DAY

800-600- TURE )

M-F 7:30-5 SAT 8-1ro1  Call Now & Save

www. SPRINKLERS 4 LESS.com

FREE

Available Shipping
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depending on how strong La Nina
becomes. Even if La Nina does not
develop, the conditions associated
with the ongoing active hurricane era
still favor an above-normal season.”

“With expectations for an active
season, it is critically important that
people who live in Eastand Gulf coastal
areas as well as the Caribbean be
prepared,” adds Bill Proenza, NOAA
National Hurricane Center director.
“Now is the time to update your
hurricane plan, not when the storm
is bearing down on you."

The Outdoor Power Equipment
Institute (OPEI) Education & Research
Foundation offers these suggestions.
Preparing for the storm season:

* Make sure you have the right equip-

Nashville TN September, 18
Atlanta GA September, 19
Montgomery AL September, 20
St. Louis MO September, 21
Orlando FL October, 16
Louisville KY October, 22
Houston TX October, 29
Dallas TX October, 30
Anaheim CA November, 13
Oakland CA November, 14
Indianapolis IN January, 8
Columbus OH January, 9

Pittsburgh PA
Myrtle Beach SC

Check our website for more
locations and updates

January, 10
January, 17

ment to handle post-storm clean up.
* Check existing equipment to make
sure it's in good working order. Get
repairs done in advance of a storm or
consider purchasing new equipment.
* Make sure you have adequate fuel
and that the fuel is stored properly
For chain saw use, make sure you have
gloves, eye and ear protection.

After the storm:

* Do not operate power generators in
enclosed areas. Carbon monoxide is a
colorless, odorless gas that can become
concentrated in enclosed areas and
cause serious injury or death.

* For chainsaw operation, keep chil-
dren and pets out of the work area;
handle gas carefully and don’t overfill;
keep hands and feet away from any

moving parts; wear proper footwear,
snug clothing, gloves and eye/ear pro-
tection; do not overreach; secure your
footingand plan retreat path; and watch
for “kick-back,” aviolent reactive force
propelling the cutting bar back toward
the operator.

The Atlantic hurricane season runs
from June | through November 30,
with peak activity occurring August
through October. The NOAA Climate
Prediction Center will issue an updated
seasonal forecast in August just prior
to the historical peak of the season.

\1\'\%‘\‘-.':!\\.‘”.I-".k”dlhJ'»\ ape.C

For the latest industry news, updated daily, visit
the Lawn & Landscape Web site.
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Systems.

«Telemarketing - Block Leading
« Direct Mail - Neighborhood Marketing
» Internet Advertising - Web Site “The 24 Hour Store Front”

These free Marketing Seminars are presented by Joe Kucik, owner of Real Green
At this seminar, you can learn first hand how Joe, and other
businesses that have consulted him, have dramatically increased revenue and
profitability using his proven marketing techniques. If you are interested in
growing your business, this is an event you cannot afford to miss!

Learn proven marketing techniques such as:
« Building a Marketing List - Door-to-Door Sales

1,800 people registered last year and are growing their businesses right now!

Visit: www.realgreen.com/seminar.asp

or Call: 1-800-422-7478 ext.172
space is limited, lunch will be provided

USE READER SERVICE # 23
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IN THE NEWS

Money Magazine

Addresses Value

of Landscaping
oney magazine, in its June issue,

M promotes the increase in home
value and selling price that landscape
improvements provide. The article
quotes a Michigan State University
study, funded by the Horticultural
Research Institute (HRI), the research
arm of the American Nursery and Landscape As-
sociation, that found, “depending on where the
house is located, high-quality landscaping adds 5 to
Il percent to its price.” Also quoted in the article
is ANLA Landscape Division Board member, Chris
Valenti, owner of |B Landscaping in Lewes, Dela.
Thearticle promotes the fact that, “landscaping

adds more value than almost any other home renova-
tion." Money magazine also informs homeowners
that even if they are not planning a move right away,
“landscaping is the one home improvement that actu-
ally appreciates over time.” Other recommendations
include investing in larger sized, unique material for a
more significant impact, as well as annual color plantings
and lawn fertilizing and maintenance.

CHECK OU NTIRE LINE
OF LAND

£ TRAILERS

oy A

© HOOH MACK AMERICAN, INC. SUMMIT

HAMMER

THE BEST GROOMED LANDSCAPE TRAILERS.

oo -
CONQUEST CARGOSPORT
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ENGLISH TO SPANISH

PHRASES

onsidering that a growing num-

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

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

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

— Pocket LA.net
o= =T=——1 Live GPS Truck Tracking
5 | e 3 LANet Handheld Data Collection
= | - l Lawn & Pest Assistant Il Voice Tum By Turn Directions
- .
' Mapping Assistant
* Overhead scrolling maps
» Reduce Fuel Cost
* Increase Productivity
* Production Entry
* Prepay Calculator » Neighbor Pre-notification * Estimates
- Suggested Service Price  * Satellite Imagery * Invoices
+ Technician Truck Tracking  * Call Log * Block Leading
* Quick Data Entry « Neighbor Search « Speed up Data Entry
* Report Favorites * Mapping Assistant

Real Green Systems ¢ 1-800-422-7478
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ENGLISH: Have you used a sod cutter before?

SPANISH: Ha utilizado una cortadora de césped/prama/pasto/tepe/

terrén anteriormente? (ah oo-tee-lee-SAH-doh OO-nah kohr-tah-DOH-rah
deh SEHS-pehd/GRAH-mah/PAHS-toh/TEH-peh/teh-RRROHN
ahn-teh-ree-ohr-MEHN-teh?)

ENGLISH: We need to apply fertilizer with a push spreader.

SPANISH: Debemos aplicar fertilizante con el roceador de mano.
(deh-BEH-mohs ah-PLEE-kahr fehr-tee-lee-SAHN-teh kohn ehl roh-she-ah-
DOOR deh MAH-noh.)

ENGLISH: We need to mow this lawn.

SPANISH: Debemos cortar este césped/grama/pasto/tepe/terrén.
(deh-BEH-mohs kohr-TAHR EHS-teh SEHS-pehd/GRAH-mah/PAHS-toh/
TEH-peh/teh-RRROHN.)

ENGLISH: We need to remove all clippings from the lawn as needed.

SPANISH: Debemos retirar todos los recortes del césped/grama/pasto/tepe/
terrén a medida que se necesite. (deh-BEH-mohs reh-TEE-rahs TOH-dohs
lohs reh-KOHR-tehs dehl SEHS-pehd/GRAH-mah/PAHS-toh/TEH-peh/
teh-RRROHNah meh-DEE-dah keh she neh-she-SEE-teh.)

ENGLISH: We need more bags.
SPANISH: Necesitamos mas bolsas. (neh-she-see-TAH-mohs mahs BALL-sahs.)

HANDHELD TECHNOLOGY

Learn More @ www.realgreen.com
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SMART

IRRIGATION
MONTH——

1 percent

Source: EPA

of the Earth’s water is available for human use, though approximarely
75 percent of the Earth’s surface is covered in water.

120 gallons

pproximate number of gallons of
water the average American family uses
outdoors daily. More than halfof thatis used for
watering lawns and gardens. It’s estimated that

families use another 280 gallons of water per

day indoors. percent

of water savings potential
Soutcas EPA most manufacturers expect

from smart controllers.

Source: EPA

percent
Estimated percent of
landscape irrigation that’s
wasted due to evaporation,
runoff or overwatering.

‘.’iourre: EPA

Amount of all residential water use
that goes to landscape irrigation
nationwide — totaling more than
7 billion gallons per day.

Source: EPA

o
o

Number of gallons of water that have
been saved since Florida began requiring
rain sensors in 1991,

Source: Hunter Industries
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Population
Will Rise in
Dry States

The U.S. population topped 300 million
in 2006 and it isnt expected ro slow down
anytime soon, with some estimates pre-
dicting 30 percent growth to more than
400 million by 2050.

Critical to smart irrigation and water
conservation is the fact that population
growth is especially prevalent in areas
where the water supply isalready stressed.
The 50 fastest growing metropolitan areas
are concentrated in the West and South.
The top 10 are:

1. St. George, Utah

2. (;fk'\'lk"\'. Colo.

i

, Cape Coral-Fort Myers, Fla.

4, Bend, Ore.

5. Las Vegas-Paradise, Nev.

6. Provo-Orem, Utah

. Naples-Marco Island, Fla.

8. Raleigh-Cary, N.C.

9. Gainesville, Ga.

10. Phoenix-Mesa-Scortsdale, Ariz.

Source: Census

Number of states thar anticipate
local, regional or statewide water
shortages by 2013, even undernon-
drought conditions, according toa
Government Accountability Office
survey of water managers.
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JULY 14 - 22 Aquascape’s Pondemonium Annual Water Garden Training, St. Charles, lIl. - tht
Contact: .pondemonium.org, 866/877-6637, ext. 1668-U.S., 866/766-3426-CAN. il
ontact: www.pondemonium.org ex :m e
JULY 15 - 17 Professional Landcare Network Day on the Hill and Renewal & Remembrance “send an-announces
Event, Washington, D.C. Contact: www.landcarenetwork.org, 800/395-2522 ment at least

12 weeks in

JULY 17 Ohio Turfgrass Foundation Regional Seminar, Centerville, Ohio. advance to
Contact: www.ohioturfgrass.org, 888/683-3445 mm

JULY 17 - 19 PA Green Expo, Harrisburg. Contact: www.pagreenexpo.com, 800/789-5068

JULY 23 - 25 American Nursery & Landscape Association Legislative Conference,

Washington, D.C. Contact: www.anla.org, 202/789-1893 "
— -

JULY 24 - 26 Penn Atlantic Nursery Trade Show (PANTS), Adlantic City, N.). www.lawnanc “d”dscm

Contact: www.pantshow.com, 800/898-34 |

MARKETING TooLs
Printing Services Posting Signs

* Brochures and Mailers . Sy Don’tjustpost
» Doorhangers and Flyers Anave & F-"Seoy, G RN S
» Custom Design and Printing P Al EX57  Grow your business!

A’BC1ll(lfu|
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Our
Business g TyyFrT
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REAL GREEN SYSTEMS
1 -800-422-7478
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INSIST ON AUTHENTIC CLEARY LANDSCAPE PRODUCTS:
3336 F 3336 WP 26/36 Endorse Alude Spectro 90 TriStar 70 WSP TriStar 30 SG
Protect DF Spotrete Sentry Buck Off
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Cleary.

There’s no room for guesswork when it comes to effective
control of pests and fungus. That's why landscape professionals
everywhere have come to depend on Cleary’s solutions to keep
their lawns and gardens lush and beautiful. Backed by a 70-year
tradition of excellence in product research, innovative formulation
and unsurpassed customer service, Cleary products provide you
with the confidence you want and the protection you need to keep
your landscapes, and your business, growing healthy every day.

Discover ENDORSE® —
a new, unigue mode of action for
disease management from Cleary.

With a proven track record in the control of many economically
threatening turf diseases, Endorse" is now available as a totally
new management tool for horticultural applications. Using
a new active ingredient for the U.S. market, Endorse” works
like no other fungicide around — employing a unique mode
of action that obstructs the production of chitin while inhibiting
spore generation and mycelium growth. And while Endorse” is
easy on your plants, it's tough on disease —

| _— ? providing foliar and translaminar systemic

. T . - .

= . w | activity for superior control of Botrytis,
‘ Powdery Mildew and others.

. .Jﬂ
1 ENDORSE / Why leave the health and beauty of your
\ :

e e landscapes to chance? Discover all the
" N
WS 25t SHUmIantes FAnNGIe: & advantages of new Endorse* fungicide and

our complete line of landscape products by
contacting your local distributor or visiting
www.clearychemical.com.

We'll make your day look better than ever.

CELEBRATING 70 YEARS OF INNOVATIVE TECHNOLOGY UNPARALLELED CUSTOMER SERVICE
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cover story

play It
Again,

Sam

Fairway Green's Sam Lang takes a cumulative

approach to marl(eting and client development.

32 lawn & landscape july 2007 www.lawnandlandscape.com
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“We know where every
account comes from,

how long it's been on the
books, how much revenue
we generate off of it and
what source of marketing
brought it to us. We know
where we are getting the
most bang for our buck.”
- Sam Lang
Photo: Tim Broyer




cover story

Photo: Tim Broyer

en years ago, a national
competitor approached
Sam Lang about selling
his lawn care company,
Fairway Green. “| said,
‘Do you know the
difference l»ctwccn my
company and your company?”” Lang
says. “All of my I.mn|\ friends and
neighbors are on my service list.”

That says it all, Lang surmises.
Fairway Green services those closest
because Lang is confident the work
will be done correctly.

“At the large corporate companies
many of the managers dont want
their friends or relatives on their lists
because they don't want to hear about
it,” Fairway Green’s president says.
“We've always taken great pride in
our service. Do we make mistakes?
Absolutely, but we try our best to do
it right. Plus, I don't want to go into a
restaurant and have someone | know
complain to me about sorry service.”

Tracking and understanding his
5,000 chemical lawn care clients has
generated success for Fairway Green
in North Carolina’s highly com-
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petitive lawn care market. It’s
contributed to the irm’s 10
to 15 percent average annual
growth rate and has carned
the 18 year-old, $2.5 million
company a place in a region
exploding with growth.

Headquartered in Raleigh,
with a satellite office in
nearby Charlotte, Fairway
Green sits in a hotbed of
commercial and high-end
residential growth. And the
average Fairway Green client
is employed within Raleigh’s
high-tech Research Triangle
area or at one of Charlotre’s
financial institutions.

“This is the only market
['ve ever worked in where
you mail out MSDS sheets to
customers,” Lang says of his
highly educated customers.

“Our population is sched-
uled to double again in the
next 10 to 15 years,”
adding each new homeowner

he says,

is another prospective Fairway

Green customer.

wWww. awnanc“andscape com
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HOW MUCH IS THIS CONVERSATION COSTING YOU?

 WHAT SHOULD |
PUT DOWN FOR LAST
THURSDAY?

’ WHO CAN REMEMBER?
JUST PUT & 1/2 HOURS.

WHY. DEAL WITH THIS?

passe /3—/7 Burns, David e Range: &/13/2007 through 8/17/2007

Day: Start: Lunch: End: Jobsite: | Activity: | Hours:
Day Date Jobsite i Cost Code Hours Total

Mon 813 Brontwook

mnm
Wednesday — Wed BI1S

44 PM 3.39 PM

12:44 33 ) 2 :v.‘v 7:49 hours
M— Total  38:53 hours
Signature

Burms, David

Brentwood

More than 375,000 workers
clocked in today with
The JobClock System.

Find out why!

THE JoBCLOCK? THE LANDSCAPER’S TIMECLOCK

Call today: (888) 788-8463 - www.jobclock.com CXAKTIME


http://www.jobclock.com
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SET EXPECTATIONS.

So how does the lawn care
company best serve its clients?
For starters, Fairway Green is
realistic about service limita-
tions and what clients should
expect. And often these inirial
expectations are high. For
example, the typical client

is a Northern transplant

used to lush bluegrass lawns.
“The first thing we do is ask,
“Where are you from?”” Lang
says. “Forgert bluegrass. This is
fescue country.

“They think their yard is going to
stay green all year round,” he adds.
“Listen, we tell people that August in
North Carolina is Hell Month, when
fescue looks horrible. It’s been beaten
to pieces and ravaged by heat and
brown patch fungus.”

Fairway Green technicians are
trained to be honest with clients and
to explain the problem is temporary,
Lang says. To circumvent disappoint-

ment, Fairway Green produces a
newsletter that explains what is going
on with clients’ lawns.

This newsletter accompanies
invoices sent after each chemical
application, says General Manager
Kevin Herrmann, who produces the
in-house publication. The Fairway
Green newsletter is published ar a cost
of about $100 per edition sent to all
customers. Each newsletter (six are
produced annually) focuses on that
particular time of year, what clients

: Tim Broyer

can expect from recent ap-
plications and whart prob-
ems may arise. "It saves
them from calling and
asking “What's this in my
yard?”" Herrmann says. “It
answers a lor of questions
they may not pick up the
phone to ask you bur are
concerned about.”
Winter kill, for example,
is a regional turf problem.
Warm weather in Janu-
ary and February tricks
fescue into emerging from its winter
slumber. The unseasonable tempera-
tures, though, are short lived and the
inevitable cold snap damages the turf.
“When we see that scenario
happening we send a newsletter out
explaining there is a high du_,ru of
pmlnl\nlm that they're going to see
winter kill in their grass,” Lang says.
“We're proactive in telling pmph ‘what
to expect from our services, but I'm
not Jesus Christ. I can’t raise the dead.”

17601 Hunter sALE

PCM-300 (3-sta.MopuLEg)....$ 19-
CRos-o4...4"PRospw..s 1.23
¢

ALL REGULAR NOZZLES ........ 80
Buy tve Box or Bac

MO 18 15%)

Order By 1 p.m.
SHIPS SAME DAY

800-600-TURE.

M-F 7:30-5 SAT 8-1 PD1
Se Habla Espanol

MobouLAr ADJUSTABLE
PRO-SERIES Por-Upr
CONTROLLER 4” Turr
UrTo 15 SRTAT/ONS RoT1oR \/
’ T e S 00
PC-300i (INDOOR) 3-5TA.......$ 66-) | "o B ®)
PC-300 (OuTpooRr) 3-sTA.....$ 79- L 2O ea

Hunter DepenoasLiTy

WE Stock THE
CowmpLeTe Hunter Line

Is Your BEST Source For J
Hunter Propucrs At Tue BEST Prices

Ask Apout |_VisA_ | SEEEs
QUANTITY et
Pricve (G

Call Now & Save

www.SPRINKLERS 4 LESS .com
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Noticeably beautiful lawns.

That’s what people want from their lawn care provider. With

products like Headway™ in your arsenal, you can give them what

they want. Headway fungicide combines the power of two

outstanding active ingredients pioneered by

Syngenta (azoxystrobin and propiconazole)

This new formulation affordably controls all B | ,{.»»»
major turf diseases including brown patch and ' :

dollar spot with a dual mode of systemic action.

Creating a beautiful lawn ¢

and insect control. Products like Hez y allow

you to provide an ever-increasing level of service.
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most influential business system Fair-
3 v‘ v B g way Green employs is how it tracks

accounts. “We know where every ac-
count comes from, how long it’s been
on the books, how much revenue we
generate off of it and what source of
marketing brought them to us,” Lang
says. “We know where we are getting
the most bang for our buck.”

™™ 60

SIMPLY

900 - 3300 Mechanical Agitation Units also available

USE READER SERVICE #31 While Fairway Green takes a shot-
gun approach at markering and client
development, it also closely evaluares

and scrutinizes what methods gener-
ate the greatest return. According to
Lang, Fairway Green budgets nearly
$200,000 annually for markering.

EQUIPMENT

Fau'way Green's marketing
analysis turned up one
surprising conclusion: Yellow
Pages ads were not worth
the investment. "What we've

done over the years is track
what we've spent in the Yellow
Pages and what we've gotten
in return,” says General Man-
ager Kevin Herrmann. “What
we've learned is the return has
been miserable every year for

Soils 2

e Y i the last six to seven years.

Mulch - o A The firm spent at least
Compost ‘ $1,400 per month for ads in its

Evosion : e S e Raleigh and Charlotte mar-
Control - 3 - kets. “We were getting maybe

Landscaping a $3.000 return on that invest-
ment annually,”" he says. Now

Construction - the firm pays $125 per month
Turf Riie for a line advertisement.

The Yellow Pages sales rep
hates it when Fairway Green
pulls out its marketing analy-
sis, says Sam Lang, company
president. "He comes in and
guarantees this and that and
we pull out the report and say
this is what your ad produces
1-800_285_7227 for us," Lang says. “The rep

expressblower.com looks at the report and says,
‘Oh my gosh!™

Capitalize on the Potential.
From the products applied to the markets served, Express Blower
has the most versatile blower equipment available.
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“We looked at our options and
said we're going to try some differ-
ent marketing methods,” Lang says.

/e've evaluated them all and came
up with a system that works well for
us. Bur like anything else, you can't
hang your hat on any one thing,”

The new homeowner list is one
such account driver. Fairway Green
contracts with a Virginia-based
company for the data on anyone who
has purchased a home in R.Alcnt_,h or
Charlotte. The firm pays 14 cents per
name and receives about 150 names
per week, per market via e-mail.

The list is checked against the
national Do Not Call Ru,mr\ Ifa
sales rep can not cold call the indi-
vidual, then they mail Fairway Green's
information to them. That material is
distributed two to three more times
throughout the year. Fairway Green
receives about one call for every 1,000
mailings. It’s not the greatest, Her-
rmann admits, but it’s part of a cumu-
lative approach to client cultivation.

“When people buy a new house,
there is so much going on in their
lives they normally won't commit
to you from the get go,” Herrmann
says. “But if you can get that informa-
tion in front of them enough, they'll
remember you when the time comes.”

Because Lang and Herrmann
believe marketing and client devel-
opment is cumulative, they need
to know what drives new clients to
Fairway Green.

“If you call us, whoever answers
the phone knows to get your name,
address, and all of that neat stuff,”
Herrmann says. “But one of the first
things we have them say is ‘How did
you hear about us?” We want to get a
good feel for how they know us.”

