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The Toro" Dingo" compact utility loader

helps you do more work in less time.

With more than 35 attachments that can be changed in seconds, manual
labor and equipment costs aren’t the only things it saves. The light footprint of

loro’s wheeled and tracked models minimizes damage to existing landscapes.

Call 1-800-DIG-TORO for a demonstration, or visit toro.com/dingo.

USE READER SERVICE # 10
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BRARESG vER STORY

54 Word-of-Mouth Works
Team Turf Landscape uses presence, repu
tation and referrals for power growth.

BUSINESS

66 Lock Up Equipment Theft
Contractors lose thousands to theft every
year. Put an end to this waste by coupling
technology with simple techniques

7 8 Best of the Web -
Seal of Approval

For long-term success, being vigilant about
quality control is crucial for landscape
contractors. Lawn & Landscape Message
Board participants troubleshoot ways to . )
ensure that quality remains No, 1 54 Cover image: Stove Swister

MOWING

102 Powerplant Possibilities
While horsepower helps, serviceability and
location of key components is essential in
LAhU()SIl)l.] a new mower engine.

114 To Each His Own

Pricing residential maintenance is tricky.

Here's how to ensure profit while mowing,

trimming, edging and blowing.

66 164
CHEMICALS

120 The Good Side of Grubs
Grub control can be a profitable add-on
service

EQUIPMENT

128 Get Attached
Skid-steer attachments can increase
your productivity and strengthen the 128

bottom line.
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Announcing :
Confront 3 + Dimension
NEW for Spring 2007!

3 Applications in one Pass

Fertilize, Prevent Crabgrass & Kill broadleaf weeds
Post Emergent Crabgrass Control

Long Window of Application
Visit www.LebanonTurf.com/pro-
motions and enter coupon
code LL8037 for a
weed ID Book

Lebancnlurf

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

USE READER SERVICE # 11
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IRRIGATION

138 Controlling the Future
Advancements in irrigation controllers
continue to improve efficiency and
water consciousness.

PRODUCT FOCUS

148 The Ins and Outs of Edging
Edgers are the perfect tools to give lawns
a crisp, clean look.

164 Spreader Standards
Great-looking turf requires an even
fertilizer application. That is where the
right spreader makes all the difference.

PRODUCT SPOTLIGHTS

158 Get it Straight

A variety of edgers can help cut job time.

158 Hopper to It
Get the job done with the latest models
of spreaders
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PROFESSIONAL PROFILE
S2 Natural Talent

Jim Lesti creates sleek, yet sensible, designs
THE BUSINESS OF DESIGN
56 Consultative Selling

With their eyes on referrals and repeat busi-
ness, commercial design/build sales profession
als shoot to build client rapport.

S9 Translating Design Into
Implementation

As a landscape architect, clearly communicating
with general contractors is a necessity

DEPARTMENTS

Editor's Focus

Letters to the Editor
Sales & Marketing
Benchmarking Your Business
People Smarts

From the Field
Industry News

Market Trends
Calendar

Business Opportunities
New Products

How We Do It

Advertisers' Index

DESIGN SPECIALTIES
511 Creating Walls With
Interest

Designers should take a careful look at the
color, matenal and wall forms they specify
PLANT LIFE

514 What's In for 2007

A look at the latest plant trends

www.]awnandlandscapecom
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YOU DO THE MATH.

Get big-machine durabilty and low maintenance costs with our 420CT, 440CT, 445CT and 450CT Compact Track Loaders.
Featuring proven Case undercarriage technologies, these mini-brutes deliver long component life, a comfortable ride
and rigid-mount simplicity. Permanently sealed rollers and idlers assure reliable

WORED CLAES BACHNON AEADERSHIF

Yy 2
professional partners at your local dealer for a demo, purchase or rental options, v /
and details on financing and service plans. See www.caseoffers.com for the latest ,>/EA?§
special offers and promotions from Case.

performance. Tapered track frames stay cleaner. Triple-flange rollers minimize wear

and prevent de-tracking. From the heavy-duty chassis to the long-lasting radial
piston-drive motor, these compacts give you a whole lot of loader. Contact the

/2

%2007 CNH Amenca LLC. Case s a registered trademark of CNH Amenca LLC. All nghts reserved www.casece.com

USE READER SERVICE # 12
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FORMS YOU CAN DOWNLOAD AND USE

This month, in our Business Opportunities department, Dan Foley,
president, D. Foley Landscape, South Walpole, Mass., references a repair
order form and a repair tracking log that his equipment maintenance
department utilizes. To gain access to these forms, visit www.lawnand
landscape.com/tools/businessforms and click on the Fleet & Safety sec-
tion. These forms will also be available as Online Extras while the March
issue cover is up on the Lawn & Landscape home page.

‘ & PROPOSAL ==

-
If you don't have an equip- s
ment maintenance depart- | = .
ment, you might benefit from | s — = : ks
viewing Wichita, Kan.-based | — e
Suburban Landscape == .
Management’s commercial o= 3=
job proposal for designbuild | =~ -~ - r
work. Find it in the Sales & ‘

Estimating section at www.

ONLINE EXTRA

lawnandlandscape.com/tools/

businessforms and as an Online Extra while the March issue Interested in purchasing a skid-steer

cover is up on the Lawn & Landscape home page. attachment but feel like you're doling out

a little too much dough for a piece of
equipment that you're not sure how much
you'll use yet? Why not rent it first to truly

gauge your usage and how it works. Our

online extra to the “Get Attached" feature

“Our job is to get commitment from Senators and
House members to support and co-sponsor this
year's H-2B legislation and get them to tell the
State Department to put sufficient staff in place to

avert the crisis.” — Tom Delaney, PLANET's
director of governmental affairs

in this issue discusses various rental option

and pricing to give you an idea of how this

option works.

For more quotes like this, visit www.lawnandlandscape.com each Monday to view Industry Buzz, a
weekly column of industry experts’ views on pesticide legislation, emissions issues, water conservation
updates and business-building advice.

8 lawn & landscape march 2007 WWW. awn.mdhndaupc 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.Ferrisindustries.com/lawn ¢ 1(800)933-6175
GIE Indoor Booth #932 « Qutdoor Booth #616

USE READER SERVICE # 13
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Experience Student Career Days

I 've always thought one of the coolest aspects of the green industry was the fact that no
one who creates a career in it ever really leaves it. A contractor may move from one firm
to another for relocation purposes or job advancement. Or, if the entreprencurial spirit
moves, that person may hang out a shingle and begin anew as an owner.

Its a familiar tune among suppliers, distributors and end-users — if you've worked in
the industry - in any way, shape or form — you generally grow to love it. Walk down the
aisle of a trade show or mingle among attendees ata turf plot and you'll hear conversations
centered around who is working for whom. Rarely do you hear someone say that so and
50 left the industry for good.

The green industry’s diversity and beauty draws lovers of the outdoors to it; and the
tremendous opportunities to create, achieve and succeed keep them in it.

Enthusiasm for the green industry often starts at a young age and develops through
the important college years. It's here that skills and expertise are enhanced; prepping young
adults for careers in the landscape industry.

Remember those days? The days when your adrenalin was pumping so hard that you
could have built five decks all on your own? Or, spread countless wheel barrows full of
mulch without complaining about your aching back?

Ifyou want to take yourself back to those surroundings and youthful fervor, be sure to
attend PLANET's Student Career Days. Held annually in a different college or university
setting, the 31st rendition of this event takes place at Michigan State University from
March 29 to April 1. Approximately, 900 college students from more than 53 schools are
expected to participate this year. These students are enrolled in 2- or 4-year landscape and
horticultural programs with the goal of one day earning a paycheck as a landscape contrac-
tor, landscape architect, sports turf manager, arborist or a related industry specialty.

Rain or shine, participants at Student Career Days engage in a total possible 24
individual and team competitive events ranging from personnel management, sales pre-
sentation and exterior/interior design to irrigation troubleshooting, wood construction,
equipment operation, patio installation, tree climbing and more.

The competitions provide a real-life opportunity for students to demonstrate their
skills, leadership and teamwork as they cheer on their classmates. Most importandly, the
event helps students meet future employers. In addition to the hundreds of students at-
tending this event, Student Career Days also draws a noteworthy gathering of landscape,
lawn care and interiorscape owners. When they're not watching students build decks or
install irrigation systems, business owners participate in a career fair to interview students
for full-time positions and internships.

The event also represents an opportunity for green industry veterans to tout the many
benefits of well-maintained green spaces and the economic benefits that turf, trees and
flowers bring to the environment.

You'd be amazed by the energy, sincerity and passion on display at this event. If you're
in search of employees and future leaders or if you just need your battery recharged,
Student Career Days is the place to be this spring.

For additional information on PLANETs Student Career Days, visit www.student-
careerdays.com.
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| New Holland skid steer and compact track loaders boost landscaping

|  productivity and your bottom line.
I H E Super Boom® Skid Steers— Super Boom?® lift linkage delivers maximum

forward reach at maximum lift height. The long wheelbase and low center
of gravity yield rock-solid stability and exceptional lift capacity. Seven

, models with operating capacities from 1,350 to 2,800 Ibs.
Compact Track Loaders—superior flotation and stability delivered by
ground-hugging tracks with the reach and lift capacity of our patented
Super Boom®, The compact track loader conquers challenging terrain
with ease to keep you working at full speed. Three models with operating
capacities from 2,200 to 2,900 Ibs.
For more information on these powerful landscaping tools and
| available attachments, see your New Holland dealer or visit our
website at www.newholland.com

A b - X | : Ve
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' Backed by a 1-Year Unlimited-Hour Standard Warranty*

Rertain restnictions may apply. See your New Holland construction equipment dealer for details ‘

Ew CHH America LLC. New Holland is a trademark of CNH America LLC USE READER SERVICE # 14
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Dear Jim Huston,

I read with interest “Taking the Mystery of G&A Overhead”
in the December 2006 issue of Lawn & Landscape. I'm
working on calculating how we measure up.

When pricing a job, we start with all of the costs and
put a markup on the job based on the type of job and time
of year.

When [ look at your percentages for administrative salaries, it's easy to calculate where we are
and what our sales should be based on multiplying by 10.

Where 1 need some assistance is in the other overhead/indirect costs and what you've included to come
up with the percentages quoted.

Qur company is set up with 2 variety of departments and we separate the costs that are charged
directly to the job and then have indirect costs thar refate to the department but not to any specific job.
These indirect costs are made up of employee benefits, safety, commissions and depreciation. Where do
costs like this fit into your calculations?

Karen Bezanson

Controller

Edmonds Landscape and Construction Services Limired
Halifax, Neva Scotia

Dear Karen,

You ask a great question.

To start, your G&A overhead costs will probably be between 20 to 25 percent of each division's sales.
I don't use percentages to allocate these costs to jobs. Rather, I use a G&A overhead per labor hour (OPH)
rate. You calculate it by dividing your G&A overhead for the division by the total billable hours for the
respective division. For installation work, OPH usually ranges between $12 to $16. It normally ranges
from $8 to $12 for maintenance work. These ranges should be good both in the U.S. and Canada.

G&A overhead costs include all of the items that you cannot directly cost into a job - roughly 30
items, including such things as rent, bad debr, advertising, donations, computers, telephone, udlities and 2
number of other items that cannot be directly costed in bids.

Perhaps what is even more important is what is not included in G&A costs. It does not include gen-
eral liability, equipment or workers’ compensation insurance, truck or equipment depreciation, equipment
interest and payroll taxes for field personnel.

Keep in mind these two principles: First you want your clients to pay all of your costs. Second, you
want to include as many costs as possible in your direct job costs to include equipment, insurance and
payroll taxes. What's left are the G&A overhead costs.

Jim Huston

President
J-R. Huston Enterprises

12 lawn & |andscape march 2007 www.lawnandlnndscape.com
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Dear Editor,

I have enjoyed reading your magazine for almost 10 years now. It has always been a valuable
resource for my business.

[ have to tell you that the cover story has given me a greater appreciation of what you do for
our industry.

| say this because | have been surprised at how many landscape owners have called and/or
e-mailed me to say how great the article was and that they have struggled with the same issues as
me. | am humbled that they would ask me for advice. I am also thankful to make new friends.

Mostly, | am amazed at how well you have connected with your audience.

Keep up the great work!

Thanks again!
Shayne Newman
President
YardApes
shatatalanes Netw Milford, Conn.

L

PROFESSIONAL

w Ne~“APE DESIGN Many, many thanks for adding the “Professional Landscape Design” section to your publication.

Far too many trade publications give only lip-service to the design side of the green industry
and may no realize that, for some of us, design is what we do. I'll look forward to your future
bi-monthly design features.

Sinccrcl)‘.
John Gordon
Owner

Belvedere Landscape Design
Ashton, Md.

Dear Editor,
| enjoyed seeing the new “Professional Landscape Design” section in Lawn & Landscape’s
January issue. It's nice to see a publication like yours addressing design issues thar are often

ignored by industry publications.

Thank you!

Tim Thoelecke Jr
American Academy of Landscape Design
Glenview, lll.

WWW. awnand[nndscnpe com march 2007 lawn & landscape 13



http://www.lawnandlandscape.com

&5
Bl
=
=
[
o
o
-

EASY TO USE

Before

Realistic Photo Imaging

Night and Holiday Lighting

Customer Proposals

Easy-to-Use CAD
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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.

PRO
Landscape

The Stondard in Design SoMtwery for Lametis spe Prefecumoats

setele-tesss

= i prolondscapecom

60-Day Money-Back Guarantee

“| soid two jobs the first week | owned the program. drafix software, Inc.

I'm hooked!”
Dustin Leite, Maple Leaf Farms & Nursery PR

*I've lost track how many times PRO Landscape has

Landscape
Brett Seltz, Tollgate Construction >

The Standard in Design Software for Landscape Professionals!

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

USE READER SERVICE # 15 SELL BETTER | PLAN BETTER | BID BETTER
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" The Importance of Networking
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l('s important to network and get your
name out. It’s also important to never
take your eye off of your clients and
their happiness. Let's consider another
facet of networking — how to get others
1o sell for you.

I have your attention now. Here are
four ways to get others to sell for you:

1. DO A GREAT JOB. Not a good job,
a great job. Exceed your client’s expecta-
tions, not just meet them. For starters,
underpromise and overdeliver. Ifyou can
complete your client’s winter cleanup by
Dec. 1, tell them you can have it done by
the 10th. And when they come home on
Nov. 30th to a clean yard, you'll look like
a hero. If you really want to show how
much they mean to you, put a wreath
on the front door. There are many ways
contractors can make a client smile and
tell others about their services. It doesn’t
have to be much, just go the extra mile
and show you care. For example:

* Apply free fire ant control application
* Plant some tulip and daffodil bulbs by
the front door

* Aerate a client’s lawn for free

* Snowplow your best client’s driveway
for free a time or two

* Send a handwritten thank-you note

* Visit a client’s house, walk around and
make certain they are happy

2. ASK FOR TESTIMONIALS. What
others say about your company is infi-
nitely more impressive and convincing
than what you say about yourself. Ask
a happy client to write a letter saying
why someone should hire your team. At
Grunder Landscaping Co., we mail them
to prospects the day after we've met with
someone. If you're not receiving unsolic-
ited testimonial letters, then you aren’t
doing a great job. And if you're skeprical

of the power of testimonials, look at the
weight-loss ads in your Sunday paper. Not
one lacks a restimonial.

3. REWARD YOUR CLIENTS. Show
your clients how much you value their
referrals and you'll get a bunch of them.
I've implemented a program at many
landscaping company that consists of a
letter and a coupon the client gives to
their friend, family member or neighbor.
When redeemed, both the user and the
person who gave the referral ger a credit
towards landscaping work. If you want to
keep itsimple, send a thank-you note with
a gift certificate to a nice restaurant each
time someone sends you a client. People
remember these things and will send you
more work in the future.

4. BE A FRIEND. The best way to get
others to sell for you is to be their friend.
You need to be someone who always has
your client’s best interest in mind. Don't
sell the client something they don't need;
sell them only what is best for them. If you
become known as someone who can be
counted on to do the right thing, you will
reap the benefits over time. | have walked
away from work because | did not believe
it was in the client's best interests. Clients
are surprised by my stance. But if it’s not
right, it’s not right. At Grunder we spend
a lot of time doing a lot of little things for
our clients. We send them birthday cards;
we send them thank you notes; if we see
an article about them in the paper, we'll
have it framed and take it over to them.
These are all things a friend would do.

A company with happy clients is
destined for success. Make a client happy
and you've just added another salesperson
to your team that comes at a price every
budger can afford. w

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

6337, landscapesales@gie.net or via www.martygrunder.com.

www.'awnandlandscapv.xcom
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Scott Swayze thought
all decks clog in tall, wet grass.
This one changed his mind.

The New John Deere 7-lron 1™ Deck. “Here in Washington, we have to cut in wet conditions
all the time,” says Scott. “So we can't afford to clog.
And with the new 7-lron |l deck, we didn’t have to slow
down, not even once.” With a higher blade tip speed, the
7-lron Il makes short work of even the tallest grasses.

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

7 RGBS See more of what Scott Swayze has to say at www.mowpro.com JOHN DEERE

USE READER SERVICE # 16
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Labor Benchmarks

Residential installation **

lients often ask me how their crews
stack up againstothers in theindustry.

The best way to answer this question is to
compare direct field labor costs — as a per-
cent of sales for their respective divisions
— to national benchmarks. These costs
only include gross payroll and they do not
include labor burden items the company
pays, such as FICA, FUTA, SUTA, liabil-
ity or workers’ compensation insurance.
Here are some benchmarks to re-
view and compare to your actual costs:

18 10 22 Ifitis over 25%, you've

got problems

Commercial installation** 17 to 21 I've scen it as low as
16%

Maintenance, all types 35 w 45 It can range as low as
30% and as
high as 50%

Tree work 25 to 35

Chemical applications 15 w0 25

Irrigation service 20 w0 30

Interior landscaping, 17 10 21

installation

Interior landscaping, 35 w 45

maintenance

Outdoor lighting 20 o 30 I've seen it as low as
15%

Outdoor ponds 17 to 21

Paver installation 20 to 25

Snow plowing 20 o 25

Winter sand and sale 15t 20

applications

Christmas decorations 20 w 25

im huston

lawn & landscape

Keep in mind these benchmarks are
averages and your comparison figures
may vary dramatically due to your opera-
tion and production practices. However,

your figures should be fairly close to these
benchmarks.

Let me offer a couple other labor
benchmarks you may find useful.

General and administrative (G&A)
office salaries, to include a fair market
value salary for owners, should be about 10
percent of sales (plus or minus 2 percent).

Turn this calculation around and de-
termine what your sales should be for the
amount of G&A overhead salaries you
have. Multiply your total G&A salaries by
10. This will tell you roughly what your
sales should be.

Commissions for salespeople, who are
just selling, run 8 to 12 percent. And sales
forsalespeople should run roughly 10 times
their salaries. For example, ifa sales person
wants to make $50,000, they should sell
at least $500,000 worth of work.

One caveat: These benchmarksapply to
individual bids, actual costs for jobs, and
divisions specializing in a specific type of
work (installation, maintenance, winter
work, etc.). They may break down in two
scenarios.

First, these benchmarks will be diluted
when you combine diverse types of work
into one financial statement. Second, if you
do a lot of subcontracted work, the costs
and related revenue from the subcontracted
work will distort your cost percentages.

If you have questions or disagree with
any of my benchmarks, please e-mail me
your thoughts.

* Subcontractor costs can vary dramatically
and can therefore greatly distort company
percentages. 1 like to remove these costs and
their related revenue from the division when
calculating company percentages.
** Includes irrigation installation

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.

march 2007

www.|awnandlondscape.:om
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“The Toro 570 PRX heads save a lot of water.
The pressure regulation is great, and if someone snaps
off the riser, the head shuts itself off. With these,
I don't get calls in the middle of the night saying that

water’s running down the street.”

— Bruce Fjeld, Owner, Bruce Fjeld Landscaping and Turf Management
.
¥

Professional-Grade Toro S70Z
Sprinkiers Save Water, Time And Money.

Bruce Fjeld and many other irrigation contractors have taken
water management into their own hands. With the exclusive
X-Flow® feature that restricts water flow if the nozzle is removed
and built-in pressure regulation, the 570 PRX fixed spray is

- unequalled in efficient water use.

Better yet, all other sprays in the 570Z line are extremely reliable
and offer zero-flush on pop-up, an important water conservation
feature. To learn more about how Toro sprays can perform for TORO. countonit.

you, contact your Toro distributor or visit www.toro.com.
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DON'T PUT YOUR
ON THE SIDE OF




OMPANY LOGO
NYTHING LESS.

INTRODUCING THE ALL-NEW FULL-SIZE TUNDRA.

Meet the half-ton truck that’s changing expectations of how

much work a half-ton can do. The available 5.7 V8 can carry up to

2065 |bs. in its cargo bed,"* or it can pull up to 10,800 Ibs#* Not
once.Not once inawhile. But allday long. Its drivetrain and chassis feature engineering innovations

that help ensure those ¢

tats aren’t just paper promises. They re capabilities you can count on

Leave no pound-foot behind. The weak link

wcal area. a

hoice 3 6. 4.7L V8 and

Untwisting the hitch.

A TRAILER’S BEST FRIEND. Tundra is the first half-ton to offer a 6-speed automatic
transmission. Six speeds mean a wide range of ratios, starting with a first gear ratio of 3.333,
so there's no need to choose a rear axle ratio just for towing. Add TOW/HAUL mode and you'll
pull with more power uphill and better control downhill

Find out more at toyota.com

THE TRUCK THAT’S CHANGING IT ALL.

TOYOTR

©

TRUCKS
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ver the last 12 years GreenSearch

has conducted seminars and con-
tributed articles to a number of industry
associations and publications. Rarely do
we receive a lot of feedback from compa-
nies putting actionable effort forth along
with a description of the results. That s,
until recently.

The example I am referring to dealt
with mechanics (technicians to be more
exact) and whether or not these unsung
heroes get enough appreciation from the
rest of us who depend so heavily on their
expertise and services.

Specifically, the article depicted a sce-
nario in which a mechanic had just given
his notice. The superintendent, who now
had to replace him, was reflecting on all
the things he might have done to prevent
this from happening in the first place. The
major reason for his leaving was a lack of
appreciation and respect ?or the things
he did to keep the organization operating
smoothly.

Apparently, many mechanics read the
article and several took the time to e-mail
their thoughts to me. It appears my fic-
tional scenario is not fiction atall. In fact,
according to those e-mails, appreciation,
inclusion, feedback and advice are things
many folks in this category are not used
to receiving or providing The only time
many seem to get noticed iswhen a vehicle
or piece of equipment is unavailable for
use. When this happens, look out, here it
comes and it’s moving fast.

I know many companies do not oper-
ate this way when it comes to showing
appreciation to those who show up every
day, do their jobs very well and, by doing
so, ensure theirachievements are taken for
granted. And you know who I am refer-
ring to. You hired them to perform those
routine, butimportant, tasks. Usually, the
tasks are deadline driven and, if they are

-Be Aware and Take Care

notdone, there’saripple effect throughout
the entire operation. When they foul up,
complaints come in from everywhere. A
mechanic’s job is one of them, but there
are many others, as well.

Smart owners and managers value the
opinionsof peoplein these positions. They
never let too much time go by before they
sit down with them over a cup of coffee
and see how things are going. They show
them a unique type of appreciation by
listening and learning from them.

A CEO I know who runs a large com-
pany is very good at this. He keeps records
of employees’ anniversary dates. As that
date nears, the employee receives a brief
note of congratulations on achieving that
level of tenure. It isall tracked on a simple
computer program and is extremely cffgc—
tive in making people feel appreciated.

Others use diﬁgrcm means to make
people feel appreciated and part of the
team. Dropping someone a brief, unex-
pected, hand-written note for a job well
doneisabig favorite. Howabouta “dinner
for two” for an employee who has been
working long hours to bring an important
project to completion? The key is to take
action before an employee feels compelled
to ask for something.

Today, many companies in our indus-
try deal with very similar cost structures,
products and services and available em-
ployment pools. The difference berween
an employee’s leaving and staying is not
always tied toadditional income, but rather
to additional appreciation.

To reinforce this notion hereisaquorte
from an e-mail I received: “I appreciate the
article you wrote and identity with all of
it. I have been in the industry for 13 years
now... People like you make my job not
seem so bad at the end of the day.”

It doesnt take much — all I did was
write an article. [l

is president of GreenSearch, ahnmznmourceeonsulnngorgmmn. He can
be reached at 888/375-7787, peoplesmarts@gie.net or via www.greensearch.com.

PeopleSmarts® is a registered trademark of GreenSearch.
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IT S YIJUR BUSINESS IT S YUUR REPUTATIUN
- THAT'S WHY IT SHOULD Bt UUR ENGINES

G

When we say our engmes are tme commercial-grade you can believe it. Backed by
innovative engmeering. Kavfasaki eﬁgines deliver the power, durabmty fmd rehablmy landscaping
businesses demand. Some of our engmes ut;lmuur v-valve technology which creates a hemispherical
combustion chamber that sets the standard for qerformance and emissions demanded by the' commermal
user - that means less stress on the engine and ‘more enwronmentally friendly operatton So ifyour ..
reputation rides on performance, choose the engine mth the power to perform '

) d—
wr W ]

Find your authorized Kawasakl dealer at www. kaWpowr com, or call800-433 5640

Commercial Grade Kawasakl Made.

www.kawpowr.com
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In an increasingly challenging business
environment, lawn care companies look
for every opportunity to reduce expenses.
One money-saving strategy iscombination
applications, which allow companies to
apply herbicide, fungicide or insecticide
simultaneously with their fertilizer. This
two-in-one approach equates to one less
trip to the customer’s property and one
less trip across the lawn.

LET’S GET TOGETHER. A combination
productisasitsounds—agranular fertilizer
productwithaliquid control product. The
control pmduct Starts out as a concentrate
insolid form beforeitis melted into aliquid
that can be sprayed onto the outside of the
fertilizer granules. And they are made with
a variety of fertilizer analyses to meet your
lawn care program’s needs.

Getting this control product off the
fertilizer granule is critical for effective
product performance, which is why some
combination products, particularly insec-
ticides, come with the directions to irrigate
afterapplication. The control product that
dries on the fertilizer granule remains in
concentrate form. The post-application
irrigation moves the fertilizer into the soil
and separates the control product.

As the granule breaks down and moves
into the root zone for plant uprake, the
control product goes to work. Forexample,
a preemergent herbicide forms a weed

barrier on top of the soil. And a host of

university research verifies that combina-
tion products deliver comparable results
1o two separate applica(i(ms.

SET YOUR SCHEDULE. You may think
all applications should be made in combi-
nation form, but that’s not necessarily the
case. Preemergent herbicide applications
are well suited for combination products,
particularly when you have concernsabout

rran

“Powerful Combinations

theeffects of early spring cool temperatures
on liquids in your spray tanks.

Meanwhile, round two applications are
typically comprised ofa broadleafherbicide
along with fertilizer. The key to effective
weed control here is you want the product
to attach to the weed. For any granular
postemergent application, you need to
have the lawn wetted down before hand,
which is why this application is generally
not made viacombination products. Most
choose to spray liquid weed control and
then fertilize separately, especially for the
phenoxy herbicides.

This round two application is the
most time-consuming application of the
year, burt it is also the most important
for a lawn’s performance over the year.
Fortunately, equipment innovations can
reduce application time. Liquid fertilizer
is an option for this application, but these
are not slow-release products, which often
lead to spiked turf growth. As a result, the
fertilizer's performance won't line up with
the six- to eight-week schedule for lawn
visits most companies strive to set up.

The third application in most lawn care
programs targets surface-feeding insects
along with some fertilizer, and it can be
made via a combination product. The
lawn doesn’t have to be wet for leaf-feeding
insects so long as the product gets down
into the crown area. However, for grubs,
be sure that the product gets watered in
since grubs will feed on roots.

Some companies include a fungicide
application with round four. If that’s your
preference, any systemic fungicide can be
used ina granular or combination applica-
tion because you want those products to
move through the plant. Protectant fun-
gicides, however, are designed to coat the
plang, so they don't work well in granule
form for most broad-spectrum discase-
control applications. ll

el ey

are part of LESCO’s Tech Services Department. They can be reached at
fromthefield@gie.net or at 800/321-5325 ext. 3150 to answer technical questions.
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“When we got the contract to maintain one
of the largest independent power plants

in the world, | went out and got the most
powerful and durable equipment on the
market. So my guys carry nothing but STIHL
trimmers and edgers. This property has it
all—storm drains, slopes, ponds and acres
of tough vegetation—so the increased

“What do we do after clearing 330 acres? ©®
We start all over again.” )]

(N

power keeps the crew going 12 hours a day
We cut downtime, too, thanks to increased
fuel efficiency and interchangeable parts,

| opened my doors with STIHL equipment,
now | wouldn’t use anything less. | have
330 reasons why.”

www.stihlusa.com 1800 GO STIHL
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In the News

BRICKMAN
The Brickman Group Lo i

Refinances with Private Equity Group

major commercial landscaping firm put to rest rumors about its financial dealings
by announcing it has a new private equity partner.
The Brickman Group confirmed that it closed on a recapitalization of the com-
pany on Jan. 23. The transaction was undertaken to provide an exit strategy for CIVC
Partners, Brickman's long-time private equity partner since 1998, and to refinance
Brickman'’s public bonds, which were issued in 2002, with more favorable private
debt.