To do this, Lang developed an
information form, printed on carbon-
less copy paper, that is filled out when
someone calls inquiring about lawn
care services. “We've got everyone
using the forms,” he says. “Everyone
knows better than to hand me some

notes scribbled on a sheet of paper.”
'he copy is then filed by date
and later bound. “As you get larger it
gets easier to lose things,” Lang says.
“That’s why you need good systems in
pl.)u We went with a real \lmph call-
in form and we have a back-up copy
in case anything gets lost. It’s unbe-
lievable the number of times someone
says, ‘1 called you back on this date
and you didnt do so and so.” We'll go
back and look at the copied document
of that initial conversation.”
Periodically Herrmann analyzes
the information culled from call-ins
for trends, especially if people react to
marketing initiatives. (For more infor-
mation, see “Yellow Flag” on page 38).
To ensure accuracy, Herrmann
offers different discounts for each
markering initiative. For example,
the firm’s direct-mail piece corre-
sponds with one discount while a new
homeowner package offers something
different. Radio and Yellow Pages ads
offer no discounts.

» “Whén'the control oidcscrvmg tree insect
pests” demands your attcntnon...

. .
Merit Injectable
The 1 tree and shrub insceticide now
available in a new Microinjecetion Produet.

Tree Tech® Microinjection Systems and Bayer Environmental &

erit I:‘;;\im ic, the latest addition to the .\L!H insecticide family lm‘\L‘fJ f‘{lmlh

nee f‘r;\nl

into the tree trunk or root flare tissue, Merit Injectable offers arborists and l-x'd\mr\
prolessionals a powerful new weapon in controlling pest infestations and contains
t (17.1%) than other injectabl

more active in products on the market

Merit Injectable is available in leak proof Tree Tech units in two different dosage
Merit Injectabl R
depending on tree diameter sz;.’&-!wmmrm insect pests such as Asian longhorn
beetles, emerald ash borers and hemlock woolly adelgid meet their match with M
Injectable. Other nuisance insect pests such as aphids, armored scales, Japanese
beetles, lace bugs, leaf beetles Laﬂ.nrp rs, mealybugs, psyllids, thrips, tip moths and

whiteflies also get their due from Merit Injectable treatments.

Tree Tech®
microinjection systems
950 SE 215th Ave.
Morriston, FL 32668
1-800-622-2831

e-mail: info@treetech.net
www.ireetech.net
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“If the client wants to take advan-
tage of the discount, which everybody
does, they'll tell me they want a certain
amount of off their first application,”
Herrmann says. “That tells me right
from the start where they're getting
their information about us from.

“I’s a redundancy thing,” he says.
“A client may tell me one thing, but
then they mention the discount and
that tells me what marketing source it
really came from.”

UPSELLING. Another key to Fairway
Green's success has been increasing the
amount of revenue per customer. * We
realized early on that we're not build-
ing the space shurtle,” Lang says. “So
let’s keep business simple.”

For example, most clients have
cool-season grass in the South’s high
humidity, making their turf suscepti-
ble to brown patch fungus. “There are
two types of lawns in North Carolina
— those that have brown patch and
those that are going to get it,” Lang

says. “We realized if our clients can af-
ford an irrigation system they can af-
ford a preventative fungicide program.
They want a nice looking lawn and
they're willing to pay for it.”

On average, Fairway Green charges
about twice the normal $47 treatment
price for a fungicide application.

Besides treating brown patch, the
company increases its revenue per
account through a deep-roort feeding
program, the cost of which depends
on the client’s landscape plan. The
firm also sells clients an overseeding
program, offered once a year for $405.

“You take the $47 average applica-
tion charge and multiple that by six
times a year,” Lang says. “Then you
throw in overseeding and fungicide
applications and you end up produc-
ing more in your overall revenue than
what the account was initially worth.”

While not a nuisance yet, fire ant
control is a future way to increase rev-
enue per account that Fairway Green is
actively gearing up for, Herrmann says

“Fire ants are marching northward
and we see this as a very, very big rev-
enue producer for us in the future,”
Herrmann says. “Within the next
three years, we anticipate quadrupling
our revenue just with fire ant control.”

All Fairway Green technicians
are certified for fire ant control and
they've been prepping clients for the
inevitable through regular mentions
of the coming fire ant invasion in the
company’s client newsletter.

‘We've started telling customers
that we will offer fire ant services even
though it’s not a huge problem right
now, Herrmann says. “We put the
info out in front of them. When the
time comes they'll say ‘Oh, yeah, my
lawn care company handles this.””

|
v.lawnandiandscape C(‘f‘.'
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FOT more on how Fairway Green deve|ops

new clients and boosts revenue, check out the

July issue online.

Patents pending

, The NEW Z-MAX
~ » 50 gallon Capacity * Wider wheel base

THE BEST JUST KEEPS GETTING BETTER!

Check out our full line
of Ride-On Spray

Systems and Aerators
at www.z-spray.com

T. BRICH rrobucTs, inc.  call: 877-482-2040

The NEW Z-SPRAY JUNIOR-36
* 35%"” width for gated lawns

* Redesigned spray tank for lower
center of gravity

o All the standard features of
our current units

* Powered by Kawasaki
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Weeds

Spurge, knotweed and clover are no match for the
power of new Surge® Broadleaf Herbicide For Turf.
Energized with sulfentrazone, Surge has the power
d'speed to knock out tough broadleaf weeds

fast. And it even suppresses yellow nutsedge!
\ Visual reésults in 48 hours — now that has a
powerful effect on call-backs.

Your customers will be pleased with the speed and
performance. You'll be pleased with the economy
of Surge’s water-based amine formulation!

Put the power of Surge to work
for your business this year!

f Energized with Sulfentrazone
f Warm Weather Weed Control
f Reduces Call-Backs

J Rain-Fast in Just 6 Hours
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Determine if adding a liquid deicer dealership is the

righ( add-on to boost winter business.

andscape firms with snow removal divisions certainly understand the ups and
downs of doing business in a snow-driven market. Many companies look for
ways to stabilize their winter profits — whether it's through increasing sales or
cutting costs.

A business model has taken shape over the last decade allowing snow con-
tractors to become sub-distributors, or dealers, of liquid deicing products. Adding dealer-
ships allows contractors to increase profits two-fold: by acquiring the product at wholesale
pricing for their own use and by reselling the material to other contractors and non-mu-
nicipal customers. (Inn\idcring retail pruﬁl margins can reach 60 to 100 percent, adding a
liquid deicing product dealership might be worth a look.

Jonathan Jackson of Jackson Lawncare, Columbus, Ohio, added a liquid deicing
product dealership to his business in October 2005. Currently, he does about $250,000
in snow business with six employees and 25 subcontractors. The main reason he added
a liquid ice melr dealership was to have access to a product he wanted that he couldn’t

purchase in his region.
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GreatDaneMowers.com

Top ten reasons
to stand:

o Less expensive than
a sit-down mower

of comparable quality

9 Compact—turns

easily on a trailer

More units
fiton a trailer

Easy to mount
and dismount

Low center
of gravity

G More traction

0 Less physical stress
to operator
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ILLINOIS

Barrington
Mowerworks Ltd
847-842-8035

Batavia
Don’s Sharpening Centre
630-879-7577

Benton
Benton Lawn & Garden Inc
618-438-3331

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

Duguoin
Tolers Do It Best Store
618-542-2191

Hillsdale
Big Country Tractors
877-654-9258

Liberty
Mike’s Small Engine Rep
217-645-3807

Millstadt
Hartmann Farm Supply
618-476-1145

Normal
Midwest Equipment ||
309-454-6800

Odin
Gary's Outdoor Products
618-775-6446

Palatine
Halloran Power Equipment
847-705-1984

Peoria
Midwaest Equipment
309-676-5855

Rockford
Nicholson Lawn & Garden
815-963-5150

Steeleville
Coleman Lawn Equipment
618-965-3903

INDIANA

Bloomington
J & S Locksmith
812-332-4533

Bremen
Joe's Engine Shop
574-546-4413

Fishers
The Mower Shop
317-849-9500

Frankhin
Jacobi Sales & Service
317-738-7440

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

Hudson
McKees Garage
260-587-3322

New Haven
Lees Outdoor Power
260-493-6589

Palmyra
Jacobi Sales & Service
812-364-6141

Sellersburg
Jacobi Sales & Service
812-246-6304

Seymour
Jacobi Sales & Service
812-523-5050

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

Wabash
McKillip Equipment
260-563-1149

MASSACHUSETTS

Halifax
Morgans Power Equip Inc
781-293-9361

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

Norfolk
Crowley’s Power
Equipment Inc
508-384-7775
Spencer
Ahearn Equipment
508-885-7085

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

OHID

Cincinnati
Schwab Feed & Nursery
513-574-0020

Dayton
Supenior Services
of Dayton
937-898-2700

The Yard Barbers
937-264-3013

New Lexington
Fisher Farm Equipment
740-342-2466

Oakwood Village
M & D Mower, Ltd
440-914-1252
Pataskala
Sally'’s Hearth & Home
740-927-5018

WISCONSIN
Kaukauna
Freedom All Season
Repair & Rental
920-687-1756

DISTRIBUTORS

Engine Power Inc.
800-457-7056
Serving: No. IL, IN, MI, WI

Oscar Wilson
800-873-6722
Serving: So. IL

W.J. Connell Company
800-456-5691

Serving: CT, MA, ME, NH,
NJ., NY. OH. PA, R VT

Saving



business Oﬁﬁortunities

After two seasons, Jackson is But even if a dealer chooses to value the fact that they're buying the
pleased with the product’s perfor- reap the benefits of wholesale pricing product at wholesale price. Either
mance and says he’s close to breaking rather than ramp up sales, deicing scenario is a good one.”
even on the $30,000 investment he product distributors say they don't
made to become a dealer. However, mind. Either way, their producr is be- HOW IT WORKS. Becoming a dealer
he has experienced two sub-par snow ing exposed to the user community. entails buying bulk deicer (usually
seasons and hasn’t yet focused on out- “Some people really get that a 4,500 gallon semi-trailer tanker),
bound sales, which he says has limited  this is a great opportunity to make storing it and treating customers’
his ability to realize the service’s true some additional cash, and they go stockpiles of rock salt and/or sand.
earnings potential. gung-ho selling and marketing,” says Typically, the dealer provides a spray

“I haven’t pushed it real hard,” Brian Walters, director of business tank unit and the customer provides a
Jackson says. “Bur the potential is development for RMG Enterprises, loader and operator to turn the mate-

huge. It could easily grow to a mil-
lion-dollar a year business if you give

X . " “ . - 4

it enough time. _ The potential is huge. It could easily grow to a
Snow contractors like Jackson are

ideal dealers in the master distribu- mllllon-do"ar a year buslness I{ you give it enough

tors’ eyes because they are the primary : o

users of the product, says John Oakes, time. - Jonathan Jacl(son

sales manager for Taconic Mainte-
nance, Poughkeepsie, N.Y. Taconic, a

former snow-removal firm itself, is the  the parent company of Ice Kicker, a rial as the liquid is applied to ensure
distriburor of Magic Salt. “Contrac- deicing product master distributor. uniform treatment. Application time
tors know how it works and can really ~ “Other people do very litte selling is about 30 minutes for a 25-ton pile.
give the hands-on sales experience — they probably don't even pick up First, though, a contractor must
because they are the users themselves.”  the phone to call prospects. They have the infrastructure required to

TTINYE | TURBO TURF

CHEMICALS COMPANY, INC.
OVER 40 YEARS OF RELIABILITY

200 GALLON LAWN RIG

* 200 GALLON OLDHAM TANK WITH BAFFLE.

* HYPRO D30 TWIN DIAPHRAGM PUMP,

* 5.5 HP HONDA ENGINE.

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

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

* Fast and easy one man operation.
g 1-800 888-5502 * Great power & precise trimming.

—— PO BOX 18358 — Call us for a FREE video & info pack!
FELBRRN HETVAEE): NOAD TURBO TECHNOLOGIES, INC.

MEMPHIS, TN 38118
1500 FIRST AVE, BEAVER FALLS, PA 15010

800-822-3437 www. TurboTurf.com
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When it comes to nasty lawn diseases and the problems they create, Bayer has the solution—products that

will prevent or control tough lawn disease like brown patch, dollar spot and many others, quickly and
effectively. Therefore, keeping your customer’s lawn healthy and green and your business healthy and

in the black. And all our products are Backed by Bayer and the support and science that come with it.

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

Armada BAYLETON COMPASS ProStar

() BACKED

by BAY ER.

Bayer Environmental Sclence, a business division of Bayer CropScience LP, 2 TW. Alexander Drive, Research Triangle Park, NC 27709, 1-800-331-2867. www BackedByBayer.com. Bayleton, Compass and ProStar are
registered trademarks of Bayer AG. Armada and Backed by Bayer are trademarks of Bayer AG. Not ail products are registered in all states. Always read and follow label directions carefully. ©2007 Bayer CropScience LP.
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house a dealership. No storefront is
needed — a typical landscape yard
will do. Dealers need to have trucks
equipped with spray systems (a
230-gallon capacity spray system is
required to treat a 25-ton stockpile of
rock salt), the space for at least one
liquid storage tank that can hold up
to 5,000 gahuns and the ability to fill
tanks (pumps, hoses, etc.).
Contractors source a lot of their
supplies from the master distributors,
and many contractors may already
own some equipment, such as a spray
system. OF Jackson's initial $30,000
investment, about $15,000 was for
the cost of equipment and deicing
material, including two 3,000 gallon
storage tanks plus plumbing and
pumps, a spray system, one semi of
granular material and one tanker load
of liquid deicer. The other half was
for a franchise-type fee and two days
of classroom training. Jackson says he
took advantage of a financing plan
set up through the master distributor,

which put monthly payments at less
than $900.

Other master distributors report
initial investments as low as $10,000.
Some assign strict territories and have
annual fees, others are more flexible.
Most provide some sort of marketing
support, whether it comes in package
form or a la carte offerings.

Master distributors also provide
pricing recommendations, Jackson
says, though the dealers have com-
plete autonomy over what they charge
their customers. Prices vary depending
on region, but as an example Jackson
treats 100 tons of material for $24
per ton; the price per ton increases
slightly if he treats fewer tons per trip.

Jackson pays an annual “collective”
marketing fee, depending on the plans
set by a dealer marketing commit-
tee. He paid abour $1,200 in 2006.
“There’s a lot of buzz and I've gotten
a fair amount of calls,” he says, noting
he hopes to add a salesperson in the
future.

RISKY BUSINESS. One obstacle is
selling to other contractors. Some may
be averse to patronizing a competitor’s
business. Other challenges are proving
the product’s worth and the inher-
ent risk in any seasonal business.
Although liquid deicers have many
believers, sticker shock may drive
away price shoppers, as liquids tend
to be more expensive than bulk rock
salt. “People have been using salt for
120 years — it’s hard to convince them
there’s a better way to do it,” Jackson
says. And if it doesn’t snow, customers
won't buy snow melter, Walters says.
“The risk is just like any snow-related
business.”

Beyond that, the drawbacks are
limited, distributors say. Because the
bulk of the start-up cost is equipment,
the worst-case scenario is the contrac-
tor will just use the product himself
and not sell it to other parties. “The
greatest risk involved is their time,”
Oakes says. “Very rarely do we have
dealers who drop out.”
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professional profile

Inside out

Vanessa Nagel takes a holistic approach to landscape design,
seeking to unify the entire environment, not merely select plants
and hardscape elements. Withanextensive background in interior design, Nagel pays
particular attention to the inside of a client’s home before she creates an outdoor design. “Hav-
ing a disconnect between the house and the garden causes a very uncomfortable environment
- one in which the cause of the discomfort may not even be readily apparent,” Nagel says.“The
connection should be seamless.”

Creating harmonious environments is something Nagel's been doing for more than 25 years.
She left a corporate interior design position with an international architecture and engineering
firm to start her own business in 2002, Merging her bachelor’s degree and years of experience in
interior design with her passion for gardening, Nagel founded Milieux Design Studio,a Vancouver,
Wash.-based residential interior and garden design studio. Today, her business is split 75/25 in
favor of landscape design.

Nagel’s first order of business is to discover what's truly unique about her clients, so she can
tailor her designs specifically to their tastes. Using this approach, rather than simply asking clients
which of their neighbors’landscapes they like the best, ensures clients will become more engaged
and satisfied with their gardens, she says.“So rather than just looking at it, they’ll actually go out
and experience it.”

By Marisa Palmieri /| Associate Editor



THE DESIGNER FILE

Vanessa Nagel
Owner, Milieux Design Studio
Vancouver, Wash.

Education: Bachelor's degree in
interior design, San Jose State Uni-
versity; courses in landscape design
from Portland Community College,
Rock Creek

Service/client mix: 75 percent
residential garden design; 25 per-
cent interior design

Project price range: Up to
$500,000 (installed price)

First step in the design process?
“Gathering information. Trying to
get inside the head of the client

to understand their wants and
needs is extremely important. It's
the beginning of a relationship,
which is always done best with
good communication. After that the
information gathering continues at
the site - documentation with mea-
surements and photos. A project is
always only as good as the informa-
tion available to the designer.”

What's the last step? “This
depends on how much work the
client wants to do. It ranges from
handing them a set of documents
and explaining everything to them to
walking a finished site with the client
after the contractor has finished
picking up items on a ‘punch list' to
attending the garden party.”

How do you break a creative
block? “| find inspiration everywhere
| look. The value of having a formal
education in design is not only learn-
ing design principles, but absorbing
them into how you think. It's learning
to see rather than just look.”

S4 1|

But getting to this information can be
tricky for designers. As Nagel says," You're
trying to take what’s in their head, put it
in your head and put it back in their head
again.” As a result, her approach isn't just
toask clients what they like and take their
word for it. Instead, she digs for clues that
tell the whole story.

Vanessa Nagel doesn't classify herself as a

designer who specializes in any one type of
garden, like English gardens, for example. But

she does focus on sustainability.

The \11‘.\&:\']1 process starts with a
seven-page questionnaire that divulges
details about the property and the clients
- from cueslike personal philosophiesand
childhood memories, right down towhere
they'd like to place their trash cans.

Next,she walks through clients’homes
seeking elements she can pull from the
inside to accent or compliment the land-
scape.

While touring clients” homes, Nagel
pays special attention to color choice, fur-
niture,artwork and tidiness. She'slooking
for hints about style that clients may not
have mentioned or may not be conscious
of. For example, one of her client’s homes
had a contemporary feel with Asian
influences, except for one element in the
living room: wildly colored ceramic roost
ers. These French Provencial-inspired
figurines revealed a whimsical side of
her clients’ \i)lt’ that she wouldn’t have
discovered by simply asking them their
likes and dislikes.

Like any good landscape designer,
Nagel also considers the home’s setting,
whetherit'sinaneighborhood,urbanloca
tion or countryside,and its architecture.”]
always hopeaclient hasan interior design
that also works with the architecture of
the home, but that’s not always true,” she
says. ‘When there’s a disconnect, | have a

bigger design challenge on my hands.”



A scenario like this — modern furnish-
ingsinaVictorianhome, forinstance - chal-
lenges the potential harmony of the spaceas
a whole. In this contempo-Victorian case,
she'd strive for a landscape that was simple
enough to fit the homeowners’ tastes, yet
still had enough detailing to complement
the ornate nature of the house, like keeping
elementsonaxesorincorporating fountains
or urns. “You're looking for ways to help
balance the entire environment,’ she says.

Indoors, Nagelalsonotes the views from
the home’s windows. “It's important to see
those openings and be able to understand
whatsomebody’s goingtobelookingat from
the inside out, or the outside in, in some
cases, shesays. Inaddition to taking notes,
Nagel will snap some photos to remind her
later about the views.

Being conscious about inside-out vistas
is particularly important during new con-
struction or renovation when the interior
design isn't complete. Even if a designer
doesn’thaveaccesstotheinsideofthehome,
the exterior and site plans should give
enough cluesabout what the views mightbe.
Inthissituation, adesigner should continue
to dig wherever possible,asking homeown-
ers, builders or interior designers about the
styleof theinterior finishesand furnishings.
As Nagel says, “It’s important to have a good
understanding of what's going on inside
before you start looking at the outside.” Pt®

professional profile

INTERIOR DESIGN INSIDER:
SPATIAL REQUIREMENTS

From her days as an interior designer, Vanessa Nagel has picked up a few
tips for determining spatial requirements and circulation planning. After
finding out which elements a client seeks from his outdoor space, Nagel
breaks down the space required for each function [see diagrams, below,
for examples). Once these dimensions have been determined, multiply

the width and depth of each function to get square footage and then add
them all together. "Circulation on average could be 25 percent, but would
increase to as much as B0 percent if all of the functions use very small
amounts of square footage,” Nagel says. “Circulation could decrease to a
very small amount if the majority of the functions were very large.”

This exercise is particularly valuable when a client requests a consid-
erable amount of function within a small space, she says. Being able to
estimate requirements before layout may prepare the designer to design
areas with multiple uses or to ask the owner to prioritize functions, consid-
ering all may not be possible within the available space.

Diagrams: Vanessa Nagel
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Designers add lighting as clients
embrace the urge to enhance their

landscapes and enjoy them after dusk.

light the way

By Jennifer Lash /| Contributing Writer

A landscaped yard can do wonders for a home, and a good lighting design can
do wonders for a landscape. For those designers looking to extend the enjoyment of their clients’
outdoor areas, landscape lighting design can do just that and more.

“If you're going to spend $50,000 on landscaping, why do you want to turn it off at 6 p.m.?” asks Eric Borden,
vice president of product management and market research at Sea Gull Lighting, Riverside, N.J. Landscape lighting
“really allows you to accentuate your landscape design. There’s nothing more attractive than driving down the street
and seeing a well-illuminated home.”

In addition to increasing nighttime usability of a landscape, lighting also enhances safety, adds Steve Parrott,
media and marketing director of CAST Lighting, Hawthorne, N.J.

In fact, once people hear the benefits of landscape lighting, it’s normally not a hard sell. And these days, with

NI|S7
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people “cocooning” and improving the
home they're in, landscape lighting is one
route homeowners can take, says Randall
Whitehead, architectural lighting designer
at Randall Whitehead Lighting Solutions,
San Francisco.

“Instead of moving to a bigger house,
which is what our parents did, I think
people are doing more cocooning, staying

in the house they're in and enhancing it)”

Whitehead explains.“They’re using equity
in the house to upgrade the interior, and
naturally moving to the exterior. If they
havealotofuntapped property outside,they
could put some time and money into it and
really create an environment out there.”

REASONS TO LIGHT. Tosome,adding
a light here or there throughout the yard
doesn’t seem like it would have much of
an effect, but landscape lighting can serve
many functions.

As far as security goes, Parrott points
out that “intruders are less likely to target
awell-lit landscape.” Lighting also can help
put homeowners' minds at ease, whether
they’rein the home,working late or on vaca-
tion.“If you have a lighting control, you can
set it to where you can leave and feel secure
that certain lights will come on at certain
times,” says Carrie Edwards, designer at Il-
luminations Lighting Design in Houston.

But while lighting for security reasons
is a good starting point, designers should
make sure their clients realize the other
benefits to a landscape lighting design.

“Security lighting and landscape light-
ing are two different things,” Whitehead
explains, adding that discussing security
lighting is a “good way to get your foot in
the door without offending the client. Usu-
ally we'll come in and have a two-headed
fixture over a garage door. We'll say, ‘Oh,
you putinsecuritylighting . .. nowlet’s talk
about landscape lighting. We want them to
realize there’s a difference between lighting
for protection purposes and lighting that’s
more for ambiance.”

With security lighting,“pathways;stairs
andotherareas of passage arelit sufficiently
for safemovement throughout the property,”
Parrott says. But in addition to that, lighting
canbeused toenhancetextures of thehome
and landscape.

“It’s how you're drawing interest in and
whether the client wants to draw your eye
to the fountain first,” Edwards says as she
explains how using different angles and
lighting techniques can accentuate various
areas of the landscape.“Lighting can guide
you from one point to the next. Depending
on how bright or dim something is or the
particular color that it is, these elements
can set a very flat picture apart froma very

interesting and diverse environment.”

Having lighting outdoors also helps
avoid what Whitehead calls the “black mir-
ror effect.”’ which occurs when homeowners
stand inside at night and look through a
window. If no outdoor lighting exists it’s
likelookingat your own reflectioninablack
mirror, Whitehead explains. Installing a
variety of lighting techniques can make a
world of difference.

DESIGN TECHNIQUES. Anyone can
installlandscapelighting. It's moreof aques
tion of whether he can do it well and if the
end result enhances the landscape.

“Anyone can do just a general lighting,”
Edwards says. “Everybody wants to have
somethingtosetthemapart,and that'swhat
designers do. When clients come to us, we
take that general idea and enhance it and
refine what they want and give them a little
more.”

Dave Zorich and his wife, Kim, realized
the benefits of working with a professional
when theywereinstallinglandscapelighting
at their Asheville, N.C. home. The couple
realized they didn’t know how to properly
sequencelightingtoenhance therightareas
the right way, Dave Zorich says.

There are a variety of lighting tech
niques, some of the more common being
uplighting, downlighting and silhouette
lighting. And, Borden says, “the best light-
ing design is a layered design, combining at
least two lighting techniques.”

A combination of lighting works well to
highlight different plants,areas of the home,
sculpturesorreallyanythingin the yard that
the client wants to draw attention to, With
moonlighting, fixtures can be mounted
in trees to allow light to come down as if
from a full moon; uplighting can be used
on the walls of a home to create texture or
shadows.

“We're combining these lighting tech-
niques to create environments that are in-
vitingand dramaticand usable,"Whitehead
says.

One of the challenges for designers is
they sometimes have to reel in their ideas
to fit within their clients’ budgets.

“As a designer, when you first go look at
the landscape and look at the house, your
firstinstinct may be that you cando somany



things,Edwards explains,adding thatsome

clients have fairly strict budget restrictions.
“But you learn to kind of compromise and
find a different way to do it than the actual
conventional way.”

Whitehead says he often has clients who
cometohimandsay,"Comeinand make my
landscape look good.” When that happens,
Whitehead gives a five-minute talk that he
calls “the language of light,” during which
he goes over various techniques and how
they can enhance the landscape.“Once they
get it, they have these terms to work with,”
Whitehead says.”I say, 'We're goingtoaccent
this, then they get it

object, it’s not just ‘Here, we'll put this up
there and it’s going to shine There's more
of a technique of where it will shine, how
far it will shine, can you diffuse the lens,
is there a way to spread the beam,a way to
soften the beam ... the challenge for the
designer is how do you make all of these
elements relate with each other?”

FORWARD THINKING. When
designers are dealing with a client who is
buildinga home,they usually reccommend
that clients think ahead in terms of what
they might want from their landscaping
down the road.

was thought about and installed after the
fact.” The couple was convinced by their
landscape designer that thinking ahead
about lighting was the right thing to do,
and Zorich is happy with the result.“We
had a general idea, a vision of where we
wantedtogo,and wekind of turned it over
to him to take care of it,” Zorich says.“To
me, I'm into hiring professionals to do
what they do best”

While it’s easiest to plan for landscape
lighting with new construction, White-
head says,“75 percent of the work we do is
on existing gardens.” In warmer climates,
work can be done year-round, but Parrott

“Lighting can guide you from one point to the next. Depending on how bright or
dim something is or the particular color that it is, these elements can set a very
flat picture apart from a very interesting and diverse environment.”

- Carrie Edwards

While customers might learn the lingo,
there’s still the matter of actually imple-
menting the techniques.

“Clients are looking at the lighting, they
don'twanttosee the fixtures and how you're
doing it, they just want to turn it on and
look;” Edwards says.“It’'s not just setting the
light in the ground. If the fixture is in a tree,
you have to focus that light on a particular

“Landscape lighting is something
people look at when they drive down the
block, they see a job and they go, “Wow,
why didn’t we think of that?' It’s usually
an afterthought.” Borden says. “It should
be considered when the landscape design
is being done. You can prepare for it

Zorich says he and his wife knew they
didn’t want their lighting to “look like it

says the majority of people are inspired to
enhance their landscape with lighting in
the spring.

When it comes to selling landscape
lightingtoa client, Parrott says,“brochures
arenever sufficient to giveahomeownera
senseof whatlandscapelightingcando for
their home.” Ideally, is best to show them
in person various lighting designs so they
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cangetanideaof what they can dowith their
own yard. Borden says most manufacturers
of landscape lighting products will have a
demonstration kit available for purchase,
which allows LiL'.\i‘L‘,nt rstodoa muck-up in
a client’s yard.

“We'll plug in a variety of fixtures, we'll
uplight some plants, tape some up in the

trees to throw lightdown. The client gets im-
mediate gratification,Whitehead explains.
“I don't think we've ever not gotten the
contract if we go in and do a mock-up.”

STICKER SHOCK. There’s noset pricing
standard for landscapelighting,and the cost
really depends on the size of the landscape
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and how much a client wants to do.

Parrott estimates that most professional
landscape lighting designers/installers
start at about $2,500 for about 12 fixtures.
While bigger residential projects may have
as many as 200 fixtures for a cost of about
$45,000, he says smaller jobs tend not to be
very cost-effective for designers.

With outside lighting, “you can spend a
small amount of money and make a huge
difference;” Whitehead says. He estimates
that a good landscape accent light is about
$125,and it'd probably beabout $125 for the
electrician’s time, so he says about $250 per
fixture and installation is probably a good
benchmark.

One trend in landscape lighting is the
usage of energy-efficient products. More
fluorescent and LED lights are being used
outdoors. The draw is their longevity. For
example,while anincandescent bulb might
last 750 hours, an LED equivalent to that
bulb mightlast 50,000 hours. However,these
bulbs tend to be more costly.

People “basically will be leaving light
bulbs to their children in their will using
LED lights,"Whitehead says.“We can thank
Al Gore for making us a little more aware of
ourcontribution togreenhouse gases - LED
bulbs are very good for the environment.”

While there are a number of benefits
to using energy-efficient bulbs, some ho-
meowners just don't like the look of them.
Zorichsays hedoesn'tthink LED lights“look
real natural outside,”so heand his wifechose
to not use them in their design.

Designers take note: The Zorichs are
pleased their landscape designer urged
them to think ahead about incorporating
lighting into their landscape. “You save a
lot of money, heartache and effort if you
think about what you want on a grander
scale and think about how you want to do
it from the very beginning,” Zorich says.
“Consumers don't often think about the big
picture enough.”

Professionals also should remember to
upsell the fact that lighting may increase
the home values, Edwards says. “Some will
do a little at a time, but once they realize
how much lighting sets their home apart
from the average Joe, then they tend to lose
that sticker shock and realize it’s definitely
something worth doing” PLD
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By Kristin Van Veen-Hincke / Contributing Writer

.

The latest hardscape trends, particularly with patios and walkways,

add texture and dimension to landscape design.

The landscape industry has grown substantially over the last 20 years.
More people are investing time and money into their outdoor spaces and home buyers are looking for
properties that reflect this trend. “People are looking at their homes as life-long investments and are
spending the money to make the most of their properties,” says Larry Smith, marketing manager of
Navastone, Cambridge, Ontario, Canada.“Homeowners today are committed to landscape projects that
will result in the increased value of their homes. They often plan to stay put for a long period of time and
they want to adapt their homes to their individual tastes and comfort. The role of a landscape designer
is to introduce new and exciting concepts to their clients.”

One of these fresh ideas is hardscapes, particularly patios and walkways made of varying materials
that add texture to a landscape. Stephen Jones, president of Pave-Tech, Prior Lake, Minn., believes the
growth in hardscapes today is adding a newer, more exciting dimension to landscapes.“There is only so
much you can do with the soft landscapes and soft plantings,” he states, “and to make it a real liveable
space you need to have the hardscapes, retaining walls, patios and arranged areas.”
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TODAY'S TRENDS. According
to Smith, patios and walkways are
increasingly popularand homeown-
ers are requesting specific patterns
that reflect their personal styles.“A
landscape designer should demon-
strate to the client that a patio and
walkway can preserve and enhance
the natural beauty of their outdoor
living space while adding to the
market value of their property;” he
explains.“In fact,some homeowners
feel sostrongly that these hardscapes
are necessary that they are factor-
ing the extra cost of a completed
patio/sidewalk/driveway into their
mortgages.”
JamesAlfieri,owner of Pave Ohio,
Highland Heights,Ohio,has custom-
ers not only asking for new features,
such as elevated patios, outdoor

ON FIRE

One trend that is gaining in
popularity in patio areas is the
presence of a fire feature. More
customers, especially those install-
ing hardscapes, are asking for a
fire feature as well. Mark Schmitt
of Schmitt’s Landscaping Co. in
Wheaton, lll., sees a fire feature
as the focus of a backyard. "Every-
one thinks that fire pits are great,”
he says. "I think there's something
soothing about fire, it's something
kind of relaxing. | have received
a lot of feedback from custom-
ers who notice that their teenage
kids like to hang around by the
fire pit. My experience has been
similar. We had a birthday party

kitchens and covered terraces, but for my 16-year-old daughter, and
they are also requesting these areas we must have had 30 kids Sm,.‘g
be built with materials that bring a around that fire talking and laugh-
bit of nostalgia to their homes.“We ing with each other.” '

have seen the hardscape business
grow by leaps and bounds,” he says.
“Customers want to use materials
that recapturethe past - ourheritage
~and certainly brick is part of that.
People are trying to recapture the
heritage of their area, Downtowns
arerenovatingand upgrading,going
back to the brick look - the more
Middle America look”

Jones has also seen a growth in
theintegration of varying materials.
“I think this trend follows what has
been going on in Europe for some time. The
integration of many materials. From natural
stone to aggregate retaining walls to inter-
locking concrete and clay brick paving and
natural stone slabs, I see more integration
and more materials being utilized in land-
scape designs. It's a great opportunity for
growth by expanding both the contractor’s
offerings in what he does for a project,and
the designer’s opportunity because it really
opens up a pallet of things they can select
to make the designs better”

The trends in colors and textures have
also changed in recent years. Customers are
getting away from the primary colors and
looking more for natural and earth tones.
In moving toward the trend in rustic ma-

terials, the industry has seen a rise in the
use of tumbling and texturing of material
products to create these results.

Mark Schmitt of Schmitt’s Landscap-
ing Co.in Wheaton, 1., has seen a growth
in concrete products that mimic natural
ones vs.theactual natural stone products.
Although the prices remain nearly the
same, the concrete products can be laid
more efficiently.“It’s really more of a craft
tolay natural stone because it’s kind of an
irregular process whereasall of the paving
products can be installed in a repetitive
motion,” he says. The concrete product
looks like flagstone, but can be purchased
in various shapes and sizes.

The American Society of

Landscape Architects iden-
tified outdoor firepits and
fireplaces as a top trend
in residential landscape
design for 2007. Photos
ASLA/John Ellis (above),

Navastone (lefr)

Alfieribelievestheincreased popular-
ity of pavers is due to the development of
polymeric sand which has helped pavers
become maintenance-free. “This sand
goes into the joints of all types of pavers
and it hardens,’ he explains, “therefore,
you minimize the weed growth. We are
now able to install pavers in a patio at
approximately the same cost as a deck,
but the customer doesn’t have the main-
tenance issues that exist with a deck and
they don’t have the weed problems.”

Another recent trend focuses on the
affects of the landscaping on the environ-
ment. “More customers are looking at the
environmental features of the products



theyuseinlandscape projectdesign,’Smith
states.”Many prefer using man-made pav-
ers and architectural tiles as opposed to
using natural cut stone because they are
concerned about the long-term effects on
the environment.”

Permeable pavement is another envi-
ronmentally friendly option for customers.
This pavement allows water to seep through
it into a drainage system below, protecting
the groundwater supply.“I would say in the
next three to five years, this pavement will
start takingthe place of asphalt parkinglots,’
Alfieri states.“It’'s environmentally friendly
because you don’t have the surface water
going into the catch basins bringing oil,

greaseand dirt into the sewers. I've already

had customers asking about permeable
pavement for their driveways.”

When assessing the pros and cons of

clay vs.concrete, Rick Sherer, paver product
manager, Belden Brick, Canton,Ohio, points
out that clay can be unique in its properties.
“There are some intrinsic values of clay
products vs. other products that seem to
appealto today’s customer, Sherer explains.
“For instance, the durability of the color,
it doesn't fade, and the product is able to
resist salt deterioration. Another value is
the different colors and shapes available
for interesting design innovations.” PED

Pine Hall Brick Co,, Inc.
P.0. Box 11044
Winston-Salem, NC
27116-1044

800.334.8689
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plant life

When designing an
area that has special
erosion control needs,

careful plant selection

Is essential

erosion control
through plants

By Alan Whitney & Adam Henderson / Contributing Writers

Erosion control is an important factor in all landscape design. Nothing destroys a
landscape faster or looks worse than an eroded hillside or slope. All the effort of the designer’s and installer’s
work slides right down the hill if the impact of running water is not taken into account, Preventing erosion
during the life cycle of the installation and planning for long-term soil conservation should be a top priority
for any landscape designer.

Controlling erosion is a multi-approach goal. The three main areas to review in any landscape project
involving soil conservation are design considerations, vegetation selection and soil treatments.

DESIGN CONSIDERATIONS. There are several design methods to help mitigate the effect of erosion
on a landscape, both during and after the landscape installation:

« Examine the site carefully prior to installation - existing “wear” patterns in the surface may indicate problem
areas that need special attention.

« Preserve existing vegetation as much as possible during the construction process — if there is no need to
excavate an area, don’t do it.

* Minimize the length and steepness of slopes by installing benches, terraces and retaining walls or building
flow diversion structures.
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* Install drainage systems to capture and
channel water.

Acareful sitereview inthe planningand
initial construction stages will help ensure
the maximum efficiency of the installation
and effective long-term soil conservation.

VEGETATION SELECTION. Vegeta-
tion is one of the best defenses in the long-
term fight against erosion — and the most
visible. Careful plant selection can both
beautify the landscape and minimize the
need for artificial erosion controls.

Plants work in two ways to mitigate
erosion. First, the foliage helps to break
up raindrops before they hit the ground,
lessening the impact force and reducing
the volume of dislodged soil. Second, plant
rootsystems, particularly those with dense,
fibrous roots, hold the soil in place.

These two characteristics can work
together to form several “bands” of protec-
tion,as ina hillside planted with a number
of small trees, shrubs and ornamental
grasses. Each band of foliage would lessen
erosive force of heavy rainfall while the
progressively deeper layers of roots help
protect against the impact on running
surface water.

Fortunately, a broad number of plants
can be effective in erosion mitigation.
Examples of plants that work very well
include:

Crimson Pygmy Japanese Barber-
ry (Berberis thunbergil var. atropurpurea
‘Crimson Pygmy’, USDA hardiness zones 4
to8) - Thislow,dense multi-purpose thorny
shrub has bright reddish purple foliage.
Cranberry Cotoneaster (Cotoneas-
ter apiculatus, zones 4 to 7) - This low,
spreading groundcover shrub has small
deep green leaves that turn bronzy-red in
the fall. Small, pinkish-white flowers are
followed by numerous small cranberry-red
fruits in the fall.

Compact Burning Bush (Euonymus
alatus ‘Compactus’, zones 4 to 9) - This
denselybranched deciduous shrubis useful
as a hedge or screen. The medium green
leaves turn fiery red in the fall and the plant
has a strong horizontal branch structure
that lends interest in the winter. The dense
roots system helps to lock soils in place.
Forsythia cultivars (Forsythia cvs.,
zones 5 to 9) — These spring-flowering

shrubs are a mainstay of soil conservation
plantings due to their suckering habit and
tolerance of poor soils. Low-growing selec-
tions such as ‘Bronxiensis’ and ‘Courtasol’
are particularly effective on banks.
Hydrangea cultivars (Hydrangea cvs,
zones4-9) - The many speciesand selections
of this genus produce spectacular flowers
throughout the summer months. Cultivars
of H. macrophyyla and the native H. quer-
cifolia are particularly effective for erosion
control.

Blue Star Juniper (Juniperus squa-
mata ‘Blue Star, zones 4 to 8) - One of the
most compact and interesting varieties of
low-growing and groundcover juniper for
soil conservation is ‘Blue Star’ This slow-
growing, rounded evergreen has rich blue
needle-like foliage.

Winter Jasmine (Jasminium nudiflo-
rum, zones (6 to 10) — This fast-spreading
plant features arching bright green stems
that root wherever they touch ground. The
small evergreen leaves provide a nice back-
drop for the numerous bright yellow flowers
that appear in mid- to late winter.
Variegated Lilyturf (Liriope mus-
cari ‘Variegata, zones 5 to 11) — This dense,
clumping groundcover has green strap-like
foliage edged with white stripesand spikes of
lavender flowers in summer and fall.
Japanese Spurge (Pachysandra
terminalis, zones 4 to 8) - This evergreen
groundcover related to boxwood (Buxus) is
especially effective for shady and low-light
applications. Pachysandra spreads rapidly,
forming a dense carpet 6 to 10 inches high
with leathery deep-green leaves about 2 to
4 inches long.

SOIL TREATMENTS. Adding soil
amendments, such as water-retaining
polymers, can also reduce erosion by aug-
menting the soil’s ability to retain moisture,
These high molecular weight soil additives
absorb excess water and release it as soils
dry, reducing the need for supplemental
waterings by uptohalf. They also can reduce
soil compaction allowing for deeper,denser
roots systems.

Aerationalsohelpstoincrease the water-
holding capacity of compacted soils. Aerated
soils allow water to percolate through rather
than runoff - particularlyimportantinsoils
with a high clay content.

PROFESSIONAL

THE NEXT STEP. These are just a
few strategies that make up an effective
erosion mitigation plan. Your local land-
scape supplier can help you select the
appropriate nursery products that will
thrive in your specific area and assist you
inaccomplishing bothyour soil protection
and beatification goals. PLD

Theauthorsarefrom Shemin, The Landscape
Supply Co., Danbury, Conn. Reach them at
203/207-5000 or via www.shemin.net.

Since 1974 Patrick’s has been supplying
the Landscape and Interior market with
top quality landscape & foliage mate-
rial. We are growers as well as brokers.
From lgallon material to the finest field
grown palms and trees at exceptional
prices, WE CAN DO IT ALL. We also
ship Intl. So call today and make your
next job an exceprional one.