To facilitate this process, Gaithersburg, Md.-based Brickman brought in Leonard Green &
Partners, a new private equity partner.

President and CEO Scott Brickman says the Brickman family, management and stockholders
will continue to retain a majority share of the company. Leonard Green will own slightly less than
50 percent.

From an operational and leadership perspective, nothing will change. The company’s manage-
ment, employees, customers and vendors will continue to experience business as usual, Brickman
says.

He compares the transaction to a smaller landscaping company switching banks.

“You change the bank you use and your checking account,” he says, adding, “Will this change the
business for you?"

The company was No. 3 on Lawn & Landscape’s most recent list of top-earning landscape
industry companies, with a 2005 revenue of $454.5 million. Brickman says the recapitalization
process is a positive for the company and the industry, which historically has been comprised of
smaller companies. “This raises our industry’s profile with lenders and others in the financial world,”
he says. “This should benefit the industry as a whole." — Heather Wood

HOME BUILDER REPORT

\ 4

Economy Performing Well Despite Housing Downswing

Growth of U.S. economic output (real Gross Domestic Product) has slowed
to some degree in recent quarters as the housing production component
(residential fixed investment) has contracted substantially, according to the
National Association of Home Builders.

However, housing contraction has not generated serious spillover effects in
other sectors of the economy (including personal consumption expenditures),
and strengthening activity in some sectors, including nonresidential construction
and foreign trade, has helped offset the negatives from housing, the association
points out.

As a result, the economy has not skated close to recession and the prob-
ability of an economic downturn in 2007 is not high.

Economic resilience also is evident in the labor market, NAHB reports.
The housing downswing caused job losses in residential construction during
most of 2006, and further losses are virtually inevitable during the first half of
this year. However, overall job growth was well maintained in 2006 and solid performance in 2007 is expected.

The unemployment rate is likely to gravitate upward from recent expansion lows, but remain in a historically low range,
NAHB adds.
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Unemployment
Rate Creeps Up
Slightly

LABOR SOLUTIONS

The unemployment rate in January rose 4.6 percent, a four-month high, while job
growth was slow.

Employment rose by | | 1,000, according to the Bureau of Labor Statistics of the
U.S. Department of Labor. This was short of economists’ predictions of a | 15,000-job
gain.

Job growth continued in several service-providing industries over the month, and
construction employment also rose. The number of manufacturing jobs continued to
decline, according to the bureau.

\ 4

The First Step to
an H-2B Fix
Is You

The H-2B guest
worker program
is a fundamental
source for labor
in our industry.
It is the most
reliable source
of documented,
seasonal, visa-holding non-immigrant
workers who fit our labor needs.
We all need to strongly support the
permanent extension of the H-2B
guest worker program and vigorously
oppose legislative actions to limit or
eliminate it.

Our hope is that our friends in
the House and Senate will introduce
legislation to make the H-2B repeat
worker extension permanent. It will
also have to contain a wording fix for
the interpretation by United States
Citizenship and Immigration Services
that the previous H-2B bills would
require a returning worker to not be
counted as a returning worker but as
anew worker after three consecutive
years of not being counted under the
cap.

The second part of this fiscal year’s
cap of 33,000 has already reached
33,637 on Feb. 9. This is the number
of beneficiaries or workers approved
by the U.S. Department of Labor. The
USCIS has the responsibility to decide
how many beneficiaries (estimated
at 51,000) will equal the number of
33,000 visas to be issued by the State
Departmentandactually used. The cap

continued on page 30

(FOR A LIMITED TIME ONLY)

NO PAYMENTS
UNTIL 2008!
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FREE

$150 IN

FREE FREE GAS!

DIXON ZTRs ... FAST, RUGGED AND FUN TO RUN!
Stop by your local Dixon dealer foday and test drive the new 2007 ZTRs thot have
been 30 years in the making. Plus, now through March 31, 2007 receive up to $150

in FREE Gas with the purchase of any Dixon commercial ZTR mower
AND make no payments until 2008. Enjoy the ride!

IDXON 1 ITR

(877) CUT MORE | www.dixon-ztr.com

Offer volid on select models ot participoting declers. Retail financing subject 1o credit opproval.
Ask your deoler for complete detoils and quolifications
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It’s not a question
of what works...

it’s how well it works.

Introducing EverGreen Software

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

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

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

The benefits of web-based software are revolutionary.

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

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

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

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

Where the industry is moving >>
USE READER SERVICE # 22
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Less Stress, Less Fatigue...
More Productivity

longstanding brands in the cutting industry,
featuring premium performance in operator-
friendly hydrostatic or gear
drive rotary mowers and
easy-to-use, zero-turn
riding mowers.

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

One BOB-CAT Lane
Johnson Creek, WI 53038

2007 Commercial Grounds Care, Inc BUO70006
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continued from page 27

will surely be reached soon, which will
bring some attention to our effort.

To exasperate the problems this
year, the normal H-2B application
process has become more time-con- !
suming, complex and more expensive
for both employers and agents alike. |

Another problem to slow the
process happened recently at the U.S.
Consulate in Monterrey, Mexico. It
informed agents, along with the en-
tire H-2B user community, that it has
discontinued accepting applications for
H-2 visas for the foreseeable future.

The U.S. Consulate/Monterrey
issues nearly 80 percent of the in-
ternational volume of H-2 visas — in
excess of 100,000 annually. While the
situation has changed and the reasons
for the shutdown were unclear the
effect could have slowed down H-2
visa issuances by several months. In a
recent visit to the State Department
we received some hope that they may
once again get up to the numbers they
have done in the past.

For more information, please
contact me at 800/395-2522 or
tomdelaney@landcarenetwork.org.
— Tom Delaney

.' 4 ‘/
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w jr ® Tom Delaney

KEEP THE BUZZ GOING

Interested in more comments
from Tom Delaney and other in-
dustry experts on pressing issues
affecting how you do business?
See www.lawnandlandscape.
com for our weekly Industry
Buzz columns, highlighting news
on four key topics — business,
legislation, water use and noise

and air pollution.
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Winter Doesn’t Stop H-2B Fly In

Users of the guest worker program lobby Congress during the first
of two Fly-ins.

he threat of wintry weather didn't keep a few dozen H-2B users from vari-
ous industries from attending a Fly-in on Capitol Hill Feb. |3 for the guest
worker program.

Representatives from the seafood, hotel, resort and quarry industries joined
lawn care professionals for a day of appointments to bend the ears of their Con-
gress members. Hank Lavery, president of the organization Save Small Business,
rallied the group and offered talking
points before sending them off to
their meetings.

“Without the H-2B program,
I'd say pretty much everyone in this
room is out of business,” Lavery
says. “Save Small Business doesn’t
have alobbyist. It's all of you coming
to these events. It's you guys con-
necting with Congressmen. Every
office you approach, you must find
away to pass it. Ifit's not today, it's
an e-mail later, it's a call later. It's
follow up, follow up, follow up. If
we don't do it, H-2B’s gone.”

Lawn and landscape profes-
sionals in attendance included Terry
Culver of Rocco Fiore & Sons, there
to represent the lllinois Landscape Contractors Association. Culver estimates that
a third of Rocco Fiore's workforce are H-2B workers. During one of his appoint-
ments, he talked to a staff member of Representative Luis Gutierrez (D-lll.) about
the challenge of finding American workers.

“My son quit three times,” Culver says. “My own son won't even work for his
father.”

Others in the group had similar troubles trying to find U.S. citizens to work.
Their message throughout the day was that if the H-2B cap exemption is extended
for good, they will be more likely to find the
amount of labor their businesses need.

Abill was originally expected to be announced
inthe Senate mid-February that would extend the
amendment to make returning workers exempt
from the 66,000-person cap. The amendment
currently is set to expire Sept. 30.

Those who were deterred by the snow and
freezing rain got another chance to lobby their
representatives in Congress because a second
Fly-in was planned for March 6. Senator Barbara
Mikulski (D-Md.) hoped to introduce an H-2B
cap extension bill the week of the first Fly-in, but the Senate was tied up with
other business. Expectations are that the bill will be introduced in March, so H-2B
users planned a second Fly-in to make sure the issue was fresh in their elected
representatives’ minds. — HW
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Representatives from industries that utilize H-2B work-
ers joined together for a day of appointments Feb. 13

to bend the ears of their Congress members about the
importance of the guest worker program.
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PRODUCTS
LA.Net
Lawn & Pest Assistant lll
Mapping Assistant
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¢ Mapping Assistant
« Prepay Calculator
» Suggested Service Price
* Quick Data Entry
* Report Favorites
* Neighbor Pre-notification
e Satellite Imagery

* Call Log
* Neighbor Search

REAL GREEN SYSTEMS

1-800-422-7478

www.realgreen.com
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|Hook-ALc HoOKLIFTS

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

Lift, Load,
Leave or
Dump!

S

AN IOy w‘ﬂuﬂiﬂ EXCLUSIVELY BY
800-851 v 8938 Im\ AUTOMATED WASTE EQUIPMENT 1
COME VISIT US AT WWW.AMERICANROLLOFF.COM L___ T il
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GROUNDSKEEPER P RO

+ BUSINESS SOFTWARE «

Lawn Care :Landscapingg

Scheduling Estimating Accounts Receivable
Routing Pesticide/Herbicide
Confracts Tracking & Reporting
Invoicing ExpensesiCosts

Time &
Materials

Income Reports

www.adkad. com freedemo htm 1-800-586-4683
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S/mMPLY __ [O%7 BETTER

100-600 GALLON
lnw

JETAGITATION
AND
600-3300 GALLON
PADDLE AGITATION
EASY TO OPERATE
LOW MAINTENANCE
HOLDS MORE MULCH

WINTER SPECIALS

DISCOUNTS UP TO $1500
ORDER NOW FOR SPRING DELIVERY

800 638 1769 EASYLAWN.COM

o
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More Than 11,000 Products
& Parts ONLINE... rete

Injection Gun

& * Accurate Hose
L\ End Injection
o 1 . * Eliminates Tank
Since 1914 gy . Mixing For Spot
A Application
Hypro Pumps & Parts  WWW.rittenhouse.ca . $189.00
* Huge Inventory 1-800-461-1041
* Great Prices
A Trusted Source for Qual
* Knowledgeable Staff products & Expert Advice =
* Full Line of Parts Available Over 90 Years
USE READER SERVICE # 28
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Think You're in |
the Top 100? |

Fortune has its 500. The green industry |
has Lawn & Landscape magazine's Top
100 list. ;

Each year Lawn & Landscape con-
ducts asurvey to identify the largest |00 |
industry contractors based on revenue.
We recognize that basing this list solely
on revenue doesn't account for recent
growth, innovation, management excel-
lence or employee skills and benefits, but
we believe it's relevant and important
to provide this industry benchmark :
nonetheless.

Plus, you have to admit, it's an in-
teresting read.

Whether you're big or small, we'd
like learn about your company to con-
sider you for this year's Top 100 list as
well as stories we write throughout the
coming year.

Please take a moment to fill out the
2007 Top 100 submission form, which
can be found as an Online Extra to the
Marchissue at www.lawnandlandscape.
com, and fax it to 216/961-0364 by
March 15.

Questions? Contact Associate Editor
Marisa Palmieri at mpalmieri@gie.net or
800/456-0707.

SUPPLIER NEWS

v

Cub Cadet,
Yanmar Form
'C.U.T. Supply Co.

Cub Cadet and Yanmar will enter into a
joint venture to market a full line of com-
pact utility tractors and implements in the
U.S. and Canada. The joint venture has
lead to the formation of C.U.T. Supply Co.,
headquartered in Valley City, Ohio.
Yanmar's Masashi Shimo was ap-
pointed president of C.U.T. Supply Co.
“We feel these qualities will allow us to
deliver smart, user-focused solutions to
the growing number of consumers and
commercial and government usersin need
of a compact utility tractor,” Shimo says.
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SUPPLIER STg |
Shemin Adds New Jersey Site

Shemin, The Landscape Supply Co., is opening its newest location in Law-
renceville, N.J.

This site will serve the Mid-Jersey and northern Philadelphia markets with
Shemin's line of nursery stock, hardlines and landscape lighting supplies.

The new site will also be established as the newest Shemin irrigation supply
location.

“We will be ready and open for business with the start of the spring plant-
ing season,” says Steffan Burns, Shemin CEO. “The new site staff will include
two Shemin veterans who are seasoned in landscape materials and customer
service.

The new site fills in the gap between three established Shemin locations in
Branchburg, N.J., Aston, Pa. and Oaks, Pa.

Shemin provides landscape professionals a selection of nursery stock from
woody ornamentals to annuals, perennials, specimens and groundcovers. Shemin
locations also offer commercial-grade tools, grass seed, mulches, fertilizers,
pesticides, stone and paver products and landscape lighting. Most of Shemin's
29 locations also offer a complete irrigation department.

ASSOCIATION NEWS

v

The Irrigation Association certification
program is making changes to accom-
modate expanding educational oppor-
tunities and to bring policies in line with
the Environmental Protection Agency
WaterSense label.
Beginningin April, courses

Changes Coming to Irrigation
Association Certifications

WaterSense partner in November, and
the EPA is reviewing applications to allow
IA certifications to carry the WaterSense

label.
The labeling program will raise con-
sumer awareness of water efficiency and
the importance of certifica-

and exams for Certified JULY tion in the same way the
Landscape Irrigation Auditor SMART Energy Star label raised
and Certified Golf Irrigation IRRIGATION 2awarenessofenergy efficient
Auditor will no longer be MONTH——  products. Professionals with

required to be linked. The

courses and exams may still

be offered together, but it will not be
mandatory that the class and exam be
provided or taken as a unit, said IA Cer-
tification Board Chair James Dowd.

In addition, CLIA and CGIA candi-
dates must verify that they have at least
one year of field experience and submit
an independently completed audit veri-
fied by an Irrigation Association auditor
in good standing.

The IA was accepted as the first

WWW, awnandlandscape.com
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WaterSense-approved |A

certifications will be eligible
to be WaterSense partners and use the
WaterSense label as well as the IA certi-
fication logo.

To offer an exam, download the exam
site agreement from the |IA Web site,
complete it and mail it to the |A at least
60 days inadvance. Foradditional informa-
tion, write certification@irrigation.org.

The exam site agreement is available
at https://www.irrigation.org/
certification/pdf/exam_agreement.pdf.
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FEATURES

Live GPS Truck Tracking ",
Handheld Data Collection
Voice Turn By Turn Directions

* Overhead scrolling maps
* Reduce Fuel Cost

* Increase Productivity

* Production Entry

* Estimates

* Invoices

* Block Leading

» Speed up Data Entry

REAL GREEN SYSTEMS

1-800-422-7478

www.realgreen.com
USE READER SERVICE # 29
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WELLS
ARGO,

You really don’t have to,
but if you did, you would be

comforted knowing you‘ve got the easiest towing, most
dependable, and longest-lasting trailer on the road behind you. Thousands
of trailers on the job is our proof. Over 53 years in the trailer business

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

=H

Tine Rake Dethatcher

» Fits Walk-behind, Zero-Turn &
Front-Cut commercial mowers

* Removes embedded leaves and thatch

* Quick Green-up

* Flexible Tines allow zero-turning
without lifting the rake

*» 36, 46 and 60 inch widths

Jrco

Heavy-duty Attachments
for Commercial Mowers

Call for Dealer 800.966.8442
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LEHMAN

EQUIPMENT

perfect blend of function and image

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

Custom Configurations to Meet Your Needs

Side Boxes:

Dry storage for 24
plus bags of dry
fertilizer...

and the hose reel.

|

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

More details at

800.348.5196

www.llc-equipment.com

Neves —

ASSOCIATION NEWS
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#PLANET

PLANET Holds
National Student
Career Days

They climb trees in record time, build
patios brick-by-brick, dig ditches,
identify dozens of horticulture speci-
mens and safely maneuver dangerous
machinery through a course while
facing fierce competition. All of this to
prove they are the best and brightest
in their field and to gain scholarships
and recognition from some of the
country's top landscape, lawn care,
interiorscape and tree care firms and
related companies.

This is the Professional Landcare
Network Student Career Days held
each year at a different college or
university across the country. Now,
in its 3|st year, the event is steadily

DID YOU KNOW...\_|

Forty-six percent of landscape
contractors purchased trimmers/
edgers in the past |2 months and
30.8 percent plan to purchase
them in the next |2 months. The
average landscape contractor
spends $1,068 annually on trim-
mers/edgers.

For a story on the latest edger
advancements, as wellasapeak at
some of the new edger products
available on the market, turn to
pages |48 and |58, respectively.

USE READER SERVICE # 32
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Photos: Jim Paluch

growingand expects nearly 900 college
students from more than 53 schools to
participate at Michigan State University
from March 29 to April |.

The excitement gets underway
rain or shine and includes 24 individual
and team competitive events. Events
range from personnel management,
sales presentation and exterior/interior
design to irrigation troubleshooting,
wood construction, equipment opera-
tion, patio installation, tree climbing
and more.

The competitions not only provide
an opportunity for students to dem-
onstrate their skills, they also validate
what the students have learned in

REGIONAL REPORT

school. Fellow students crowd the events
to cheer on their classmates.

PLANET Student Career Days also
draws the largest national gathering of
landscape, lawn care and interiorscape
employment recruiters. Studentsare seri-
ous about this competition and many give
up their spring break to participate. Thisis
the best resource for qualified employees
in the green industry. A career fair that
takes place during the event offers students
the opportunity to interview with green
industry companies for full-time positions
and internships.

Foradditionalinformationon PLANET's
Student Career Days, visit the Web site at
www.studentcareerdays.org.

v

Oregon Pesticide

Reporting Law Now in Effect

Don’t just
post the
lawn....

Grow your
business!

.
, Wi CONTROL % e, Jron

L pERTIIEIVG

Oregon lawn care companies, farmers and timber owners, even landlords
and apartment managers who use herbicides and pesticides to control

vegetation and pests, are now required to electronically provide the
State Department of Agriculture with information about what type of
chemicals they use, their quantity and where they are applied.

The state's Pesticide Use Reporting System went into effect on Jan. |.

Although first approved in 1999, the program was only partially funded
until the 2005-2007 biennium. The current budget is about $1.9 million.

Although originally intended to sunset in 2009, it's expected that the ‘ \\ REAL GREEN?YSTEMS
1-800-422-7478

continued to page 38 i
4 yoay 4 o ¥
. www.realgreen.com
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legislature will extend its lifespan.

march 2007

www.lawnandlandscape.com
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Working 60 hours a week makes you a workaholic.
Working longer makes you a landscape pro.
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~industry news

continued from page 35

Atemporary system, implemented
about 2002, was not user friendly, ac-
cording to Sara Jones, with the ODA's
pesticide division. The new system
will be used by more than 120,000
pesticide applicators statewide and
could generate nearly 8 million reports
of individual applications annually.

Reportingis via Web site only. Infor-
mation can be found at www.oregon.
gov/ODA/PEST/purs_index.shtml.
Orriginal plans called for the system to
record data that farmers and others
feared could be used by environmen-
tal extremists to single out individual
pesticide users. That's not the case
with the new program, which will
record location data in a broader way
by watershed or ZIP code.

Katie Fast, associate director of
legislative affairs for the Oregon Farm
Bureau, says the program adds a "bur-
den on the agricultural community to
report their pesticide use on all prod-
ucts that have an EPA label.”

“It's going to take time for the farm
community to get used to the program
and the computer system,” Fast says.
“The amount of time required will de-
pend on the size of each operation.”

Spraying companies already keep
indepth records of their pesticide usage,
so uploading that information to a state
computer system shouldn’t be a major
problem, says Debbie Ego of Rasmus-
sen Spray Service, Salem, Ore., and a
regular tester of the State Department
of Agriculture’s programs.

Greg Sullens, who owns Santiam
Spray Service in Sweet Home, agrees
with Ego. “It's probably just going to
be time consuming,” Sullens said. “It’s
amatter of just doing it. It's a necessary
evil, just dotting your ‘Is’ type of thing.
It will be cumbersome at first, but after
a while, it will be as easy as turning on
a light switch." For more information
about pesticides, visit www.pestfacts.
org.

- Albany (Ore.) Democrat-Herald

R Dolylas Cowan

PEOPLE

Davey CEO Retires

R. Douglas Cowan stepped down as chief
executive officer of Kent, Ohio-based
The Davey Tree Expert Co. at the end
of 2006 in keeping with his previously
announced retirement plans. Cowan will
remain chairman of the board.

Karl J. Warnke, a 27-year veteran of
Davey who has served the past seven
years as president and chief operating
officer of the company, assumed the dual
role of president and chief executive of-
ficer Jan. 1.

Warnke assumes leadership of the
company during a time of growth and
expansion, with Davey recently closing
its | 9th acquisition of the past three years
— Southeastern Reprographics Inc., an
asset management firm headquartered

in Alpharetta, Ga. 1

|
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SPANISH LESSONS
b d

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
nwisniewski@gie.net.

. ENGLISH: How long have you been working with water gardens and ponds??

SPANISH: Cuanto hace que trabaja con jardines acuaticos y estanques?
(KWAHN-toh AH-seh keh trah-BAH-hah kohn hahr-DEE-nehs ah-KWAH-tee-
kohs ee ehs-TAHN-kehs?)

. ENGLISH: We need to dig a hole.

SPANISH: Debemos remover el cesped/grama/pasto/tepe/terron. (deh-BEH-
mohs reh-moh-VEHR ehl SEHS-pehd/GRAH-mah/PAHS-toh/TEH-peh/teh-RR
ROHN.)

. ENGLISH: We need to install the liner.

SPANISH: Debemos instalar el delimitador/la funda. (deh-BEH-mohs eens-tah-
LAAR ehl deh-lee-me-tah-DOOR/lah FOON-dah.)

. ENGLISH: We need to install the pipe for the fountain.

SPANISH: Debemos instalar la caneria para la fuente. (deh-BEH-mohs eens-tah-
LAHR lah kah-knee-eh-REE-ah PAH-rah lah FWEHN-the.)

. ENGLISH: We need to put rocks around the edge.

SPANISH: Debemos colocar piedras/rocas alrededor del borde. (deh-BEH-mohs
koh-loh-CAR pee-EH-drahs/RRROH-kahs ahl-rrreh-deh-DOOR dehl BOHR-
deh.)

Your window of opportunity for
controlling grubs just got bigger.

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

ARENAP® s the only preventive and curative grub control product
proven to provide maximum application flexibility.

Unlike other turf insecticides, ARENA® Insecticide with clothianidin lets you apply from
early spring to early fall and still get unsurpassed white grub control. Plus, ARENA offers
proven performance against sod webworms, chinch bugs and other damaging pests. To
learn more, contact your turf products supplier, log on to www.arystalifescience.us/arena
or call 1-866-761-9397 toll free.

/I‘ rena

Putting You In Control™

@ Arysta LifeScience

Harmony In Growth
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TIME MANAGEME

e ——— —

(il

o you become easily diverted or
distracted by situations, new tasks
or people rather than maintaining
the focus on your goals and objec-
tives? Consider for a moment that
if your e-mail program is set to download e-mail
every five minutes, in essence, you are scheduling
an interruption for yourself every five minutes.

While many people feel the need to multi-task,
there are many similarities between managing
your mind-set and managing your schedule.
Each activity or task that you engage in requires
a change in your thought process and focus.

The solution to this problem is time blocking,
the art of allocating blocks of designated time
for specific activities or tasks throughout the day
that are aligned with your goals and the realistic
number of hours you have.

First, look at the hours you have to work with.
If you have a nine-hour workday, you realistically
have about eight hours (or less) because buffer
time is needed for activities that take longer than
expected or are undetected during daily planning,
i.e. unscheduled meetings, traffic, emergencies,
new projects, family/client demands, etc.

Then, make a list and prioritize the tasks to
be included in your daily routine. Establish time
lines for each task. For instance, if you spend time
prospecting or cold calling, separate new prospect
calls from follow-up calls so you don't shift your
energy away from your focus on each task.

Now that you have a schedule, learn to bet-
ter manage the interruptions. The biggest culprit
when it comes to interruptions is e-mail. For ex-
ample, let's say for every five minutes you check
your incoming e-mails, you lose one minute. That's
12 minutes per hour, and one hour and thirty-six
minutes per eight-hour workday.

A solution: Change the time you have your
e-mail program set to receive e-mails from every
five or |10 minutes to every four hours.

E-mail is a great tool for communication,
collaboration and correspondence, enabling you
to communicate quickly and conveniently, but
you need to make sure this tool continues to be
productive and efficient for you.

If managing your e-mail like snail mail sounds
extreme, ask yourself these questions to deter-
mine a realistic e-mail checking frequency:

40 lawn & |andscape march 2007

Go From Interruption-Driven

|. “Are the bulk of my e-mails time sensitive? Does my ability
to quickly respond to an e-mail determine whether or not | will
earn a new customer’s business?”

2. “Can | still honor my prospecting campaign, provide the
same level of service to my customers, and not compromise my
ability to attract new customers or perform my job effectively if
| respond to e-mails only twice a day?”

This same strategy can be used for telephone calls.

If creating blocks of time to respond to e-mails or phone
calls would compromise your ability to do your job effectively,
then this strategy may not work for you. However, if you have
a degree of flexibility in your job to do so, try checking and
responding to e-mails and phone calls every two hours. If two
hours still doesn’'t work for you, try doing so every half hour.

Take the next week to determine if there's a specific time
throughout your day when you receive the bulk of time sensitive
e-mails and phone calls. There still may be an opportunity for
you to block out designated times for responding to calls and
e-mails at less frequent intervals than you are doing now.

The fact is, even if you change the frequency of when you
check your e-mail from every five minutes to every 10 minutes,
you have just cut the time you can lose in half.

Become someone who is driven by goals rather than by
distractions. The more effective you are at time blocking, the
greater the quality of your life will be. If you are responsible for
attracting and retaining your customers, your ability to manage
your customers’ expectations is a direct reflection of your ability
to not only manage your schedule but your mind-set as well.

Make time your ally. — Keith Rosen

The author is president of ProfitBuilders, a business consulting firm. He
can be reached at 888/262-2450 or info@profitbuilders.com

www.lawnandlandscape.com
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The new SK650. The most powerful and productive mini skid steer in its class.
With an impressive, 31-hp diesel engine and 20 net horsepower to the attachment,
it outperforms any other comparable machine—even riding units. Plus it drives

- - ]
more than 70 quick-change attachments. For details on the SK650, or any of the " D’ fCh W’ fCh

four Ditch Witch® mini skid steers, call 800-654-6481 or visit ditchwitch.com. GROUNDBREAKING

GROUNDBREAKING™ EQUIPMENT FROM THE COMPANY THAT LAUNCHED THE INDUSTRY: COMPACT UTILITY | TRENCHERS | HDD | ELECTRONICS
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CALENDAR

To ensure that

your meeting date

MAR. 7 -

10 Hardscape North America 2007, Nashville, Tenn. \
Contact: www.hardscapenorthamerica.com/woh/

is published,

send an announce-
ment at least

12 weeks in
advance to
Heather Wood,
Web editor,

at hwood@gie.net.

MAR. 22 - 23 The Professional Grounds Management Society's Regional Grounds
Management Seminar & Site Visitation at the Biltmore Gardens and Estate, Asheville, N.C.
Contact: www.pgms.org/2007regionalseminars.htm

MAR. 13 Target Specialty Products Seminar, Anaheim, Calif.
Contact: www.target-specialty.com, 800/352-3870

MAR. 27 New York State Turfgrass Association Adirondack Regional Conference
Lake Placid, N.Y. Contact: www.nysta.org, 518/783-1229

w.lawnandlandscape!

MAR. 29 - APR. | Professional Landcare Network's Student Career Days,
Michigan State University. Contact: www.studentcareerdays.org, 800/395-2522

Weed out the
competition.

Make your business
grow with a new
logo package from

Logoworks.

Logo concepts in 3 days
Starting at $299

Over 45,000 satisfied
customers

Satisfaction guaranteed

Start your new logo today visit

www.logoworks.com/lawn

Logoworks’

S

1-866-986-LOGO

42
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SALE
SprayHeads
1804 body......$ 1.25

1806 body......$ 4.75
| 1812 body......$ 6.75
| Std.Nozzles....$ .95
\Adj.Nozzles....$ 1.00)

BuytheBaxorBag

‘”/ DV Valves

1804
Lower
Price

\100- DVF& DVF-SS....$ 14 .00/

Ask About Quantity Pncmg m
Order By 1 p.m.
SHIPS SAME DAY (W% J

800-600-TUREF .

M-F 7:30-5 SAT8-1ror  Call Now & Save

www. SPRINKLERS 4 LESS -com
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PRODUCTSH

THIS MONTH, WIN A PALLET OF EDGEPRO ULTRA™
LANDSCAPE BORDER WORTH OVER $3,500!

—

Features & benefits: —
Manufactured from durable PVC material that will
not rust, crack, rot, or deteriorate due to weather
conditions.
Available in black, brown and green. Colors are
through the entire thickness of the edging meaning no
paint chipping or scratches.
Connecting pieces is easy, with custom-designed
connectors that don't require unsightly overlapping or
nesting of pieces. =

v . hori ] ' ,
ersatile anchoring options allow border to be installed The sleel high-énd loskoPmets I

: . s Py :
in traditional planting bed applications or adjacent to Selgiing Withthe advantages of PYCI -7

sidewalks, patios, and driveways.

E N T E R To W| N ! Goto www.|awnandlandscape.com/sweepsiakes/con(estde!ai|.asp

ncAandscaecn
SWEEPSTAKES

Daily News

Archived Magazine Articles QM&StiO“S?

Messqge Boards Call 800/456-0707
Current MSDS/Labels

Sign Up for Your Personalized My Lawn&Landscape Account

Q.
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INSIRE JOB

Considering bringing equipment maintenance in-house? Take cues from D. Foley Landscape,

Photo: D, Foley Landscape

a company that's worked to refine its shop's systems over 12 years.

quipment is one of a landscape business owner’s greatest assets, depending on
whether or not a contractor owns his or her facility. And it’s also one of their

top direct costs, usually second to labor, says Dan Foley, president of D. Foley
Landscape, based in South Walpole, Mass.

Although many contractors recognize the benefits of bringing equipment
maintenance in-house, it can be difhcult - financially and logistically — to
implement. Many owners are hesitant to spend the money, others are bogged
down by day-to-day tasks and some are simply inexperienced in maintenance
and what it takes to add a shop. “It doesn’t take much for a contractor to have a fleer worth over
a million dollars, but almost none of us have the experience to manage it,” Foley says.

D. Foley Landscape, a $3- to $4-million maintenance firm, first added in-house equipment
maintenance by hiring a part-time mechanic in 1994. “It’s hard to do it well when you do it part
way, burt it’s hard to do it all the way when you're small,” he says. “You might not have enough
equipment to justify a full-time maintenance employee. There's a point where you get stuck in
the middle.”

44 lawn & !arvdf,cqp-:' march 2007 www.lawnandlandscape.com
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business Oﬁﬁortunities

That in-the-middle point is dif-
ficult to define, Foley says, based on
a company’s type of work, equipment
inventory, number of trucks, number
of employees and dealer relation-
ships, to name a few. However, Foley
estimates the $2-million mark is a
good size for a contractor to consider
a full-time, in-house mechanic.

DECISIONS, DECISIONS. “You have
to ask yourself, ‘Does it add value to
your landscape customer to bring it
in-house?”” Foley says.

His company’s philosophy is to
keep production crews and account
managers focused on adding value
and servicing clients — not worrying
about equipment. “For us it was very
clear — with the speed that we were
growing, with the level of our dealer
relationships and our want to control
our own destiny — that it was the right
thing to do.”

However, Foley didn't realize his
company was slightly behind the

curve until several dozen contractors
toured his facility in 2002. At that
time, D. Foley operated with a part-
time mechanic, who worked nights
repairing trucks and equipment, while
crew leaders were still responsible for
their equipment’s preventive mainte-
nance and tasks such as changing oil
and sharpening blades.

The reaction some of the tour par-
ticipants had to Foley’s maintenance
procedures spurred him to reassess
the system. “People couldn't believe
we didn’t have a full-time mechanic,”
Foley says. “Until then, I wasn't
conscious of the daily and preventive
maintenance that wasn't happening, as
well as the distraction that fleet man-
agement had become to our manage-
ment team whose primary role is to be
totally focused on producing results
for our clients.”

Soon afterward, D. Foley promot-
ed a crew leader with an interest in
and a knack for automotive repair as
his full-time mechanic. The company

SYNTHETIC PUTTING GREENS & LAWNS

www.turfamerica.com

46

Industries leading synthetic
turf supplier since 1986.

Let us help you get started in
the fast growing synthetic
turf industry today.

Practice Greens

USE READER SERVICE # 40
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Ideal add-on service to any
Landscape company.

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

=
= No Franchise Fees

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

(800) 590-3031

=

info@ turfamerica.com

!
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titled this newly created position

feet supervisor. “We call them this
because we want them not just to turn
wrenches and tighten bolts, but to be
aware of the well being of the entire
fleet,” Foley says.

Bringing maintenance in-house
worked well initially, but Foley says
the company did not have the experi-
ence or systems in place to be 100
percent effective from the beginning.
“We just kind of let it evolve on its
own," Foley says.

A NEW HIRE. Last summer, when D.
Foley's first full-time mechanic left the
company to pursuc interests outside
of the industry, management was
forced to define what it was looking
for in terms of a fleet supervisor's skill
set and procedures for success.

The company realized it needed
a fleet supervisor who is flexible and
diversified enough to maintain the
company’s wide variety of equipment.
To find such a candidate, Foley pur-

OLDHAM

CHEMICALS COMPANY, INC.
OVER 40 YEARS OF RELIABILITY

200 GALLON LAWN RIG

+ 200 GALLON OLDHAM TANK WITH BAFFLE.

* HYPRO D30 TWIN DIAPHRAGM PUMP.

* 5.5 HP HONDA ENGINE.

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

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

1-800 888-5502

PO BOX 18358

3701 NEW GETWELL ROAD
MEMPHIS, TN 38118
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DRNAMENTAL

OVER TIME, YOU'VE SEEN A NUMBER
OF GREAT THINGS GET EVEN BETTER.

Another one of these things is the family of Dimension® specialty herbicides from Dow AgroSciences.
Our new Dimension 2EW liquid formulation is an easier-to-use, low odor formulation that can now be
sprayed over the top of ornamentals. Plus, it offers everything you've always counted on from past
sprayable formulations of Dimension and Dimension on fertilizer. You get broad-spectrum control of
crabgrass and other grassy and broadleaf weeds all season long. You also get postemergence control on
newly emerged crabgrass. And it never stains. With the service and support of Dow AgroSciences, you can
count on the family of Dimension specialty herbicides to be a great thing that just keeps getting better.

waw DimenglonHerbicide.com  *Trademark of Dow AgroSciences LLC  State restrictions on the sale and une of Dimension speciaity herhicide products apply.
Consult the label belore purchass or use fof full detalls. Aiways read snd follow labe! ditections. ©2008 Dow AgroSciancys LLC  T38-337.001 (11/06) BR 010-60459 510-M2-432-06
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posely looked outside of the industry.
The company interviewed several
candidates and eventually found Ron
Greene, a 25-year veteran of a Ford
dealership. “What he brought to us
was experience in completing repairs
and organizing a shop from an indus-
try whose core business is to maintain
and fix things,” Foley says.

During the interviewing stage,
Foley asked probing questions to see
if potential mechanics believed they
were “above” the gritty, sometimes
mundane, tasks vital to maintaining
landscape equipment. To dig this
deep, Foley explained ro applicants
what servicing a lawn mower entails
(including sharpening blades and
scraping grass clippings off mower
decks), and waited for their replies.
“Some candidates would say, ‘I
thought I'd have a helper for that,” or
‘Don't the guys do thar?’ You can just
tell when ralking to the mechanics
who thought they were too good to be
doing that. If you ask the right ques-

tions, you can discover a great deal of
important information.”

PROCESS IMPROVEMENT. A
revamped repair-tracking process also
helped the shop run smoother than in
years past. “We really lost focus there
for a while because we didn’t have a
system where there were clear respon-
sibilities, the crews weren't specifically
held accountable and there was some
poor communication,” Foley says.
Before, crews submitted work
orders directly to the mechanic, who
was overwhelmed by requests and had
no clear system for prioritization. “It
can create chaos, with crewmembers
simply leaving equipment in the shop,
walking up to the mechanic saying
‘Hey, this is broken,™ Foley says. “He
had too many bosses and internal cus-
tomers.” Tension arose between the
mechanic and the production crews.
“What we need is for our equip-
ment operators to be our eyes and
ears out in the field, letting us know

AERATION HAS NEVER
BEEN THIS EASY!

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

Muiltiple attachments
Available

* 20 gal. spray system
* Dethatch Rake
* 120 Ibs hopper

* 36"/46" tine heads

way 1o build &
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a compary

when something’s not working right
or needs to be looked at,” Foley says.
“But if they're given a hard time when
they bring in something to be re-
paired, theyre not going to want to do
it anymore.” The repercussions can be
disastrous in terms of safety, produc-
tivity and further equipment damage.

To fix the Aawed system, Foley
appointed one manager as the head of
the fleet department. Now, produc-
tion employees submit repair orders
to their managers at the end of the
workday when they turn in their time
sheets and receipts. This procedure
keeps managers in the loop. In turn,
the managers submit the repair orders
to the fleet department manager.
Next, the fleet department manager
enters the repair order (RO) into a
shared spreadsheet and issues a num-
ber for each RO. For easy tracking,
the first two digits are the year, the
next two are the month and the final
three are a unique number, specific to
that piece of equipment.

GROW LIKE
A'WEED,

MAN.

ty in your business anc

? Consider a Weed Man franchise
y with 35

0 mention a tangible v

all 888.321.9333 for

www.weed-man.com
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Although the company’s account-
ing program has an equipment man-
agement function, Foley prefers using
a spreadsheet for the quick, easy ability
to sort by RO number, status, person
requesting work, piece of equipment
or any other field. “It’s as simple as
a Word document for a repair order
form that we fill out and an Excel
spreadsheet,” Foley says. “You don't
have to spend a lot of money on this.”

After the order is entered, it's in
the fleet supervisor’s hands. He tracks
the status of the repair in the log and
notes any hours or miles if applicable,
which is helpful when repairing the
equipment in the future. “What this
did was create a paper trail — a public
declaration of a problem,” Foley says.
“And team members are rewarded for
reporting problems by our making
sure to thank them for caring.”

PIECES AND PARTS. Another lesson
D. Foley Landscape learned during its
in-house maintenance evolution was

Bringing a mechanic on board doesn’t mean a contractor will
never have to send out equipment to a dealer or repair shop
again, At D, Foley Landscape, Fleet Supervisor Ron Greene consid-
ers the actual cost of an outsourced repair vs. the direct cost of
doing it in-house, the shop's current schedule and capacity. trans-
porting costs and the need for any specialized equipment. D. Foley,
for example, still outsources auto body work, painting and heavy
truck repair, because it does not have the proper lift. “You have to

do a cost/benefit analysis of each item. It may not always be less
expensive, but you may get a better investment on time, money

and resources,” Foley says, noting Greene manages a $160,000
annual budget that includes vehicle and trailer maintenance and
accessories, equipment maintenance, supplies and fluids and

shop labor.

ment, all from the same manufac-
turer. The company generated about
$35,000 from the sale of all its exist-
|ng cqlllpmcm.

the importance of streamlining the
parts inventory.

At one point D. Foley owned
seven different brands of mowers.

“Qur solution was a one-brand initia-

tive so we could stock fewer parts.”
In 2004, D. Foley invested

$81,000 for a new batch of equip-

“Rather than stretch the process
over several years, we bought it all at
once,” Foley says. He recommends
contractors take stock of what they

THE BEST GROOMED LANDSCAPE TRAILERS.
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own currently. “If you can simplify
brands and models, I'd do that.”

Another parts-related tip Foley
mentions is to minimize the mechan-
ic’s time spent out of the shop search-
ing for parts and supplies. Contrac-
tors should contact their vendors to
request delivery. “Most of the time, if
you commit to their business, they'll
commit to delivering to you,” Foley
says, noting it's worth paying a $10
delivery fee because a mechanic adds
value when he’s servicing equipment,
not out picking up supplies.

PREVENTIVE POINTER. Even with a
full-time mechanic, ensuring main-
tenance equipment receives efhicient,
proper, routine preventive mainte-
nance can be ditficult. After grappling
with this challenge for several years,
the management at D. Foley came up
with the idea of the service set — an
extra, identical set of equipment that
rotates among maintenance Crews.
Each crew is assigned a service

WOODCHUCK

MODEL 5665 STUMP & UNDERBRUSH CULT

day, the morning of which they drop
off their equipment at the service bay
and pick up the service set. During
the day, the fleet supervisor con-
ducts preventive maintenance on the
equipment, and the crew it belongs to
retrieves it at the end of the day. This
practice ensures that the mechanic
touches every single piece of mainte-
nance equipment once a week. The
rotating service set, which Foley notes
is not the same as a backup set, is then
serviced during an evening or on a
Saturday morning.

Foley calls the investment for the
service set, approximately $18,500
(including four mowers, two string
trimmers, one power edger, one back-
pack blower and one hand blower), a
“no-brainer.”

“If we didn’t invest in an extra set,
other challenges come, like hiring
someone to service the equipment at
night or having the guys do it,” Foley
says. When his crew leaders serviced
their own equipment it took them

“BEST INVESTMENT I’'VE EVER MADE”

~ ZIMMERMAN TRUE VALUE, PA

longer and they may not haye been
doing it properly. While the company
does nor track exact savings, Foley
estimates a yearly savings of $4,500
to $5,100 in direct mechanic labor
cost (including overtime and labor
burden) — not counting the savings
accrued from improved preventive
maintenance, which also reduces fu-
ture avoidable repairs and downtime.
“We finally got it figured out after
12 years and are enjoying the journey
to continually get better,” Foley says.
“It’s become part of our core strategy
in the marketplace. We don't want
our production teams being distracted
from delivering results for our clients.
I don't think we could live withour it
now due to our size, but even if we
were smaller, it would allow us to be a
better service provider to our clients.” il

—
_|‘|w!..nn“nl‘,t]‘u .1;m,cor' ‘

View D. Foley’s RO form and repair tracking
|og in the March Online Extras section.
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Gleary.

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

Discover ENDORSE® -
a new, unique mode of action for
disease management from Cleary.

With a proven track record in the control of many economically
threatening turf diseases, Endorse® is now available as a totally
new management tool for horticultural applications. Using
a new active ingredient for the U.S. market, Endorse” 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
activity for superior control of Botrytis,
Powdery Mildew and others.

Why leave the health and beauty of your

CELEBRATING 70 YEARS OF INNOVATIVE TECHNOLOGY

landscapes to chance? Discover all the
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.

UNPARALLELED CUSTOMER SERVICE
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Team Turf uses presence, reputation and referrals for power growth.

word-of-mouth

Works

fheially, Jonathan Tucker and Mawt Hubbard start-
ed Team Turf Landscape Management in 1996.

The truth, though, is these life-long friends
and business partners began cutting lawns
around Marietta, Ga., at the age of 9.

With an old Honda lawnmower, Tucker and
Hubbard began mowing for $3 a lawn. And for
an extra quarter, they'd blow the grass clippings
off the driveway.

At 11, this entrepreneurial duo expanded their
service area with the help of an old tractor and a small trailer that had wheels
but lacked tires. It was their first growth spurt.

“You could hear us coming from a mile away,” Tucker says. “Sometimes
those metal wheels would spark as we dragged that trailer .\lnng,."

At 16, Hubbard’s father purchased a commercial mower he rented to the
teens for $500 a year and the fledgling contractors never looked back. Tucker
and Hubbard continued to work at their budding landscape business, in one
incarnation or another, until they formed Team Turf in 1996. Today, Tucker,
29 and Hubbard, 30, are still taking care of lawns and still experiencing
growth.

“In fact, we still have some of those same customers today from when we
were kids,” Tucker says.

None of this should come as any surprise because near-perfect customer
retention is a Team Turf hallmark. Attention to client needs, coupled with op-
erating in a very tight service radius has allowed them to chalk up impressive
ér()\\th over the last decade. According to its numbers, the landscape company
reported a little more than $200,000 in revenue in 2000. Over the last six
years, the company has experienced more than 400 percent revenue growth
with $1.05 million in 2006 and projected $1.25 million in 2007

“We said from the very beginning that we didn’t want to grow too fast,”
says Tucker, who manages the company’s business affairs. “Has this been too

Photos: Steve Swieter

Team Turf's Jonathan Tucker, left

and Matt Hubbard.
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fastz We've always grown like this
so we don’t know anything else.”

In addition, Team Turf bud-
gets zero for marketing, instead
relying on presence, reputation
and a referral-reward program
that generates up to 90 percent .’
of the firm’s new business.

“We have a hard time saymg !
‘no’ to clients,” Tucker says. “It’s
hard to set goals when you don't
market yourself and deliber-
ately go out to find customers.
Instead, they're coming to us.”

OVEREXPOSURE. Tucker and
Hubbard have always worked
within a tight radius of clients.

Starting out, keeping clients
in close proximity to one another
came more out of necessity than
from a solid business strategy. As
pint-sized landscape contractors,
Tucker and Hubbard were lim-
ited to how far they were willing
to drag their equipment.

Today, Team Turf operates
four three-man crews, one of
which is a foating crew. And
while their competitors maintain
clients in a 60-mile radius from
their respective headquarters,
Team Turf subscribes to a strat-
egy that maximizes a high-end
uﬁ)c:nt base of more than 250
properties within a relatively
compact service radius of about
10 miles. Its so tight that the
average Team Turf truck, which

CO-OWNERS: Jonathan Tucker. Matt Hubbard
HEADQUARTERS: Maretia Ga
FOUNDED: 1996

'EMPLOYEES: 12 year-round workers

SERVICE BREAKOUT:

60% Maintenanice/Mowing
30% Instaltation (no design)
5% Design/Bulld

4% Chemical Lawn Care

1% Tree & Omamental Setvices

CLIENT BREAKOUT:

85% Residential

10% Commercial Residential
5% Commercial

REVENUE BREAKOUT:

el 3 .25‘m§||ionv(proiected)

1. Fuel costs, which Impact equlpment and
chemical prices
2. Insurance costs

3, Unprofessional companies undercutting prices and’

offering poor service

MANAGEMENT PHILOSOPHY:
Take care of the customer or someone efse will.

CONTACT INFO

104 Kipling Drive

Marietta, Ga. 30067

PH; 770/953-1796

FX: 770/9536572
WEB:www.teamturflandscapes.com
E-MAIL: landscapet@belisouthinet

growth comes from word-of-mouth
referrals.
In 2000 Team Turf pursued

its only attempt at a traditional,
organized marketing campaign.
Tucker and Hubbard purchased the
addresses of the ncighEors to the
right and to the left of each client.
Then they mailed each a letter in-
troducing the company, explaining
that Team Turf took care of their
neighbors’ lawns and they could
maintain their properties.

“We only did this once because

it was so much work,” Tucker says
of the campaign. “We got a few
new customers, but one new client
we obrained from that letter-writ-
ing campalgn gave us four referral
clients.”

Tucker and Hubbard were

onto something. In 2002, the duo
formalized their client-referral pro-
gram. Initially, every new customer
of an existing client brought to
Team Turf that panned out earned
that individual a half~-month of free
maintenance. This incentive kicks
in after the third month of service
to protect Team Turf from losing
money on a fair-weather new client.

“To make it attractive enough for
the client to want to call people and
tell them abour us we increased it
to a month,” Tucker says, adding
the savings for the client is between
$250 and $300, depending on the
depth of their service.

goes out every day, barely logs
7,000 miles on its odometer in a
year’s time. “Our strategy has been to
not have to drive around to serve our
clients,” Tucker says. “We want them
to be close by and reside within the
same neighborhood.”

Because they operate in a tight ra-
dius, Team Turf is able to project that
it has more trucks in the community
than it really does."It gives them the

erception that we're a much bigger
randscapc outfit than we really are in
the area,” Tucker says.

To maintain this illusion, all
Team Turf vehicles look the same and
are cleaned every Friday. Trucks are
maintained to the highest standards
and their beds painted every other
year to keep up appearances. The
company also maintains a distinctive
appearance in the field compared to
its competitors.

“We don't try to overpower people

lawn & landscape march 2007

with multicolor displays like other
companies,” Tucker says. “Our truck
beds are blue, unlike most other
companies that are green, and we
have white signs with blue lettering to
match the truck.”

Likewise, Team Turf’s workforce
maintains a muted, yet crisp appear-
ance in the field.

“Our workers wear light gray shirts
and our logo on the front and back is
the same blue as the trucks,” Tucker
says. “Employees wear Team Turf
shirts — short-sleeved, long-sleeved or
sweat shirt — and khaki pants, and are
given new shirts frequently, at no cost
to them, so they always look clean
and professional.”

REFERRAL PROGRAM. Tucker and
Hubbard budget nothing on mar-
keting or branding their landscape
services. Instead, much of Team Turf’s

www,lawnandlandscape.com

“Some clients really take advan-
tage of this program and end up
carning a half-year of maintenance
for free,” Tucker says. “We may end
up operating at a loss for that one cli-
ent, but it’s worth it because we make
it up in new clients.”

In fact, having Team Turf trucks
circulating in clients” neighborhoods
on a regular basis generated better re-
ferral results for Team Turf than most
marketing campaigns, Tucker says.
And many times, the new client refer-
ral is in close proximity to an existing
client, allowing Team Turf to further
maintain its tightly held service circle.

Sometimes, though, Team Turf
takes on a referral client without
know who gave the referral.

“We ask the new client why they
chose us and they say they heard
about us from someone,” Tucker says.
“We ask them who and they don't say.
So we pick up the referral without
paying out a referral bonus.”
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QUALITY CONTROL. Client referral
is a vital component to Team Turf’s
growth strategy; however, the incen-
tive program is only as good as the
quality of work performed in the field.

Who would recommend land-
scape services to a friend or neighbor
if those services were sub-par? For
their high-end clients — average home
prices in their market range between
$500,000 and $600,000 — convey-
ing poor taste in a landscape firm
isn't worth a $300 savings on lawn
maintenance. Tucker and Hubbard
recognized this and knew for the
referral program to work they had to
make sure there were no slip-ups in
the field.

“Excellent service is vital in our
line of work,” Hubbard says. “If you
don't take care of the customer then
someone else will.”

It starts with dependability and
servicing clients on the same day every
week. Crew leaders are responsible for

Photo: Team Turf Landscape Management

Team Turf does not have a formal marketing budget, instead it relies on presence,
reputation and a referral-reward program to generate new business.

inspecting each property to make sure
pruning, mowing, weeding, blowing
and any other services are completed
to the standard that the company has
set, Hubbard says.

“Sloppy work is safeguarded by a
system of checks and balances,” Hub-
bard says. “It starts with the laborer

who does the work and checked by
the working crew leader after the job
is done.”

Every other week, Tucker and
Hubbard spot check each property
to make sure everything has been
completed to company standards.
“We go more or less often depending

Patants pending

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

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

* Redesigned spray tank for lower

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

center of gravity

* All the standard features of
our current units

* Powered by Kawasaki

L.T.“RICH PRODUCTS, INC.  Call: 877-482-2040
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Solutions that fit any lawn disease problem.

.

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

(1) BACKED

£/ by BAYER.

Bayer E 3l Science, a Givision 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
registerad trademarks of Bayer AG. Armada and Backed by Bayer are trademarks of Bayer AG. Not all products are registered in all states. Always read and foliow label directions carefully. ©2007 Bayer CropScience LP.
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on the time of year,” :
Hubbard says. “And '
the customer is always
watching...”

High-end clients .
are a fickle bunch. 3
Tucker and Hubbard g
realize an unhappy
high-end customer is 4.
more than willing to
pay someone else.

If a customer
complaint comes in 5.
on the day of service,
the responsible crew
is contacted and im-
mediately dispatched
back to the property. At the same
time, either Tucker or Hubbard meets
the crew on-site to discuss the martter
with the crew leader, personally over-
sees the corrective action and talks to
the client to ensure everyone is on the
same page and satisfied with the job.

“We will go above and beyond
to impress a client and to keep one,”

Be on time. If we are going to be five minutes late,
we call the customer and tell them we are running
a little late,
Show up to do the work when you say you will.
Do the work you say you are going to do for the
price you agree on.
Quality, quality, guality. Any contractor can make a
property look good the first visit. The goal is to
maintain that look all year long.
Be professional in everything we do, from the
estimate sheets, to our work to our invoices,

Hubbard says. “We know high-end
customers pay more attention to
detail than others. We take pride in
our work and we would rather go that
extra mile to please a customer than

to do a mediocre job to make a buck.”

When a client complaint comes
in a day or two after the initial service
was performed, a crew is disparched
to deal with the problem within the

next day, two at the latest. Tucker and
Hubbard says clients are fine with this
arrangement as long as the problem is
addressed and corrected.

“Because our crews are in such a
confined working area it is usually not
a problem to have them go back to
a property the same day the com-
plaint comes in,” Hubbard says. “If
our quality slips so do the number of

MULTITINE
: S

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.

4

PARTNERED WITH THE INTERNET,

Billing
is Made Even Easier!

GRASS Landscaper Billing automates your ’
landscaping and lawn maintenance billing
with a handheld terminal, It also enables you ’
to manage all of your accounts online.

* Get Paid Faster

« Save Time & Effort
* Bills Go Out On Time \
*» Eliminate Billing Headaches l

AnAde

Landscaper Biling

First\)/
Products
INNOVATIVE TURF EQUIPMENT

800-363-8780

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

Request a free sample bill
and brochure by calling:

800-464-6239

AERAWATOR!
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SOME THINGS DON’T COMPARE

> RedMax’

HEZ2601F 7 HEZ2401S

RedMax, the original manufacturer of the straight

shaft stick edger, is pleased to announce the 2007
introduction of several new edger models to meet
professional needs.

GET IN THE GAME WITH REDMAX

RedMax Strato-Charged™ products deliver
superior durability, performance and reliability.

To find your nearest RedMax dealer or for more
information about the entire RedMax product line
please visit www.redmax.com or call 800-291-8251.

RedMax, made for the pros, by the pros.

©C Redmax

RedMax is very proud to be

a corporate sponsor of the

Victory Junction Gang Camp
http//www.victoryjunction.org KT

1100 Laval Blvd. Ste. 110 Lawrenceville, GA 30043 P:800-291-8251 F:770-381-5150 www.redmax.com
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referrals. Therefore, we make sure we
are always at the top of our game.”

COSTS, MARGINS AND EFFICIEN-
CIES. Relying on referrals and market
prcst‘llcc to gv:ncr:l(c new hu.\'incss
begs the question of how Team Turf
spends its money.

Team Turf maintains its profit

margins at around 25 to 30 percent,
which Tucker recognizes could be bet-
ter. To increase these margins, Tucker
says they're working to increase opera-
tional efficiency and frequently take
advantage of cost-saving deals when
purchasing cellular phones, insurance,
equipment and materials.
Team Turf also exercises greater

LIFE'S GREAT

WITH NO PAYMENTS UNTIL 2008}

MOW ALL YEAR WITHOUT MAKING ANY PAYMENTS!

PLUS GET A
FREE DELUXE SEAT!

HURRY OFFERS ENDS MARCH 31, 2007

YAZOO/KEES

www.yazookees.com

TOUGH, DURABLE MACHINES
THAT GET THE JOB DONE.

Stop by today and leamn how Yazoo/Kees will help you save money! For a limited
fime purchase a Max2 or MidMax zeroturn mower and get a free deluxe seat
upgrade. Sit comforfably on one of the toughest commercial mowers on the market.

*Financing subject fo credit approval. Offers valid ot participating dealers
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in-field efficiency, Tucker says. For
example, when a work crew gets to
the shop in the morning they clock in
and are rolling within five minutes.

“They carry enough gas on the
trucks to fill up once or twice a week,”
he says. “On these stops they can get
drinks, etc., but on the days that they
do not go to the gas station they must
get these items before they come to
work.”

On site, the mantra of efficiency
and quality is stressed to maintenance
crews. “We tell crews to ger on-site,
do what needs to be done and get
out,” Tucker says. “But we also tell
them not to sacrifice quality. If they
need to stay longer, so be it. We may
lose a little money here and there but
committing extra time helps us in the
long run.”

In terms of investing back into
the company, Tucker says they do
so as the need arises. “Based on our
average growth of approximately 15
percent to 20 percent a year over the
past six years, we plan to add another
crew/truck every other year,” he says.
“And with a new truck comes a new
set of equipment.”

Team Turf monitors all of its
equipment and is vigilant about
maintenance. Equipment turnover
is roughly every three years, about
the same time it begins to cost more
to repair an item than it is worth.
Training, though, remains constant
regardless of growth, Tucker says.

“We always want our employees
to be knowledgeable abour plants, the
equipment they're using and especially
safery,” he says.

Ultimately, Tucker and Hubbard
look to expand within the next one to
two years by taking on larger com-
mercial projects.