Patrick & Sons Fine
Foliage, Inc.
800-327-2835

305-247-2978 (fax)

L&L Qoo provider essy scoem i the editanial
comtennt vou may bove mussed o pust e,

CHECKIT OUT TODAY.

:
www.lawnandlandscape.com
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When is an employee off
the clock and do workers
warrant a paid rest break?
Lawn & Landscape Online
Message Board partici
pants take a moment out

of their day to muse on the

subjecl of work breaks

Give Me

hen is a break in the action
break time for an employee?
Marthew Schatner recently

queried the Lawn & Landscape

Online Message Board com-

munity on whether traveling
the long distance to the next jobsite warranted the
designation of an official employee break, allowing
the worker to eat his lunch, make a personal cell
phone call or simply kick back and relax.

“It’s a reasonably long distance to our next stop,”
Schattner says. “So can | tell him he’s 'on break’
while riding in the truck?” While the employee
hasn’t complained, Schattner wants to know where
he stands if the subject ever becomes an issue.

Schatmer’s query sheds some light on a common
gray area for many contractors. Two main issues,
according to message board commentary, center
on when it’s appropriate to consider downtime an
ofhcial break and whether breaks should be paid.

www.|awnanc“andscape.co

It’s not the laborer’s fault if the landscape con-
tractor’s accounts are spread over a wide geograph-
ic area, posts Andrew Aksar, president of Outdoor
Finishes in Walkersville, Md. “You are buying the
worker’s time,” he says. “Just like how your clients
are buying your time, you have to compensate him
or her t-nl lhcir limc."

Chad Stern, owner of Mowing & More in
Chevy Chase, Md., says a good rule of thumb in
determining when an employee is on break vs.
when he's on the clock is whether the individual
has the freedom to engage in non work-related
activities. “When he’s in the truck can he go shop-
ping or meet a friend?” Stern says. “If the answer
is ‘no’ then he is working and is on the clock. A
break means that the employee can do whatever he
wants with his time.”

[ruck time is work time, posts Sal Mortilla,
president, Landscape Unlimited, Long Island,
N.Y., who adds that he makes breaks manda-

WWW, lawnm\c“andsn ape.com
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tory for his crew. “I actually have to
force my guys to take their breaks,”
he points out. “I allow them to stop
whenever they feel they need to. An
over tired or dead employee is of no
use to Aln_\'()nk'."

State laws vary quite a bit on the
issue of employee breaks, posts Bill
Smallwood, owner of W.]. Smallwood
Landscaping in Salem, N.H. In fact,
some states mandate that employers
provide workers with lunch and pe-
riodic rest breaks and if the employer
fails to comply he or she can be held
liable for back pay for each day there
was a violation. When in doubt about
local labor laws, Smallwood advises
contractors to place a call to their
states’ department of labor office.

Contractors were split on the
matter of supplying workers with an
“official” or “real” lunch break. Some
posted to the message board that they
allow workers to eat lunch in between
jobsites because the workers would
much rather complete their tasks and

he federal government does not have a law requiring

business owners to give adult employees either rest
periods or meal breaks during the workday, according to the
National Federation of Independent Business. In fact, only 19
states specifically require rest or meal breaks foradults, while
only seven states specifically require adult:employees to'be =
allowed a rest break and a meal break; aceording to the NFIB

Although the federal government has no specific rerqwre
ments for break times, the Fair Labor Standards Act states that
if employers choose to provide employees withirest periods,
they must be paid. In addition, if @mplayers grant employees a
meal break, they, too, mustbe paid, unléss the break qualifies
as a bona fide meal period,

To find out if your state requires you to give meal periods.
visit the U.S. Department of Labor'sWeb site at httpu/imw.
dol, gov/esa/programs/whd/state/meal.htm To find out if your
state requires rest periodsyvisit http://www.dol.gov/esa/pro-
grams/whd/state/rest.htm.; » .

COMPLIANCE WITHOUT COMPROMISE

For LAWN AND GARDEN

Yanmar's compliance without compromise approach to engine manufacturing will help power any
piece of equipment from the drawing board to the project site. Created with the same passion for quality

and performance your engineers display every day, Yanmar engines have a history of turning the best < YANMAH

equipment concepts into fully functioning reality. Contact Yanmar today: 847-541-1900 w WHAT THE FUTURE LOOKS LIKE

USE READER SERVICE # 46
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leave for the day earlier rather than
stop for a lunch break. Other contrac-
tors, though, say they prefer to stop
work and provide a lunch break.

However, some question whether
workers should be compensated for
these designated break times.

With the premium placed on qual-
ity laborers, Aksar posts not providing
certain perks, such as paid breaks,
only hamstrings landscape contrac-
tors. “In this day and age, with the
difficulty in finding good people to
employ, I do all I can to keep my em-
ployees happy,” he says. “Labor laws
should not even play a part in this
discussion because if you want a good
employee you will treat them well.

“If you nickel-and-dime workers,
then you get back what you put in,”
he adds. “My guys get paid for travel
time — always have, always will. If
they take a break in the afternoon,
they still get paid. The last thing I
want to do is step on their toes.”

While some contractors expressed

BUGGED BY PESTS?

Get to the root of the problem!

\Weed out your turf care problems with

the importance of keeping workers
happy, others indicated that compen-
sating idle workers may make them
less competitive in the marketplace.
For example, Todd McCabe,
president, McCabe Landscape Group,
Wrightsville Beach, N.C., recently fin-
ished a project that was an hour drive
to and from the jobsite. At one point
McCabe contemplated only paying
the drivers and not compensating the
laborers, but he decided against it.
“Paying four or five guys for two
hours of travel time on projects that
last a few weeks can add up,” McCabe
says. “On some of these jobs we are
basically giving the employees a ride
to and from the jobsite. These are
commercial jobs. Employees of other
subcontractors don't arrive in a taxi.
“We would be much more com-
petitive in our pricing if we didn’t have
to account for travel time,” he adds.
Other contractors agreed, adding
on jobs requiring long distances of
travel they give workers the option

of driving themselves or using their
transportation, with the understand-
ing that the clock does not start until
they arrive on site.

Some contractors prefer to pay
travel time for practical reasons. For
example, if an employee is in a com-
pany truck and gets into an accident
they want that worker covered by
worker’s compensation insurance.

Bryan Taynor, president of Taynor
Landscape Design in Gahanna, Ohio,
posts that not compensating for travel
time is a poor business practice. “Years
ago | worked for a company that only
paid drivers,” he posts. “I thought it
was cheap then and it’s just as cheap
now. Pay your people for the time
required for the job, travel or not, and
stay closer to home. Take care of your
people or someone else will.” B

3
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For U.S. Department of Labor views on rest
breaks check out the July Online Extras.

PROFESSIONAL IDENTIFICATION GUIDES

Parts Of A Graxs Plamt

DISEASES INSECTS

Scootrs. )

GUIDE TO THE

IDENTIFICATION
OF GRASSES

Quickly and easily identify
and diagnose pests, diseases
and weeds with Scotts”
Identification Guides.

Used by lawn care professionals
throughout the world, Scotts®
Identification Guides feature full
color photos and illustrations that
accompany comprehensive,
easy-to-read text

Contact Scotts® today at
www.scottssti.com to order
these invaluable resources.

Scotts Training Institute

THE SCOTTS COMPANY LLC
14111 Scottslawn Road
Marysville, Ohio 43041
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Magna-Matic manufactures the leading service tools to
clean, balance, and sharpen lawn mower blades. Our
equipment s designed for productivity, to snsure you

service your blades every 10 machine hours for the best
results for your business.

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

MAG-9000
Lawn Mower
Blade Sharpener

MAGNAMATIC

High-Performance Service Tools for the OPE Industry
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6-Station Controller

$49.00 - $69.00

1-Inch Valve

$7.80 - $9.95

Module
$11.00 - $14.00

Irrigation Direct
877.436.6922

With prices
like these...

who needs the
middleman.

We save you money, clean and simple. Not by sacrificing
quality or customer service but by offering a direct
manufacturer source for contractors. We stand behind
our products and provide:

v Products priced 35% to 50% below competitors

= High quality, 100% tested irrigation valves
and controllers

> 100% satisfaction guarantee and 3-year warranty
» No more complicated supply chains
> Free shipping to your doorstep

Log on to save.
www.irrigationdirect.com
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mowers

o Webster, ergonomics means the applied science of equipment design intended to
maximize productivity by reducing operator Iluiguc and discomfort in the work-
place. To landscape contractors, ergonomics can mean more comfortable — and
more productive — crews. But even as issues like workplace injuries and the rising
cost of health insurance become more prominent in the landscape industry, manufactur-
ers agree that ergonomics continue to take a backseat to factors like price and producrivity.
“Ergonomics are pretty far down on a contractor's list of priorities,” says Bill Wright, presi-
dent of Wright Manufacturing, Frederick, Md. “We hear thousands of comments about
things like durability and functionality, but most contractors seem to be willing to tolerate
some discomfort for the sake of making money.”
Despite the seeming lack of interest, advancements are being made to make mowers
and other landscape equipment safer and more comfortable for those who operate them

Photo: Husqvarna
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mowers

continued from page 84

day in and day out. And while the
advancements seem slight, like seats
with more padding or handles with
better grip, they could have dramaric
affects on the industry, particularly
from a productivity standpoint. Ac-
cording to the U.S. Bureau of Labor
Statistics, in 2004, musculoskeletal
disorders comprised nearly 32 percent
of all nonfartal occupational injuries,
with 27 percent of these injured work-
ers missing 31 or more days of work.
These injuries become more expensive
to employers as each day goes by. “If a
crewmember is absent even for a day
or two, the owner or foreman has to
account for that loss somewhere,” says
Brian Roberts, director of ergonomic
services, CNA Financial Corp., Chi-
cago, Ill. *Quality and productivity
are undoubredly affected.”

WHERE IT HURTS. Soft tissue
injuries, known as cumulative trauma,
are lhc most common outcome nl‘.m
ergonomically unfriendly workplace,

Roberts says. With riding mowers,
these injuries occur mostly in the
lower back, but also in the ligaments
and tendons of the shoulders and
knees. With hand-held equipment
and walk-behind mowers, the wrist
is also susceptible to injury. These
injuries are cumulative in nature and
can lc.ul to muxullnxkclc(.ll Lli\t)rdcr\
like sprains, strains, carpal tunnel
syndrome and hernias.

There are a variety of movements
thart can lead to cumulative trauma,
with two of the most common being
improper bending and twisting of the
lower back, Roberts says. “Bending,
particularly to lift something, puts
tremendous force on the lower back,”
he explains. “Twisting on the way up
IS lhc worst motion you can m.lkc
because you are putting more torque
on the soft tissue in the vertebrae.”
Sitting on a stiff surface like the seat
of a riding mower for hours at a time
can also cause strain on the lower
back, and the bumpy terrain of a lawn

only makes it worse, Wright says.
“We've noticed from our research that
when a mower goes over a bump the
front wheels dip down first followed
by the back wheels, causing the seat to
repeatedly bang against the operator’s
back,” he explains. “To prevent that,
the driver lurches forward and sits
away from the back of the seat, leav-
ing no support for his back.”
Contractors npcr.lling stand-on
mowers should avoid standing rigidly
with stiff legs, Wright says. A better
method would be to mimic a skier,
with a slight bend in the knee and a
flexible back. “This way the body can
flow with the bumps,” he says.
Another common motion that
strains the lower back is lateral flexion,
or carrying heavy items with the arms
extended away from the body, Roberts
says. “Extending the arms while lifting
creates more force on the back,” he
explains. “Keeping the elbows close to
the side of the body gives the lifter the

continued on page 76, sidebar on page 74

Save Water. Educate Your Customers. Install Water

Efficient Products. Increase Sales.
Smart for Your Business.

JULY

SMART

IRRIGATION

An Initiative of the

For free articles and water-saving tips for your clients,
promotional ideas, and logos, visit:

RRIGATON H@aN http://www.irrigation.org/SIM.htm MONTH—
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WITH THE WRIGHT STANDER'S NEW RAPID
HEIGHT ADJUSTMENT, YOU CAN CHANGE DECK
HEIGHTS WITHOUT BREAKING A SWEAT.
THAT'S WHAT IT MEANS TO RIDE WRIGHT.
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To cut different types of grass in = 2

sun and shadow, you have to change the deck S

height quickly and easily — because in lawn mainténance,

time is always money. T s

Now, Wright's Stander RH™ and Sentar® mowers feature rapid deck height adjustment, %%%\
controlled by a single lever. Combined with the speed and agility lawn maintenance professionals

have come to expect from Wright's riding mowers, Wright's lever-action height adjustment can

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

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

commercial products

For more information, call
1.301.360.9810 or find our dealer

USE READER SERVICE # 53 locator at www.wrightmfg.com.
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OSHA and Ergonomics

ymes to ergon Ergonamic issues are

IMICS not high

on OSHA's priority list, | s there is an employee standards, al
somplaint,” says Brian Roberts, director of ergonom 00
services, CNA Financial Corp., Chicage Ihe lang- that when
scape industry is not one of the targeted groups that cal tas

repetiti

Tr e Occupational Safety & Health Administra- According to OSHA's
tion (OSHA) does not have a standard when it occupational safety

and Washington - have

. California

ve motion Injuries

Web site, two of its 26 state

y and health programs - California

adopted state ergonomic

({though Washington's was repe

s standard. adopted in 1

at least two employees performing identi

1 diagnosed by a physician with

(RMIs) within 12 consect

In the case of an erg months, the employer must establish a program whict
loyers under a general duty se, whict shall

n t they are required to keep tt vorkplac e Evaluate ich job, process or operation of identical
free of recognized hazards that car iuse death or activity axposures which have caused RMIs at the
erious harm to employees, Roberts says. “Require- ffected worksite;
ments will depend on the | A compliance officer * Control or minimize to the extent feasible the ex-
handling the case," he explains. “For exam [ e, the posures that have caused repetitive motion injuries
fficer can there n controls and administrative
weighing 100 pounds or more and the employe | ntrol
have to chanage tha * id aining to affected employees
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High Quality -

— LED TECHNOLOGY

NO MORE CHEAP PLASTIC FIXTURES
WITH BULBS THAT BURN OUT
NO MORE “CALL BACKS™
LIFE AVERAGE 15-20 YEARS !

Led Technology

tate does not have
1 an burn out

LOW CURRENT DRAW.... LEDS use
clectricity. This will allow the
on a single circuit
LONG LIFE....15-20 Years on the average
WATER PROOF... Will not rot fror
1o rain, snow or ice melt (salt) mat
UNBREAKABLE... Will not break under the weight of
traffic, if installed properly
UV STABLE.... The le

the sun or out door expe
EASE OF CONNECTION AND
INSTALLATION . Simple tv
Geometric shape to fitin v

No cutting required

HEAVY DUTY - COMMERCIAL GRADE
the best quality stainless steel with epoxy wat
and other materials. All combining

rigorous installation requirements
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ting diode
nt that ¢

very little
ol manv unus

2.2 watts

installation

Saves power. ( wi

outdoor exposure
|

not change color due to

) Wire connection

ver installations

Made of
prooling

to exceed the most

Call 1-800-930-1670 or visit www.frog-lights.com
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YOU CAN ALWAYS COUNT ON
THE ONE YOU LOVE.

DODGE RAM COMMERCIAL. The power is always there. Whether it’s the up to 650 |b-ft of torque from the legendary Cummins® Turbo
Diesel that maintains the highest level of torque in its class* or the up to 345 horsepower of the equally legendary HEMI® V8, we're in

it for the long haul. Because Ram is part of the longest-lasting,’ most durable* line of pickups on the road. What's not to love?
Visit dodge.com/commercial or call 800-4ADODGE.

*Based on full-size pickup trucks, Requires automatic transmission. 'Based on R. L, Polk & Co. Vehicles in Operation registration statistics CY 1986-2005. *Durability based on longevity.

.
e
Chrysler Financial is a business unit of DaimlerChrysler Financial Services. Cummins is a registered trademark of Cummins, Inc. /)@

Dodge and HEMI are registered trademarks of DaimlerChrysler Corporation. " BUSINESSL/N/ BUCKLE UP
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continued from page 72

most strength and creates
the least amount of force
on the back.”

Hand-held equip-
ment like string trim-
mers are known to cause
cumulative trauma to the
wrist, Wright says. Fortu-
nately, these machines are
usually used for no longer
than 10 minutes at a time
on most residential jobs.
Bur on large commercial
jobs, crewmembers may
have to use them for
anywhere from four to
cight hours at a time de-
pending on the size of the
property. “The vibration
of a string trimmer’s staff

Photo: Wri;

ght

can numb an operator’s wrist after an
hour, and the tingling can go all the
way to the shoulder,” Wright says,

Operating pistol grip walk-behind
mowers can also cause stress to a con-
tractor’s wrists. Because the squeezing

syndrome Wright says, comparing
the action to exercising too long with
handgrips. “Contractors repeat this
motion sometimes hundreds of times
per day and their wrists can get very
tired,” he says. “When using exercise
handgrips, five squeezes are good, but
after 20 you can't squeeze anymore.
That shows how much stress con-
tractors can encounter throughout a
typical day. Even with exercise you
shouldn’t overdo it.”

BETTER ERGONOMICS. [mprove-
ments in design have helped make
some mowers more ergonomically
friendly. The largest leaps have been
made in seat design, says Mark Wood-
lief, project manager, Husqvarna
commercial wheeled goods, Charlotte,
N.C. More, larger springs and suspen-
sions absorb the jostles of a lawn’s
bumpy terrain so the operator doesn’t

have to. The backs of mower seats are
also being made taller and more con-

action turns the mower on and off,
it requires a good deal of force and
has been connected to carpal tunnel

UNIVERSAL
AERA-VATOR’

THE AERA-VATOR IS NOW AVAILABLE
WITH 3 INTERCHANGEABLE ROTOR
SHAFT OPTIONS FOR INCREASED
VERSATILITY. THE AERA-VATOR
NOW COMES WITH THE AERA-VATOR
SHAFT, THE MULTI-TINE SHAFT, AND
A NEW SLICER SHAFT. ONE MACHINE
WITH 3 OPTIONAL SHAFTS WILL
HELP PRODUCTIVITY THROUGHOUT
THE WHOLE YEAR FOR TURF
PROFESSIONALS. THE UNIVERSAL AERA-
VATOR ALSO HAS AN OPTIONAL SEED
BOX BUILT BY FIRST PRODUCTS.

adding that wearing a harness can
help carry the bulk of the machine

and alleviate some force. continued on page 78, sidebar on page 77

SLICER

\
First\ )/
Products

INNOVATIVE TURF EQUIPMENT

800-363-8780

WWW.1STPRODUCTS.COM
SALES@1STPRODUCTS.COM

Lutter's Choice

2008 East 33rd Street « Erie, PA 16510 + 1-888-288-8371
www.cutoffsawparts.com

Volume discounts for large contraclors!

AERA-VATOR
USE READER SERVICE # 55 USE READER SERVICE # 56
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the OSHA approach

hile OFf T

SHA does not have an ergonom

nomic safety that states may follow. Enacted in

s have a four-pronged approach to ergo-

the comprehensive approach was designed to quickly

and effectively ad ss musculoskeletal disorders in the

workplace.

» GUIDELINES: Voluntary guidelines are tools to assist
employers in recognizing and controlling hazards. The

sk ific, but emplovers

and ta

qguidelines are industry

in other industries for which guidelines have not been

developed may find useful information for implementing

their own ergonomic programs.

* ENFORCEMENT: The Department of Labor's ¢
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ment plan for ergonomics focuses on in

ployers with known high injury and iliness rates related
OSHA coordinates inspections

to ergonomic hazards
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violations. Serious ergonomics hazards will be a

ISHA's General Duty (
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continued from page 76

toured to fit to a contractor’s
body, preventing the back
from twisting and turning, he
says.

Wright agrees that today’s
mower seats are receiving the
mOost ergonomic attention,
with some made with up to 6
inches of vertical spring stroke
that can absorb even abrupt
shock. “With a vertical 6-inch
stroke, you can hit a ground-
hog hole and not really feel it,”
he says. “With other mowers,
that could knock your teeth
out.”

The handles of some
mower designs are being made
at a seven-degree angle, the proper
position in which a person would rest

their hands while sitting down, Wood-

lief says.

Thick, textured padding on the
handgrips of some mowers makes
them easier and more comfortable
to hold and also absorbs vibration.

We’ll turn 1 yard into 100!