“We'll be adding another crew
this summer to service more custom-
ers in our area,” Tucker says. “In the
next five years, we will most likely be
expanding our service area a little and
maybe add a branch in a booming
area to the north.”

Regardless, Tucker and Hubbard
are committed to steady, but not
rapid, growth for Team Turf. *Grow-
ing too fast can cause you to lose sight
of the big picture in this business,
which is taking care of the customers
you have,” Tucker says.

THE TEAM IN TEAM TURE Tucker
and Hubbard work so well as business
partners because they each possess
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skill sets that the other doesn't.

“You would think being together
for so long that we would have had a
lot of disagreements,” Hubbard says.
“But we haven't. Over the past 10
years I can only think of a couple inci-
dents, which were settled pretty quick-
ly. We know each other’s strengths and
weaknesses and we know when to step
away and let the other one do what
they do best. This works well for both
of us because we don’t step on each
other’s feet too often.”

When it was a smaller company,
both Tucker and Hubbard were re-
sponsible for field crews, with Tucker
tackling paperwork in the evenings.
Today, Tucker focuses his detail-ori-
ented personality on the business side
of the business, including scheduling,
invoicing and bill-paying. He also
handles the bulk of the sales-related
work. “If I work on equipment I end
up with stitches,” Tucker says.

Hubbard, more comfortable in the
field and with equipment, is respon-
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Team Turf spot checks each client's property to make sure everything has been

completed to company standards.

sibly for managing Team Turf’s work
crews. “We do what we do best and
count on the other to do his job,” he
says. "'Because we do this we have kept
a great relationship over the years.”
*Could either of us have done this
alone? No way,” Tucker says. “Together
we're a greater force and the company

FERTILIZER? Nope. A MOWER? Sorry. HAND TOOLS? Not here.

SPRAYERS? Now we can help you there.
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would not perform as well without
both of us doing what we do best.”

o
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For more Team Turf word-of-mouth marLehng
tips, check out the March issue online

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

// “| sure\did!”

No unpleasant odor

Everyone wants weed-killing power but no one wants a lingering
odor that makes being near treated turf an unpleasant experience.

Your nose and eyes will notice the real difference when you
open a jug of Triplet® Low Odor - less odor and a much clearer
liquid. The reason is the addition of 2,4-D TIPA, a highly refined

ingredient available only from Nufarm. Qutstan d in g perfo rmance
In fact, odor studies have shown that the formulation is The best thing about Triplet® Low Odor is its performance.
preferred 30% more than Trimec® Classic. Imagine, turf This unique formulation of 2,4-D, Mecoprop-p and Dicamba
and chemical storage areas that don’t stink! delivers the proven triple-whammy you need to control

dandelion, clover, henbit, plantains and other broadleaf invaders.

An improved proprietary surfactant package enhances
penetration and uptake into the plant for quicker results.

pH buffering makes more active available to ensure
complete weed kill and long-lasting control.

The optical chemistry provides the advantage of using half the
traditional active to achieve the same level of control,
meaning less pesticide impact on the environment.

Contact a Nufarm representative or your local distributor for more information: 'Efu&fsae!im
800-345-3330 ® www.turf.us.nufarm.com P y
® Triplet is a registered trademark of Nufarm Americas Inc., Trimec is a registered trademark of PBI-Gordon Corporation Home of Riverdale Brands
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Contractors lose thousands
to theft every year.

Put an end to this waste by
coupling technology with

simple techniques.

LOCK UP EQUIPMENT THEFT

osing $54,000 worth of equipment in one day would be a blow to any small busi-

ness owner. But Lee Helmberger, owner of Lee’s Lawn Service in Omaha, Neb.,

was hit especially hard when his 2001 Ford F250 with a fully loaded 16-foot

trailer was stolen on June 6, 2006. The stolen truck and trailer was the company’s

only maintenance vehicle. “We're a pretty small operation,” Helmberger says of

his company, which operates one maintenance and one tree crew. “It was pretty
devastating.”

The funny thing is security couldn’t have been tighter in Omaha where Helmberger and
his crew stopped for lunch that day. President George W. Bush was in town and the Secret
Service had conducted security sweeps in the bustling boardwalk area where Helmberger
parked. That wasn't enough to deter the thieves, however. In fact, striking on such a day may
actually have been a getaway strategy. It took police two hours to respond.

“It scemed perfect timing for the thieves,” Helmberger says. “Whoever rargeted us was
very good at their job,” he says. “Like the police said, they probably got in the truck in a mat-
ter of seconds.”

1

b)r marisa paimier!
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Thankfully, Helmberger had an
inland marine insurance policy and
received the replacement value of the
stolen equipment. While his insurer
processed the claim, fellow members
of the Omaha Grounds Maintenance
Association stepped forward to lend him
equipment. “We were back out mowing

the next day with borrowed equipment,”

he says. “But I lost a lot of production
talking with the insurance company and
the police, and | put in a lot of extra
hours purchasing replaced equipment.”
Lee’s Lawn Service protected its
equipment like most other landscape

crews protect theirs — he locked his truck
and secured handheld equipment on
locked racks. If a busy area and federal
agents didn't deter a crime like this,
what's a business owner to do?

“The best way to avoid having things
stolen is to have loss control procedures
and the proper training in place so these
things don’t happen in the first place,”
advises Michael Weisburger, president of
Weisburger Insurance Brokerage, White
Plains, N.Y. “Some companies actually
budget for lost or stolen equipment,
which I would recommend.” Although it
varies widely from firm to firm, Weis-

www.lawnandlandscape.com
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burger says budgeting for 10 to 20 per-
cent in lost or stolen equipment annually
is appropriate.

Unfortunately, many contractors
don’t instate loss-prevention plans until a
serious theft happens to them, Bur with
a combination of insurance, technology,
common-sense tactics and practical tips,
companies can reduce losses and prevent
their equipment from being picked off.

ON THE RISE. More than 62 percent of
contractors have experienced equipment
theft, according to a recent poll conduct-

continued on page 70
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continued from page 67

ed by Lawn & Landscape. In 2006,
landscape contractors lost an average
of $3,425 to theft. And maintenance
vehicles like Helmberger's are just one
vulnerability. Construction sites and
storage facilities are other common
hot spots for prowlers.

Why? Landscape equipment, like
that of other contracting trades, is an
casy target, according to the Na-
tional Equipment Registry, a database
service that records heavy equipment
ownership and theft information to
increase recovery rates and reduce
theft costs.

Heavy equipment in particular is
often stolen because the reward for
the thief far outweighs the risk, NER
says. For example, heavy equipment
often has limited machine and site
security, is valuable and easy to re-
sell. The same can be said for other
frequently pilfered landscape supplies,
mdudmg handheld equipment, irriga-
tion components and plant material.
Low recovery rates (88
percent of contractors
reported recovery rates of
less than 5 percent in our
survey), few arrests and

ing skid-steers, tractors, loaders, etc.).
Since 2000, Hortica has received 190
mobile equipment claims with a loss
of $1.03 million dollars. “And that’s
just what's claimed,” adds Andrew
Mauschbaugh, assistant vice president
of loss control.

Due to security concerns, many
power Lqunpnu nt manufacturers have
introduced anti-theft devices that can
be installed by the manufacturer or
retrofitted by equipment dealers.

“There’s quite a few anti-theft de-
vices in the marketplace,” says Gerry
Steenbergen, an internal consultant
for Caterpillar, Peoria, Ill. “They
include everything from devices
that isolate the battery/electricity or
fuel supply to some that shut off air
supply to the machines. Others have
electronic control modules that let
certain keys be recognized or not rec-
ognized on that particular machine.
So you can control who has access and
at what time of day.” The cost of these

devices varies among manufacturers,
dealers and the type of technology
employed. It can range from several
hundred to several thousand dollars
per machine.

Afrermarker tracking technology,
which is more commonly installed
on cars and trucks, is also suitable for
construction equipment. The chance
for recovery skyrockets when contrac-
tors install global positioning systems
or radio frequency transceivers on
heavy equipment. Compared to NER
estimates that say 10 to 15 percent of
stolen heavy equipment is recovered,
70 percent of construction equipment
outfitted with LoJack Systems, one
brand of radio-frequency tracking
technology, was recovered in less than
24 hours after being reported to the
police. Depending on the technology
employed, the cost ranges from a few
hundred to a few thousand dollars.
The price for the LoJack system on
construction equipment is $795.

Inland Marine Policy

One form of coverage for
tools and equipment. Equip-
ment can be listed spe-
cifically for replacement or
agreed-upon value. This type
of coverage developed from
the insuring of shipments
that did not involve ocean
voyages; a wide variety of
possessions can be written
under Inland Marine poli-
cies today.

light penalties demon-
strate why equipment
theft is attractive to
outlaws.

Landscape Industry Equipment
Insurance Choices

JOBSITE:
SITTING DUCKS.
Equipment left
on worksites is
some of the most
vulnerable. These
machines are
generally valuable
and versarile pieces — so
not only are the returns
greater, there’s a larger
pool of potential buyers.
Across the construc-
tion trades, skid-steers
account for the greatest
number of stolen heavy
equipment (32 percent),
according to NER’s 2005
Equipment Theft Report.
Nine percent of all heavy
equipment stolen is classi-
fied as a landscape loader.
On average, green
industry insurance pro-
vider Hortica receives 28
mobile equipment claims
a year with an average
claim of $5,400 (includ-

28.8%
Inland
Marine

36.2%

Self Insurance

Source: Lawn & Landscape

Equipment Floater Policy

This type of policy may cover

any item up to a designated amount. Protection follows move-
able property, covering it wherever it may be.

Self-Insurance

Some companies opt to self-insure equipment, meaning they
budget for losses, instill foss-prevention measures and replace
lost items themselves. Many companies who self-insure opt for
a "stop-loss” policy with a commercial carrier —they set a limit
up to which they are responsible for retaining losses.

70 lawn & landscape march 2007 www.lawnandlandscape.com


http://www.lawnandlandscape.com

NEED A MACHINE THAT'S DURABLE,
-LIABLE AND THAT CAN TACKLE THE MOST
"HALLENGING LANDSCAPE!

NEED A MACHINE THAT WILL
CREASE MY CREW’S PRODUCTIVITY!

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

,,,,,,,,,,,,,,

X-TREME TESTING
COMPONENTS GU NT
MACHINES wrrusr_ \
LANDSCAPE D

WE RAISED THE STANDARD ! :‘uA
OUR DURABILITY TESTING BY
COMPARING 300% MORE
COMPETITIVE UNITS AGAINST THE
XDZ PLATFORM UNDER EXTREME
CONDITIONS.

EVERY LANDSCAPER’S

JP Horizons



http://WWW.GRA

smart business

Several years ago, Columbus,
Ohio-based Peabody Landscape
Group lost $50,000 worth of equip-
ment to theft in one year. In addition
to having trucks stolen and trailers
burglarized overnight at its facility,
Peabody had a skid-steer stolen from a
jobsite adjacent to a state hngh\\ ay pa-
trol facility. Realizing no site was safe
enough, lubod_\ installed anti-theft
mechanisms on its heavy equipment.
The devices cost several hundred dol-
lars, President David Peabody says. “It
was well worth it since our insurance
deductible is $1,000,” he says. “You
just have to look at what your savings
are relative to deductibles.”

The threat of being dropped by its
insurer also prompted Peabody to insti-
tute other theft-prevention measures.

In addition to installing a perim-
eter security system and anti-theft
devices on construction equipment,
Peabody invested in GPS for its fleet

Not one piece of equipment has been stolen from a
maintenance truck since La Verne, Calif.-based SCLM Co.
installed trimmer traps four years ago. Photo: SCLM Co.

of 28 vehicles and trailers to improve
recovery. The installation cost was
about $40,000 and the system costs
about $2,100 per month. Although
Peabody acknowledges implement-
ing GPS wasn't “inexpensive by any
means,” he says it was the right move
to keep its insurance carrier. “Equip-
ment is our lifeblood,” Peabody says.
“It helps us expedite projects, so
obviously we wanted to be proactive
in protecting it.” GPS also has helped

lawn & landscape march 2007

Peabody reduce labor costs and protect

recoup the cost of the $10,000 system

against client disputes and false claims.

property with litdle effort.

Take, for example, Foegley Land-
scape of South Bend, Ind. Like many
other landscape companies, Foegley
has experienced equipment theft
problems since it was founded in
1959. “We've lost string trimmers,
backpack blowers and who knows
how much plant marerial has walked
out of here in years past,” President
John Foegley says. His company’s
facility, which includes a difhcult-to-
monitor 20-acre nursery, had been
outhitted with a motion-detector
alarm system for years, but it was

often more rrouble that it
was worth. For example,
the motion detectors were
repeatedly tripped by deer
or raccoons, requiring
both Foegley and the
police to get out of bed in
the middle of the night to
go check it out.

In 2005, the company
logged its usual $10,000-
a-year loss as a result of
theft. “I'd had ir,” Foegley
says. “I was just tired of
this g going on and | was
bound and determined to
put a stop to it.”

That winter, Foegley
hired a local company to
install a video surveillance
system and a silent alarm,
which he can activate
remorely via telephone.
Now, when the system
is tripped, the security
company only calls if
there’s suspicious activity
— not animals — and it au-
tomatically e-mails a clip
of the footage to Foegley,
which he can review from
any t.()mpuur,

Not only will Foegley

wwwvlawnandlandscape.com

FACILITY:
NIGHTTIME
PROTECTION.
Some contractors’
worst theft prob-
lems occur on their
home turf. Often,
this type of theft is an “inside job,”
as cmplo_vccs or their acquaintances
know how tight (or loose) security is
— and may even have the necessary
keys or codes to help themselves to

this year as a result of no stolen equip-
ment, he sleeps much better these days.
“All T can tell you is it’s been a miracle,”
he says. “Once we installed the surveil-
lance cameras, it virtually eliminated all
nefarious activity we had.

“You hate to think it’s an inside
job and that someone from your crew
is coming in and swiping stuff, but
I ind it coincidental that once we
installed cameras everything stopped,”
Foegley adds. “But who knows, maybe
thieves are coming in now and casing
the joint ro see we have cameras.”

La Verne, Calif.-based SCLM Co.
also ramped up security with video
surveillance when it moved to a new
shop in March 2006.

“I've had quite a bit stolen over
the years, some right off the trucks,
some from employees — trusted ones,

t00,” President Dan Hanson says.
“It’s tough when you have to pro-
tect against people not only stealing
equipment off of your trucks, but
people who work for you who you
trust with keys to your facility.”

In addition to adding alarms and
video surveillance, Hanson eliminated

Insurance is a business of risk, explains ‘
Andrew Mauschbaugh, assistant vice
president of loss control for Hortica, an
Edwardsville, |ll.-based green industry
insurance provider. “If you have a high rate
of equipment theft, you'll continue to have
increased rates and possibly even have the
threat of being dropped.”

Those repercussions, which can affect
operating costs and the bottom line, should
be enough to get any landscape contractor

|

asking how he or she can minimize equip- |

ment loss. Often, insurance companies
require certain loss control methods; a |
common example is a highly detailed equip- ‘
ment inventory. In some cases, carriers of- |
fer incentives for businesses that take steps ‘
to protect their property. Contractors should
check with their agents or insurers to see if
they are eligible for adjusted deductibles or
reduced premiums to reflect use of anti-
theft devices or theft-preventive measures.

|
|
|
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Atrimmec® Plant Growth Regulator
can give your bids a new edge. Atrimmec reduces labor and

disposal costs by slowing the growth of trees and shrubs by
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These Results'

® Easy spray application
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ornamental landscape species
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all keys to the facility by installing an
electronic card access system. The sys-
tem logs every time a person enters the
building and identifies his name, time,
date and point of entry. For added
protection, some storage areas require
card access, t0o. For example, SCLM
has one irrigation technician who
works on Saturdays. He is authorized
to enter the facility and the irrigation
storage area, but not the rest of the
building. “I can assign a card to any-
one and control what doors they can
get in and out of and when,” Hanson
says. The system also logs when an
unauthorized user attempts to access

a restricted area. Another perk: [fan
employee who has a set of keys is let
go, Hanson doesn’t spend $400 get-
ting new locks on all the doors.

“This has 100 percent eliminated
the problems that we previously had
with employees removing property af-
ter hours and on the weekends,” Han-
son says. “You can’t watch every single
employee. There are a couple of bad
apples in every bunch and sometimes
they just can't resist tempration.”

SCLM spent abour $50,000 for
its entire security system, includ-
ing alarms, surveillance and the card
access system, which accounted for
abour $12,000 of thar toral.

MAINTENANCE:
MOVING TARGETS.
Before 2005, Nature Scapcs
of Lilburn, Ga., lost “a few
pieces of cc}tmpmcm per
year to theft. In the sprin
of that year, rampant thcfst
plagued landscape contractors in
metro Atlanta and Narure Scapes lost
more than $22,000 worth of equip-
ment, including one truck that was
stolen from a residence at an upscale
gated community. Other Atlanta-area
contractors experienced more severe
situations, including armed robbery.
Police suspected the offender was a
theft ring that shipped stolen land-
scape equipment out of the state or
even out of the country. “There were
{xo le going around stealing from full
andscaping crews at gunpoint,” says
Rick UpLhurch president of Nature
Scapes. “They plstol-whlpped people
to give up their equipment.

Officials at the Metro Atlanta
Landscape & Turf Association (MAL-
TA) called an emergency meeting.

As a result, Nature Scapes reevalu-
ated its loss-prevention policy, altering
some procedures, educating employees

LOSS PREVENTION TACTICS:

SIMPLE TIPS AND SAVVY TECH

nies don't impose preventive measures until they've
been hid hard = or repeatedly — by office intruders,
blower bandits or lawnmower larcenists.

Just like any business challenge, there are simple, low-cost
measures as well as high-tech, big-ticket solutions to combat
equipment theft. Loss prevention is no different. Below we've
indicated a low-cost, easy-to-implement measure and a high-tech
solution for five major equipment theft challenges.

CHALLENGE: Internal Theft

Simple Tip: Limit the number of keys issued to employees. “Exer-
cise the same care with keys as you would with a thousand dollar
bill," the Small Business Administration advises in its publication
“Curtailing Crime." Keep a close record of keys you distribute, so
you're sure which ones have been issued to whom. Consider creat-
ing a system where only the most trusted individuals are issued
keys and those folks rotate opening/closing up shop. When keys
are lost or employees leave the company without returning them,
change all locks. Avoid using master keys and only have one key
and lock for outside doors and a different key and lock for your of-
fice. COST;: $0 to $500

Savvy Tech: Eliminate all keys by installing an electronic access-
control system, like a card-access system. Such security systems
allow business owners to dictate who is authorized to entér a build-
ing and when, It's also possible to set up different internal access
points, admitting or denying access to various storage areas or
offices. All entrance information is tracked and recorded, so the ad-
ministrator can see who entered the building — or attempted to - at
any time. Also, when a card-bearing employee leaves the company,
his card is simply deactivated — no need to re-key the entire facility.
COST: $2,000+

I oss control plans are often an afterthought — compa-

CHALLENGE: Building Security

Simple Tip: Lighting plays an important role in the security of any
building — darkness buys criminals time, According to insurance
provider CNA, outside lighting should be provided within 20 feet of
the main entrance, around dark areas (back and side doors, win-
dows, etc.) and in exterior storage areas. Illuminate interior areas
easily visible from outside the building, which allows police and
pedestrians to see suspicious activity. Also beware of trees, shrubs
and trash bins that could provide hiding spaces or “ladders” for
would-be intruders. COST: $500+

Savvy Tech: A variety of commercial security systems are on the
market from local and national security companies. These can in-
clude a combination of any of the following: alarm systems, closed--
circuit television, video surveillance, perimeter security systems

and others, COST: $1,000+ cslinaed orpige R
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When quality &
performance count,
you can count on
Bandit Industries.

When it comes to your equipment, you need more

than just a supplier. You need a partner you can trust.

That's why more industry professionals trust Bandit to

provide them with high-quality, dependable equipment
that consistently outperforms the competition,
With Bandit equipment in your fleet, you instantly

r

gain access to a support network of over 300 dedicated

Bandit empl /d over 80 dealers worldwide.

units in operation, you can

best. No matter the task, Bandit has the equipment you

need to get the job done quickly & efficiently.

FAR ABOVE: Model 1590 Hand-Fed Chipper

The 17" capacity Model 1590 features engine options ranging from 80- to 140-horsepower.

- ' B S ‘g
e TR ’ o e T I i T e g
2100 « MODEL 90CE8B

MODEL 2090 « MODEL 2900 « MODEL 4680 - MODEL

Call us at 1-800-952-0178

to get in touch with a Bandit representative,
or to arrange for a product demonstration.

INDUSTRY PROFESSIONALS TRUST THE BANDIT NAME.
These chippers really deliver. That's why Bandit is a
name industry professionals trust to give them quality
products that perform, time and time again.

BANDIT INDUSTRIES, INC.

6750 Millbrook Road * Remus, Ml 49340
Phone: (800) 952-0178 or (989) 561-2270
E-Mail: sales@banditchippers.com

Call for more information on options and current pricing! Website: www.banditchippers.com

VISIT OUR WEBSITE FOR MORE INFORMATION *WWW . BANDITCHIPPERS.COM
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and boosting security at its facility.
“There's a different mind-set here
now,” Upchurch says. “After going

through that, I think about theft daily.”

For example, the company incor-
porated theft-prevention reminders
into its weekly safety meetings. “A lot
of it is educating your guys to let them
know thcy'rc being watched every
minute,” Upchurch says. “The thieves
are professionals. It’s a crime of oppor-
tunity. They're watching and waiting
on you to walk out of sight.”

A negligence policy also is now in
effect. An cmployu. who's responsible
for a piece of equipment being stolen
(i.e., not locking it up), is required to
pay for the loss. “If employees have to
buy one blower, they'll learn.”

To further boost equipment
security, Nature Scapes improved the
locks it uses to secure equipment. The
cost of a lock jumped from about $15
to $50. “But it’s worth it,” Upchurch
says. “We haven’t had anything stolen
off of the trucks since.”

Also, in 2005 the company began
replacing open, ramp-bed trucks with
box trucks, which start at more than
$25,000. “We switched out about six
trucks to enclosed ones,” Upchurch
says. “We have 25 or 30 more to
go. As we buy new trucks, we'll buy
enclosed ones.”

SCLM Co. used to average a
piece or two of stolen equipment per
quarter, but nothing has been stolen
off of a maintenance truck since the
company began using trimmer and
blower racks. The three-trap trim-
mer racks cost between $250 and
$300; blower racks cost about $100
each. The racks also provide damage
control. SCLM spends 25 percent less
on repairs since it installed the racks.
In addition, SCLM uses ¥2-inch chain
and padlocks to secure mowers, which
cost i‘&s‘ than $50 per truck.

Upchurch, the current president
of MALTA, says the organization
promotes one particular piece of ad-
vice to all contractors for the purpose
of thwarting this growing problem:
“Don’t buy equipment from guys you
don't know,” Upchurch says. “If you
can’t verify the serial numbers — that’s
hot stuff. If you're buying it, all you're
doing is creating the atmosphere that
causes the problem.” B

For a list of common insurance and theft
terms defined, visit the March Online Extras

section,

march 2007

LOSS PREVENTION TACTICS:

continued from page 74

CHALLENGE: Deterring Worksite Equipment Theft

Simple Tip: Shiny new equipment is more frequently targeted

by thieves than the old, beat-up kind. Consider making equipment
unattractive by painting it bright colors to discourage theft. Although
paint is a temporary solution, by the time it wears off the tool won't
be shiny and new — and thus attractive to a thief —anymore.

COST: Labor plus paint required to mark up equipment
Savvy Tech: Manufacturers, outdoor power equipment dealers and
other aftermarket suppliers provide a plethora of anti-theft devices
for landscape equipment (primarily construction machines). These
systems include ignition locks, "smart keys" and fuel-cut-off or air-
supply cut-off devices, which inhibit a machine's ability to be started
by an unauthorized user. COST: $500+

CHALLENGE: Inventory Management

Simple Tip: Insurance providers and police recommend keep-

ing an updated record of every piece of equipment in‘a company's
inventory. The record, often managed by the firm's mechanic or fleet
supervisor, should include the type of equipment, manufacturer
name, model number, serial/VIN/PIN number, license plate number
(if applicable), date of purchase, receipt and a current photograph
for identification purposes. Having this complete information at your
fingertips will help expedite any insurance settlement and improve
the chance for recovery. COST: Labor to create the document
Savvy Tech: Inventory management software tracks equipment
serial numbers, maintenance, values. photos and other pertinent
equipment details. This type of system also easily allows equipment
owners (especially heavy equipment) to store their property informa-
tion on a national database like the National Equipment Registry
(www.nerusa.com), which police use to check the ownership of
suspicious equipment. COST: $§500+

CHALLENGE: Equipment Identification and Tracking

Simple Tip: Engraving or stamping equipment with identifying
marks is a simple measure all contractors should take if they're not
already. insurance providers say. One added tip: “You want the marks
to be in two spots,” says Andrew Mauschbaugh, Hortica's assistant
vice president of loss control. “You want a mark that you can see
when you drive by and also a hidden marker. If the thief gets rid of
the obvious one, they'll likely not find the hidden one."

COST: About $25 plus labor to engrave equipment

Savvy Tech: Tracking devices, which have been used success-
fully for a number of years on vehicles, also can be appropriate for
landscape construction equipment. After all, skid-steers are one

of the most frequently stolen pieces of heavy equipment amang all
contracting trades. There are several forms of technology available,
including GPS and radio-frequency tracking.

COST: $500+ per machine

www,[awnandhndscnpecom
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best of the web by mike zawacki | »

For long-term success,
being vigilant about
quality control is
crucial for landscape
contractors. Lawn &
Landscape Message
Board participants
troubleshoot ways to

| ensure that quality

remains No. 1.

ne of the pitfalls of growing a landscape company is the loss
of quality control.

Business owners, who once had direct contact with and
oversight of each job site, must entrust managers and crew
leaders to maintain the landscape company’s quality stan-
dards and practices. It’s a concept that is sound in theory
but, as many landscape contractors discover, very weak in practice.

Why does quality so often suffer, Lawn & Landscape Message Board par-
ticipants debated recendy and how can this obstacle be overcome?

Ronald Barnhardt, president of Barnhardt Landscape in Rockwell, N.C.,
faces the same dilemma. The owner of a small but growing landscape firm,
he can no longer be in the field as frequently as he once had. Lately, despite
his best efforts to counter it, the quality of his crews’ work has slipped.

“I've attempted to keep the quality of work ar a high level,” Barnhardt
posts. “But I am losing control. It is impossible for me to go to all of the

WWww, awnandlandscape.com
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QUIETLY JOINING THE
MAGNUM GATORLINE~ FAMILY
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Count on Magnum Gatorline™ - the trimmer line that provides
excellent wear characteristics, consistent line diameter and high
resistance to abrasion, breakage and welding.

The new SuperTwist™ also features:
Reduction in noise level of 15dB compared with traditional round nylon lines
Improved cutting efficiency
Less resistance, reducing engine drag
Reduced vibrations

Vol il
'ORECON:
GATORLINE 4 raladie o
Ask your Oregon’ dealer for it today!

w Find your closest dealer at www.oregonchain.com/store_locator.htm \dvanced Cutting Technolog)

Oregon Cutting Systems Group ¢ Blount Inc. * www.oregonchain.com
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properties to follow up on crews.
How do | get control lﬂ‘\‘ll.lll(v\':"

When employees don't perform to
high standards it is often a reflection
of a failure in training, some land-
\L.ll’k' contracrors “”LT.

“Who's doing your training? You?”
posts Matthew Schattner, owner of
Mat'z Snow & Lawn in Kansasville,
Wis., “Are there inconsistencies from

Work smarter. Not harder. Save time on the job and labor
costs with a 500 Series mini-skid from Boxer. Unlike any
other mini on the market, the 500 Series features a
Variable Track System that allows the track width to
retract to 35" to enter gates, then open back up to 43.5"
for working stability. And it's the only mini-skid with tip

capacities over a ton. 50+ Attachment versatility. Diesel
or gas. Make the smart choice. Visit your local dealer
today or log onto www.BOXERoutperforms.com.

other trainers that you're using? Or,
are your \mplm“\ simply lnu»mm\'

)
too lax abour quality standards?” otivating employees to con-
Poor training seemed a logical g

- 2 sistently produce auality work
answer for deficiencies in job quality. sistently produce quality we

However, some contractors oftered is not always easy for small-sized
that this may be a communication landscape ( ctors. who often do

problem and the quality standards
needed to be re-evaluated. Setting
extremely high standards sets up

not have the resources to exercise
expensive motivation strazemes.