William want
" {frgener,

m let

Poto: Husqvarna

“Imagine holding a glass of tea,”

Wright says. “You don’t want to drop
it so you squeeze it very tightly. If the
glass was textured, you wouldn't have

[O €XCrt as lﬂll(h '.()l'\.L' to ll()ltl on to l(

Some I)l&lnll‘ll(llll'('r.\ arc gning

beyond just suspending the seat and are

suspending the whole frame. This can
make for a smoother ride particularly

William,
us accent

for contractors who mow for
eight or more hours per day,
Wright says. Mowers with
suspended frames tend ro
have more moving parts than
regular mowers, making them
more expensive to purchase
and maintain,

When purchasing a push
mower, contractors should
be sure to choose a self-
propelled machine with an
automatic start, Roberts says.
This eliminates the need to
push the mower physically
and bend down to pull the
mower on and off multiple
times a day. If purchasing a
stand-on mower, a padded sulky can
help reduce some of the machine's
vibration, Roberts says. “How much
vibration is absorbed will d(p(nd on
the type of ululpnum type of (urnn
and the ergonomic precautions,” he
says. No matter what type, manufac-
turers suggest contractors purchase

WE CUT CIRCLES AROUND THE COMPETITION.
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LINEVINOU AL
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E-Z Trench Bedscapers make the
smoothest edges and tightest turns.
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Iu nlthl(‘

the value of your
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(3€9)R85 5588

Caster Steering « Zero Turn Radius
Compact Machine « Easy Maneuverability

Brenda, want a
greener, thicker,
hoalthler lawn?

For a dealer near you:
(843) 756-6444 or
www.eztrench.com

William,
Don’t gamble
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mowers with adjustable seats and
handlebars to suit each rider. Some of
today’s mowers can adjust to fit riders
\\u;:]nn:_g 100 to 350 Imuml\. Wright
says.
Manufacturers agree that the costs

of ergonomic additions are slight

less than 1 percent of the rotal cost
of the machine, Woodlief says. An
ergonomically friendly seat can cost
$400 to $500, while foam handgrips
can cost $10 to $20. Other llp:_’,l.uik‘\
like arm rests may add another $50
or $60. A more expensive upgrade, a
suspended frame, may add another
$1,000 to the mower’s cost. Wright
says some manulacturers give l||\'ll
customers the option to mix-and
match their mowers so they can

choose the ergonomic features that are

right for their businesses.

EASE THE PAIN. Roberts says thar
many landscape crews get into ergo
nomically unfriendly routines that
could be prevented with a reexamina
tion of their daily practices. He sug-
gests premeditating the layout of each
job to keep necessary equipment and
materials in the most accessible places,
['his will not only promote ergonomic
CONSCIOUSNCsSS, l‘lll .ll\n save ume from
I I('“ con
tractors to preplan their jobs in rela

a productivity standpoint

tion to the human interface,” Roberts
says. “How far do crewmembers have

“We hear thousands of

comments about things like
durability and functionality,
but most contractors seem
to be wi”ing to tolerate

some discomfort for the

sake of maLing money.

- Bill Wright

to walk to get whart they need? Is the
plant material located on one side of
the jobsite when it’s needed on the
other? Were pallets unloaded from the
truck just to be picked up and moved
later? This type of consideration needs
to be done everyday.”

Roberts suggests aiming for an ad-
ditional half hour of productivity and
a 10 percent reduction in the amount
of walking, bending and reaching
each day. “You're reducing cumulative
trauma and fatigue while increas
ing productivity,” he says. “There is
no way to keep a crew 100 percent
efficient all of the time. Bur that extra
half hour a day will go straight to the
bottom line and make a significant
difference in the long run.”

Roberts says the price of an

ergonomically unfriendly workplace
can be broken down into direct and
indirect costs. Direct costs include
things like filing a claim, medical and
ill\lll.mu‘ COSts, .Hld lll(lilul COSIS
include having to pay someone to
cover the injured person’s responsibili
ties and lost productivity. Roberts says
indirect costs can be four times more
than direct costs. “If you have a $100
claim, the final cost to an employer
will be around $400,” he says. “Some
one may not be collecting those costs,
but they are real and they are there.”

Just like it’s impossible to keep a
crew 100 percent efficient all of the
time, it’s impossible to eliminate 100
percent of the aches and pains. Bur to
case them, Wright says its a good idea
to not spend too much time using any
once picece of machinery. His sug-
gested timeline is one-hour incre-
ments separated by five- to 10-minute
breaks. An alternative is four-hour
increments separated by 30-minute
breaks. “This distributes the work to
different parts of the body throughout
the day,” he says.

['here are exceprions, Wright says.
For example, string trimmers should
not be operated for more than one
hour without a one-hour break. “It’s
best for a body to stop repeating a
specific motion for too long to avoid
problems in the long term.”

LL
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Easy to use—increase your productivity by 50%

Hydrostatic Walk-bhehind
Power Seeder
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The popularity of the Turf Revitalizer has been
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Back orders are likely during peak season (July - Sept.) Reserve yours today!
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First to Start. Last to Quit.
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"FORGET WHAT YOU KNOW
ABOUT 2-STROKE POWER.

Introducing the new 242-series, featuring a newly engineered 2-stroke
engine with an improved power-to-weight ratio and lower emissions.

* A A

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

|
@‘. & Discover how we've made the toughest tools on earth even
’ tougher. Learn more at Shindaiwa.com or call 800.521.7733.
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At this residen-

tial estate, a

smart irrigation
upgrade saved the
homeowners 30,000
gallons of water

in one billing cycle

(above).

om Campbell’s irrigation consulting business isn't called Water Scout for
nothing.
A 25-year veteran of the landscape and irrigation industries in Marin and
Sonoma County, Calif., Campbell conducts irrigation audits as a means of re-
connaissance before outlining a plan of attack to upgrade clients’ faulty systems,
Before retrofitting a system, Campbell first conducts a zone by zone assessment of the
existing system. He Hags broken heads and repairs these immediately so he can accurately
measure the system (in gallons per minute) before he makes any extensive up"mdc\
After the project is complete C m)plnll takes another reading to measure the savings. It's
not uncommon for the systems to improve so much so that zones that were once running
at up to 45 gallons per minute now operate in the high 20-gallons-per-minute range.
In addition to conserving water, Campbell is saving his clients money — as much as
50 percent off of their water bills — which is an increasingly attractive offer as many water
districts mwl ite to tiered water rate structures,
Here's a look at two of € ampbell’s past renovations.

,uly 2007 WWW. .nwnundldnd:ﬂ,dp'- com



autodesk

COMMERCIAL PROPERTY UPGRADE
Autodesk headquarters
San Rafael, Calif.

Site specifics: The 42-zone area is located on clay and
amended clay/loam soil. The property is a mix of turf,
planted areas, trees and parking-lot islands. Runoff and
overwatering were Concerns.

OUTDATED SYSTEM: Broken heads, leaking valves
and various other inefficiencies afflicted the 15-year
old system, which was a top-notch system when it was
originally installed. However, maintenance had gone awry.
“The site was pretty much bleeding out,” Campbell says.
“There were a lot of issues — broken heads, leakages and
the master valve was offline because of a cut wire.” Existing
components included:

e Controller — three controllers operated this system,
creating programmingand scheduling challenges. Every
time one controller’s battery died, the system would go
into default, watering every day for 10 minutes. “There
were conventional controllers that had enough capacity
to handle all of the zones,” Campbell says. “I have no
idea why someone slapped in three controllers.”

e Turfarea, planted areas and trees — traditional stream
sprayheads, many of which were broken.

e Parking-lotisland — pop-up sprinklers, broken and fixed

in upright position causing a tripping hazard.

SMART UPGRADE: After a zone-by-zone evaluation,
Campbell retrofitted the system with the (ollowini:
e Controller — one ET-based controller with Web-based

irrigation management capabilities.

e Turfand planted areas—check valves; institutional pop-
up bodies with pressure compensation; and multi-stream,
multi-trajectory rotating sprinklers.

o Parking-lot islands and trees — inline drip emitters.

SAVINGS: The site’s bimonthly water bill was reduced
38 percent — from $2,600 to $1,600 — during summer
months year over ycar.

www_lawnandlanclscape.com

Photo: ET Water

RESIDENTIAL PROPERTY
UPGRADE
Hiliside estate, Ross, Calif.

Site specifics: Single-family home;
landscape includes mature plantings,
planted beds and specimen trees, but
no turf. Homeowner sought to reduce
water bill, which had swelled to about
$1,000 bimonthly.

OUTDATED SYSTEM: “There
were some things that had been an
issue for many years,” Campbell says,
pointing to leaking valves as one major
cause of the high water use on the
15-year old system. Other outdated
components included:
¢ Controller — Two, 12-station
traditional timers that were prone
to quick battery loss. This
created scheduling and mainte-
nance difficulties as these control-
lers lacked non-volatile memory
and therefore needed to be repro-
grammed every time the batteries
died or the power went out.

. Planted/bed areas -
standard sprayheads on all zones
except for two drip zones for
hillside trees.

SMART UPGRADE: This system

was long overdue for renovation, so

he made the following changes:

e Controller rcpilccd the two
outdated conventional timers with
a new controller featuring a
weather module and low meter.

e Valves — replaced all valves.

e Planted/bed areas -
converted all standard sprayheads
to drip emitters or multi-stream,
multi-trajectory rotating
sprinklers.

SAVINGS: The changes resulted
in a 50-percent reduction in gallons
used — as much as 30,000 gallons in
one billing cycle. It also reduced the

two-month water bill to $243 from
$900-$1,200.

july 2007

Tom Campbell

Photo
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Seed It to Believe It

84

Hydroseeding can produce a greai-looking lawn with less money in less time.

Photo: Finn Corp.

lawn & landscape

his season marks Bob Baldner’s first at-

tempt to offer hydroseeding as part of

his full-service landscape and irrigation

company. So far, he's sold about 3 acres of
seeding, which will cover all of his initial equip-
ment costs and even leave him with a licde bit
of pr(vﬁl. While it’s still too c;lrl)' to tell, Baldner
says the current demand for hydroseeding should
help the business grow each year. “It’s such a new
service for us that | can't really make any accurate
predictions pertaining to revenue,” says the owner
of Irrigation Innovations, Livingston, Mont. “The
demand seems to be there though, so it should be
a good revenue stream for our business.”

Like many other contractors, Baldner began

offering hydroseeding as an alternative to laying

luly 2007

WWW, |awnand’andscape.com

sod. When done well, hydroseeding can produce
sod-like quality results with about one-third of
the labor and for about one-third of the cost.

The biggest drawback to hydroseeding seems to
be the lack of “instant gratification” achieved by
using sod, says Ray Badger, president of Turbo
Technologies, Beaver Falls, Pa. But with a little
patience and regular watering, hydroseeding can
often produce a better-looking lawn than sodding
within six weeks, Badger says.

According to Lawn & Landscape research,
about 2 percent of contractors purchased hydro-
seeding machines in 2006 and 4 percent plan to
purchase a machine in 2007. The hydroseeding
industry grows abourt 10 percent each year, Badger
says, adding that machines and products are more
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affordable, user-friendly and readily
available than ever before.

WHAT IS HYDROSEEDING? Hy-
droseeding is the process of combin-
ing grass seed, dyed mulch, fertilizer,
tackifier and water into a hydroseed-
ing machine. The machine’s tank
mixes the materials together to create
a substance that is evenly sprayed
through a hose over bare soil. The
dyed mulch, usually green or blue,
helps contractors see where they have
sprayed to ensure an even application.
Regular watering helps soak-in the
seed and the mulch-based covering
holds in the moisture and speeds up
seed germination. The mulch also
protects the newly planted seeds from
harmful sun rays and hungry birds. As
the lawn grows, the mulch gradually
decomposes and nourishes the soil.
Contractors can choose any kind
of grass seed and fertilizer they prefer,
and the costs will vary significantly
depending on type and quality. Tacki-

DAY / 28

[ ULTIMATE TURF ESTABLISHMENT ]
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fier is the glue that holds the hydro-
seed mixture together and also makes
it slick enough to be sprayed through
the machine’s hose. About 5 to 10
percent of mulch comes with it pre-
added, Badger says, but most contrac-
tors purchase it separately. Tackifier
costs about $50 for an acre’s worth,
and can be purchased anywhere hy-
droseeding supplies are sold, he adds.
Types and qualities of mulch vary
as well, says James Lincoln, owner
of TurfMaker Corp., Rowlett, Tex.,
adding that the lowest quality mulch
is made of shredded newspaper and
the best mulch is made of 100 percent
wood. “The mulch is what makes the
difference,” he says. “The more good
quality mulch a contractor puts on
the ground, the better chance he'll
have of getting a good stand of grass.”
Paper mulches can cost around $8 to
$10 per bale, wood mulch can cost
$12 to $14 per bale and a blended
mulch of paper and wood falls some-
where in the middle costing around

www.lawnandlandscape.com

$10 to $11 per bale, Badger says.

The type of mulch used deter-
mines if the process is considered
low-cost or premium hydroseeding,
Lincoln says. Low-cost hydroseeding
is often used for highway grassing
jobs, mine reclamation projects and
other large-scale jobs where high-
quality grass, total coverage and quick
results are not required. Premium hy-
droseeding is mostly used for residen-
tial and commercial projects where a
great-looking lawn is the top priority,
although it is common for homeown-
ers to choose sod for their front lawns
and hydrosced for their back lawns,
Badger says. “Laying sod gives clients
an instant lawn, while you might have
to wait three weeks to see the results
of hydroseeding,” he explains.

Manufacturers agree knowing how
to apply low-cost and premium hydro-
seeding is an important part of offer-
ing the service. “The most common
mistake among contractors is to not
know the difference between the two,”
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Lincoln says. (For more informa-
tion, see “Tank Loads™ on page 90.)

HYDROSEEDING HISTORY.
Hydroseeding, sometimes known
as hydromulching, first emerged

in the 1950s and was a very literal
process simply consisting of water
and grass seed. The machines were
costly — falling into the $100,000
range — and the process was not
offered regularly until the 1970s.
By this time, mulch was added to
the mix and machines became more
affordable and user-friendly. By the

culation method to tank-mix
paper mulch, seed and fertilizer
to create a thin, or “soupy,”
substance, Lincoln says. Using
better quality wood mulch can
lead to clogging jet agitation
machines, he adds.

The “soupy” applications
produced by jet agitation
machines work best in areas
with dry, powdery soil that
will easily absorb the seed and
cool weather free of heavy
rains that won't wash the seeds
away. These conditions can be

1980s |1)'df(>u1'dill§ cnu‘rgcd into Contractors and manufacturers agree that most hydroseeding  found in Northern areas like
the |;md\1.lpc market and has since jobs can be done by one contractor with one machine in one the Pacific Northwest and the
evolved to what it is today. step. Photo: Finn Corp. Northeast, Lincoln says.
Orther improvements to the Mechanical agitation
process include greater accessibility Jet agitation and mechanical machines are more durable and thus
to more varieties of durable grass seced  agitation are the two main types of more expensive than jet agitation
and better quality mulch. “When we hydroseeding machines, and both machines, costing around $8,000
first offered the service 17 years ago, produce different results. Jet agita- each. These machines are capable of
hydroseeding materials were hard to tion machines are the less expensive of  blending wood mulch, creating sub-
find,” Badger says. “Now they're avail-  the two, costing around $4,000 each, stances dramatically thicker than jet
able anywhere turf supplies are sold.” Badger says. The machines use a recir- agitation machines can, Lincoln says.

SPRAXIS

USPraxis Inc., 955 West Prairie Drive, Sycamore, Illinois 60178 * 888-316-8200 * www.uspraxis.com
- i -

World Class - Made in the USA
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Mechanical agitation machines can be
used anywhere, he adds, because the
operator can vary the thickness of the
mulch. Thicker hydroseed applica-
tions are necessary in areas with ex-
treme heat that can dry out the seed,
heavy rains that can wash the seed
away and wet or hard soils that won't
absorb the seed easily, Lincoln says.

Horwd

HYDROSEED

THE Y75 HYDROSEEDER

SMARTER WAYS TO WORK SINCE 1935 | www.linnco

LESS LABOR. Contractors and man-
ufacturers agree that hydroseeding is
the most efhicient way to install a lawn
from a labor standpoint. Most jobs
can be done by one contractor with
one machine in one step. “We added
hydl’()SL‘L‘ding hCC'.lllSC one pch()n \Vi”
be able to do what several had to do

to install sod,” Baldner says. “It was

USE READER SERVICE # 67
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essentially a labor availability issue.”
Depending on the size of the job
and the machine being used, Badger
says it can take one man one to three
hours to hydroseed a 10,000- to
12,000-square-foot lawn, and one to
12 days to hydroseed a 1- or 2-acre
lawn. Baldner says he alone handles
jobs 6,000 square feet or less, but
brings another crewmember along to
jobs any larger to help with tasks like
mixing and handling the hoses.
Badger says that laying sod is
six times more labor intensive than
hydroseeding. From lifting heavy pal-
let loads to ensuring precise applica-
tions, a six-man crew can be needed
to perform a 1- or 2-acre sod job in
two to three days. With dry seeding,
the applications of grass seed, fertil-
izer, straw and water are all done in
separate steps. “If you do it by hand it
can take forever,” Badger says. “Straw
blowers are more effective, but sell for
the same price as a hydroseeder.”
One thing to keep in mind when
it comes to hydroseeding is having a
reliable way to transport the ma-
chine, Badger says. Depending on the
machin¢’s size, a trailer or a pickup
truck with a ramp will most likely be
required. Another challenge is the pre-
pwork of evening out the soil to make
tor a level seedbed. This can be done
by hand with a rake or rototiller or on
a machine like a skid-steer with a box
scraper attachment,

SELLING HYDROSEEDING. “The
key to selling hydroseeding is to sell it
against sod,” Badger says. “Guys who
use sod as a comparison can get more
money than those spreading some seed
and throwing straw over it.”

While manufacturers say seeding
can be done from April to November
in the North and year-round in the
South, Baldner says the best time to
sell it is anytime. “We are always sell-
ing any or all of our services,” he says.
“But in Montana, we have a relatively
short growing and installation season,
so seeding takes place from May to
October.” Baldner and his crew will
also perform dormant seeding before
and after the active seeding season
which gets the seed in the ground so
it’s ready for next season.

Badger notes that different types
of grass seed need to be planted in
different climates. Bermudagrass needs
warm temperatures to grow properly,
while ryegrass and fescue can grow
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Isuzu NPR HD Crew Cab
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190 HP Diesel Engine, Automatic Transmission, 14,500 Ib.
Exhoust Brake, AM/FM CD Player, A/C, P/S, Power Windows & Locks, Floor M,

Tit Whee! (Other Options And GVW  Raings Availoble)

Isuzu NPR HD with 12'Dunt Body
300 HP Gas Engine, Autornatic Transmission, 14,500 Ib. GVYWR, 19.5 Tires,

Isuzu NPR with 18’ Encdlosed Landscape Body
AWFM CD Player, A/C, P/S, Power Windows & Lacks, Floor Mat, Tilt Whes, 300 HP Gas Engine, Autormatic Transmission, 12,000 Ib. GYWR,
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during colder times of year. Ulti-
mately, the type of grass planted
is up to the contractor. “I like the
ability to custom mix the seed,”

but I've also seen companies

charge as little as 6 cents per

square foot,” he says.
Manufacturers agree that

Baldner says. “We can offer
mixes you can't get with sod.”
One of the troubles with
sod is that trying to transplant
grass to unfamiliar soil can
be difficult, and sometimes it
won't take, Badger says. Because
of this, some contractors and
manufacturers view hydroseeding
as a more natural way to install
a lawn. “It is not uncommon

to run a successful hydroseed-
ing business a contractor has

to know his stuff. From the
different types of mulch to the
process itself, there are many
mistakes an inexperienced con-
tractor can make along the way.
“I started doing rescarch on the
actual process, and I'm learning
about grass types and trying to

increase my level of expertise

to find crummy sod available The dyed mulch used to hydroseed helps contractors see as quickly as possible,” Baldner
out there,” Lincoln says. “With where they have sprayed to ensure an even application. says. "1 haven't been doing this
hydroseeding, contractors can Photo: Turbo Technologies long enough to know what mis-
choose premium grass seed so takes | will make, but I've been
they know whart they're getting.” mat because it’s readily understandable  in business long enough to know how
Most contractors price their hy- for the potential customer,” he says. to learn from the ones I do make.” B

droseeding services by the square foor  Badger says pricing can vary depend-
and Baldner factors in things like cost  ing on location, but 8 to 10 cents a

of materials, labor and overhead. An square foot is a nationwide average.

average job for Baldner is a 6,000- “A company with little or no competi-

square-foot lawn for which he charges  tion and a good salesman can possibly For more on caring for a newly hydroseeded
$800 to $900. “I use this pricing for-  charge 20 or 25 cents per square foor, lawn, visit the July Online Extras section.

tank loads

he quantity and quality of mulch and tackifier, the glue that holds the hydroseed mixture together, make

a significant difference in the final result of almost any hydroseeding job, says James Lincoln, owner of
TurfMaker Corp., Rowlett, Tex. The better the mulch and tackifier, the better the seed germination and soil ero-
sion protection. Lincoln describes three ways to mix the tank load of a 600-gallon machine to get fair, better and
great applications.

Fair Application: Apply 25 pounds of paper mulch per 1,000 square feet

Load 200 pounds of paper mulch and enough seed and fertilizer for an 8,000-square-foot application. Use a
small nozzle to spray the “soupy” mixture. This type of application will not have a high likelihood of a good final
result, Lincoln says, but mild weather and gentle rains will better its chances. The cost of this type of applica-
tion is around 1 cent per square foot, or $10 per 1,000 square feet.

Better Application: Apply 50 pounds of blended wood and paper mulch per 1,000 square feet

Load 200 pounds of blended wood and paper mulch into the tank and enough seed, fertilizer and tackifier for
a 4,000-square-foot application. Use a medium-sized nozzle to apply the mixture. This technique is likely to
produce a good stand or grass if the weather is not “blistering hot" or if hard rains do not occur during the first
week or 10 days, Lincoln says. The total cost for this application will be between $25 and $40 per 1,000 square
feet, he says.

Great Application: Apply 75 pounds of wood mulch per 1,000 square feet

Load 200 pounds of wood mulch and enough seed, fertilizer and tackifier for a 2,700-square-foot application.
Use a large nozzle to apply the mixture. This type of application has a high likelihood of producing a good final
result, Lincoln says, even in the face of hot weather and significant rain. Total cost for this application may
exceed $50 per 1,000 square feet, he adds.
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Where would you be without green?

For starters, you'd be looking for a new job. ; t ‘
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rGreen JI

¢ Green Matters

Eve

10 learn more and ta contribute, visit www.projectevergreen.com of 877-758-4835
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Safe Bet

Don't gamble with hazards on the job. Try protective products

compiled by heather wood | web editor

Arborwear Lightweight Tree Climbers' Pants

o Sewn with lightweight, 10-ounce twill

o Features the same industrial construction, gusseted crotch and
streamlined design as the original pants

¢ Designed to handle landscaping jobs

e Arborwear — 888/578-8733, www.arborwear.com

Circle 200 on reader service card

Howard Leight AirSoft
Redesigned Earplugs

¢ Designed to be easier to insert and fit
in the ear

¢ Features an internal air pocket design
with noise-blocking fins

» Fourth flange was added to the profile

o Original PYC material was replaced with
a more user-friendly TPE

¢ First introduced 30 years ago

¢ Bacou-Dalloz Hearing Safety Group
— www.hearingportal.com

Circle 201 on reader service card

Perfect Fit Tuff-Coat Palm-Dipped Gloves

» Lightweight stretchy nylon liner provides flexibility and dexterity

» Durable latex coating is applied for resistance to cuts, punctures and abrasion

» Cut resistant styles are made with DuPont Kevlar-brand fiber shells

» Hi-viz, acrylic-dipped glove with thermal protection for use in high activity/low light settings also available

» Perfect Fit Glove — www.perfectfitglove.com

Circle 203 on reader service card

lawn & landscape juty 2007 www.lawnandlandscape.com

NoiseBuster AM/FM
Radio Earmuff

Passive earmuff

Features soft ear cushions and a step-free adjustable
headband for comfort and ideal fit

AM/FM radio with easy access rotary tuning is built in
Sound level is limited to 83 decibels for safety
Includes a short, flexible antenna

NoiseBuster — 877/226- 1944, www.noisebuster.com

Circle 202 on reader service card
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EASY TO USE ... PROFITABLE ...

I
Before ‘
¥ L

Realistic Photo Imaging

Easy-to-Use CAD
drafix software, inc.

PRO
Landscape

he Standard in D g ftware f¢ ape Professionals.

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

Customer Proposals

Specifically designed for landscape
professionals, PRO Landscape offers
Realistic Photo Imaging, Easy-to-Use
CAD and Professional Proposals - all to
improve your bottom line. With more
than 15 years on the market, it's the
most popular professional landscape
design software available today. It's
simple, it's profitable — and now with

3D, it's power you've never had before.

NEW 3D

it drafix software inc

Eg Landsca

The Stomdiaed in Design Softwrs for Landionps Profieisinoly

}_

60-Day Money-Back Guarantee

“| sold two jobs the first week | owned the program
I'm hooked!

Dustin Leite, Maple Leaf Farms & Nursery

I've lost track how many times PRO Landscape ha
paid for itself
Brett Seltz, Tollgate Construction
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Smart Water

These irrigation components are designed to meet the need for more efficient use of a precious resource.

compiled by heather wood | web editor

DIG LEIT-2 Controller Plus RC2 Remote Handset

» Virtually invisible wireless controller and handset

» RC2 handset operates 100 percent of the controller functions, eliminating
the need to visit the controller after installation

o Each LEIT-2 controller operates two valves

» Handset operates as many as |98 stations

* No AC or batteries are needed for the controller

» Controller is compact and can be mounted directly onto the cover

of valve boxes

» DIG Irrigation Products — 800/322-9146, www.digcorp.com

Circle 204 on reader service card

Hunter ET System

» Measures key climatic conditions to
calculate the local evapotranspiration (ET) factor

» Combines ET information with each zone's
particular plant, soil, sun and sprinkler data to

create an ideal program e

» Minimizes water waste by applying just the & ——

amount of water the plants need —

* WiltGard technology triggers protective watering when extreme conditions
threaten plants

» Non-volatile memory retains program and site information in the event
of power failure

» Includes a range of scheduling options

* Add-on accessory to any Hunter controller that operates with SmartPort

» Hunter Industries — 760/744-5240, www.hunterindustries.com

Circle 205 on reader service card
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Concerned with These Lines?

e 5
Page ; Union Times

COUNTY GAZETTE

N e T B

State May Impose ater Congeryms:

Water Restrictions 0Take Effectg;a on Pfﬂgram
— - ,

t
g ey Repaie at'e_w. de

 Shortfalls in Water Supply —
- has Impact on State Economy

—

Then Look Into These Lines.

[t's more than just news; it’s now become a way of life. Water conservation is a more important issue than
ever. That's why Hunter has assembled a family of products that makes it possible to create a more efficient
irrigation system. In fact, no other manufacturer offers such a wide array of water-saving
components. Hunter’s Proven Water Saver products—because when it comes to preserving

our precious natural resources, we're not just handing you a line.

Huonter

The Irrigation Innovators

www.HunterIndustries.com
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Hydro-Rain HRZ 100 Miller-Leaman Thompson

A VALVE. A FILTER. » ° .
Irrigation Nozzle Filter

A REGULATOR. ALL IN ONE.
Combines a low-flow valve, filter and = - :

pressure regulator into a single unit Prevents sprinkler nozzles and

Options range from 0.1 gpm to 5.0 gpm micro-drip emitters from clogging

Fits inside a 6-inch round valve box HYDROD RAIN Available in Type 304 and Type 316 stainless steel

e e e e e o1 S S
rmnre - o v 84 - PTORAN

Preassembled for speed and ease Features a large conical element with more surface area

Filter is upright for maintenance access
Hydro-Rain — 888/493-7672, www.hydrorain.com

Circle 206 on reader service card

than traditional strainers
> Available in a variety of screen mesh options

Can be outfitted with optional instrumentation packages
* Miller-Leaman — 800/881-0320, www.millerleaman.com

Circle 207 on reader service card

Irrometer WaterSwitch

Can be retro-fitted to existing systems or installed with new construction
Wiring is similar to rain switching devices

Connects to the controller’s existing sensor input terminals

Uses a single Watermark sensor in the turfgrass roots to signal the

controller to skip unnecessary watering

1 Worldwide

New lid seat collar for greater durability
tmproved ribbing siructure for increased sirength
Kuock-oul mouse hales increase flexibility

The Trusted Valve Box
for 38 years

We also offer a complete line of quality drainage and fittings
solutions gnd the innovative HosEnclose Storage System

USE READER SERVICE # 73

96 Idwh & !andscapo

july 2007

Irrometer — 951/689-1701, www.irrometer.com

Four selectable positions allow for user adjustment of the appropriate moisture level

Carson Industries LLC
1160 Nicole Court
Glendora, CA 91740
Toll Frae (B00) 735-5566
Phone (900) 582-6272
Fax [909) 5927971
www.carsonind.com

ATt & Pretrieg W omtwace

www.lawncndlandscape.com

Circle 208 on reader service card

All New Graphic Interface
Plus
Loads of Added Features

Invoicing —= 1 7 “: =
Scheduling =P ‘ @
Estimating | || et || e | e |
Routing ¢ r g
e S 2ad
Contracts ’ ; ' —
Email Invoices i
Chemical Application Reports & More ">~

Software doesn't get any easier than tlﬁg

Getyour  800-586-4683
FREE Trial  cALL or DOWNLOAD

www.adkad.com/freedemo.htm
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Now that Isuzu’'s been America's #1 LCF
truckK for 21 years, we've evolved.

After being America’s favorite low cab forward truck every year
since 1986, we've just raised the bar. Introducing the 2008 N-Series, N “’a‘c’}' SRS,
our hardest working trucks yet. The exclusive Hexacube cab features ~ J£= '

| SR % IR

unitary construction and increased rigidity for safety and a quieter ;
Most powerful in its class.

ride. There’s more space for heads, shoulders, legs and bellies.
For increased performance, our diesel engine has been boosted to
205 hp and 441 ft/Ib of torque. All Isuzu 2008 diesel engines utilize
our latest technology to easily meet stringent 2007 Emissions Stan-
dards. An Aisin 6-speed automatic transmission is now standard. And

Isuzu-built trucks are still the only LCFs with a choice of diesel or gas
engines. Of course you'll find the same legendary dependability, low
cost of operation and unsurpassed handling that you've come

to expect from Isuzu trucks. The Isuzu 2008 N-Series, using an
evolution to start a revolution. Visit us at www.isuzucv.com/Il or
call 800-785-5445 ext. 2383 for full details. Greater panoramic visibility.
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Rain Bird Rotary Nozzles

Circle 209 on reader service card

Superior Controls Co.
Sterling Series ET Controller

Multi-stream, rotating nozzles
Feature a range of 13 to 24 feet
Ideal for smaller yards and landscapes

Combine the water efficiency of a rotor and reliability of a spray

Allow the user to irrigate more efficiently and establish deeper root systems

Rain Bird — 800/724-6247, www.rainbird.com ’

Adjusts watering schedule to weather
Features automatic, semi-automatic,
manual and timed operation

Flow monitoring abilities available

Includes a programmable one- to 32-day watering calendar

Storm Manufacturing Group — 800/210-2525, www.storm-manufacturing.com

Circle 211 on reader service card

(Fiat rate per application paid in advance, or pay in instaiments of $1,600 down with J instaliments of $800)
* Does not include bus fare, USCIS (INS) fees, required newspaper ads, foreign processing & consulate

Weathermatic SmartLine
SL4800 Controller

¢ Designed for parks, sports fields and large
commercial sites

o Features a | 2-station base unit that expands to 24, 36
or 48 zones with the addition of hot-swappable
12-zone modules

* Control panel is identical to the panel on the SL1600

e Features a large, backlit LCD display

e Can be set up in two modes: Auto Adjust or standard

* Weathermatic — 888/474-3776,
www.weathermatic.com

Circle 210 on reader service card

"Are you having a difficult time finding
minimum or low wage legal workers?
Let us help you get the low wage labor
force that you need, just as we have for

(LY hundreds of other companies for years."
-Robert Kershaw -Robert Kershaw, Attormey at Law
Reia & Kershaw, P.C.

Legal and low wage foreign workers
with H2B visas may be the
answer to your labor needs!

EARLY SIGN UP OFFER -

1-99 Workers’ Visas

$3.900."

THAT'S $3,500 IN FEES FOR ALL OF YOUR VISAS, NOT $3,500 PER VISAIl

fees, nor foreign recruiting fees. Give us the opportunity o beat any competitor's published price
Number of potential clients is limited! Call toll free for more information

1-800-164-3510

Reina & Kershaw, P.C.

3355 Bee Caves Road, Sute 307, Austin, Texas 78746 (512) 383-0007 Fax: (512) 383-0009

Licensed by the Texas Supreme Court
Not certified by the Texas Board Of Legal Specialization

www.workvisasusa.com
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f Wm More Jobs and
Increase Your Profit!

@ Design Projects Faster
“@®+-Become More Professional
_® Create More Accurate Estimates

® Superior AutoCAD® Compatibility
IS The industry leader for
‘ lrngatlon and Landscape Design Software
for more than a decade.

Visit us online at www.raincad.com for details today!

LANDE 2 ILLUSTRATOR"

Email: sales@raincad.com Phone: (281) 463-8804

USE READER SERVICE # 77



http://www.rainbird.com
http://www.storm-manufacturing.com
http://www.weathermatic.com
http://www.workvisasusa.com
http://WWW.raincad.com
mailto:sales@raincad.com

TrimYour Labor Costs!

Leading landscape professionals rely on the easy-to-use, long-lasting formulation of Cutless* Granular Landscape
Growth Regulator to reduce the labor costs associated with maintaining landscaped shrubs, hedges and groundcovers.
Plants treated with Cutless Granular require less trimming and exhibit a more compact, uniform shape.

Use Cutless Granular today...You'll love the increased profits and your customers will love the fuller and more
attractive plants.

*
For more information about Cutless Granular Landscape c“tless G ranular
Growth Regulator, visit our web site at www.sepro.com, or
call 1-800-419-7779. Landscape Growth Regulator

Note the enhanced blooms
_ . ofthe treated shrubs.
£ AR S

Untreated Jasmine

-
4

2 " ) T
Unireated Mexican Petunia e

Side-by-side
proven results with |
Cutless' Granular. :

Example below of reduced shoot growth and enhanced
bud development of the treated Jasmine on the left,
and untreated on the right.

) /)

T

] N . R ~'::  3 B ke -,
« Treated Plumbago : '
§ Untreated Plumbago
» A N
o o e~
' - S

SePRO Corporation Carmel, IN 46032 | S@GPRE

“Trademark of SePRO Corporation. Always read and follow label drections
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Toro TMR-1
Maintenance Remote

Allows a single operator to perform most
manual operations remotely from the field
Operates on unlicensed MURS frequencies,
giving it optimum range without the hassles
of FCC licensing

All Stations Cycle function tests all stations
with a two-minute runtime per station
Includes a long-range, handheld

transmitter with rechargeable NiMH
batteries and a pre-wired, quick-release receiver
Quick connect system allows the receiver

to be moved from one controller to another
Receiver operates off of the power from the
controller

Toro - 888/676-8676, www.toro.com

Circle 212 on reader service card

Underhill 2Wire Decoder System

Converts any commercial controller to a two-wire operation

Can operate as many as 63 irrigation stations

Can be mounted internally inside an existing controller or externally in a separate
enclosure along the two-wire path, as many as 3,000 feet from the controller
Includes 2Wire Universal Senders

2Wire Decoders can be installed at any location along the two-wire path and
control one or two valves per station

Underhill - 800/863-3744, www.underhill.us

2-way Radio Remote

DG

IRRIGATION PRODUCT S

Controllers.

Features:
* Secure 2-way wireless communication

* Full in-the-field accessibllity to all controller
data using the hand held remote

Can be used with mos! brand name valves
using DIG’s solenoid adaptors

No weak link; any disruption in one controller
site will not effect the others

The LEIT XRC controller can operate with or
without the radio link

LEIT L

with up
containi

DIG Corporation 1210 Activ
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LEIT Link’

Facilitates wireless
2-way communication s
with LEIT XRC

Water management in the

with up to 99 controllers
LEIT Link MASTER: can communicate

y Drive, Vista, CA 92081-8510
Ph 800-322-9146/760-727-0914 « Fax 760-727

Circle 213 on reader service card

Heavy-duty Attachments
for Commercial Mowers

Electric Broadcast
Spreader

palm of your hand.

ink MULTI-PRO: can communicate

to 99 groups of controllers, each group
ng up to 99 controllers

Call for Dealer

800.966.8442 @
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Talstar.
| Knowit. | Trust it. | Use it.

Professionals who use Talstar® EZ granular
insecticide know they can trust it to get the job done.
Make sure Talstar is
your number one
Ichoice. Excellent

for lawns and
landscape areas,
Talstar provides

long lasting, broad-
spectrum control

of surface-feeding. *
insects, chinch bugs,
fleas, ticks, even fire
‘ants. No odor, easy
on the applicator,
easy to calibrate,
and easy to spread.
Also available in a
sand-based granular formulation
as Talstar PL granular.

For more information, please contact your FMC
sales representative or local FMC distributor.

Talstar. Trusted Because It Works.

Always read and foliow label directions. FMC and e trademarks of FMC Corporation /
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Small Wonders

The power behind this handheld equipment shows that size can be deceiving.
& | g

compiled by heather wood | web editor

Cub Cadet Commercial ST 26 String Trimmer

» Powered by a |.22-horsepower, 25.6-cc Shibaura engine

» Features solid-steel straight shaft design, a gearbox with dual
shaft bearings, anti-winding design and anti-vibration shaft drive
» Cub Cadet Commercial - www.cubcadetcommercial.com

Circle 214 on reader service card

ECHO PB-755 Backpack Blower

» Equipped with a 63.3-cc engine
» Features a shorter hip throttle and an L frame with straight back
» Re-designed tube stays flexible in cold weather
» Includes a 68-fluid-ounce fuel tank, 625 cubic feet per

minute at the pipe and 205 miles-per-hour maximum air speed
» ECHO - 800/432-3246, www.echo-usa.com

Circle 215 on reader service card

Husqvarna 335LS Trimmer

» Features a 34-cc, two-stroke X-TORQ engine

» Includes a heavy duty gearbox, steel shaft and oversized clutch
» Equipped with the LowVib anti-vibration system

» Runs up to one hour on a tank of fuel

» Husqvarna - 704/597-5000, www.usa.husqvarna.com

Circle 216 on reader service card

John Deere BP65LE Backpack Blower

» Has an air velocity of 190 mph and 630 cubic feet per minute of
air volume; powered by a 64.7-cc Kawasaki 2-cycle engine

» Includes a low-emission, fuel-efficient engine and a large muffler

» Padded backpack harness absorbs vibration; weighs 2 1.4 pounds

» John Deere — 309/765-8000, www.johndeere.com

Circle 217 on reader service card

lawn & landscape lu|y 2007 WWW awnand]nndscape.com
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E Q U P MENT reans 0
COMMERCIAL TRUCK CENTER

FORMERLY KNOWN AS KELLEY COMMERCIAL TRUCK CENTER

DUE TO MORE STRINGENT EMMISSION LAWS ON COMMERCIAL
VEHICLES, THE PRICE OF TRUCKS PRODUCED AFTER
JAN. 15T, 2007 wiLL INCREASE $3,000 - $5,000

Ask dealer for details

2007 ISUZU NPR 2006 ISUZU NPR Diesel
Auto, A/C, 6.0L 300hp. Auto, A/C, 14ft Dovetail
Pwr Windows & Locks Pwr Windows & Locks

16ft Landscape Body Cruise Control

2006 ISUZU NPR DIESEL . 2007 ISUZU
Auto, A/C,16ft Landscape 29 966 CREW CAB DIESEL 36 8 I 6
Body, Pwr Windows & Locks [} Auto, 16ft Landscape Body

Cruise Control

BEAT THE RUSH!

We have stocked up on 2006 year model trucks to save
you money for the upcoming landscape season. Don't
wait, call and order your trucks now!!!

1-800-543-5109 OR 770-496-1000

FAX: 770-270-6774
email: TKPisciottad@aol.com

www.adobetrucks.com
*PRICES AND PAYMENTS
SUBJECT TO CHANGE

saseo oM CuRkeNT  “Cz /[ oyr Parts Department for Overnight Nationwide Shipping”

USE READER SERVICE # 82
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Kawasaki Handheld Blower

¢ Weighs 10.4 pounds
e Powered by a 26.3-cc engine

e Has a maximum air volume of 450 cubic feet per minute

¢ Includes an air intake guard that fits over the fan guard

e Kawasaki Power Products — 800/433-5640, www.kawpowr.com RedMax Strato-Charged

Circle 218 on reader service card Backpack B'OWEI’

e Blower moves 463 cubic feet per
Maruyama HT2300DR Hedge Trimmer minute of air at 131 miles per hour
¢ Unit weighs 14.9 pounds

* Powered by a 22.5-cc Maruyama LE commercial engine * Powered by a 29.5-cc Strato-Charged
o  Weighs 10.9 pounds; features a rotating handle

¢ Includes a 24-inch double-sided blade

pure two-cycle engine
o Super e-START reduces pulling force
¢ Induction-hardened chrome steel blades are needed to start the engine
e RedMax - 800/291-8351,

e Maruyama U.S. - 940/383-7400, www.maruyama-us.com www.redmax.com

polish ground sharpened on cutting surfaces

Circle 219 on reader service card Circle 220 on reader service card

Line Breaks = Line Changes
Line Changes = Time + Money

To Order RINO-TUFF Products Call:

Sunbelt (800) 438-0660
Gardner (800) 848-8946
Billious (800) 245-5468

PUSH BUTTON

Dixie Sales  (800) 753-4943 FEED/LINE'& CUTIN
NHC (800) 222-8409 ‘

S&W Engines (800) 786-1572 ; : 1
Marr Brothers (800) 627-7276 -

([l S&W D
‘ GI I

{ ~|
j
MOST DURABLE TRIMMERLINE

| LA
Sardner ' ON THE MARKET!

USE READER SERVICE # 83
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GRASSHOPPER HIGH-PERFORMANCE MOWERS
COMBINE THE BEST CUT WITH THE BEST RIDE

<

(.