There is, however, a-way for the
small-sized business owner to offer
financial incentives to employees
for quality work, according to the
National Federation of Independent
Business,

During the annual budgeting
Process, some service companies
- such as landscape firms — set
aside funds to pay for mistakes, site
repair work or warranty work that
corrects improper instaltations

In these cases, the NFIB sug-
gests a sure-fire quality-control
program can be implemented by
offering to share with employees any
unused budgeted funds. Employees.,
knowing there is a financial reward
available, will work more effectively
and place greater care on the quality
of their work throughout the year

It is important, though, for the
owner to spell out the potential
reward and to eliminate any false
ex Det:iatx(m\: among employees. For

example, it a contractor budgets

$5,000 a year for warranty work,

make that amount known and
explain how it could be distributed
equally to workers at year's end.
The results of this reward pro-
gram can be far-reaching, accord-
ing to the NFIB. Since the money
was budgeted to be spent anyway,

distributing this money to employees

costs the company nothing. Also,

BoXEn

1- 800 476-9673

not only are employees more moti-
vated to achieve excellence in their
work, but there will also be greater
a division of customer satisfaction. In the short
ﬂm term, this will increase sales; in the
long term, it can Improve word-of-

mouth referrals.
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workers for failing in that they can
never achieve the level established by
the owner.

“When it comes to quality control
problems, most of the time I've done
a poor job of communicating with
employees what the company’s expec-
tations are (for them or for a particular
project),” posts Michael LaPorte, presi-
dent of Commercial Scapes in Bristow,

Landscape’s 2006 State of the Industry
report. The greatest variance in fore-
men salaries, though, is seen between
landscape firms earning less than
$200,000 in gross sales ($25,576 in
annual salary) and those earning more
than $200,000 in gross sales ($33,076
in annual salary), the findings show.
However, once employed, an own-
er's ability to retain quality workers,

best of the web
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both inside and outside the green in-
dustry, remains increasingly difficult.
For example, 49 percent of employers

indicated they implemented special
employee-retention strategies in 2006,
up from 35 percent in 2004, accord-
ing to a Society for Human Resource
Management study.

The best employee-retention
strategies, cited by human resource

Va. "It is important to get the h)rcm an
or manager to see what you see,

Some contractors say quality
control is a personnel issue and that

“The foreman should be
held accountable for the
work. Don't be afraid to let
the prob|em people go. You
just can't tolerate anything

less than excellent quality."

= KOI’)’ Ba”ard

sometimes an owner doesn't have
the right leaders, those conscious of
quality-control issues, in charge of
Maintenance or CONSIruction Crews.
“I would take a close look at your
employees and really figure out what
the problem is,” says Kory Ballard,
owner of Perficut Lawn & Landscape
in Des Moines, lowa. “The foreman
should be held accountable for the
work. Don’t be afraid to let the prob-
lem people go. You just can't tolerate
anything less than excellent quality.”

Wlthout Us

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

If you want your business to
thrive and your plants to
survive, don't make a move

Put down shovel and
let's think about how to make
more maoney in a business as
tough as ours. Each job puts
your reputation and income on
the line. If plants die, you lose.

SMART HIRING. Employees do play
a major role in delivering high-quality
landscape services to clients. How-

ever, landscape contractor Michael That's where we come in, without ROOTS.
Lysiak, owner of Lysiak Enterprises niversi i
in Johnstown, N. Y, posts he I‘I as had t(}):’aetr ngg{‘s“o’e;%?c‘g lreesdzrcoeve Ask for ROOTS tOday‘
difficulty finding a maintenance crew dieback. ROOTS plant perform- ~ 800-342-6173
leader or a foreman who can keep up ance products give you the right www.rootsinc.com
productivity and quality standards. blend of microbes, biostimulants
Paying a competitive wage is a and nutrients for better

good starting point for securing a
quality job-site leader, contractors
post. In fact, quality control, contrac-
tors say, boils down ro having skilled,
quality-conscious foremen and site
managers in place to lead work crews
and ensure company standards.

On average, landscape contrac-
tors pay their foremen annual salaries

of $31,077, according to Lawn &

« Root development

« Stress tolerance

« Soil and plant health
= Nutrient efficiency

rna&. .. Our Name Says It All

Read and follow all label directions. ROOTS, dryROOTS, M-ROOTS and TRANSPLANT 1-STEP are
trademarks of Novozymes A/S.  ©2007 Novozymes Biologicals, Inc.
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24 hr. supporye 1-866-SYNGENTA
syngentappetessionaipaducts,com

Noticeably beautiful lawns.

They're what referrals are made of. Keep the weeds out and customers
happy with Barricade? the longest-lasting pre-emergence herbicide for
crabgrass and more than 30 other weeds. It lets you work on your own

schedule. Apply it in the fall, early or mid spring and
select the desired rate to give you the length of
protection needed. You also get a choice of quality
formulations, from wettable granule, flowable, or
on-fertilizer in a variety of sizes to fit your needs.

Barricade
o o

Syngenta is here to help you in your pursuit of
perfection—thicker, healthier, hardier lawns. A lawn
can never be too eye-catching.
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professionals in the SHRM study,
were promoting qualified employees,
oftering competitive merit increases
and salary adjustments and providing
career-development opportunities.
('uin(ixlcn(.l”,\'. the top reasons
employees left their employers were
better compensation, better career
opportunities and dissatisfaction with
their career development path, ac-

cording to the SHRM study.
Financial compensation plays a vi-
tal role in retaining a quality foreman
OF Sit¢ SUPErvisor, CONtractors say.
“Figure out a way to pay him a
good \.ll.ll’} year-round,” posts Jamie
Bush, president of Jamie’s Lawn
Service in Plano, Texas. “You can cut
back on a laborer’s hours and he may
leave, but you can rcpl;u e him. But

84

There Is a reason
we’re the leader.

You.

And wed like
to say thanks
for your continued
trust and confidence.

Exclusive 24-hour turnaround,
including most custom orders.

Forward thinking lighting solutions.
Customer service that’s second to none.

Outstanding national factory sales support
and step-by-step training.

Reliable, durable products made in the U.S.A.

N/
\/

VISTA

"] PROFESSIONAL
AN OUTDOOR
//I\\ LIGHTING

Call 800-766-VISTA for a FREE product ‘umde,
then visit www.vistapro.com

/7 ) /
e vE nedn IH [rorLIght sOn avEN
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come spring, you need to know the
toreman is going to be there.”

A good rule of thumb, some
contractors post, is to pay them the
amount they could be making if they
were doing the jobs themselves. If a
good foreman can do all of the tasks
on his own, what is the incentive to
stay at another contractor’s company?
Consistent pay and a rewarding job
experience will win out, they post.

However, while a sound principle,
Schattner argues that providing qual-
ity pay does not always ensure loyalty.

“Last year I had a really good
employee all summer and through the
winter,” Schattner posts. “We had a
bad drought last year, but I kept him
busy doing stuff I really could have
handled myself because | wanted to
keep him in the money. I did my best
to keep him, but when a factory job
offering $11 an hour to start came
along he took it. The moral to the
story is that sometimes you can do
t‘\'L‘F)’(]]iI)g pn\\iNc o I\&‘L‘p a E_:U(Ni
employee, but in the end it all boils
down to luck.”

EMPLOYEE EVALUATION. l:mplm -
ee evaluation is another important
step in maintaining quality control
standards, posts Chad Stern, owner of
Mowing & More, Chevy Chase, Md.

“Being a good manager of good
people yields good results,” Stern says.
*Work on hiring an awesome field
foreman who runs a tight ship and
does not let anybody get out of line.
Your foreman will be able to ensure
quality and efficiency if he is good
at \\'h‘.l( hc ({UC\ .lnd if.}lc }Ll\ a :,_:()(lki
crew and good equipment to match.”

When a completed job does not
meet his expectations, Andrew Aksar,
president of Outdoor Finishes in
Walkersville, Md., makes the crew
tear it out and redo it.

“I don't yell and scream at them
and stand there waving my arms and
hands like a mad man,” Aksar says. “I
calmly explain the flaws and why they
are flaws and I calmly explain that we
must redo. And I help in tearing it
out and I help in getting them started.
I'hey either learn to have my eye for
quality or they tell everyone I'm the
biggest (expletive) and they quit.”

Barnhardt, who made the original
post, believes his quality control issue
is more of an attitude problem. “Guys
just want to get it done as quickly as
possible. It may be that | should look
first at the managers doing the train-

ing then at the crew leaders.” B8
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professional profile

natural talent

Scapes’ Jim Lesti creates sleek, yet sensible, designs.

Natural but polished. This look defines the landscapes designed by Jim Lesti, senior
landscape architect and creative design director for Scapes in Marietta, Ga. His sophisticated,
eye-catching creations certainly are derived from his own artistry and inspiration, but they're
influenced in a way by a brand, a look for which Scapes is known.

“I don’t think I'd ever sacrifice the Scapes look,” Lesti says. “The minute I thought my design
wouldn't look like a Scapes design and would become mediocre, | don't think we'd be the right
company for the job. Sometimes that happens.”

The Scapes look he speaks of is organic but tidy - large plants for instant impact and sweep-
ing, curvilinear bed lines and tight groundcovers for a finished feel. This look is embraced in the
landscape-savvy Atlanta market. “People here are well-traveled,” Lesti says. “They’ve seen bad
design and good design and they appreciate spending the money for a good company with good
designers.”

Lesti has a handle on design preferences in various markets - he’s worked in four of them.
Fresh out of college, he joined a Brickman design/build branch in Philadelphia. After two years
there, he made the switch to a design-only firm.“I wanted to try to get both sides of things;” Lesti
says. The transition to a Pittsburgh-area design house was a drastic one.“It was very urban, very
commercial. I realized I enjoyed designing ‘people spaces.™ After moving back to Cleveland and
into a design/build role at The Pattie Group for a few years, Lesti had an itch to move south. In
1997 he landed at Lifescapes, which became Scapes, where he works today.

Inaddition to achieving a certain “look” and staying within budget, balancing form and func-
tion is a challenge Lesti takes seriously. Aesthetics are important, he says, but making the most

By Marisa Palmieri / Associate Editor
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THE DESIGNER FILE
Jim Lesti
Senior Landscape Architect
Scapes, Marietta, Ga.

Education: Ohio State University,
bachelor's in landscape
architecture, 1980

Client mix: 75% residential;
25% commercial

Project price range: $20,000 to
$1 million

First step in the design process? "Cli-
ent meeting and questionnaire to make
100 percent sure I'm on the same page
as the client.”

Last step in the design process? “The
very last step in the entire process is a
project walk-through with the client to
inform them about maintenance and to
make sure they're happy with the final
outcome.”

How do you break a creative block?
“Creative blocks can be broken with a
brainstorming session with other pro-
fessionals here at Scapes. The synergy
between a larger group often spins into
many creative ideas.”

[
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EARTHSCAPES

Landscape Design Software

Earthscapes includes:
1) Photo imaging software

2 ! for one
2) Estimation software affordable
3) Site plan design software 1 pricel
4) Plant care libraries

GPS Designer:

e Marks your position wherever
you go on a property

e Automatically calculates
measurements

# Downloads to Earthscapes and
instantly draws your site plan

For more information call 1-330-665-9080
or visit www.visualimpactimaging.com
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SCALING BACK WITHOUT
SACRIFICING YOUR VISION

professional profile

of a homeowner’s space should be No. 1. “[ feel that architects are
so far ahead of us in designing spaces for people’s use,” Lesti says.
Residential architects analyze how people spend their timeand move
around their houses.“As landscape architects we need to do the same
thing outside. We need to ask, ‘How are people using these outdoor
living spaces?™ Designers shouldn’t merely specify an outdoor grill,
hesays,but should considerincorporating counterand buffet spaceto
create cooking stations. They should create pools that accommodate
sunning areas and shade structures, possibly with ceiling fans.

AtScapes,oneway Lestiand his colleagues fosteradesign dialogue
and share ideas is with an annual design tour in the early spring. “I
think the No. | mistake designers make is never going back into the
field to see what they've designed,’ Lesti says.“If you don’t go out and
see how it turned out, how do you really know it was a good design?
You don’t know what plant combinations look good, what types of
paving or what size spaces look good unless you go out there and
see the space”

Each Scapes designerhas atleastone property he or she designed
the previous year on the tour. This process,which allows designers to
review each other’s work, has become as much about reinvigorating
the group’s enthusiasm as it is about technical takeaways, Lesti says.
“It makes people get excited again. You get to see each other’s ideas
and take home their creative outflow. You come back in the office and
say, What we do is pretty cool You can really learn from others.”

What, then, has he learned from these experiences?

“As [ grow in my career, Lesti says, “I'm realizing that most of
the time the best designs are very simple - elegant yet bold.” PLB

One of a designer's greatest challenges is striking
a balance between his or her vision for a client's
property and the budget. “A lot of
times you start out with the Cadillac
of designs and you know in the back
of your head it's going to have to be
scaled back,” says Jim Lesti, senior
landscape architect for Scapes,
Marietta, Ga. While he affirms he'd
never compromise the integrity of
his design or Scapes’ standards,
he says there are several things a
designer can do to find a middle ground with clients.

Plan phases - Create a master plan with the inten-
tion to add arbors, fireplaces and other discretionary
elements in several months or years.

Change materials - Augment a design's hardscape
elements with more affordable materials, for example
stamped concrete vs. stone.

Alter plant selection - Choose lower-cost species or
consider reducing plant material size, especially if the
client plans to be in the home for more than five
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all three winners!”

LebanonTurf intoduces three new GCray Leaf

Spot Resistant perennial ryegrass

varieties. All three varieties scored very high in
the new NTEP data that was published in
the 2004 Rutgers University turfgrass pro-
ceedings in August 2005. Exacta Il
ranked #1 for Cray Leaf Spot
Resistance. Contact  your
LebanonTurf distributor early for
best availability. Visit
www.LebanonTurf.com/promo-
tions and enter coupon code
LL9037 for a FREE Agronomy

Manual.

Lebanenlurf

1-800-233-0628 ® www.LebanonTurf.com
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the business of design

With their eyes on referrals |

and repeat business,

commercial design/build

sales professionals should !

shoot to build client rapport.

)

CONSULTATIVE SELLING

”

All sales professionals welcome referrals and repeat busi-
ness. Qualified leads, little effort. What more could they ask for?

T'hat’s why in commercial landscape design/build sales, relationships are everything,
says John Barringer, president of Barringer & Barringer, a Charlotte, N.C.-based landscape
design/build and maintenance firm that prides itself on repeat business from major institu-
tions like hospitals and museums.

Unlike residential projects, where designers typically deal with two decision makers
(husband and wife), contractors designing commercial projects usually have one point
of contact. There’s a small chance they’ll deal with an owner or board member but, likely

the details of a design/build project have been delegated down the chain of command toa

S6 |



manager. This person must get the job
done right, on time and on budget.

In this case, design and sales
professionals should strive to make
their commercial contacts look good.
Return all messages promptly so they
can report to their bosses on time.
Educate them on achieving the look
they're after within codes and regula-
tionsand,mostimportantly, help them
hit their budgets.

And when the time comes for
another design/build project or the
contactknows of acolleague who'sbeen
assigned a similar task, who will reap
the reward of referrals? The sales and
design professional who made them
look good. Hopefully, it's you.

GIVE THEM WHAT THEY
NEED. “Many independent land-
scape architects will have a plan the
client likes, but it will be way over
budget,whichis frustrating;’says Gary
Mallory, president of Heads Up Land-
scape Contractors, Albuquerque, N.M.
“It needs to look great and be creative,
but you have to balance their budget
and get it approved for them.”

HULC, which employs licensed
landscape architects, has created a
nicheby capitalizingon these challeng-
es. “You have to provide strong plans,
on budget, in short time periods, ready
for approval,” says Mallory, citing his
company’s commercial design/build
philosophy. More than 90 percent of
HULC's construction division work
comes from design/build jobs for de-
velopers,general contractors,architects
and homeowners’ associations.

Because many commercial clients
require work to be completed as soon
as possible, a quick design process is
imperative. In Albuquerque, where
landscape plans require city approval,
HULChasstudied the codes inaddition
toforging relationships within thelocal
government to expedite the process.

“Our goal is to really turn projects
around,” Mallory says. “In as short as
a week they can have a set of plans.”

HULC’s emphasis on timeliness
often affects what materials its design-
erswill specify.“We designin things we
knowwe can getrightaway - notsome-
thing with a 12-week lead time,” Mal-

lory says, naming plant material and
lighting components as two products
in particular HULC is careful about.
Companies can build this strategy over
time by sending designers to vendor
training sessions to create relation-
ships and find out which materials are
readily available. In addition, HULC,a
$14.2-million firm, has gotten to the
size and volume where suppliers will
stock materials for them.

Unlike residential projects, which
require more emotional appeal and
many meetings, commercial design/
build can usually be sold with one
or two client meetings and rigorous
e-mail exchanging. “On commercial
jobs, typically you meet there, take
drawings and then do a lot of e-mail-
ing back and forth,” Barringer says. He
stresses thatbusiness-to-businesssales
and design professionals should take a
diplomaticapproach,educatingclients
first and foremost and allowing them
to ask questions. “You want to always

Wide rnge of paver
calors and st

Meets all ASTM (902
fequirements.

Contractors say design fees are easier to pass along in commercial
sales. “Your clients tend to understand it's a business and it costs
you to have a person on staff to do the design,” John Barringer
says. “Business people understand that you're going to charge
them, they just want to know the information upfront so they can
build it into their project.”

USE READER SERVICE # 69
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give them the opportunity to feel like their
question is important.”

However, it's equally important to be
assertive and gather the information you
need to prepare a plan as soon as possible.
“Don'tbeafraid toask, Whatareyouallowed
to spend on this?" Barringer says.”You can
ferret that out in a diplomatic way. Time is
money in design”

The need for a quick exchange is one
reason many commercial contractors pre-
fer CAD drawings to hand-drawn designs.
“Frequently in commercial, clients will e-
mail us site and grading plans, we'll begin
working on a design and send it to them
for review,” Mallory says. “It's much easier
to do revisions with CAD, and it’s a much
more interactive design process.”

Also, commercial clients may not value
color renderingslike homeowners do.“With
commercial design, you frequently don't
need to hand-color the designs because the
clientis used tolookingat plansall daylong,’
Mallory says. “We might do artistic, hand-

-
i

dp PROPOSAL ==

For full-sized examples of SLM'’s propos-
als, visit www.lawnandlandscape.com.

colored renderings for public meetings.”
Commercial design/build contractors
have discovered that presentation of the cost
is usually what matters most.“We get a lot
of compliments on the way our proposals
are presented and broken down,” says John
Biehler, co-owner of Suburban Landscape
Management,Wichita,Kan,“We try to make
it easy for customers to compare because
we're not trying to hide anything” His
company provides detailed proposals that

break down each aspect of a job, including
component/materials prices, labor costs
and warranty/guarantee information,inan
easy-to-read format. The packetis present-
ed in a three-ring binder, along with color
copies of all plant material, hardscape and
decorative elements and general company
marketing pieces, including references.

While all of these pieces contribute to
success in commercial design/build sales,
contractors say providing clients with timely
information is the key to closing sales and
keeping customers coming back.

“Respect the people you're dealing with,
give them the information they’re seeking
and respond appropriately;” Barringer says.
“Make them look good.”

Sales professionals should aim to serve
asaresource,rather than simplyasalesper-
son, Barringer says.“You're trying to make
sure the person has the information they
need. That's what success is and what will
make them trust you and go with you nine
times out of 10" LD

EdgeProc Paver Restraint

We're taking EdgePro®

10 NEeW Heights

Now there's EdgePro= Paver Restraint for
most segmental paver applications.

EdgePro Low Profile

Features a 1.25" vertical wall height that makes

it ideal for thinner paving applications, including
flagstone and wet cast pavers. Rigid option available
for installations that require straight lines.

EdgePro® Paver Restraint

Designed with a 1.75” vertical wall height for use
with most standard pavers. Rigid option available for
installations that require straight lines.

EdgePro Max

Designed with a 2.75" vertical wall height for
thicker paving applications, including driveway and
commercial installations.

]
C D_"“E)( MANUFACTURED BY DIMEXLLC 1.800.EDGEPRO | 1.800.334.3776

28305 St. Rt. 7, Marietta, OH 45750 PH: 1-800-334-3776 FAX: 1-740-374-2700 www.edgepro.com
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Every great project starts with a good

idea and a reliable team, and ends with a successful

implementation. Landscape architects often serve as

prime consultants on a project team and are expected

to have the talent and foresight to administer drawings

and deliver a design solution that portrays the owner’s

vision well within the budget. But the task of physically

transforming the idea into reality falls upon the general

; contractors, How can this transition between idea and

As a landscape architect reality be as seamless as possible? EDSA, a planning and

landscape architecture firm, offers the following tips for
: working with general contractors.

or designer, clearly com- i

ATTENTION TO DETAIL. Thelandscapearchitectis

municating with general n:sponsibleIbraccuratelydepictinglhedesignid::'aslolhe
general contractor through drawings and specifications.

It is imperative that the written specifications match all

contractors is a necessity. drawings and construction documents. The more clearly
alandscape architect specifies every water feature, every

= planter, every light fixture and every retaining wall detail,

Here are some basic tips the more obvious the design intent and objectives are to
the general contractor. Thisis particularly truein the case
when the general contractor does not get involved until

for improving that working

100 percent of the construction documents are issued. In ——

this instance, a landscape architect who can anticipate ;
relationship. the general contractor’s questions to help simplify the Deco‘rauve fence

RFI (request for information) process is very important. drawing and final

When this careful attention is paid prior to meeting with project. Photos:

the general contractor,costly oversights,design shortcom- EDSA

ings and construction errors can be eradicated.
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THERE'S NO “I” IN TEAM. Another key to imple

menting a successful project is teamwork. The landscape
architectand thegeneral contractorare equally committed
to providing the owner with the product promised in the
drawings and contract, including quality standards, an
appropriate timelineand well-maintained budget.A good
general contractor will getto know thelandscapearchitect
and understand his or her vision. A good landscape ar-
chitect cannot expect a general contractor to immediately
interpretand relate to his or her needs, but should welcome
the general contractor’s ideas and insight to ensure the
vision is shared. Likewise, during construction, the best
projects are built when the landscape architect monitors
the implementation of his or her design with high regard
for the general contractor and subcontractors’ expertise
Landscape architects should welcome questions and
discussions regarding details that are unclear orsite condi

tions that change. This can produce a more attractive, yet
cost effective result. Regular meetings and frequent visits
to the site in the company of the general contractor can
also ensureasmooth construction phase.Good teamwork

makes the construction phase as efficient as possible

Nite

Tyme

ILLUMINATIONS

We Stock Kichler Products!

Call or visit our website to request
a new 2007 Pricing Guide.

513) 242-8963

www.wholesalelandscapelighting.com

ESTABLISH HIERARCHY. Besides reinforcing a good working
atmosphere, establishing the team’s hierarchy in the earliest stages of

the construction effort and determining all points of reference is wise

When problems arise, the entire team should be cognizant of the chain

of command on the jobsite. Regardless of how smoothlya projecti

ningor how well a team is working together,all communication must be
catalogued, and records should be kept accurate and up-to-date

l'he nature of each project implementation is dependant on the
design firm’s niche, the construction delivery method, and the indi
vidual contract. But if the landscape architect is fortunate enough
to get the general contractor involved early, communicates well and
institutes teamwork, everyone will benefit. Relationships created now
are relationships that outlast one construction project. Every landscape
architect/general contractor relationship is different, but as with any

business endeavor, a little respect goes a long way. PLD
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CREATING WALLS WITH INTEREST

With the need for retaining and freestanding walls on the rise, designers should take a careful look at the color,

material and wall forms they're specifying.

Transforming an unfit yard or commercial property into
an optimal outdoor space is often not achieved without the construction
of some type of wall, whether it’s a retaining wall or freestanding wall. Traditionally, these
structures were installed because they had to be - usually for erosion control purposes.

Today, there’s a greater need for maximizing usable yard space thanks to America's
ever-decreasing residential property sizes. Both retaining and freestanding walls are being
installed all over, adding architectural interest, creating pathways and planting areas and
changing backyards into private outdoor retreats.

A home design trends survey conducted in 2006 by the American Institute of Architects
indicatesthatlot sizes are shrinking,buthomeownersare using their properties moreintensely.
Thirty percent of residential architects report an increase in formal lot boundaries, including
walls. “It makes sense that with a smaller lot you need to use it differently and improve it
better than if you have a big property,” says the AIAs Chief Economist Kermit Baker.“That’s
why we're seeing an increase in formal lot boundaries and upscale landscaping”

Becky Felling, director of marketing for Keystone Retaining Wall Systems, Minneapolis,
says property owners are installing walls for both practical reasons and aesthetics. “More
and more they’re used for both form and function,” she says. “In many middle-end homes
where there’s a lot of cookie-cutter designs, it's one thing homeowners do to set themselves
apart from their neighbors. On the West Coast, however, there’s just not flat, buildable land.
Retaining walls are a necessity to make backyards more usable for families.”

Manufacturers say they've seen a surge among commercial properties, too. Restaurants,
in particular,are interested in creating patios and eating areas.“They like to give boundaries
to their seating areas,” says Nancy Johnson, landscape product manager for Anchor Wall
Systems, Minnetonka, Minn.

Photo: Anchor Wall Systems

By Marisa Palmieri /| Associate Editor
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MILESTONE is a leading
producer of tropical and hardy
ferns, excellent plants for shady

locations. Milestone also offers many

other foliage products, such
as Spathiphyllum, Cordyline
Australis, Variegated Ginger, and
Black Mondo.
Milestone Agriculture
4707 Oak Hill St.
Apopka, FL, 32712
800-215-2210
407-889-5443 (fax)
info@milestoneag.com
www.milestoneag.com

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 1gallon material to the finest ficld

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 exceptional one.

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

305-247-2978 (fax)

PHORMIUM PLANTS

Are you growing or considering growing
Phormium (New Zealand Flax) plants?

Foxtail Farms, Inc. grows over

25 varieties of Phormium. From Amazing
Reds to Yellow Waves. We offer divisions

& 5gal. size bare root plants.

In the summer of 2007 we will also offer
2"rooted plants. To learn more about

this amazingly popular plant or
if you have questions please contact
us at 619/669-7242 or
www.foxtailfarms.com
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Whatever the purpose of the wall, land-
scapearchitectsand designers should strive
for creativityinwall design.Notonlyis there
agreater selection of materials available for
use now, but the HGTV phenomenon will
only increase homeowner’s awareness of
what the Joneses are building next door.

“Thereare more options available,’says
landscape designer Diane Bloom of Bloom
Gardens in Richmond, Calif.“You can offer
clients so much more with retaining walls.
You can incorporate flagstone benches or
flat surfaces for plants and pots.”

NATURALIZER. Wallsareconstructed
fromavariety of materialsincludingstone,
timber, poured concrete or manufactured
concrete blocks, often referred to as seg-
mental retaining wall systems (SRWs).

The function of a wall should be a
designer’s first consideration when se-
lecting a material, Budget and aesthetics
should follow. “The nature of what you're
trying to retain will dictate what material
you'll use;” says Andy White, president and
landscape designer, Wayside Landscape
Services, Ashville, N.C. Often, retaining
walls more than 4 feet tall require approval
by an engineer; anything less than 4 feet is
probably a cosmetic element like a garden
wall, he explains.

While it’s not necessarily a new trend,
consumers continue to request natural - or
natural-looking — materials when it comes
to retaining and freestanding wall design.

Natural stone is often the product of
choice,and the specifictypesof stone clients
prefer is largely based on the region where
they live, Native stone is popular not only
becauseittypicallyblendswell withanarea's
landscape and architectural styles, but it
also eliminates the high cost of shipping
in materials from outside the region.

Not only are stone walls aesthetically
desirable, they're extremely reliable when
they're properly designed and constructed.
Although they're the mostexpensive option,
rangingin price from $55t0$75 per finished
face foot, they're built to last “lifetimes.”
contractors say.

“There are natural stone walls still
standing that the Romans built,” White
points out. Because budget is always one of
clients’ top concerns, White says designers
should consider longevity before they help
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their clients select a material.

Consumers are often attracted to the
warm, rustic appearance of wooden retain-
ingwalls(commonly constructed from pres-
sure-treated lumber) and their tendency to
be inexpensive, starting at about $15 per
finished face foot. Dependingon the type of
material used and climate, these walls may
have to be replaced in15 years, contractors
say. “Over the course of a person’s life they
may have to replace it several times.” White
says. “If they would have put in a masonry
wall it would have lasted their whole life”

A third option for retaining and free-
standing walls is manufactured concrete
block-based products,which range in price
fromabout $15to $40 per finished face foot.
Designersonce lamented SRWs, introduced
asanaffordablealternativetostone, for their
institutional, “parking garage”look. Manu-
facturers have responded with increasingly
natural-looking products over the years.

“They're adding a lot of color to the
mix so it looks more like stone, blocks are
tumbled or distressed in some way so they
look more natural,” White says. “1 expect
that trend to continue.”

Shape and color have been the manu-
facturers’ focus. In addition, many of these
products are now available for use as free-
standing units.