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 ot top speeds for your high-profile accounts.
Call 620-345-8621 or visit GRASSHOPPERMOWER.COM.
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lpro
Shindaiwa T242 Trimmer
¢ Powered by a Shindaiwa-built 2-cycle engine

o 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 221 on reader service card Tanaka TBL-7800R
Backpack Blower
STIHL BR 600 Backpack Blower
e Powered by a 65-cc, 4.3-horsepower,
e Releases 201 mph and 712 cfm of blowing power two-stroke engine

o Features 850 CFM output; blows up

to 205 mph

o Features a large, 64.8-cc displacement engine
¢ Includes an ergonomic polymer frame with

adjustable harness * Includes a tube-mounted throttle

e 4-MIX engine technology provides fast acceleration, ] control switch

added power, torque and increased fuel efficiency *  Weighs 22.9 pounds
e STIHL - www.stihlusa.com e Tanaka America — 800/482-6252,
Circle 222 on reader service card www.tanaka-usa.com

Circle 223 on reader service card

<MisthAway",

e It Comtrod

MistAway" Systems is the leading manufacturer
of outdoor misting systems that effectively control
mosquitoes, no see ums and other annoying insects. S

We are actively seeking Lawn & Landscape
Professionals to become MistAway” =
dealers. :

Contact us today to receive \ .
a free no obligation
informative DVD.

BUG us amyeiine!
86,6-485-7255

VIS LY C U

S

USE READER SERVICE # 85
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PRODUCTS!

2o e

THIS MONTH WIN A TOMTOM ONE PORTABLE
NAVIGATION DEVICE FROM EVERGREEN SOFTWARE!

.i.[‘ th m: DS 1O o«

EverGreen Softwareis a v

tomtom

ENTER TO WIN! EverGreen Software

800-762-0301

Go to www.lawnandlandscape.com/sweepstakes/contestdetail.asp WWW.EVERGREENSOFTWARE.COM

SWEEPSTAKES

::?::;::swm New Products QM e Sti oNn S?
Archived Magazine Articles Call 800/456-0707

Message Boards
Sign Up for Your Personalized My Lawn&Landscape Account
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Well Established

See the latest equipment for hydroseeding and erosion control projects.

compiled by heather wood | web editor

Finn T400 Hydroseeder

» |deal for large-scale jobsites and demanding seeding applications
» Features a 3,975-gallon tank capacity
» Equipped with a standard mechanical paddle agitation, liquid

recirculation and Finn-designed pump

» Has a discharge distance up to 230 feet from the end of the tower
» Finn Corp. - www.finncorp.com

Circle 224 on reader service card

ScourStop

» Biotechnical replacement for rock rip rap

» Combines vegetation with mechanical soil protection as a
no-maintenance, post-construction BMP

» Enables a green solution to most storm water outfalls,

overflow structures and shoreline protection

» Proven for flows grater than 20 feet per second and 8 pounds
of shear on a |12 percent slope
» Erosion Tech - 877/997-2687, www.scourstop.com

Circle 225 on reader service card

Turbo Technologies HM-500-HE Hybrid Hydroseeding System

» Combines both paddle and jet agitation

» Includes a polytank for easy cleanout

» Powered by 8- orl3-horsepower Honda engines

» |deal of heavy slurries of wood mulch

» Skid and pull units available

» Hydraulic version is also available

» Turbo Technologies — 800/822-3437, www.turboturf.com

Circle 226 on reader service card
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At Walker Manufacturing this is how we think about what we do--we don’t make lawn mowers, we make
beautiful places. That thought has inspired us for nearly 30 years on our quest to design and build the best

possible machine to make a beautiful place. And the Walker is made for landscape contractors who have

the same thought--we don’t “mow grass”, we make beautiful places. Ask to see a Walker demonstration if

you are not using Walker and would like a little help in making your own beautiful places

-

If you have a beautiful plaéé that is mowed by
a Walker Mower, you can win $1,000 in our
2008 Beautiful Places Calendar Contest.
Vtsit www.walkermowers.com for details
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Terex TC35 Compact Excavator

Features a large operator’s platform with two-sided

entry for easy access from both sides

Pilot-operated controls provide easy operation and
changeable control patterns

Axial Piston, variable-displacement, hydraulic pumps

and motors provide load-independent flow division hydraulics
59-inch-wide dozer blade is independently controlled

from the track drive for uninterrupted operation
Top-mounted boom cylinder provides maximum protection
Features a maximum dig depth of || feet, 8 inches

and a maximum reach of 18 feet, 9 inches

Terex Construction — 662/393- 1800, www.terex.com

Tygar Mfg. Bengal TG1000 Curb Machine

Part of a complete line of equipment for concrete curbing

For use in both residential and commercial applications

Made with heavy-duty machined parts

Powered by a 3-horsepower Honda gas motor

Can extrude 24-inch walkways, landscape curbs with imbedded
accent lighting, and more than 30 different stamp patterns to
match brick, slate, stone and other designs

Up to 25 distinct molds and attachments are said to be quickly and
easily interchangeable

Accepts up to 3/8-inch rock aggregate for commercial applications
Curbs up to |6 feet per minute and can complete two or three
curbing jobs in one day

Tygar Mfg. - www.tygarmfg.com

Circle 227 on reader service card Circle 228 on reader service card

CALL THE WORLD’S #1 GMC TRUCK DEALER
YOUR LANDSCAPE TRUCK NEEDS!

\

&

i

Duramax Diesel, Automati
Regular and Crewcal
Over 100 Available for In

www.carlblackkennesaw.com

877-745-4500

USE READER SERVICE # 87

BUSINESS
CENTRAL
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Bobcat Tree Fork Attachment

Circle 229 on reader service card

Cirrus Planters

Circle 230 on reader service card

Lyon Storage Tool Line

Circle 231 on reader service card

Nastek Turf Stress Detection Glasses

Circle 232 on reader service card

Ideal for transporting balled, potted and burlap-covered
trees and decorative landscape rock

Approved for use on the MT52 and MT55 mini-track loaders
and 463 and 553 skid-steer loaders

Features a stationary right arm that can be mounted in two positions

Left arm opens and closes via a hydraulic cylinder to carry objects between 7 and 36 inches wide
Attachment's frame construction protects the hydraulic cylinder

Bobcat — www.bobcat.com

Line of decorative planters that look like stone

Lightweight for easy handling

Features a contemporary style with smooth, rounded lines

Available in eight sizes ranging from 34 '4 inches high, 42 'z inches in

diameter to 8 /4 inches high and a 15 1/2 —inch diameter

Colors include granite, millstone, blackstone, sandstone and white
Made of weatherproof, waterproof, UV-resistant polyethylene

Backyard Pool Products — 440/998-5635, www.backyardpoolproducts.com

Allows end users to mix and match roller cabinets, top chests and side

cabinets for custom storage

Units feature ball bearing drawer slides for smooth operation under heavy loads
Heavy-duty side handles included

Rubber mat is on the top surface, with protective liner in every drawer

Rolled drawer edges provide extra strength

Feature a red, powder-coated finish

Lyon Workspace Products - 800/323-0096, www.lyonworkspace.com

Uses technology developed by NASA scientists

Designed to help users spot disease and turf problems before they become visible

to the naked eye

Works by blocking out the green spectrum reflected from chlorophyll in healthy vegetation
Problems can be detected two to |0 days before they are visible to the unaided eye

Turf diseases detected by the lenses include fusarium patch, pythium blight, yellow

patch, brown patch and anthracnose

Made of shatter-proof polycarbonate

Includes a wrap-around frame with snap-in lenses
Underhill - 866/863-3744, www.underhill.us

www.lawnandlandscape.com july 2007 lawn & landscape
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Ball BabyWing Begonias

McCullough
COVG"-UP 1000 e Available in pink or white
Backfiller * Grow |2 to |5 inches and spread 10 to |12 inches

* Can be planted in full to partial shade

¢ More upright than the cousin Dragon Wing begonias
o Can cover as many as 60 feet of

o Ball Horticultural Co. — www.balllandscape.com
trenching in one minute

¢ Adjustable gauge wheels allow the user SIS 258 ORISR EMVES. S EH0)

to move as much topsoil as is desired Tree Tech Merit Injectable
without causing damage to the existing
turf

¢ Opening of the auger allows the user to

» Features Bayer's Merit insecticide in leak-proof capsules

* Includes |7.1 percent of the active ingredient imidicloprid
pass over irrigation heads without e Available in 3- or 6-mL doses
causing damage

¢ McCullough -

o Listed for insects including adelgids, aphids, adult Japanese
beetles, leaf beetles, |leaf hoppers, leaf mining flies and wasps,

www.mcculloughcoverup.com mealybugs, soft scales, white flies, armored scales, round

headed borers, flat headed borers and leaf headed beetles

e 6-mL dose is ideal for control of the emerald ash borer

Circle 234 on reader service card

¢ Tree Tech Microinjection — 800/622-283 |, www.treetech.net

Circle 236 on reader service card

My Whole Life Changed
WhenlTookOna
Weed Man Franchise
In Louisville, Kentucky

My 4 Greatest Benefits
Getting Into the

Weed Man Organization: Buy Now and SAVE 10% with your pre-season order
1. Local Sub Franchisors that give hand-in-hand support,
Advice, guidance, benchmarking support - ~ Christmas Lights Etc offers you a » Commercial Grade Mini Lights
it's all there and unlike any other program! one stop wholesale shopping location  » C7, €9 Bulk Wire Spools and Strings
2. Buying power convenience. for all of your holiday lighting, * C7,C9 Incandescent and LED Bulbs
Everything we need in a packaged installation and decorating needs * Diogen ™ Commercial LED Lights
system is a true time saver. * Commercial Trees up to 100ft
S, The Budgeting Prr)cess: Join the hundreds of other * Commercial Wreaths and Garland
As an accountant | appreciate the well al liok i e ofnstall fhoan A0 e i
planned and effective process. commercial lighting and decorating nstallation Clips and Accessories
4, Tried and Proven Systems professionals who have discovered * Timers and Controllers
The deliberate methods in serving y how Christmas Lights Etc has saved * Giant Palm Trees
customers in unequaled, them time and money year after year.  * Pole Mounts
* Rope Light [ —

4465 Alicia Lane, Bidg. 100 * Cum

PHONE: 1- SGS-XIMS-EYC(QGZ 7382] . FAX 1885 790-0253

EMAL s Schvismalghrsee o Christmas

o Lights Etc

WEBSITE: wholesale ¢

™ .
Authorized Distributor of Diogen™, Emerald Innovations and Intermatic® F

USE READER SERVICE # 88 USE READER SERVICE # 89
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Multi-Media Classified Marketing

Maximize your advertising
dollars by reaching:

* The Industry's Largest Print Audience.
* The Industry's Largest Media Web Audience.
* The Industry's Largest Classified Section.

We offer the industry’s lowest costs to be seen
in both Lawn & Landscape Magazine and -
lawnandlandscape.com for one low cost.

Al classified ads must be received seven weeks
before the date of publication. We accept Visa,
Mastercard, American Express and Discover.
Payment must be received by the Classified

closing date.

Please contact Bonnie Velikonya at 800/456-0707

or bvelikonya@gie.net.

-

THE LEADER IN

Is ORGANIC-BASED

YouRr FUTURE?

Find Out More About the
#1 Natural Organic-Based Lawn
Care Opportunity!
Proven Marketing Accelerates Profitability

Differentiate Yourself Using Proprietary,
Organic-Based Fertilizers

Successful Training Tools and Programs
20 Years of Acceleraled Success

We can make it easy for you lo join the
Leader in Organic-Based Lawn Care Team
Call Marcus Peters at
800-989-5444

ORGANIC-BASED LAWN CARE
www. nl-amer.com

LAWN PROFESSIONALS TAKE NOTICE

The information contained in our manuals and the templates & spreadsheets
on our CDs are being used every day in our lawn service and by
HUNDREDS OF YOUR PEERS throughout the United States & Canada.

* Our manuals and CDs include proven techniques for:
Bidding, Service Agreements, Estimating, Snow & Ice Removal,
Marketing, Advertising, Selling and More.....

Taking Your

PROFITS UNLIMITED

FSOWG & CONTIACTS

LET US HELP YOU
EARN WHAT YOU DESERVE!

Call 800-845-0499 * www.profitsareus.com

To The Next Level

Synthetic Golf Greens Voted,
“The #1 Profitable Service Ildea Of 2006”

scapes

Reasons To Call Us:
Huge Profits - Up To 60%
Online Advanced Training
Utilize Existing Equipment
An Easy Add-On Service
Upsell Existing Products
Greens Sell More Landscapes

800-334-9005
www.allprogreens.com

SELLING YOUR BUSINESS?

FREE
APPRAISAI

NO BROKER
FEES
Professional Business Consultants

\\',U“n(‘ss r

;\00 ’ﬁ°
7P
f R —

Professional Business Consultants can obrain purchase

3 s) ue \\\\

ofters trom ~|\|,|||i!ni buyers withour disclosing their

identities. Consultants' fees are pml by the buyer

CALL

708-744-6715

FAX: 508-252-4447

LEARN FROM THE BEST

‘& ALL NATURAL
N PEST ELIMINATION

‘— ALL NOME INPROVIMINT

Start an All Natural Pest Elimination com

pany in your area! Learn from the best! Our
products and services have propelled us into
We

offer protected areas where you are the only

the TOP 100 in a short amount of time!

company using our NatureLine Products!
Convert your current company of Start a new
one! We just started offering licensing agree
ments. (;rounai H(u)r up',\ur[llm[“ [O start
your own natural pest elimination business
Full secretarial service, Website leads,
Online routing software,
Employee training, and much more!
Call Mike at 541-944-4037 or email

michaelsmith@nobuggy.com

SERIOUS BUYER with cxcellent repuration secking
commercial landscape maintenance
mn New Hampshire or Middl

Massachuserts

1o acquure ompany

in southe esex/Essex County

All replic

s held in stricr confidence. Expeditious
closing is

Please send inquines to

possible

PO. BOX 226

Nashua, N.H. 03061-0226

WANTED TO PURCHASE

[.u:,:\ southwest l.m\i\u}\ Maintenance Company

is interested in purchasing smaller companies ($750K
$3 mil annual revenue) located in southwestern states

Interested in companies whose primary clients are

developers, HOA's and commercial properties

Send confidential reply to: SWlandscapemaint@aol.com

P
www.lawnandlandscape.com
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For Sale

Business For Sale

APPLICATING/LAWN MAINTENANCE
COMPANY
Located in the Beautiful Rocky Mountains!
Owners retiring after 15 years in business. Well estab-

LANDSCAPE COMPANY FOR SALE
All Natural-Organic

Safe Lawn

Weed and Feed for

Located in Central New Jersey, 25 years in business,
turn key operation, equipment included, high end
cliental base. Excellent reputation, grossing millions,
unlimited growth potential.

lished company in a booming & fast growing market.
Good quality equipment-Excellent Reputation-
many multi-year contracts. Owner will help train.

Lawns and Gardens

Made from Granulated

Corn Gluten Meal

Lawn Spray-Tree Spray-Deep Roor Feed-Pest
Control-Noxious Weeds-Lawn Mowing/Irrigation
maintenance program. Gross over $500K/ in 7

Call for more details, serious inquiries only

732-610-8732 months.(May - October.) Serious Inquires only. Call Call now for Spring Shipping.
(970-904-1890) 877-787-7827
FOR SALE WWW. 1
: t al.
RETAIL NURSERY and LANDSCAPE SNSRI SRRSO
BUSINESS

established in 1970 - equipment and inventory
included - retiring-will stay on one year
and assist - 10 miles from fastest growing city
in Texas - unlimited porential!

Call 409-246-2600 for informarion...

SOD FARM
200 Acre Sod Farm 90 miles E of Chicago
50x170 bldg with offices
2-40x80 bldgs w/shops — 2 homes
Sand Sod inventory/Machinery
Serving major athletic fields 269-695-5505

FOR SALE IN MISSOURI A
Nursery, Garden Center, Landscape and Container Easy ing' ! nt MiXing
Operation for sale, located in Lincoln County, * Premium Wood Mulch
Missouri 60 acres with greenhouses, 32 poly- LANDSCAPE DESIGN

houses, and hield tree inventory. Property contains
lake with irrigation system. Located on busy state
highway 22 miles from 1-70 and the St. Louis
metropolitan arca. Large parking area with 2-story
office and garden center facility. $1,300,000.
Contact
Gil Dameron w/ Cannon Realty @ 636-462-5400,

EXCELLENT TURN KEY BUSINESS
Opportunity to Live, Work and Play in the
midwest's Premier Resort Destination. Well estab-
lished, profitable business specializing in building

and landscape supply, design and installation. :To-uh. Lightweight

5 Acres Prime Real Estate with showroom in- & l(l‘:.p:):::t:dm

cluded. Consistent growth, repeat client base, well LAWN CARE COMPANY * Light colos preveats
maintained facility and equipment. Located in a burnt grass

high growth area with plenty of room for expan-
sion. Contact: Julie Wilson, Gaslight Properties-
GMAC, 573-873-3352.

WESTERN PA SNOW
REMOVAL BUSINESS

In business since 1979. 118 commercial
customers, Over 300 sites. Gross revenue for
06 -'07 season $785,000. Gross Net 40-45%.

All subcontractors, no equipment.
One Personnel Director.
One top notch Sales Person.

Serious inquires only.

Myrtle Beach, S.C.
Landscape Design & Installation Co,
Includes:

R/E, buildings, FF&E,
Equipment, Inventory, Vehicles
Generous Cash Flow
Carolina Commercial Real Estate
843 497 8800

www.carolinacommercialrealestate.com

TurfMaker

Hydro-Mulching Machines
for
Sod Quality Results

*Mechanical Agitation
* Positive Displacement Pump

turfmaker.com
800-551-2304

TrakMats~

Ground Cover Mats for Professionals

Serving Waukesha and Jefferson Counties in Southeastern
Wisconsin, this 25 year-old company has a repuration for
quality and service. Growing custamer base of 2000 chients,
approximarely 85% residential and 15% commercial. Present

* Hand cutouts for

gross of $600,000+ includes lawn services, landscape care such SVE Sales, Inc. www.iralensts.com
as pruning and fertilizing, tree care such as applescab and borer Chariotte, NC 28216  email: sales@trakmats.com
FOR SALE trearments. Contact Glenn 262-966-0739.
Landscape Maintenance Co. based in booming
Palm Springs California. 1.2 million+ gross revenue
ver year. Includes: All newer maintenance equip- 0, | ) DESIG
:ncm and trucks. Totally turn key operation lwii(lu FOR SA,.'E: Khriving lawn fertliaec sesvice L‘e“'lgfcx’eﬂu d£m3
extended management contract available. ) considering offers to purf:ha.\.c Aol su%%’%w 134
Sale price: $400,000. We lut'c an cnc!lcm r(rpuunon in l.aluj. (.m\ing.l and m%ﬁ‘:m;::‘w
Call Jay @ 760-413-2466 for information. Cuyahoga Counties among others in Ohio AMERICAN STAMP CO.
- Annual sales $500,000.00. CALL NOW 877-687-7402 TOLL FREE
Contact Lisa 440-413-4169. ‘:mﬁaﬂwﬁ%

S IR CATSIENOL L
_CALL NOW TO ORDER or for YOUR FREE BROCHURE. |

n4
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Stop guessing square foorage! Measure area quickly
and accurately. Just wheel the DG-1 around any
perimeter and instantly know the area inside.
$399 + $7 ship. CA add rax.

www.measurearea.com /60-743-2006.

1-800-786-9274
www.watercannon.com

SPRINKLER SUPPLIES

Check out our new Web Store
www.sprinklersupplies.net
Great Savings on Rain Bird Sprinkler parts
And Goulds pumps
MasterCard and VISA accepred

Free shipping on orders $500.00 and up

Aall
——— rvaily

¢/ See and flexibly manage jobs, crews, equipment and time.

Online at: magnatag.com/Ise

MAGNATAG | Call 800 624 4154

FREE Catalog

TROPICAL PLANT & SEED
LOCATOR

S & S Flower Shippers, Inc.
Certificate # 11124000
International Import-Export

Suz and Syd Speer
4728 Ridgewood Rd, Boynton
Beach, FL 33436

Seed Warehouse & Nursery
Voice 561-278-6004

Mobile 561-573-6578
Fax 561-276-8376

DISCOUNT SPRAYER PARTS
REPLACEMENT PARTS & PUMPS FOR:

* FMC {John Bean) @ Hypro ®
* F. E. Myers ® Udor ®
* Comet and Generol Pumps *
Also Spraying Systems Tee-Jet
and Albuz spray nozzles
We have o complete line of
sprayer accessories such as
spray guns, hoses & hose reels

Call TOLL FREE: 888-SPRAYER
For a free catalog.
Email: spraypts@bellsouth.net

Website: SprayerPartsDepot.com

FORMS AND DOOR HANGERS. Invoices,
proposals, work orders and more. Fast service and
low minimum quantities. Order online and save.
4WorkOrders.com Shorty's Place in Cyberspace.

800-746-7897.

GROUNDS WHEELIE

10 Gallon Turf Sprayer or Herbicide or Fertilizer
6 Ft Spray Pattern Assembled
New Paid $650.00 Sdl for $500.00
Excellent Condition

Call Scotr at 802-446-2243

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

e
To Advertise Call
Bonnie Velikonya At
800/456-0707

Help Wanted

Natural High

Are you enlivened by landscaping? Empowered
by excelling? Motivated by managing? Tuned in
o reamwork? Tumn your energy into a successful
long-term career at one of Southern CA's
premier firms and help us reach new heighrs.