“Our newest shapes have been much
softer,whereas a traditional concrete prod-
uct was hard-angled with a sharp-looking
edge.” says Anchor Wall’s Johnson. “We've
alsohad requests for products with multiple
face widths and heights. It's more similar to
natural stone,which comes in lots of differ-
ent sizes.”

Keystone's Felling agrees. “What's re-
ally come about over the last five years
is the antiqued tumbled look;” she says.
“Homeowners in the middle end want the
natural-stone look, but most can't afford a
$50,000 wall in the backyard.”

In addition to a push for the natural,
designers are adding a variety of upscale
elements like lighting, columns and caps
as another way to provide a well-designed,
finished look.

Anyway designers can stylizeastone or
concrete wall will add interest for the client.
“Ifyoucandoajobwith someartistic value,
you can create a niche,’ Bloom says. “And
that’s better advertising for you.” PUD
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% OF HOMEOWNERS

HOW CONSUMERS CHOOSE PRODUCT

. OVERALL STYLE

2, COLOR

3. PRICE

4. TEXTURE

5, CONTRACTOR RECOMMENDATION

6. RECOMMENDATION OF A FRIEND

RECOMMENDATION OF A STORE

Charts: Anchor Wall Systems
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olor is one of the most sensitive considerations
when it comes to retaining and freestanding wall
design, says Andy White, landscape designer
and president of Wayside Landscape Services, Ashe-

ville, N.C.

“I think the customer should be very involved in color
choice,” White says. “Choosing the color for them would
be like trying to pick the color of someone’s house. If
you pick it and they don't like it, you're in trouble.”

White selects color by complementing an existing
element of the property, usually an architectural feature.
Because he believes the customer should have a major
say in the decision, he narrows down a few options

and presents those to the
client.

‘We use some sam-
ples, but there's a limit to
how many you can haul
around,” White notes.
“Probably the best ap-
proachis totryto find a wall
or project that has the color
you're interested in and go
see the product in place if
you can." White also says
designers can take their
clients down to the supply
yard. Initially, seeing the
product's full color blend

WHAT WAS MOST IMPORTANT WHEN
CHOOSING THE COLOR OF YOUR WALL?

»ov vlu ING

32%

MATCHING THE
COLOR OF TwE
=“oust
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CONTRASTING W
COLOR OF THE HO

Note: Percentages don't equal 100 due to rounding.

on a pallet is preferable to just grabbing one brick and

taking it to a meeting.
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CHOOSE THE COLOR OF YOUR WALL?
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Note: Multiple responses allowed.
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In 2006, Anchor Wall Systems, a Min-
netonka, Minn.-based manufacturer of
segmental retaining wall systems, con-
ducted research that sheds some light
on the topic of how homeowners select
retaining wall colors. Anchor Wall's ad-
vertising agency surveyed homeowners
in 38 states who had hired a landscape
contractor in the past year. The results
show that consumers consider match-
ing the color of the house as the most
important factor affecting color choice.

Another interesting finding: 58 percent
of homeowners said they made a product
choice in the planning phase before hiring
a contractor.
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An example of a

minimalist garden
using Picea spiral.
Photo: Monrovia
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New plant trends include perennials, cut flower gardens and
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a minimalist look.

One considerable challenge for growers is predicting several years ahead
of time what the trendsin the garden willbeand how homeowners'tastes may change in the near future.
But there are a few trends we’re seeing that growers have been able to respond to overwhelmingly.

THE POWER OF PERENNIALS. The popularity of perennials continues to gather strength - and
were seeing people move them from the borders of their gardens to containers, featuring them throughout
their patio area and garden space. Historically, most containers were filled with annuals for easy, instant
color. But now it seems that designers and homeowners are looking for innovative containers with more
foliage textures and colors, dramatic shapes and cascading varieties for hanging planters.

Echinacea (coneflowers) have taken on a new popularity recently. What were once just available in
pink or lavender, Echinacea now come in bright pink, purple, yellow, orange, white, pale green and wine.
There are also dwarf varieties available. Additionally, growers are breeding Echinacea for more fragrance,
with some varieties having a sweet mango or raspberry scent.

A fabulous cranesbill introduced a few years ago called Rozanne has re-ignited the interest in
geraniums with its showy blue flowers that in some parts of the country bloom virtually year-round.
Heucheras (coralbells) and Heucherellas (hybrids of Heuchera and Tiarella) are perennials that are en-

By Nicholas Stadd



joyingarenewed interest,as well.In recent
years, growers have introduced varieties
with leaf colors like bronze, marmalade,
crimson, variegated, and bright yellow or
limewith deep magenta crow’s feetdesigns.
These plants love dappled shade and are
ideal for brightening up shady spots in
the garden or in a container on the patio.
Because many of the Heuchera have dark
red foliage, in a mass planting be careful
not to create a black hole in a shady spot;
mix the brights with the darker varieties.

MIGRATING PLANTS. Another
trend we're seeingis homeowners wanting
to utilize the plants in their gardens for cut
flowers, migrating the plants indoors. Yet
they don’t want to be limited to the usual
roses, tulipsand daisies. Woody ornamen-
talslastalongtimeinanarrangementand
bring a great new look. Some varieties of
Forsythia, for example, look lovely in an
arrangement,as they were developed with
quarter-sized flowers that grow all the way
down the stem. The Fantasy™ series of
Symphoricarpos (snowberry) has extra
large and numerous berries that also last
longer in a cut arrangement. Additionally,
dramaticfoliagelooks impressiveinanar-
rangement. Large variegated Cannaleaves
are stunning in a large vase - especially
when placed in frontof alight so the foliage
becomes almost translucent.

MINIMALIST GARDENS. Gardens
with asleek,architectural prominence are
definitely in demand. They tend to have a
heavy emphasis on hardscapes of stone,
wood and concrete with bold architectural
plantsincorporated. Water features,sculp-
ture and containers are important in the
minimalistgarden;and plants, while fewer
in numbers, are actually highlighted and
add drama. As Asian gardens have always
illustrated, we are more likely to notice a
plant’s stunning attributes when it is not
competing against scores of other plants
for attention.

Growers are introducing new variet-
ies that work in the minimalist garden
like dwarf varieties that are well suited to
containers, new types of shrubs and trees
with a tidy habit and dramatic architec-
tural plants that can be a focal point in

plant

A colorful perennial - Heuchera Peachy Keen. Photo: Monrovia

the modern garden. Architectural plants tend to have large leaves, interesting foliage, a strong
and distinctive shape and really make a bold statement in the landscape.

Trees in a minimalist garden tend to have a more upright habit, so they become a structural
element. Their canopies are not too large, and there may be several in a row to create a hedge
effect. The new Crimson Pointe™ Purple Leaf Plum is a columnar-shaped variety that stands
out when a few are planted in an allée to draw the view toward a focal point.

Containers are a standard in the minimalist garden, often with just a single neat and tidy
plant,like atopiary oratrimmed box-
wood, or an upright plant chosen for
its drama, such as Phormium, Yucca,
Agave or Cordyline.

Phormium evergreens have
clump-formingfoliageand grow from
18 inches to 4 feet. They’re tough and
happy in a range of conditions, from
tropical to cool and full sun to light
shade. There are many new varieties
witharange of foliage color fromreds
and deep purples to golden greens.

We're seeing a growing demand
for Cordylines. Thesetropical-looking
plants have sword-like leaves thatcan
reach up to 3 feet. They make great
specimens for the architectural look
and do well in containers.

Yuccas createasleek,architectural
look and are ideal in drought condi-
tions. Their tough, sword-shaped
leaves,topped by tall stalks of whitish
flower clusters in the summer, make
a striking silhouette.

We'veseenasignificantincreasein
sales of Agaves in the past few years. They have large clumps of fleshy, strap-shaped leaves that
range from twisty and curly to thick and spiky. There’s a new variety out this year called Spot
- with shiny green leaves and dark purple spots. Another popular variety is the Octopus Agave
vilmoriniana, aptly named for its light bluish green color and wide curling, twisting leaves that
make it look like an octopus.

Topiary shapes are very eye-catching in the minimalist garden and are in high demand. The
latest shapes feature special forms that combine traditional topiary shapes,such as squares with
spirals and poodles and cones. We've seen the demand for espaliers increase as well. Espalier
fruit trees like quince and ornamental pear look great against a stark, painted wall.

Shrubs that maintain a tidy appearance, such as dwarf Pittosporum or boxwood, are also
suited to the modern garden. PLD

The author is director of new plants, Monrovia Growers,
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The extra large berries of Symphoricarpos Charming Fan-

tasy add interest to indoor arrangements. Photo: Monrovia
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1800 SALVAGED OLD TREES: “NONE SICK OR DEAD”

SUPERthrive™ unique extra life:—TRANSPLANTING, MAINTENANCE, SALVAGING. “IMPOSSIBLES" MADE
EASY. 1,800 60 to 75 year-old trees dug from grounds of 20th Century Fox Studios, stock-piled in weather for
2 years, replanted along streets of Century City. Landscape architect and contractor reported “not one sick or
dead tree at any time." Only SUPERthrive™ could have done this—or even approached it.
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Bkl _ CALIFORNIA SUMMER. ZERO LOSS, SPRING AND SUMME
Sl L OSS. Disneyland.®"Enabled open- - AFTER FAILURE IN WINTI

ing a year earlier”. *Disneyland and Disney

e Sl Wodgd are re);mmd trade marks of The Walt Disney Co. . 2 Havasu C'ty’ Anzgna
® 7ERO LOSS, 3,000-ACRES TRANSPLANTS FOR U.S.D.A., VERSUS 3% SURVIVAL, NEXT BEST. - A GREAT CALIFORNIA STATE RUN UNIVERSITY, SAN LUIS OBISPO.
® PLANTED 10,000 TREES, Seatlle World's Fair, WITH ZERO LOSS.

® SAVED ALL OF HUGE SHIPMENT OF PALMS FROM FLORIDA TO 48 Taiwan GOLF COURSES. LOSE OVER HALF WITHOUT. :
® 15 GAL. DRUM SAVED $100,000 - ALL CONDEMNED TREES, U.S. CORPS OF ENGINEERS PENN. JOB ~ ALCA vice-president, Ohio. §
® SAVED ALL GREAT SPECIMEN TREES TRANSPLANTED by U.S. Corps Of Engineers, FOR CAMOUFLAGE, WORLD WAR Il.
® TWO WEEKS DIFFERENCE IN HYDROSEEDED GRASS STAND, ALONG FREEWAY BANKS FOR EROSION CONTROL. - Maryland State Highways. g
® CELERY ALL TRANSPLANTED PERFECTLY IN 17 LARGE HOUSES, before and after one without, IN WHICH ALL LOST. - California
® 1200 TREES WITH 4" CALIPER TRUNKS BARE-ROOTED IN DESERT JUNE. NO LOSS. - Tucson, Arizona, City Parks Department. A 100% ALIVE, BLOON

® BIGGEST TRANSPORTATION OF LANDSCAPE MATERIALS, CALIFORNIA TO FLORIDA, TO PLANT Disney World.® NO LOSS. 2,000 transplanted ornam
® 1 GAL. PER 25 ACRES GRAPES, DRIP, 20% MORE YIELD, SWEETER, LARGER, WHILE NEIGHBORS LOST HALF CROP TO SHATTERING STORMS - Caif.  cherry trees, TYPICAL @
® ALL PALM SPRINGS DESERT GOLF BENT GREENS PERFECT WHILE EACH OTHER COURSE LOST 6 TO 14 BENT GREENS - California, years. use. by -Los I

City Parks and L.A. Schi

@ BIGGEST TREE EVER MOVED, 100 YEARS OLD. GUINESS BOOK OF RECORDS. MANY OTHER “BIGGESTS!” Possae diheniies,

@ WELL OVER MILLION EACH BARE-ROOT ROSES, ZERO LOSS AND STRONGER - California grower; New Mexico retailer, each..

® LARGE BLOCK ROOTED CUTTINGS TRANSPLANTED WITH SUPERthrive, 100% HEALTHY, WHILE LOSING ALL WITHOUT IT TO FUNGUS IN HEAVY RAINY SPRING.

W "BEST STUFF | EVER SAW" said lead landscape architect, Cal Trans (California State Highways Department).

® ON EVERY CONTINENT, WITHOUT SALESMEN, UNCHALLENGED GUARANTEES SINCE 1940. Just results. REFUSE BEING BURNED BY FALSE “AS GOODS".

M “SUPERthrive IS THE GREATEST PRODUCT IN THE WORLD! Hydroseed with it and gel out of the way of the grass! “Possibly U.S. #1 landscape nurseryman-contractor, Washington, Balt

. < 38 EXTRA INCHES & < RECORD TREE-SAVING | <& SAVING 50,000 CAL
PINES GROWTH ABOVE ~ & BEAUTIFYING, 66 YEARS, | TREES along Nevadas
FERTILIZERS-ALONE. & California State Capitol, Cal ' "101'%9 ‘gfse’}, Pipelsy
SEVEN MONTHLY USES = Tech, University of Cal., Caltrans aALL ,am'ouﬁpgn‘j"-\?;,?d‘f,
Tucson. Arizona, g many other State departments, | biggest” Las Vegas hote
City Parks. [ Qrounds, campuses. Pushes back Africa desef

® Point with pride to ALL your 1obs ® Build demand for you.
LA /\/DS APERS ® Protect and save essentially 100% of all plant material.
® Predict healthy, active, uniform and beautiful “super-normal™ plan

VITAMIN INSTITUTE 12610 Saticoy Street South, NORTH HOLLYWOOD, CA 9161
Phone (800) 441-VITA (8482) FAX (818) 766-VITA (8482) www.superthrive.coi
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[ndianapolis
Convention Center

Embassy Suites
Downtown

GIE Media’s Snow Magazine presents the inaugural Snow Industry Exposition &
Conference in Indianapolis, May 9th - 11th. This one-of-a kind conference will
SPECIAL EVENT! present attendees with an unprecedented program and is the only conference

. delivering the business management information snow professionals like

The Snow Industry you are requesting.

Exposition & Conference
will culminate with a day at The Snow Industry Exposition & Conference will provide professionals with
the world famiouns lndial;apolis an in-depth educational sgmin;u' schedule. Don’t miss this unique opportunity to
Motor Speedway, Make sure put your company in the fast lane with our innovative pmgr;nn.tlml includes:

, od e *  How to run your snow operation as a separate and successful
you're there for an exciting s
s @ standalone business.
day of networking and race *  Fresh marketing ideas to attract new customers and re-engage your current
action as drivers prepare to customer base, o
qualify for the pole for the *  Protecting yourself from mistakes with %’\?\‘ EXPO‘S\”/O/;/
Greatest Spectacle in Racing. insurance and liability coverage. »
« Innovative ways to overcome bad (good) weather.

Included in this very special _ 4
\ ) . Developing pricing models that meet market
event will be transportation to : 1 s
;i “s demand and maximize your profitability.
and from the track, a hospitality oA A A
) Fe S «  Financial management strategies for
tent including food and drink, your business.
practice day tickets, and the
SPONSOR PARTNERS

; s Meyer
Register for the conference oA _/ U"’J_/_/f_l 10 ot

today as spots are limited! A 5
DANIELY  MagicSalt

unique opportunity to tour

the Gasoline Alley garages.

£ With a Grain of Salt

EVENT PRESENTED BY: Contact GIE Media’s Snow Magazine’s conference division at
C R \ | (800) 456-0707 or visit www.snowmagazineexpo.com
WDAINCIV Y
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While horsepower helps, serviceability and location of key components are essential

choosing a new engine.

]awn & lanu’btnp&'

ichard Cafaro always tries to get the largest horsepower on an
engine, whether it’s a walk-behind or zero-turn. But it's not the
engine’s most important attribute, says the president of LMS
Co., of Allison Park, Pa. “I don't know that you can ever have too
much power on a mower,” he says. “When you look ar the costs
associated with upsizing the engine, having more horsepower
costs little per dollar considering the overall investment.”

For Cafaro and contractors like him, serviceability, location,
torque and makeup of key components are far more important
factors in choosing an engine that suits their needs than horsepower alone. Adding
horsepower to zip around a property just won't cut it. “You have to be careful weighing
out speed as part of the equation,” Cafaro says. “While you'd like to get the work done
as quickly as possible, the property still has to look great when you're finished.”

Contractors spend plenty of money on new engines, Lawn & Landscape’s 2006 State
of the Industry research reveals. In the last 12 months, 12 percent of contractors bought
new engines, while 8.8 percent plan to do so in the next 12 months. On average,
contractors spend nearly $2,000 a year on engines. Increases in productivity, efficiency
and quality are the challenges thar will always be there, says Doug Page, director of
marketing for Milwaukee-based Briggs & Stratton. “Let’s say I have a fleet of 10 mow-
ers. Every year, those 10 mowers need to perform more than they did last year... and
probably because my expenses may be going up my margins aren’t going up as fast,”

“So the question is - ‘How can I do more with the same amount of machines

Page says.
and people?””

march 2007 www.lawnandlandscape.com

Photo: Briggs & Stratton/Scag
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Wright's latest example of engineering excellence, the
Mid-Mount Z is a compact, lightweight mower with the
stability of machines twice it's size. Innovative belt
drive arrangements put the hydro pumps, engines,
and seat lower than other mid-mount Z's, creating a
lower center of gravity and increased stability.

Lanovative belt Arive
arfAnjmaﬂ% nratce
f’t\( ce,nkr gf 914;//")«
/awa' )‘*\44-\ o/
i moont 2%
The Mid-Mount Z also runs faster and cooler than
the competition with larger hydro pumps. And at
300 Ibs less than the industry average, you can tear

up the hills without damaging the lawn.

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

Up Fo 300D /bs less owod
3% shor#ter Flianm ’é/\L
(s Fry Avera

e

ommercial products

For more information, call
1.301.360.9810 or find our dealer

locator at www.wrightmfg.com.
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THE HORSEPOWER RACE. “Higher
horsepower engines themselves are
not that important,” Page says. “They
only become important in the mower
manufacturer’s engineering and the
engine’s engineering departments,
where we make sure the engine, the
deck size, machine size, cut quality
— all those things are in balance, so
when a dealer sells to a contractor, the
contractor ultimately is more produc-
tive, regardless of machine size.”

‘ Manufacturers are nevertheless

\ inyolved in the “horsepower race,”
says Rich Koehl, director of market-
ing and quality for Kohler, Wis.-based
Kohler Engines. Manufacturers
continue “trying to squeeze the most
horsepower out of the smallest frame.
People are trying to keep under that
magic 1 liter,” Koehl says. “So you
have frame sizes that go up 0 999
cc’s.” The reason manufacturers stay
below the magic 1 liter figure is there
are additional regulatory compliances,
Koehl says. “You have other emissions
and regulatory aspects that come into
play. Mainly, lots of government-
driven emissions items.”

‘ The best indicaror for the type

of engine required is dictated by the

jobs the contractor needs to complete,

Page says. “Regardless of engine size,

To find out mere abeut us and
the opporlunity U.3. Lawns
can offer you, contact:

U.S. Lawns
4407 Vineland Road
Suite D-15 « Orlando, FL 32811
Toll Free: 1-800-USLAWNS
Phone: (407) 246-1630

» Superior Financial Management
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Low Capital Investment

it's always a marter of keeping with
what the customer is trying to accom-
plish,” he says. “Usually our custom-
ers are secking more productivity,
casier maintenance and the ability to
have quality of cut in all conditions.”

Bigger isn't always better, Page
says. “Let’s say that same contractor
has numerous, smaller residential
customers,” he says. “Perhaps they
need a more medium-size or smaller-
size machine to ger through gates, to
get around the landscaping, At that
point, the productivity isnt in the big-

er machine, the productivity could
Ec in the smaller machine that’s more
nimble, that’s able to get in and out of
the yards.”

It’s always about matching the
machine to the intended work and
that would drive productivity, because
sometimes a big machine doesn't help
if the physical property doesn’t lend
itself to a big machine, Page says.

For zero-turns, the deck size will
determine how big the engine needs
to be, Koehl says. “On most of today’s
mowers up to 60-inch decks, 30
horsepower and below winds up do-
ing just fine,” he points out. “When
you get into very wet and tall grass,
you're going to need more horsepower
in order to get through it.”

:, Trust, Quality, Service

Financial Assistance

USE READER SERVICE # 76

www.lawnandlendscape.com

* Protected Territories
» Ongoing Support

And with walk-behinds, manufac-
turers have begun to measure work
capacity in terms of rorque, instead
of horsepower. “When you look at
torque, you want to look at peak
torque, meaning what is the toral out-
torque you're going to get from that
engine with a muffler,” Koehl says.
“The higher the torque, the higher
and wetter grass you'll be able to mow.
A lot of people are going with gross
torque measurements. When you look
at gross torque, that's whar the engine
has the capability of doing if it was a
perfect world.”

Torque is a rotational force that
can be illustrated with the common
cordless drill. When these drills run
into resistance during operation, they
tend to twist the arm of the operator.
How hard the person’s arm is twisted
is the measure of torque. Burt an en-
gine doesn’t need a lot of horsepower
to reach a high measure of torque.

*You can have a very high
horsepower and a very crappy torque
engine,” Koehl says. “You can have a
very low horsepower and a very good
torque engine. The higher the torque,
the better the grass will get cur. If I
move it through thart grass without
the blade losing speed, then 1 will cur
that grass and it won't kill the engine.

« Corporate Purchasing Power
« Salas & Marketing Guidance
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to subtraction.

From the biggest machines to the smallest tools,
all it takes is one call to The Cat Rental Store and it's done.

CAT, CATERPILLAR, their respoctive logos and “Caterpillar Yellow™ and the POWER EDGE trade dress, as well as
corporate and product identity used herein, are trademarks of Caterplar and may not be used without permission.

USE READER SERVICE # 78




mowers

AIR-COOLED VS. LIQUID-
COOLED. Whether a contractor
wants an air-cooled engine or a
liquid-cooled engine comes down

to how long they intend ro keep the
engine and how much they're pre-
pared to spend. Air-cooled engines are
cheaper and simpler to maintain than
their liquid-cooled counterparts. “A

radiator, and it has coolant.”

A contractor can expect to pay
20 to 30 percent more on a mower
featuring a liquid-cooled engine.
Kochl says liquid-cooled engines are
very durable, long-lasting, quieter and
more efficient. “Liquid-cooled really
becomes a question of — ‘Do I need
the super-quietness of the engine, like

“| don't know that you can ever have too much power on

a mower. When you look at the costs associated with upsizing

the engine, having more horsepower costs little per dollar

considering the overall investment. - Richard Cafaro

liquid-cooled engine will run cooler
than air-cooled, which means they'll
have longer engine life,” Page says. “A
liquid-cooled engine requires a littdle
more maintenance because it has a

my car engine?’” he says.

A contractor who intends to keep
an engine running for three years,
for example, may want an air-cooled
design, Page says. “But let’s say you

value

Y Demand more. Becau
Demand Maruyama. Be

plan on keeping it five years,” he says,
“Or let’s say you pl.m on cutting more
acres per year, then you might want to
consider liquid-cooled.”
Manufacturers have made strides
in recent years that make air-cooled
models attractive. They're lighoweight
and have fewer moving parts to
service. Some two g'\\lc\ now mect
stricter EPA and CARB Tier I1
emissions rules without the use of
a catalytic converter, which adds
weight and cost to the mower.
“Air-cooled engines are very
simple, easy to maintain. They
will last a long time,” he says.
“It dcpcnd\ on the contractor’s
business plan.” Walk-behinds are
the domain of air-cooled engines;
when it comes to zero-turns,
both air-cooled and liquid-cooled
come into play. “On a walk-behind,
you wouldn't find liquid-cooled be-
cause of weight and size restrictions,”

Page says.

continued on page 110

9AA Maruyama.
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The Scotts-Advantage® " °
keeps on spreading.

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

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

contains the advanced technology that made work for you.

 Scorcs
& Landscaper PRO

Contact your Scotts Distributor, call 1-800-492-8255 or visit www.scottsprohort.com to learn more about Scotts Landscaper® PRO™
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continued from page 106

The quietness many contractors
sought in liquid-cooled engines is
available on air-cooled models. “Air-
cooled engines these days are very ef-
ficient,” he says. “The noise has come
down; the amount of heart dissipation
so that you can mow on even the
hottest days, you're going to be able to
mow without much of a problem.”

FUEL-INJECTED VS. CARBURE-
TOR. The fuel-management system is
another important factor in choosing
an engine. Cafaro is partial to fuel-
injection. “The fuel injection on those
engines is just tremendous. The power
really stays,” he says. “Particularly if
you're mulching, having steady, con-
sistent power is important and makes
all the difference.”

As with liquid-cooled engines,
contractors looking to buy a fuel-in-
|uud system will expect to pay more.

“There’s usually some price pre mium
associated with fuel injection, but it
would be awfully difficult to say what
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Neighborhood Postcard Marketing
www.oppknockspostcards.com

Special Incentives!
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hile larger engines might have higher horsepower, it

doesn't necessarily mean there are more emissions, says
Doug Page, director of marketing for Milwaukee-based Briggs &
Stratton.

“If you think about machines as how much work they get
done per hour, would a larger engine in a mower, car or truck
have more emissions?" Page asks. “Yes, but not necessarily
more per acre cut.” It all comes back to always thinking about
what is being accomplished with that piece of equipment. "In
some ways, in the right situation, a big machine could be better
for the environment if they're getting more grass cut per hour,”

To sell a piece of equipment in America, with the EPA and
CARB rules, engines are being constantly refined with all kinds
of improvements. Those improvements have to do with what
happens inside the block itself as well as the air intake and
exhaust system. "Engines unto themselves are always being
refined and that refinement usually benefits everything,” Page
says. “When we have a more efficient machine and you get
more power per cc, you're enhancing the engine’s output and
making it run cleaner. All those things go hand-in-hand.”

Were You Featured
In This Issue?

Reprints enable you to reuse your
article and simply place it into the
hands of your target audience.
Having been featured in a
well-respected publication adds the
credibility of a third-party
endorsement to your message.

Give yourself a competitive
advantage with reprints. Contact us
for more information regarding
reprints and additional applications
designed to meet your challenging
market needs.

: Use Reprints As:

+ Educational Programs
* Employee Training

* Managed ePrints » Sales Presentations

*» Trade Show Handouts + Conference Materials
* Media Kit Supplements + Direct Mail Campaigns

+» Sales Aids
* Recruitment Tools

Call Megan Ries @
800-456-0707

WWW. |awnand[ands€ape.com
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Great deals. Great dealers.

Find one at GreatDaneMowers.com
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* 48 inch deck with 7-gauge
construction

* Improved longer life blade spindles
* Between-the-legs controls for easy

on and off
* ROPS is standard

Model GCBV23485

sz 109

Prced at $4.999 (does ot inchude sales tax or doc fee)

* 17 hp engine, 48 inch deck

Priced at $5,999 (does not include sales tax or doc feg)

'aﬁbdk'ﬂ

R

i zs 222

Priced at $7,999 (does not include sales tax o doc fee)

(52 inch is pictured)

*61 inch deck with 7-gauge construction

* Improved longer life blade spindles
« Full-suspension seat with retractable seat belt

* Between-the-legs controls for easy on and off

— -

per
mo.*

* Twin hydro transaxle drive systems

« Single hand operation

* Adjustable control heights

Model GLK1748S

ROPS is standard

Model GBKW2561S or GBKH2761S

. The NEW Compact

Surfer

19 hp engine, 52 inch deck
with 7-gauge construction

* 9 mph forward, 4.5 mph reverse speeds
* Operator platform cushion system to
absorb bumps and engine vibrations

Superior trimming mower
Model GSRKA1952S
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ILLINOIS

Barrington
Mowerworks Ltd
847-842-8035

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

Palatine
Halloran Power Equipment
847-705-1984

Peona
Midwest Equipment
309-676-5855

Rockford
Nicholson Lawn & Garden
815-963-5150

INDIANA
Bloomington
J & S Locksmith
812-332-4533

Bremen
Joe's Engine Shop
574-546-4413
Fishers
The Mower Shop
317-849-9500
Franklin
Jacobi Sales & Service
317-738-7440
Greensburg
Roger’s Lawn Mower Shop
812-852-2014
Hudson
McKees Garage
260-587-3322
New Haven
Lees Outdoor Power

MICHIGAN

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

loma
Country Time Repair, LLC
616-527-2537

Maybee
Sweeney Farms
734-587-3340

NEW HAMPSHIRE
E. Hampstead
ECL Rentals
603-329-7532

NEW JERSEY

Neptune
Neptune Mower Repair/
Accurate Mower
732-988-4216

Tuckahoe
Cody's Power Equipment
609-628-9816

OHIO

Cincinnati
Schwab Feed & Nursery
513-574-0020

Dayton
Superior Services
of Dayton
937-898-2700
The Yard Barbers
937-264-3013

New Lexington
Fisher Farm Equipment

740-342-2466
260-493-6589
Palmyra Pataskala
ally’s Hearth & H
Jacobi Sales & Service ?;0\357 :S;B & Home
812-364-614) -
Sellersburg
Jacaobi Sales & Service WISCONSIN
812-246-6304 Kaukauna
Freedom All Season
Seymour :
Jacobi Sales & Service :;g’;gﬁ";gg‘a'
812-523-5050 Ot
West Bend
Valparaiso
Burke's Lawn & Garden ;6&2 l:igg“;?;;"m
Equipment N
219-759-2688
Wabash
McKilip Equipment DISTRIBUTORS
260-563-1149
ILLINOIS
MASSACHUSETTS Batavia
Engine Power Inc.
Halifax 800-457-7056
Morgans Power Equip Inc
781-293-9361 INDIANA
Harwich Palmyra
RPM Small Engine and Jacobi Sales & Service
Equipment Co 812-364-6141
S0a:432-5161 MASSACHUSETTS
Norfolk ' Frankiin
Crowley's Power W.J, Connell Company
Equipment Inc 800-444-1556
508-384-7775
B Saving
GREAT DANE
you time:
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percent because the fuel management
systems are quite uniquc to each
Ll'lglll(, " Page says. “The variance in
price wnll depend on that particular
engine.

Even carburetors are becoming
more efficient in the way they deliver
fuel, Koehl says. But a carburetor will
never be as efficient as an electronic
fuel-injected engine. “You have elec-
tronic fuel-injected engines out there
both open-loop and closed-loop,”
he says. “What's interesting about
opened-loop systems, they're nice
systems and they do work slightly bet-
ter than carburetors, but the true fuel
efficiency savings only come when
you run it in that perfect condition.”
In a closed-loop system, the fuel ratio
is determined by both main engine
sensors and exhaust sensors. In an
open-loop system, only the main
cnginc sensors dictate the fuel ratio.

“One of the things contractors should
be asking if they're looklnk1 at fuel-
injected systems is if it’s open-loop or

closed-loop,” Koehl says. “If you're
truly looking for the perfect-running
engine, closed-loop is the engine to

l()()k f()l’. &

THINGS TO KEEP IN MIND.
Regardless of the features a contrac-
tor deems important, as a practical
matter, the engine should be as easy
to service. “Serviceability and location
of the oil filters, as well as being able
w access the air cleaner are critical,”

Cafaro says. “A nice, large air cleaner
is great.

Contractors should choose engines
with large oil filters and oil systems
that are fully-pressurized.
tage is that you don't have to worry
about the incline that you're mowing
on or how your engine is positioned,”
Koehl says. “Let’s say you do a lot of
hill-mowing where you're sideways.
Some mowers are partially-pressured.
If they run for an extended period,
you can seize that engine, because
depending upon where that oil gets

“The advan-

sucked up from — whether it’s actually
going to Lc there or not — a fully-pres-
sured system says you should be able
to make a 35-degree incline and run
that way forever, withour affecting
your engine.”

Also, the larger the fuel filter the
better the engine performance. “Fuel
is probably one of the hardest things
to control,” Koehl says. “The larger
the fuel filter, the better chance you
have of not getting crud from the gas
into your engine and your carburetor.”

Contractors should consult their
dealers in order to decide on the best
engine. “The dealer will have a variety
of equipment,” Page says. “The dealer

can find out what profile of customer
thar contractor is trying to satisfy and
what equipment will best match that
contractor's workload.”

Questions about engine selection? Start a
discussion on the online message board.

CONTROLLER
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To Each His Own

sk any three contractors their methods
for pricing residential maintenance
services and you're sure to yield three
different responses. Some use compli-
cated calculations, others simply guess.
Some are highly profitable, enlisting
spreadsheets and software programs,
others aren’t even sure if they're mak-
ing moncy.

No matter the method contractors
use, it's clear there’s no set formula. Industry consultant Jim
Huston of Englewood, Colo., says the most common method
isnt really a method at all. “The way most people do it is grab a
number out of the air, usually it’s an hourly rate,” he says. “You
ask them where they got that number and they usually say,
“That's what everyone seems to be doing,™

This is a dangerous strategy. “It might be in the ballpark of
what the market will bear, but they're probably not making any
money,” Huston says.

One of the biggest mistakes contractors make is not ac-
counting for drive time in their estimates, Huston says. "A lot
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of times when guys come up with hourly rates, let’s say
$35, they're only charging for time they're at the curb.”
Forgetting to account for load/unload time, drive time
between each residence and the time it takes to drive
back to the yard at night could mean the difference
between being profitable or losing money.

For typical residential maintenance, including
mowing, edging, trimming and blowing, Huston
recommends pricing the services as a lawn maintenance
package. It speeds up the estimarting process without
sacrificing accuracy, he says.

Essentially, this approach averages a contractor’s costs
for the day, accounts for a desired profit margin and
then uses a daily rate to determine what price to assign
to a residential maintenance job.

“A lot of guys get lost in the numbers,” Huston says.
“But the most important thing is for a crew to achieve a
daily minimum.”

Read on ro see Huston's suggested approach and
three real-life examples from Lawn & Landscape readers
from different regions of the country.
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NO. |: THE CONSULTANT _

Jim Huston, consultant
J.R. Huston Enterprises, Englewood, Colo.

it works: Create a day rate for crews — the amount the crew has to bill every day to cover all costs and be profitable.

Setting daily goals for crews is a good way to track and ensure profitability and forecast a crew’s seasonal revenue.

1. Determine labor and equipment requirements for a typical day.

2. Calculate productions costs, including production labor (the total number of hours per day minus drive time) and
equipment costs (the cost per hour to run a piece of equipment multiplied by the average number of hours a mower,
blower, edger or trrimmer will be used in production).

3. Next calculate “general conditions,” which include load/unload and drive time and the crew truck/
trailer costs. Add “margins and markups,” including sales tax, labor burden and general and
administrative overhead. After subtotaling these numbers, you've reached your break-even point.

4. Add a net profit margin and a contingency factor (if desired) to the break-even point to arrive at a price
for a generic day for your maintenance package.

5. Calculate the curb-time man-hour rate Ey dividing the total daily price by the production hours and
multiplying it by the number of people on your crew.

6. Use this rate to bid residential jobs by applying it to the amount of time a crew will spend ac a
particular job.

Why it works: By creating a dailgcbillable oal for the crews, contractors are able to easily monitor their profitability every
day. “You're making money and being profitable every day you hit this number.” One key to this method is accurate
estimating for how long a job will take. “It really all boils down to time,” Huston says.

Sample pricing: Following the steps outlined above, Huston shows how to create an average daily rate for a two-man
crew where the crew average wage is $10 per hour. (Note: The costs and percentages used are for illustration purposes
only. Labor costs, equipment costs, etc., will vary from contractor to contractor.)
1. Determine labor and equipment requirements.
A. Labor
* Crew average wage: $10/hour; labor burden: 30%:; overtime factor (50 hours/week; 10 hours/day): 10%; risk
factor: 10%; overhead per hour: $8/hour
B. Equipment
* Crew truck with trailer: $8/hour; 36-inch walk-behind mower: $5/hour; 21-inch mower: $3/hour; blower:
$3/hour; 'ﬁcr: $3/hour; stick trimmer: $3/hour
2. Calculate production costs.
A. Assuming the two-man crew works a 10-hour day with drive time and load/unload time of two-hours
a day per man (four man-hours a day); there are 16 production labor hours per day. At a rate of $12 per
man per hour ($10 crew average wage with 10 percent overtime factor and 10 percent risk factor), that
equals $192 production man-hours.
B. Assuming the following equipment usage times and above costs per hours, it will cost $48 to run the
equipment.
* 36-inch walk-behind mower: 6 hours
* 21-inch mower: 2 hours
* Edger and stick trimmer: 4 hours
3. Calculate general conditions.
A. Four hours of load/unload and drive time at a rate of $12 equals $48.
B. Also included here are the crew truck/trailer costs at $8 per hour for 8 hours for a total of $64.
C. Add markups and margins:
» Sales tax: $0
* 30 percent labor burden: $72
* General and administrative overhead: (Number of man-hours x overhead per hour)=(20 x $8)=$160
* You've arrived at your typical daily break-even point, $584. Break-even point=(Toral direct costs +
G&A overhead)
4. Add net profit margin and contingency factor (if desired). In this example if you add $65 for a 10% net
profit margin, you'll arrive at a $649 (rounded to $650) daily toral price.
5. Calculate the curb-time man-hour rate. Divide the tortal daily price by the production hours ($650/16 on-site
man-hours = $40.63 curb-time man-hour rate) and multiply by the number of crew
members: $41 x 2 = $82 per curb crew hour. | llard o
6. Use this rate to bid jobs by applying it to the amount of time a crew will spend e
at a particular job.
For a job site that requires a half-hour of curb time: .5 hour x $82 = $41 per visit to the
job site. Huston notes thar using these numbers, this fictional crew would bring in gross
revenue of $135,000 per 40-week season with a net profit of $13,500.

<

To download Jim Huston's example from
this article and for other materials that

help with accurate pricing, visit the March
Online Extras section.
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NO. 2: THE EDUCATED GUESSER

Russell Hunt, owner
Total Lawn Care, Steubenville, Ohio

How it works: Russell Hunt says he arrived

at the price of his weekly mowing service for
residential clients through experience. He's
been in business for 10 years, and has identi-
fied his per-man-hour prices for each segment
of his business. For his weekly mowing service,
which includes mowing, blowing, edging and
trimming, Hunt sets a minimum price of $40
per visit.

“We keep it to a set minimum, that way
everyone’s on the same playing field,” Hunt
says. “We won't mow anything for less than
$40 per cut. Then we work up from there.”

Things that could add to the price: add-on
services (fertilizing, weed control, etc.), a fence
thar would require the crew to use a push
mower, a steep hill or excessive trimming or
edging. The price goes up (at a $40 per-hour
rate) by the amount of time Hunt estimates

the job to take.

Why it works: Hunt is confident in his
estimating skills and prices. At his company’s
current size, he's able to personally estimate
every job. Though he doesn’t measure every
inch of the property like some firms do, Hunt
says he’s usually right on when estimating his
crews’ production abilities.

“I try to get out and meet every customer.
I think it’s very important,” Hunt says. “Any-
one can spout a price over the phone. I want
to sell them on the job before I even tell them
the price. Once they see what they're getting,
it's going to be casier for them to understand
the cost. “The most important thing in this
business that someone told me a long rime
ago is you have 1o price the job to get the job
done, you can't price the job to get the job,”
he adds.

Sample pricing:

For Hunt's weekly mowing service at a typical
eastern Ohio 7,500- to 10,000-square-foot
yard, he charges a $40 minimum. In this
per-hour maintenance price he’s accounted for
his labor, labor burden, overhead, equipment
costs, travel time and profit.
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NO. 3: THE CALCULATOR

Paul Wieting, owner
Seagull Lawn Services, Houston

How it works: After visiting a residential account and
measuring the length and width of the yard, Paul Wieting
calculates square footage and estimates edging and trim-
ming lengths. He then assesses how long this property
will take ro maintain according to production rates he’s
refined in the field by timing himself repetitively. He also
counts interferences (trees, mailboxes, gates, etc.) and
adds 30 seconds per obstacle (which accounts for both
mowing and trimming).

Wieting has calculated a rotal per-hour cost of $18.70,
which includes labor, labor burden, equipment costs
and a 10-percent contingency factor. To that he includes
a multiplier for liability insurance (2.4 percent) and
state sa]cs tax (8.25 percent). Finally, he accounts for 25
percent of what he calls “raw profit” — which he breaks
down as 10 percent pure prolg(. 10 percent supervision,
administration, advertising and office expense and 5 per-
cent retained earnings. The result is a $28 per-hour rate.

Additionally, rather than charging clients a drive time
and load/unload time specific to their accounts, Wietin
has measured his route and divided it by the number ofg
stops to identify a six-minute travel time per account.
This six-minute drive time (12 man minutes) plus six
minutes load/unload time (12 man minutes) amounts
to $11.20 and is added o the price for each job. Clients
who are neighbors (and don’t require re-loading of the
truck and trailer) split the travel and load-time fee, thus
each houschold receives a discount of $5.60. “Where I'm
successful I become more successful, where I'm not it will
guide my business away,” Wieting explains.

Why it works: Wieting’s methodical, “home-grown”
approach works well because as the owner of a two-man
operation, he’s able to measure every property himself. “1
might get ro the point where | stop measuring because
I've gained parttern recognition,” Wieting says, “but I
don’t know that I'll ever get big enough that I won't go
look at everyone’s yard.” Additionally, Wieting created the
company’s production rates by timing himself and can
enforce them because he works on the crew. “I'm 55 years
old. If I have a 25-year-old working for me I can really
enforce these rates — they just have to keep up with me.”

Sample pricing: Wicting shared an example, assuming a
property with 7,500 square feet of turf, 300 feet of trim-
ming and 300 feet of edging, plus 16 “interferences.”
Mowing: $7.45 (.266 hours at $28 per hour)
Interferences: $3.47 (.133 hours at $28 per hour)
Trimming/edging: $4.66 (.166 hours at $28 per hour)
Travel time: $11.60

TOTAL: $27.04; would round to $27

wwwlawnandlandscape.com
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WE REDESIGNED THE TANK™ TO
FY THE PEOPLE WHO MATTER MOST.

OWNERS. OPERATORS. ,

Burable construction backed Full-suspension,
by an industry-leading foldable, high-back seat.
3-year limited
commercial warranty.* Deck height adjustment can be
3 T conveniently controlled with
Special sale price on : % operator foot pedal.
THE TANK™M60
57699*" (MSRP *8199) Dual-size cup holder accommodates
small and large beverages,

Ergonomic operator controls
for improved visibility,

Removable foot platform
for easy maintenance,

TANK

Commercial owners and managers demand the durability, productivity and power THE TANK™

delivers. Commercial operators want the comfort and ease of use THE TANK™ offers. This year al b M 7
we've made them both happy. Visit www.cubcommercial.com or call 1-877-835-7841.

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

**Special pricing on THE TANK™ M60 with Kawasaki* or Kohler® engine valid through April 23, 2007. See your local Cub Cadet
Commercial Retailer for details. Special pricing also available for THE ENFORCER™ Commercial Zero-Turn Mower and the Commercial YOU CAN'T GET ANY BETTER”
G 1548 Walk-Behind Mower
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best ﬁractices - maintenance

NO. 4: THE MEASURER

Jeff Bowen, president
Images of Green, Stuart, Fla.

\J E
How it works: “If it’s a brand-new yard, we'll
measure it up,” President Jeff Bowen says. “We'll quantify it
ccgmplctcly — how much grass is there? How many trees? How much
ing?”
glBowen learned this method, what he calls “squares and linears,”
from The Brickman Group, where he worked for seven years before
founding his own firm in 1995. “I'm sure they still teach their estima-
tors the same thing — how to quantify a yard.”
These details are entered into an Excel spreadsheet. The spread-
sheet then applies labor hours based on production rates to each
task, and in turn, dollars are assigned to the labor requirements. The
spreadsheer also accounts for the type of equipment used for each
task. “We end up gerting a dollar amount per occurrence and then
the spreadsheer multiplies it and comes up with an annual number.”
The annual price is then broken down evenly for a monthly rare. *We
don't write any contracts for less than two years,” Bowen says.

Why it works: Using a spreadsheet to calculate prices ensures unifor-
mity across the organization, especially considering that Bowen isn't
the company’s sole estimator; account managers typically conduct this
task. It also nearly eliminates the chance for mathematical error. In
addition, Bowen knows the production rates that are applied in the
spreadsheet are accurate or possibly even conservative. “How did we
get these rates? By making our own time trials,” he says. “We looked
at how long it takes to do a normal yard and the edging numbers

come from me — | measured them myself,” Bowen says. “So if any-

| hedge trimiers:

thing, the estimate might come in high because I probably edge a lot
slower than some of my young employees.”

In addition, Images of Green is diligent abourt adjusting its costs
every spring based on market conditions, fuel costs, labor rates and
other overhead considerations.

Sample pricing: Bowen's sample Florida property included mowing
5,000 square feet of rurf, 200 linear feet of hard edging, plus line
trimming and power blowing the yard. For a one-time job like this,
Images of Green would charge $69.

| ——

i AVERAGE MOWING PRICES

Although contractors typically include various other considerations in their resi-
dential maintenance prices, per-hour mowing prices are a good, across-the-board
way to compare maintenance prices nationwide. The following chart, extracted
from Lawn & Landscape’s 2006 State of the Industry research report, shows
average mowing prices broken down regionally and for companies with less than
$200,000 in revenue and more than $200,000 in revenue.

Region Company Revenue
. | Nationwide | East/Mid- th/ West/ Less than | More than
! west Southeast | Southwest | $200,000 | $200,000
i $43.7/hour $44 5/hour | $44.8/hour $39.6/houtr $37.5/hour | $46.8/hour
To find a dealer visit www.kawpowr.com

or call 800-433-5640.

*see a participating dealer for details
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o Kawasaki -sets-'tlyastandard for true commercial-grade engines.
~ The same goes for our power products. Kawasaki products are
lightweight and long-lasting, in fact they're designed to the highest
 test and certified CARB and EPA durability for engines in their class.
So if you keep your reputatton as pristine as your landscaping,
v keep Kéwasakt?ovm Products in hand.

Fmd your authorized Kawasakn Power Pfoducts dealer at
wwwkawpowncom ot call 800-433-5640,
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specialty chemicals

Grub control can be a profitable

add-on service.

large portion of a client’s lawn

turns a pale green color, becomes

brittle and eventually dies. The first

culprit that comes to mind — grubs.

Various conditions, such as

the weather and a lawn’s sun/shade
ratio, can impact grub damage. As a result, the
best treatment is preventive and, if done cor-
rectly, can keep a client’s lawn great looking and
virtually grub-free.

“The No. 1 thing we do is encourage our cus-
tomers to invest in preventive applications, which
is the best method of control when it comes
to grubs,” says Paul Wagner, owner of Masters
Green, Walled Lake, Mich. “It is still possible to
get rid of grubs once they infest a lawn, but the
damage is done. With prevention, the service is
nearly 100 percent effective.” .

“

continued on page 124, sidebar on page 122 | ’ S 0% / 2
Photos: Madters Green (this page and page 125), ).). Mauget (page 122)
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ThOR

TDOR and Ensystex, the new manufacturer direct
names for value in turf and ornamental
pest control products

MAXXTDOR|

Contains bifenthrin -
compare to the active
ingredient in Talstar.

'b TURFTDOR

Contains imidacloprid -
compare to the active
ingredient in Merit.

Turfthor and Maxxthor control a wide
range of above and below ground
pests of turf, trees, ornamentals,
shrubs, flowers and groundcovers.

Use them alone or in combination for
the ultimate one - two punch in turf
and ornamental insect control.

Call 1-866-FOR-THOR for more
information, quotes or to order.

‘.em iIsa lrademaﬁc of Bayer Environmental Sctence ) ey ' :
alstar is a trademark of FMC Professional Solutions A New Day- A New Way-
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tree invaders

nsects invade trees as well as turf, creating addi-

tional problems for some lawn care operators, The
worst part is many of these pests are new to the North
American ecosystem, making them difficult, if not nearly
impossible, to control. “We are a global economy now,”
says Nate Dodds, president of J.J. Mauget, Acadia, Calif.
“This opens up the opportunity to bring in hitchhikers in
the form of new foreign pests that have never been here
before. It's almost impossible to stop it."

Many of these hitchhikers are wood-boring insects
that feed on a trees cambium layer, disrupting its vascu-
lar flow. “Wood-boring insects live and breed inside of
the tree,” says Roger Webb,
owner of Tree Tech, Marriston,
Fla. “The boring and tunnel-
ing action disrupts vascular
water flow, damaging and
eventually killing the tree.”

Dodds and Webb discuss
five insects that, if left un-
checked, will cause perma-
nent damage to the nation’s
indigenous tree population.

Emerald Ash Borer - The
wood-boring insect's larvae
feed on the cambium layer

of a tree, cutting off its water
supply until it dies. To date,
the insect has killed more
than 20 million ash trees
throughout Michigan, Ohio,
Indiana, Maryland, Wisconsin
and lower parts of Canada,
calling for desperate action.
For example, a Michigan county has declared a clear-cut
policy of all ash trees to halt the insect’s spread. “It's a

favorite species among many people and is great loss for

ornamental landscapes,” Webb says.

Asian Longhorn Beetle - Outbreaks of this wood-bor-
ing insect have been detected in the Long Island, N.Y.,
New Jersey and metropolitan Chicago areas. It has no
known natural enemies in the U.S., Webb says, and it's
very difficult to detect and treat. Quarantines around
infested areas should prevent accidental spreading, and
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all infested trees are being destroyed. “This insect is not
as much of an economic threat because it's under quar-
antine," Dodds says. “Hot spots are being taken care of

as they emerge.”

Mountain Pine Beetle - This insect invades conifers in
the country's western region. The trees are particularly
vulnerable during droughts. There is no chemical con-
trol for the beetle. However, governmental agencies con-
trol breakouts by clear cutting hot spots and thinning
the tree population. "They're basically trying to take
away the insect's habitat," Webb says. The southern
pine beetle is'an insect that
causes similar problems in
the south,

Hemlock Woolly
Adelgid - This insect sucks
plant juice/sap from the
needles of Hemlock trees
from New England to the
Carolinas. The end result
is needle death and ulti-
mately the tree's demise.
“The insect is one of the
leading natural causes of
Hemlock death,” Webb says.
“If the problem remains un-
checked, Hemlocks will be
depleted from the ecosys-
tem and the woolly adelgid
will either adapt to another
tree or die off.” The insects
produce a white, waxy cover-
ing to shield themselves from
the environment, making chemical control very difficult,

Bark Beetle — Currently a forest problem, there is
potential for bark beetles to overlap into landscape set-
tings. Warmer winter temperatures are causing these
insects to migrate from the Rockies into northern cli-
mates. “Northern areas are seeing heavier infestations
than ever before,” Dobbs says. No systemic chemicals
effectively kill the larva, and the best way to treat it is to
spray the trees with a protectant that kills adult insects
as they chew through the tree bark to lay eggs.
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The Original Micro-Injection

For Trees

With The New

"GEN II 3 STEP"
DELIVERY SYSTEM

FEEATURING VERSA-LOCK
With
3, SEPARATE Lock-down COMPRESSION| LEVELS

Now with Five Insecticides Controlling
BORING, PIERCING, SUCKING, MINING & CHEWING INSECTS

Such As ...
Emerald Ash Borer

Asian Longhorn Beetle
Hemlock Woolly Adelgid

. Tent Caterpillars |
_ (Including EasternTent)

YWemaugetg,m

B0O0-TREES RX (800-873-3779) ... 877-TREE HLP (877-873-3457) (Toll free technical support Line)
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specialty chemicals

continued from page 120

AN EASY ADD-ON. According

to Lawn & Landscape research, 40
percent of LCOs nf{'cr insect control
services. In 2006, 41 percent of LCOs
invested in insecticides, spending an
average of $2,953, and 37 percent plan
to purchase these products this year.

Wagner began offering grub con-
trol as an add-on, preventive service
Today, more than 35
percent of Wagner's primarily residen-
tial clients receive the service.

“I couldn’t imagine our business
without it,” he says, adding it makes
up about 8 percent of his total revenue.

Little was required to add the ser-
vice. Wagner already had the necessary
equipment and his employees already
had the proper training. He switched
the fertilizer he used for general appli-
cations to a product impregnarted with
a grub control ingredient.

Both services appear on one bill.

six years ago.

SPREADING THE WORD. In Michi-

gan, where grubs are a wide-spread

FiNN
’ TH\!N!( BARK BLOWERS

SMARTER WAYS TO WORK SINCE 1935,
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LOWERS  BARK BLC
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problem, many of Wagner's clients
already knew about the damage these
pests can cause and were receptive to
the idea of prevention. It was then
the duty of Wagner and his crew to
further inform them of the service
and what it entails.

During the service's initial promo-
tion, Wagner and his crew handed out
literature at the time of each client’s
regular application explaining the ben-
cfits of grub control. A representative
from the company would then follow
up with a phone call further explain-
ing the procedure and answering any
qmsuonx the client may have. W agner
focuses more heavily on promoting
the service in March and \pril when
people are lhml\mi‘ spring” and cager
to get their lawns in good shape to
enjoy them in the coming months.
During this time, information is
added into the company’s newsletter
distributed to all of its clients at every
job. “As a percentage, our marketing
costs for printing newsletters and in-

serts are very minor,” Wagner says. In
2007, he .mnup ates spending $6,500
on dlru.r mail pieces and another
$6,000 on additional sales costs like
commissions and phone use.

Today, Wagner's business performs
about 6,500 grub control applications
per year. The sector of his business has
grown a steady 10 percent each year.
He plans to grow the sector another
10 percent in 2007 by increasing
marketing efforts with more inserts
and pampbhlets in addition to sending
e-mail alerts. “We've made a very con-
scious effort to get all of our custom-
er’s e-mail addresses,” he says.

“Many of our clients choose to pay
their bills online, which has been a
helpful way to collect them.”

These marketing efforts are sure
to pay off. Because labor is already
included and the switch to a different
granular fertilizer had litde financial im-
pact on his business, the service has an
80 percent gross profit margin, Wagner
says. After factoring in about 17 percent

per acre!

Taking Care of Business...
10 minutes

Visit us on the web Sfor great savings!

Turf Tracker
Time Machine

Turf Tracker
Stealth’
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for product cost, he charges $12 per
1,000 square feet, or about $120 for an
average 10,000 square-foot job, a price
comparable to the competition.

EFFECTIVE APPLICATIONS. For
effective grub control, the optimal ap-
plication window is late May to early
July, Wagner says — any earlier and the
insects are not yet a threat, any later
the damage has already begun. “One
of the biggest mistakes LCOs make is
missing this optimal widow,” he says.
“We don't vary from that window and
we have 99.99 percent control.”

Another way LCOs can control
grubs is to maintain records and maps
of when and where pest problems
have occurred, says Rick Branden-
burg, professor of entomology, North
Carolina State University. “Many
pests tend ro occur in the same places
they find favorable year after year,” he
says. “Keeping this on record helps
LCOs know where to look first when
spring rolls around.”

Another strategy is
tracking weather g;ccasts.
Brandenburg says, noting
grubs like wet conditions.
“Avoid basing everything
you do on wﬁar hap-
pened last year,” he says.
“Insects are cold-blooded
and are controlled solely
by the weather, which can
change drastically from
year 1o year.”

“Insects tend to like warm, wet
conditions,” adds David Ross, techni-
cal manager, Syngenta, Greensboro,
N.C. “The mild winter we've been
having in many parts of the country
could lead to higher insect populations
this spring, but it’s tough to tell.”

Nate Royalty, product development
manager for insecticides, Bayer Envi-
ronmental Science, Research Triangle
Park, N.C., also predicts a heavy grub
and insect population this year. “It has
been very wer throughout the fall and

winter, and temperatures this winter

USE READER SERVICE # 92
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have been incredibly
warm,” he explains.
“Cold winter tem-
peratures typically kill
off many overwinter-
ing insects, bur this
natural mortality has
not occurred this
winter. The national
mosquito populations
will also be hideous
this year for the same reasons.”

Because of the varying conditions,
most lawn care operators agree that
preventive treatments are best. As
Wagner says, “We added grub and in-
sect control services because it's much
better to prevent a problem than to
treat a problem later.” Il

For more background on grubs, as well as an
update on insecticide product advancements,
visit the March Online Extras section.

mosquito control
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What's even more ugly is
a grub control product that
requires immediate irrigation.

/ That's just not something to worry about
with MACH 2" specialty insecticide. MACH 2
delivers season-long control of grubs with no
immediate need for irrigation or rain. It provides
proven performance not only against grubs but
also cutworms, sod webworms and armyworms
at a standard 2 pounds per acre a.i. rate. And
it even comes with a performance guarantee.’
MACH 2 does it all with a unique mode of action
that's perfect in rotations. So go ahead. Don't

wait for rain to get ugly on grubs.

www.MACH-2.com 800-255-3726

Guarantee applies to professions! use only. Othar | and spply. G paty is fimited to the cost of the
MACH 2 componant of the formulation used. For complete details, see www.MACH-2 com or your supplier
{
T of Dow AgroS: LLC State restrictions on the sale and use of MACH 2 apply. Consult the label before purchase or | J‘
wna for hull details. Ahways read and follow fabed diractions

GO LAWN
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Skid-steer attachments increase productivi{y and sirengthen the bottom line.

Idwn & IA\I’IL’J'.CAP('

ames Holt has never met a skid-steer attachment he didn't like.

Holt’s company, All Around Town of the Davenport/Quad Cities ar-
eas of lowa, maintains the grounds of three hospitals through exclusive
contracts. The hospitals’ modern campus-like settings, complete with
patios, reraining walls and heavy snowfall, necessitates that Holt have
myriad attachments, all at the ready for their site-specific tasks.