We are looking for the following positions in
our Landscape Maintenance, Plant Health Care
and Tree Care Departments:

+ Account Managers

« Branch Managers s

« Sales R tatives,” RFE ™

epresen < bk E‘

Branches in Los Angeles, /T (7o /I
San Fernando Valley, - S |
Santa Clarita
and Ventura.

email humanresources@staygreen.com

Fax: B77-317-8437 Website: www.staygreen.com

ValleyCrest Tree Care Services,

ValleyCrest Tree Care Services 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, Crew Leader/Foreman, CDL Driver

Production Specialists, and Spray Technicians

Branches Include: Livermore, Sacramento, Santa Ana
Gardena, Ventura, Phoenix, Tampa, Sarasota, Venice,

Orlando and Adanta

For consideration, please email resumes to:
treecarcjobs@valleycrest.com
or fax to (818) 225-6895,

WWW, lawnandlandscape com
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Wanted
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* Landscape Management ¢ Design & Installation ¢ Irrigation .»..J‘J.b..a

elene Pn - - N silei il X M - - 1
=Y P ' Al al bl . S YeAaArsre ’ dnaageme Prns '
LAVLILLIEVUIVAAS VP DAL I L e e w d ——— ——--\—;U-v-ﬂ ' J-I\Jv--

 Sales Manager * Management School Candidate
» Area Manager » Regional Manager
» Landscape Designer/Architect » Branch Manager

E-mail: RayCuttino@landcare.com e Office: 301-924-7883 * Fax: 301-924-7782

GOTHIC LANDSCAPE, INC. &
GOTHIC GROUNDS MANAGEMENT, INC.

t b e W 0 RKF O R c E Since 1984, we have been creating long-term

relationships with clients through outstanding

0 f N AT U RB! personalized service and problem solving. We

are one of the largest landscape contractors in the
3 ~ - -

ValleyCrest (,ompamcs has southwestern US operating in the greater Los An

nmnagcrial and field uppnrmni(ics geles, San Diego, Phoenix and Las Vegas markets.
I'he Company specializes in landscape construction

in branch operations, account
and maintenance for residential master-planned

management, project management, sales, community d(\('lﬂ}‘('l\ and industrial commercial

field supervision, golf maintenance, developers. We offer an excellent salary, bonus and
nursery and more, across all levels. benefits package. Outstanding career opportunities
exist in each of our fast growing branches for COﬂSt{'uCUOﬂ Supefiﬂtendent

Founded in 1949,

* Account Managers

irrigation superintendent

ValleyCrest Companies is a s Baritnatoss :
leading nationwide pr(n'idcr of * Irrigation Technicians mechanic

landscape development and * Project Managers estimator

. * Sales Personnel
maintenance services. i : sales
. * Foreman

Come work with the best. » Spray Technicians (QAC, QAL)

Bilingual a plu& * Superintendents

* Supervisor
Please send your resume to PSEYISOLS
i For more information, visit: www.gothicland
the attention of Ms. Lopez at

scape.com or Email: hr@gothiclandscape.com
opportunities@valleycrest.com Ph: 661-257-1266 x 204
or fax to 818-225-2334 Fax: 661-257-7749 e —

<

B ot a0 FIND YOUR JOB TODAY

Val!e'yCrlest visit us at G brsilisiiodels
co AN ESs Al -
www.valleycrest.com www.lawnandlandscape.com www.Lreeninaustry-Jobs.com

1né6
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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!

Consultants

Phone: (209) 532-7772
Email: contact@JKSuccess.com

www.JKSuccess.com

Where Professional Friendships

Are Valued

Wanted

U.S.LAWNS

NO ONE KNOWS THE
LANDSCAPE MAINTENANCE
' INDUSTRY LIKE WE DO.

Use your experience as an Account
Operations Mgr., Branch Mana
Regional Manager to work for y

E-mail resume to hr@uslawns ne! o
fax to 407/246-1623

US LAWNS

Part of an organization that has been growing
successful companies since 1977, Ruppert
Nurseries is expanding and has LANDSCAPE
CONSTRUCTION, LANDSCAPE
MANAGEMENT and TREE GROWING
opportunities available in the mid-Adantic and
southeast. Fax 301-414-0151 or
email careers@ruppertcompanies,com

for more information.

KEY EMPLOYEE SEARCHES

Florapersonnel, Inc, in our third decade of
performing conhdential key employee searches for
the landscape industry and allied rrades worldwide.

Retained basis only. Candidate contact welcome,
confidential and always free. Florapersonnel Inc.,
1740 Lake Markham Road, Sanford, Fla. 32771
Phone 407-320-8177, Fax 407-320-8083
E-mail: Hortsearch@aol.com

Websive: hup//www.florapersonnel.com

¥ BRICKMAN

Enhancing the American Landscape Since 1939

Brickman is looking for leaders
who are interested in growing their
careers with a growing company.

Nationwide career and internship
opportunities available in:

* Landscape Management

* Landscape Construction

* Irrigation

* Accounting

* Business Administration

Start growing your career at:

brickmangroup.com

When it Comes Lo your outdoors.

se Swinge..

EXPLORE YOUR PASSION
IN COLORADO

Ready to take the next step in your career?
Swingle Lawn, Tree & Landscape Care,
established in 1947, provides career
opportunities for professionals who are
passionate about what they do. We're looking
to add key members to our outstanding teams
in our Denver and Fort Collins locations

* Lawn Care Technicians
* Plant Health Care Technicians
* Lawn & PHC Supervisors
* Certified Arborists with
removal experience
Swingle offers year-round employment plus top
industry wages and benefits, including 401(k)
with company match, We also provide great
opportunities for college graduates and student
interns. If you are a results-oriented individual
looking for a growing company known for our
legendary service, we want to talk 1o you! Visit
our website at www.myswingle.com to learn
more or to apply online.
Or call Dave Vine at 303-337-6200 or email
dvine@swingletree.com.
When it comes to your career...choose
Swingle!

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 immediare openings in

VA, New England. FL, MO, TX, CO, LA, Il

Responsible for managing day-to-day operations,
including the supervision of field personnel. Busi-
ness/Hortcultural 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
chits packages, including 401(k) and company paid

medical coverage

For career opportunity and confidential consid-
eration, send or fax resume, including geograph-
ic preferences and willingness to relocate to:

DeAngelo Brothers, Inc.,
Attention: Carl Faust,
100 North Conahan Drive, Hazleton, PA 18201.
Phone: 800-360-9333. Fax: 570-459-5363 or
email-cfaust@dbiservices.com

EOE/AAP M-¥

Senecal .avns

located in Maryland/DC area, is looking for
experienced pest certified lawn care manager
with sales and customer relations experience
Responsibilities will include all aspeces of opera-
tions and nul’\igh( of ar least 7 cmplnycm and
client base of 1200+ accounts. ( ompensation
based on experience and ability. YOU can be
in control of our lil'glk'\' of SUCCESS. Email

mike@senecalawns.com

Pays to advertise in the
Lawn & Landscape classifieds.

WWW, .awr\andlandscape com
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JOHN MiINI

The most recognized name in interior
landscaping has great opportunities in
our rapidly expanding exterior
landscaping division:

* Landscape Management

* Sales and Design

* Purchasing & Estimating

* Holiday Production Manager

For over 30 years, offering challenging and

rewarding careers to the best in the industry

Over 100 national awards for excellence
www.johnmini.com

845.267.5300

{ Join the company where
' People Matter...

Our motw s Our business is people
and their love for trees.” We affer

excellent cancer opportunities ar all levels

Wi value safety finst. provide ongoing
training, and have an excellens
compensation and benefit package
that indudes a 401 (k) with company
match and ESOP.

,/(
5/9
W [thecareoftrees.

877.724.7544
12847.459.7479

Apply online at
www.thecareoftrees.com/careers
Chicago, New York, Philadelphia, San Frandisco, Washington, D.C.

G N
O, »
Panies That ¢

3
EverGroon Software

Marathon Data Systems, LLC is the leading
developer of office management and field-force
automation software for service industries.

Our software, EverGreen, enables companies
to grow their business with the use of our
accounts receivable, scheduling and customer
relationship management features.

WANTED:
REGIONAL ACCOUNT EXECUTIVE
We are currently seeking a dynamic professional
with Green Industry experience to fill the role of
Regional Account Executive.

You must be creative, proactive and possess
strong communication skills. Professional
appearance and cold calling ability are essential.
Overnight travel is required.

As a key member of our sales team, your
responsibilities will include: generating and
closing sales opportunities; establishing and
managing relationships within the Green
Industry; and educating customers about
services and products through demonstration.

For immediate consideration
please send your resume to
Mark Froio at mfroio@marathondata.com.

Marathon Data Systems has grown
phenomenally with substantial increase in
sales every year since its inception in 1984 and
continues to rise at a rapid pace.

For more information,
please visit our web site at:
www.evergreensoftware.com

EOE/M-F
Al inquiries are confidential

BARTLETT
TREE EXPERTS

COMMERCIAL SALES
OUTSTANDING CAREER
OPPORTUNITY

Chicago area office of international tree care
firm seeks candidate with experience in
commercial landscape sales 1o fill a new arborist
position. Successful applicant will demonstrate
excellent technical background, willingness to
expand technical knowledge, ability to develop
client base via networking, and a track record
building successful client relationships in
commercial markets,

Excellent benefits, competitive starting
salary, and an outstanding work environment
offering peer support and ultimate professional
growth.

Contact: ewedekind@bartett.com or
Fax 847-559-9423

GREENSEARCH

GreenSearch is recognized as the premier provider
of professional executive search, human resource
consulting and specialized employment solutions
exclusively for interior and exterior landscape com-
panies and allied horticultural trades throughout

North America. Companies and career-minded

candidates are invited to check us out on the
Web at http://www.greensearch.com or
call toll free at
888-375-7787 or
via e-mail info@greensearch.com.

R PSSV Se———
View Classifieds Online

www.lawnandlandscape.com

ACCOUNT MANAGER/HEAD
HORTICULTURIST

LMS in Guam, USA
LMS is a vibrant growth company that is
positioned for Great Things in Guam. We are
in the midst of new construction and develop-
ment thar will catapule our organization to
the next level. We are seeking a professional
Account Manager that has the talent and
desire 1o lead people, build relationships with
clients and drive production. Success in this
role will create an exciting career path for the
right individual.

'his individual will coordinate and supervise
the planting of the Gardens according to
plans; Daily Maintenance; Coordinate and
supervise a team of 40+ gardeners; Managing
a growing nursery/greenhouse (20,000 sq. ft.
and 7 acre nursery). Knowledge of tropical
plants a plus. At least 2 years of professional
experience, salary according to experience.

Send your CV or resume to Ims@guam.net.

Landscape Management Systems, Inc.

GPS Vehicle Tracking

No monthly fees
Call 800-779-1905

www.mobiletimeclock.com

EXTREME GPS

Extreme GPS systems
GPS tracking with satellite photos

changing to fully digital unit
WWW.EXtremegpssystems.com

866/213-5139
MENTION THIS AD FOR $100 OFF

Landscape Billing

Get your bills out on time
and
Get Paid faster

W i i
Call for a free sample bill and brochure

Landscaper Billing
800-464-6239

lawn & landscape july 2007
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GROW YOUR BUSINESS

THEY KNOW IT'S COMING.

Trenchers are shaking.
Vibratory plows are crying.

Compact utility machines everywhere
are beginning their death march.

They feel the presence.

The presence of something that will
render many useless

COMMERCIAL INSURANCE
FOR THE GREEN INDUSTRY

NEW CONTRACTS

For Landscaping Companies

Professional Telemarketing Service

(),

PAZ Direct - your direct line to profits
Call 416-226-2050

The Holiday Décor

Enterprise System
You Can Make

Money With:

NO license or franchise fee

¢ Innovative, quality products

Widest product line available

Complete marketing and

training materials

Full member support

Guaranteed!

Brighten up your
bottom line. Join us today.
866-932-9363

The #1 all-in-one software for lawn
care and landscaping contractors

Customer Management
Scheduling, Routing
Job Costing, Estimating
Inventory, Purchasing
Automatic Billing, Invoicing
AR/AP, Payroll, Accounting
Marketing, Moblle Computing
Download a free demo of the software that has
been setting the standard for two decades!

www.wintac.net 1-800-724-7899

www.lawnandlandscape.com

With One or Both Of These
Great Service Offerings!

NITETIME
DECOR~™

Training ~ Products ~ Support
www.nitetimedecor.com

1-877-552-4242

375 Locations in 48 States

$2000 Daily Production

e,

-
% 3 £
B s
b

| Call Today!
1-800-687-9551

www.christmasdecor.net

Do Homeowners Want
Commercial-Grade ¥

Holiday Lighting?
— §

Residential-grade just doesn't make

it here. At Creative Displays, we speciglize
in commercial-grade lighting and supplies
that are rated up to 80,000 hours — all at
wholesale prices.

For yout free copy of our 2007 catalog, "
contact paul®creativedisplays.com or

*
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Deborah Cole is president of
Greater Texas Landscape

Services. She can be reached at

W Opening A New dcol/e@gtlandscapes.comorat
Location At Greater
Texas Landscape Services

ometimes, when
listening to tales of
glory at green indus-

try conferences, there is an
overwhelming desire to run
with the big dn::,\.

I'hose of us who are
small fish hear the stories
of fleets of trucks and f'.m\_\'
equipment and layers upon
layers of staff members all
reporting to multiple loca
tions. If we could just open
a second location, then we
would have surely arrived

at success. Ah, the stuff of Six years ago, Deborah Cole, president of
dreams. Greater Texas Landscape Services, believed

At Grearer Texas | ;llld\d}u‘ Services, her company was at a crossroads. The service
we listen to all the glories of those in- area for its commercial landscape mainte-
dust ry patrons liv in:,: the ;:UU(I life while nance operations had grown and she sought
W lt‘]\lin}: the baton of leader \l)lp over to reduce expenses and increase efficiency by
a ngdom of lawn mowers, skid-steer opening up a satellite office. Photo: Greater
loaders and fancy corporate ofhices. All Texas Landscape Services

>

I. Stop and think. Don’t get caught up in the excitement of being “big.” Stop and
consider the wisdom of expanding your landscape operations through a secondary
location. What are the overall and long-term benefits?

2. Talk to people. Seek out those who have walked this path before. Talk to your
industry peers — both within your market and on a national level. What have they
done in this situation? What issues, concerns and pitfalls did they deal with and how
did they resolve them?

3. Crunch the numbers. What will this endeavor cost you? How will this move
impact your company’s bottom line?

4. Proper staffing. Talented, skilled and trusted employees are key to the new
location’s ultimate success. Are these individuals already on the payroll or will you
be recruiting new talent? Will you have the right leaders in place?

5. Continue to cultivate. The challenges do not end once the new location is up
and operational. Take an active part in the site and staff’s continued development.



mailto:dcole@gtlandscapes.com

too often, we get caught up in the
excitement of being “big” and don’t
stop to think through the wisdom of
making these moves.

It is important to be confident
and comfortable that the time is right
and the company is ready for those
big steps. Otherwise, making huge
monetary and time investments will
insure a disastrous outcome. Know-
ing when to open a second location,
branch or satellite is one of those
scary steps.

Six years ago, Greater Texas Land-
scape Services was at that infamous
crossroad. Our geographic service
area for our commercial landscape
maintenance operation had grown,

as prices were on the rise (when
ﬁavc they not been) and the drive
time was increasing due ro traffic
snarls.

Whereas in years past, we spent

we could save by having crewmem-
bers report to a second location. We
calculared the costs of setting up
another office. We underestimared
the costs, of course, but justified it
through the numbers.

We were right on target with the
savings. Multiply that by the five
years we have Ead the location and
the numbers get even larger as more
and more efficiencies are achieved.

The first office was established
with subleased space with a local ar-
borist. Instead of being 30 miles from
our main office, this was 20 miles.

As we anticipated, there was sepa-
ration anxiety by moving a portion
of our staff to a new location. At the
new location, some individuals felt a
disconnect from the main company.

Doing it over again, we would
have staf%cd it with all new staff
members to allow those individuals

satellite being careful ro look for
someone who was a team player,
but would thrive in an indepen-
dent environment.

We moved a third of our base
portfolio of commercial mainte-
nance contracts to the new satellite
office.

This was a good move for the
company because it gave the team
enough work to be fully occupied.

Soon the new satellite office
grew and served as the catalyst for
additional expansion. Within two
years, there was enough additional
revenue to become a full branch
and warrant the hiring of a new
branch manager.

We purchased land, built
buildings, hired administrative
staff and set up a virtual private
network (VPN) so the staff could
easily access the main branch

“Staffing, communication and standardized procedures are the real challenges. Before

jumping in to open a second location, be sure you have enough money to finance it, the

righi people to manage it and time to spend cullivaﬁng it.” - Deborah Cole

10 to 12 percent of our crew time on
the road, we were now approaching
20 percent. To reduce this drive time,
which was very non productive, we
had to ecither reduce our service area
or open a second location.

We ralked to people who operate
multiple locations and some indi-
cated that they just took the plunge
and invested the people, money and
equipment and simply did it.

Some said they invested in new
real estate while others said they
leased space. Some set up full-blown
branches by moving half of their
portfolio, staff and equipment to the
new location.

I was not ready to take such
a monumental step. I wanted to
minimize my company’s risk while
reducing drive time, saving money
and adding to the potentially shrink-
ing bottom line.

What is the magic number or the
trigger to know when it is the right
time to pursue a second location?

It comes down ro numbers. We
analyzed how much time and money

to develop their own identity and not
feel as though they are second-class
citizens because they are separate
from the mother ship.

Our original branch manager
spent two dgays a week with the new
“satellite” staff. The owner spent a
half-day per week. In retrospect, this
was not enough time. Even though
we had the business systems well
established in our main office, it did
not mean they would translate easily
to the new location. Leadership was
needed.

Within six months after start up,
we moved to our own site 5 miles
further into the new service area. We
replaced the account manager we had
moved from the main office to the

server for information. There is no
magic number for dollar volume of
revenue to justify a branch/satel-
lite, however, $1.5 million to $2
million works well for us.

The logistics of location and
equipment were casy. Staffing,
communication and standardized
procedures are the real challenges.
Before jumping in to open a
second location, be sure you have
enough money to finance ir, the
right people to manage it and time
to spend cultivating it.

Would we do it again? Yes, in
fact we've done so 100 miles to the
south in a different city and we
used the lessons learned from the
first branching out. i

We Want Your Feedback v

Do you have a successful business system at your company that you would like to talk about in
our How We Do It section? If you do and you're willing to share details about how and why you
implemented this system, as well as the costs associated with it, contact Lawn & Landscape's
Mike Zawacki at 800/456-0707 or mzawacki@gie.net.

www‘[awnand'andscape.com
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Prospe . DIOsPe us.com 78
Ran Brd rambird.com 12
Real Green Syste realgreen,com 25,27
Robert Kershaw, Attorney at Law orkvisausa.com 98
Scotts WWW. Scottsprohor.com 68
SePRO Corp. 9 99

Shakespeare Co
Shindanwa

Sigrature Ce

SETaturecs

Software R

rancad . com 98

Sterling Truck Corp. www sterbngtrucks.com

STIHL ihlusa 9
yngenta 7

Landscape Association www.txnla.org 41
Toro Imgal WAWWLOrO.Com 13

Tree Tech Microinjechon treetech.net

Turbo Technologies turboturf.com 46

Tyga

4

US. Lawrs

US. F

: 86
WV o 3
Yanmar Amenca Corp WWW. Yanimar.com (14

Professional Landscope Design Ad Index
Aquascape L

Co

Kichier Lighting 10
Pine Hall Brick 13
Tin Institute 16

To find out more about us and
the opporiunity U.3. Lawns
can offer you, confact:

U.S. Lawns
)7 Vineland R

* L0

Upernor

« Financ

122 lawn & landscape

Teust, Quality, Service »nd Value, #'o

Capital Investment
A fanc

nancial Management

* Protected Territories
» Ongoing Support
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« Corporate Purchasing Power
« Sales & Marketing Guidance



http://www.bayerprocentral.com
http://www.finncorp.com
http://www.pestsolutions.fmc.com
http://www.z-spray.com
http://www.sprinklers4less.com
http://www.pbigordon.com
http://www.realgreen.com
mailto:info@uslawns.com
http://www.uslawns.com

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

...a Lower One.

(5169 less per case than Hunter® PGP.**)

.ist Price $1 3 30

Rain Bird® 5004 Rotor

List Price $1 5 20

Rain Bird" 5004 Plus Rotor

* Case price based on Hunter PGP 4" rotor list price
of $21.95 per rotor as of September 1, 2006.

Rain Bird

proudly

supports the . . -

Irrigation Install Confidence.” Install Rain Bird® 5000/5000 Plus Rotors.

ASTOCIE: You are always looking for ways to save « Proven reliability backed by an industry-leading
/»1 g’&ART time and save money, all in an effort to 5-year warranty.

IRRIGATION be SVERIIOIS profitable. On.e clfearly - Improve productivity with flow shut-off and faster,

MONTH——  Superior way to do all three is with easier pattern adjustments and nozzle changes.

Rain Bird 5000/5000 Plus Rotors.

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

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

RaN I BIRD
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http://www.rainbird.com/5000

Relentless Power.
Legendary I'ermrmance.,-

KOHLER.
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