Craig Wendr, though, likes to keep it simple. “Our primary attach-
ments are obviously the bucket, pallet forks and we also use the planer
bars for grading,” says the co-owner of Valley Landscaping in Fargo,
N.D., “We pretty much do just about everything from the installation of sod, trees and
shrubs to basically everything else on new construction.”

Most contractors see the value in skid-steer attachments. According to Lawn &
Landscape’s 2006 State of the Industry research, more than 10 percent of readers bought
skid-steer attachments last year, while more than 15 percent intend to buy them in the
next 12 months. The average reader spends $6,800 annually on attachments. But not
all contractors can afford every attachment on the market. So it pays to shop smart,
says Rob Otterson, market segmentation manager for West Fargo, N.D.-based Bobcat.
“Almost every landscaper can use a combination buckert and pallet forks on landscape
construction jobs,” he says. “They also might find several uses for a soil conditioner,
which can be used to clear rock, unwanted weeds, existing turf and create a final grade
in preparation for landscaping, planting seed or laying sod.”

The combination bucket, for example, increases a contractor’s versatility by giving
him five functions — doze, dig, dump, grapple and grade — in a single attachment. With

continued on page 132, sidebar on page 130
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Light Weights

The combination
of a versatile compact excavator, best-in-class skid
steer. track loader and small wheel loader opens
a whole new class of business opportunities. With
the flexibility of Worksite Pro™ attachments you can
always mix it up no matter what the job. And their
size makes it easy to transport them from fight to
fight. See your dealer or call 1-800-503-3373 to put
John Deere in your corner today.

5 .«'. ’-.‘<'
: ’Q ‘i;f‘ '\ : . . ‘._‘
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www.JohnDeere.com/lightweights
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B - construction equipment
- Built |
Tough.

= Gu aran teed F ot all skid-steer attachments are created equal, but many can

, be used for a common purpose. Lawn & Landscape quizzed the
experts and came up with numerous tasks and the attachments that
can be used to accomplish them.

Tree removal: digger, bucket, brush saw, stump grinder
Tree planting: auger, digger, tree spade, bucket
Soil grading: bucket, combination bucket, dozer blade, box blade,

grader, laser-guided box blade, laser-guided grader, landplane, soll
conditioner

Transporting rock/stone/hardscape materials: bucket, combination
bucket, pallet forks, dumping hopper, grapple, utility forks

Moving dirt from a site to a truck:
bucket, combination bucket, dumping hopper

Digging irrigation/fence posts:
auger, trencher, vibratory plow, boring unit

Augers: planting trees and installing fence

Backhoes: installing ponds, irmgation and drain tile
Industrial grapple: area cleanup or placing boulders
Landscape rakes: preparing soil for seed, sod or removing materials

Pallet fork: carrying pallets of sod and supplies weighing 2,000 pounds
or more

Snowblowers: good opportunity for off-season profits

Soil conditioners: lot clearing, grading and soil prep for seed or sod
Sweepers: cleaning streets/sidewalks near work area

Tiller: loosening sail for planting or removing weeds

Tree spade: tree planting and transplanting

Trenchers: installing irrigation line

Vibratory plow: installing drainage or irrigation lines

Photo: Bobeat
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Introducing the new

imidacloprid option that can’t miss
Mallet™ is Nufarm's newest insecticide using the proven fechnology of
imidacloprid to provide residual control of a wide variety of insect pests, such as white
grubs, cutworms and billbugs in turf and aphids, beetles and other troublesome pests in

ornamentals.
A L L E T While others have rushed out the door to take advantage of offpatent opportunities, we

have taken fime to ensure that our supply source is secure, that our registrations allow
us to be innovative and that our formulations have been extensively fested,
ensuring that you get the premium quality and service that you've come to expect from Nufarm Turf & Specialty.

N

P Mallet™ 2F is a 2 Ib. flowable concentrate containing 21.4% imidacloprid
P longterm curative and preventive action with just one application

P Available in 2.5gallon or 60 ounce jugs
800.345.3330 * us.turf.nufarm.com |

™ Mallet is o registered rodemark of Nufarm Amencas Inc

Turf & Specialty

Alwoys read and lollow complets label instructions
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Your BEST Choice for Quality Mower Parts

N 37204  Free shipping on all orders of $50 or more

Quality Parts
Since 1970

(800) 251-4020
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* -~

‘iupp!lé{at Y

Shiop Online at . *;
WWW.CLIEtBrschoice: com

or call toll free 1-888-288-8371
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Every 10
Machine
Hours

A sharp & balanced blade will:
Yield 20% fuel efficiency.

Provide the most healthy cut for the lawn
Result in the most beautiful cut for your customer.

Creates the least load on your mower (preventative maint),

Magna-Matic manufactures the leading service tools to

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

MAG-9000
Lawn Mower
Blade Sharpener

MAGCGNA-MATIC

High-Performance Servi ois for the OPE Industry

www.magna-matic.com

1-800-328-1110
Made in the USA R0~ m
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continued from page 128

the combination bucker, contractors
can complete many of their day-to-
day rasks, such as cutting an edge
along a back wall, grading, ripping
out brush and backhlling, Otterson
says, adding it may be the only attach-
ment a contractor needs to gert started
in the landscaping industry.

Pallet forks are also versatile at-
tachments. With a pallet fork attach-
ment, a contractor can easily unload
and carry palletized materials, such as
sod and paving stone. “This attach-
ment saves time and backbreaking
labor because it eliminates the materi-
als from having to be transported by
hand,” Otterson says. The time and
labor saved with attachments such as
pallet forks and combination buckets
means increased productivity and

profitability.

THE RIGHT COMBINATION. The
correct assortment of attachments can
solve contractors” problems and save
them time. “Landscapers can choose
the attachments they need to take
them from start to finish on a job site,
from grading and prepping an area to
installing irrigation and laying sod,”
Otterson says.

For example, Holt's hospital clients
present him with many on-site chal-
lenges. “They're constantly asking for
landscaping, such as adding patios,
transplanting trees and retaining
walls,” he says. I have six guys who
stay very busy five days a week.”

And contractors can use attach-
ments to reverse what Mother Narture
might bring. “Landscapers working in
a wet environment during the spring
and early summer months might find
they're sidelined waiting for standing
water on job sites to dry out,” Orter-
son says. “But with a soil conditioner
attachment, they can turn over and
even out the soil so that it dries and
they can start work.”

Likewise, a sweeper attachment
and bucket have become an invaluable
combination for Holt. One minute,
his crews can clean curbs of dirt,
sand and other debris. After a quick
exchange for a bucker, crews can
dump debris into a truck. “It’s really
convenient for me,” he says. “I can go
from the sweeper to hooking up the
bucket unit and start dumping again
into our dump truck.”

Buying the sweeper attachment
was an easy decision. He compared
the artachment's costs against buying
and maintaining a full-size streets-
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weeper machine. And for about
$3,500, the attachment made the
most financial sense. “The attachment
might not operate quite as quickly

as a full-size machine, bur as far as
maneuverability, it gets around very
nicely,” Holt says. “And I can switch
out the sweeper unit for the bucket
very efficiently.”

“Soil conditioners excel at clearing
rock, unwanted weeds, existing turf
and creating a final grade in prepara-
tion for landscaping, planting seed or
laying sod,” Otterson says. “Trencher
attachments are particularly useful for
contractors installing irrigation lines
and drain tile.”

Augers, landscape rakes and sweep-

“Attachments enable me to get more bang for my

buck out of a skid-steer. It can load salt, clear

sidewalks and plow. It's really a three-in-one. It's

super convenient.” - James Holt

BEYOND THE BASICS. Hc'\'nnd
buckets and pallet forks, five other
attachments stand out as the most
popular with landscape contractors:
augers, trenchers, landscape rakes,
sweeper buckets and soil conditioners.

ers have been used in the industry for
many years as productive attachment.
Augers efficiently dig holes for plant-
ing trees, shrubs and installing fence
posts. For removing small rocks or
stones, landscape rakes are ideal.

MANAGE your BUSINESS
the SMART WAY ...

* Schedules customer’s jobs

* Routes crews in best order

* Tracks employees

* Finds your profitable customers.
* Can bill from QuickBooks®

Why do 10,000+ companies run 2 Billion
$$$ through CLIP every year?

Because it WORKS!

Skid-steers range in price from
about $15,000 to $50,000, depending
on operating weight and capacities.
Artachments, though, begin at $700
and can cost more than $10,000,

“A landscape contractor who
needs a machine to transport light
materials might opt for a lighter ma-
chine,” says Mike Fitzgerald, loader
product specialist for Bobcat. Smaller
machines can offer a more compact
wheelbase and lower profile. In addi-
tion, a tighter radius lift pach are good
when tight quarters restrice the use of
other, larger equipment, he says.

“On the other hand, large-frame
skid-steer loaders are designed for
handling heavy palletized materi-
als and operating attachments that
require more hydraulic flow.”

The artachments used will dicrate
the amount of auxiliary hydrau-
lic How needed from the loader.

“A customer who needs enhanced
performance with attachments such
as a stump grinder, trencher, chipper

THE AFFORDABLE
SOLUTION FOR
Turr CARE

Whether you care for laﬁdscapmg,

sports fields, golf courses, or parks,

there's a Millcreek turf topdresser
with your name on it

Wt

M
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foes, »
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1-800-311-1323

www.clip.com ¢ 800-635-8485
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WWW MILLCREEKMFG.COM
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s your fleet keeping up
with your growth?
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Introducing finance options to keep up with your expanding business.

- Pre-qualified Vehicle Credit Lines® help you save time by enabling you to returr All New TOYOtG Tundra

+ Closed and Open End Lease Plans o
- Consolidated Billing Statements provide a cor

Toyota Financial Services
Business Solutions
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or snowblower, may need a high-
flow machine,” Fitzgerald says. Most

attachments with a primary or single
hydraulic function, such as an auger,
start at $1,400. Attachments with

multiple hydraulic functions, such as
soil conditioners or landscape rakes,
start at $5,300.

GREAT PRODUCTIVITY. Holt
found other practical uses
for his skid-steer.

“Instead of going out
and buying a truck and a
$5,000 snow plow, I have
the investment already
made in the skid-steer,”
he says. “I went our and
boughrt a $3,000 snow
plow attachment.”

During winter, Holt
kups a salt pile and three
different atrachments on-
hand. “The skid-steer is
always on-hand, whether
we're using the plow to
clear sidewalks or moving
rocks,” he says.

If the salt truck runs out,
we just undo that snow

“We have a
salt truck on-hand as well.

plow in a matter of seconds, hook our
bucket back up, put some salt in the
truck, then go back and put the snow-
plow back on.” The addition on a
snow blower attachment allows crews
to easily clear sidewalks. “I'm getting
more bang for my buck with the skid-
steer. It can load salt, clear sidewalks
and plow. It’s really a three-in-one,”
he says. “It’s super convenient with
these attachments.”

Contractors should research all of
the attachment possibilities our there,
Ortterson says.

“Many of these can be used on
different types and brands of carriers
further increasing their utilization,” he
says. “The contractor who researches
and is aware of these additions will be
presented with more opportunities to
grow his business.” Il

Learn about the advantages of renting attach-
ments in the March Online Extras section.

More Effective
I.ess EXxXpensive...

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

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

Tree Tech®

microinjection systems

-

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

. =] 4 e-mail: info@treetech.net
Trea Tech® Environmentally Sound Tree Heolth Care for the 215t century and beyond.

Labels, MSDS Sheets and Other Information Available at www.treetech.net
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ProScape

SeedYAccelerator

When seeding jobs fail your phone rings off
the hook, your customers get upset, your
schedule falls apart and your profits
fy out the window With its
patented Moisture Cell Technology® each
PennMulch pellet expands to four times its
size, retaining water to speed up
germination. It protects your seed and only
PennMulch provides just the right amount of

starter fertilizer with one easy application, and
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A hetlter start at /1/¢'.
¥

PennMulch® Seed Accelerator to the Rescue

without adding a single weed seed. Users
agree, and university research confirms,
PennMulch provides faster establishment,
more uniform fillin,and up to 36% more grass
than seed alone. PennMulch may not get it
to rain, or get your customers to water, but it
will reduce callbacks and improve customer
satisfaction!  You can find out more about
amazing PennMulch by visiting our web site
at  wwwlebanonTurfcom. Click on
“‘Promotions” and enter coupon code LLIO37
to receive a complete 40-page agronomy
manual absolutely free! Ask for PennMulch at
your nearby LebanonTurf dealer and make

sure your seeds succeed

Lebanenlurf

1-800-233-0628 o wwwlebanonTurfcom
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Advancements in

irrigation controllers

continue to improve

efficiency and

water consciousness.

by emily mullins |

Controlling the Future

hen it comes to irrigation system controllers, the
smarter the better. These “brains” behind the opera-
tion are perhaps the most important component of an
irrigation system because they determine when and how
much water should be directed to certain areas. Properly
installing the correct controllers can save you and your
clients time and money.

Most of today’s controllers aim to use less water, an appealing feature as water
conservation becomes a more pressing issue each year. Warter-use regulations,
enforced throughout the country on both the state and local levels, demand that
irrigation contractors get “smart.” But the benefits for using efficient controllers
extend beyond water conservation. Irrigating turf with the correct amount of
water at the appropriate times can prevent plant disease, insect infestations and
flooding, to name a few.

Irrigacion controllers have advanced and evolved over the years, giving ir-
rigation contractors many options. Factors like region, soil, plant type and area
size all impact which controller is best for each irrigation situation. By being
educated on the variety of controllers available, contractors can help promote
efficient irrigation in a relatively simple way.

“There is a wide variety of controller products available for contractors,” says
Jeft Kremicki, product manager of controllers and sensors for Hunter Indus-
tries, San Marcos, Calif. “It’s important for contractors to fully understand the
capabilities of the controller product they are purchasing and to know what the
controller can do.”

lawn & hndscape march 2007 www.lnwnandlandscape‘com
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It All Comes
Down to This...
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The PGP’ Keeps More Grass
Green Than Any Other Rotor

Don't settle for second best when you can have the sprinkler by which everything
else is measured. With exceptional design, impressive performance, and superior
water distribution from precision-engineered nozzles, PGP is simply unequaled for
reliability, durability, or versatility. It's also unequaled in value. No wonder PGP re-

mains the professional’s choice.
®
Hunfer

The Irrigation Innovators

www.Hunterlndustries.com
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UNIT IMPROVEMENTS. Controller
development has changed over the
years, keeping pace with technology
advancements around the world, says
Brian Ries, marketing and product
manager for the Toro Co., Riverside,
Calif. “We've gone from control-
lers that are set based on mechani-
cal switches to controllers that are
programmed by a computer,” Ries
says. “And from controllers that are
programmed manually to those that
can automatically adjust runtimes
based on weather changes and water
needs of specific landscapes.”
Controller development over the
past decade can be divided into three
key areas, Ries says. The first area,
modular controllers, came in the late
1990s and allowed irrigation systems
to be expanded on an as-needed basis
by installing expansion modules,
which allows an irrigation system to
easily increase or decrease its number
of stations without disassembling the
entire system.

uelne;
rlSeres

New lid seal collar forgreater durabllity
tmproved ribbing structure for Increased streagth
Kuock-oul mouse holes increase lexibility

“Modular controllers are one of
the biggest innovations in controller
design,” Kremicki says. “The ability
to customize the size of the irrigation
system means a contractor may only
need to carry one controller to handle
a variety of jobs, eliminating his
inventory investment.”

The second area of controller
development came with computer-
ized controllers. First geared toward
golf courses and large commercial
systems, they have since advanced to
include the management of residential
systems, Ries says.

The third, and perhaps most ef-
ficient, area of controller advancement
is the “smart” controller, which warters
turf based on an individual station’s
information, such as plant type, root
depth, soil type and micro climates.
These units automatically adjust run-
times based on real-time evapotranspi-
ration dara, such as temperature, wind
speed, solar radiarion and relative
humidity, Ries says.

irriﬁation

“Smart controllers focus on the
critical need to effectively manage
resources,” he says. “They’re designed
with a level of intelligence that enables
them to adjust runtimes or cancel
irrigation based on a landscape's ever-
changing needs.”

FEATURED FEATURES. The dif-
ferent types of irrigation controllers
range from single-station control-
lers that attach ro a single valve to
large-scale central control systems
that manage thousands of stations.
These units range in price from $50
to several thousand dollars, depending
on the unit’s features.

There are quite a few specific
features that irrigation contractors
should look for when purchasing a
controller, manufacturers say. “Each
controller type has its advantages,”
Kremicki says.

One feature is seasonal adjust-
ment, which allows contractors to
adjust the runtime of all zones in

TURBO TURF

-3 %, s

HYDRO SEEDING SYSTEMS

TurBO TURF

>;W G“ U
NITS FROM
\.s‘laos.aa..

* Grow great lawns in half the time.
* Fast and easy one man operation.
* Great power & precise trimming.

Carson Industries LLC
7160 Nicole Couwrt
Giengora. CA 91740
Tol Freo (590)

Praoe (905)

Frox (008 592-7671

We also offer a compiete line ol qualtty drainage and INMiNgs weew.carsontnd com

solutions gnd the innavalive HosEnclose Storage System

The Trusted Valve Box
for 38 years

Call us for a FREE video & info pack/
TURBO TECHNOLOGIES, INC.
7500 FIRST AVE, BEAVER FALLS, PA 150170
800-822-3437 www. Turbo Turf.com

USE READER SERVICE # 106 USE READER SERVICE # 107

140 lawn & landscape march 2007

www.lawnand[andscape.com



http://www.lawnandlandscape.com

~ONA Depend on the I‘tnven ,
Durability and Performance
of Cheng Shin Tires.

”
.;/// : L S =
f / Qg/'/ For more information on Cheng Shin Tires,
e see your local dealer or distributor.
v Cheng Shin Tires

4]
‘ )" I - USE READER SERVICE # 108




response to weather changes. “This
f(.'ﬂ[urt' ll“()WS contractors to CilSiI'\'
adjust watering runtimes from 10 to
150 percent by simply pressing a but-
ton on the controller,” Kremicki says.
Most controllers on the mar-
ket include surge and short-circuit
protection features, which guard the
unit from electrical problems and
lightening. “L is_,hlcning, is the No.
1 enemy of irrigation controllers,”
says Gene Johnson, technical service
specialist and export sales manager for
Weathermatic, Dallas. “This protec-
tion feature is usually included in the
unit’s warranty at no extra cost for
two years. The amount of protection
provided by the warranty is usually
in proportion to the price range and
intended use of the controller.”
Another useful feature is the
independent watering program with
multiple start times. This feature
caters to landscapes with different
plant varieties and ensures each plant
receives the appropriate amount of

water. The non-volatile memory
feature stores a system’s program in-
definitely, acting as insurance against
problems like power outages. Control-
lers also come remore-control ready to
allow contractors to manage a system
off sire,

Many controllers can be upgraded
to computerized or “smart” systems.
The installation of a smart controller
can result in average water bill savings
of 30 percent, Kremicki says, and
promote healthier pldm growth

“The installation of a smart
controller results in dramatic water
bill savings, healthier plants and the
conservation of our precious natural
resources,” he says. “What more can
you ask for?”

LEIT Link’

2-way Radio Remote

D'i'G

IRRIGATION PRODUCTS

with LEIT XRC
Controllers.

Features:
* Secure 2-way wireless communication

Full in-the-fieid accessibility to all controller
data using the hand held remole

Can be used with mos! brand name valves
using DIG's solenold adaptors

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

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

2

with up to

with up to

DIG Corporation 1210 Activity Drive

9146/760-727 Fax 760

Ph 800-322-

0814 «

Facilitates wireless
2-way communication

Water management in the

LEIT Link MULTI-PRO: can communicate

LEIT Link MASTER: can communicate

containing up to 89 controllers

727-0282 »

alm of your hand.

99 controllers

99 groups of controllers, each group

Vista, CA 92081-B510

www. DIGcorg

com
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CONTROLLER CON-
CERNS. Controller
advancements help
CONLractors irrigate more
efficiently, and it is up to
the industry as a whole
to utilize these high-tech
advancements.

“The water industry is demand-
ing products that will irrigate more
intelligently,” Johnson says. “In order
to preserve the irrigation industry as
we know it, members of the industry
have to accepr the rLSpl)ll\lbl]lt\ of
finding ways to conserve water.

r\gu)rdlng to Lawn & Landscape
research, 35 percent of contrac-
tors purchased irrigation controllers
in 2006, spe ndmg, an average of
$11,234, and 30 percent of contrac-
tors plan to purchase controllers in
2007. In 2006, 30 percent of contrac-
tors offered irrigation installation
services and 12 percent plan to offer
irrigation as a new service this year.

Many issues need to be addressed,

/LandscaperPro

Your ONE source for landscape tools,
mower parts, snow equipment,
power equipment and accessories!

Replacement Parts for a‘
/ @
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commercial mowers up to
40% off OEM retail price
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p High Quality
Tools and
Accessories

/\

Walkbehind mowers
starting at only $1995

Call or write for our 2007 catalog - over 4,000 items!

Order online ot www.landscoperpro.c
or call us ot 800-222-4303
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irrigation

with some sort of water conservation
feature. “Our very first system had
rain sensors and we've made sure to

however, before contractors choose
and install an irrigation controller,
Johnson says. W ill the unit be installed
indoors or outdoors? How large is include them on every system since
the area to be irrigated? How many then,” he says. Today's controllers
zones will be necessary? Who will be have more water-saving features,
operating the controller — is it easy which Dobson says are important to
enough for the homeowner to learn to the furure of the irrigation industry.
use properly? What types of plants are “The new generation of controllers
found throughout the client’s lawn? has features like How sensing, which
Bob Dobson, owner of Middle- is crucial for water conservation. Even
town Sprinkler Co., Port Monmouth, the most basic of the modern control-
N.]., has been installing irrigation lers have water-budget features that
systems for 38 years. Before installing allow operators to easily increase or
anything, Dobson creates a design decrease an irrigation schedule.”
of the client’s lawn, making sure to About a year ago, Dobson started
indicate sunny and shady areas, plant offering select clients the option of
types, soil types and inclines. “By do- upgrading to smart controllers and
ing this on paper first, we can design now offers all customers installing
irrigation systems that apply water a new system the option of smart
more uniformly throughout a client’s controllers in lieu of regular units. As
lawn and irrigate different zones a markering strategy, they not only
separately to ensure proper pressure at stress to clients that smart controllers
each control valve,” Dobson says, can save more water, but also save
Since starting his business in them money.
1968, Dobson has installed systems “There is a certain number of

Srnaller Paws. Bigger Cla

New FastCat models from BOB-CAT" give you
all the power, comfort and performance of a
big zero-turn mower in a compact design.
Mow where the big boys can't! Starting at a
slim 36", the FastCat easily gets through
narrow gates and into hard-to-reach areas.
Choose any one of four workhorse
engines for all the power you'll need.

New ergonomic features give you
comfort for the long haul. Get more done with
the compact, more productive, more powerful,
more comfortable FastCat from BOB-CAT.

To Find a Local Dealer Call Toll-Free
1-866-469-1242
www.bobcatturf.com
Commercial Grounds Care, Inc:
One BOB-CAT Lane
Johnson Creek, WI 53038

BCO70003

02007 Commercial Grounds Care, lnc

clientele that the only thing driving
them is the bottom line,” Dobson
says. “But there are those who are
interested in saving money in the long
run.”

Dobson and his crews have at least
two meetings with each client where
they discuss the new irrigation system
and how to use it efficiently.

“We try to get the client to associ-
ate their system with the weather,”
Dobson says. “For example, if we have
a very dry summer we tell them theyll
need to irrigate throughout the whole
season, but if it’s very rainy then they
won't. If we can make the client aware
of the differences, they can see that
it's important to make adjustments to
their controllers.” Il

sidebar on page 146
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For more information on controller mainte-

nance, as well as installation and training tips.
check out the March Online Extras section,

Par‘amount
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X
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enlque solutions Tor everyday living

“The Dual Spreader Carrier”
For All Lawn Care Companies

« No more costly and messy spiils in the vehicle
+ Reduce back injuries and compensation claims.
« Both brake lights and license plate exposed!

« Fits most commercial spreaders

+ No assembly required!

« Easy on and off!

« 3 year limited warrantee

Call 508-852-5501

For more information & pricing go to
www.paramountglobalsolutions.com
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* TunnelRam™ deck provides premium cut quality \ : \>i

* Increased productivity — up to 6.9 acres per hour S g
* Low center of gravity for a smooth ride and 35999 95 ZERO
ter stabili i T =
g g 23 hp engine, <P_L_U§> ﬁm&“g <PLU§> won RY
+ Advanced vibration isolation technology 52" deck on an iZ52237 O RN Zaet Torme’ WARRANTY
reduces operator fatigue

* Backed by an industry-leading 5-year warranty*

Husqgvarna

* Must request offer at time of purchase. Applies to new purchases of $2500 or more
on a Husqvarna credit card before March 31, 2007, No finance charges will be assessed

on the promotional purchase as as the promo purchase amount is paid In full before
12-month term ends, Variable Am 22.80%. Minimum finance charge is $1.00. Existing To find the nearest Husqvarna Total Source dealer,
cardholders should see their credit card agreement for standard terms. Offer is available s visit www.usa.husqvarna.com or call 1-800-HUSKY62.

at participating dealers and subject to credit approval by GE Money Bank

** S-year limited commercial warranty. See retailer for detalls.

© 2007 Husqrarna
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irriﬁation

These days, everything is wireless - computers, music Battery-operated controllers are another irrigation
players, video games — how about irrigation systems? alternative. These units consist of the control module in-

“Handheld remotes give a contractor the ability to operate stalled directly into the valve box and a handheld program-

an irrigation system at a distance without having to enter  ming unit, both battery-powered, say Ziggy Korona, product

a client's house or garage,” says Brian Ries, marketing manager for commercial controllers, and Don Clark, senior
and product manager, The Toro Co., Riverside, Calif. product manager for Rain Bird. San Diego. These control-

When using remotes, a contractor will typically have lers can irrigate areas where standard

1andheld transmitter that communicates commands Prices of battery-operated controllers vary based
to a radio receiver attached to the Irrigation system on the system's number of stations. According to Jeft
controller. These allow one person to perform a job that Kremicki, product manager of controllers and sensors
usually requires two or more people, Ries says Hunter Industries, San Marcos, Calif.. costs range from

In terms of price, standard short-range remotes for $135 for single-station units to $200 for four-station units
homeowners cost a few hundred dollars and profes- ‘The technology and design improvements have mg
sional-grade units cost around $700, Ries says. High-end it possible to produce alternative-powered controllers that
commercial two-way radio devices with remote capabil are dependable,” says Rick Heenan, national sales man-
ity can range from $1.000 to $1,500. ager. commercial division. DIG Corp., Vista, Calif

MARKETING TOOLS
THAT GROW YOUR
BUSINESS

Looking to take your
firm to the next level?

From stunning custom designed web sites,
tosales brochures and logos, we have the
tools to help your landscape company

I7¥ i Hunter

PGP %ALE §

ADJUSTABLE N4
Popr-Upr O __00
ea -

4” Turr
Buy the Box

RoTtor

> improves it's image and attract that high  ———
DepenoasLe Humier Prooucts end dientele you're seeking. g Precee
Visit us at www.landscapermarketing.com T e A

WEe Stock tHE WroLe Hunter’ Line
Anp WEe've Gor LOTS OF IT !

[ Is Your BEST Source For
Hunter Prooucrs Ar THe BEST Prices

P

to see the dozens of samples and success -
stories from landscape firms just like yours. R s * 'L

We're different than other design firms. We ¥
know the landscape business and how to
successfully market it! |7 -

At QuUANT

Order By 1 p.m.
SHIPS SAME DAY @

800-600-TURE

M-F 7:30-5 SAT8-1ro1  CaLL Now & $Avs

Marketing.'c%em

For samples, visit us online or call 1-888-28-DSIGN.

WEB SITES, BROCHURES, LOGOS & MORE!
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6-Station Controller
$49.00 - $69.00

storage

[+
shippipg

Uo

supplier

PAYING WAY TOO MUCH
DI RECT(it’s in our name.)

We save you money by providing the highest quality products direct from the manufacturer.
= 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

1-Inch Valve
$7.80 - $9.95

Manufacturer
(Irrigation Direct)

www.irrigationdirect.com
the grass just got greener

ID->

irrigation Direct

877.436.6922
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Edgers are the perfect tools to give lawns a crisp, clean look.

risp, clean edges are the finishing touches of a good landscaping job.

Withour them, beautiful turf and weed-free beds don’t look as neat

and professional. Thankfully, a variety of edgers are available to land-

scape contractors to keep a client’s lawn on the straight and narrow.

Different edgers are better for different tasks, so contractors must

be aware of whart their machine can accomplish before edging. But
with the right model and the proper upkeep, edgers are the best tools for keeping
lawns looking neat.

THE BASICS. Edgers were introduced in the mid-1980s as multi-purpose handheld
tool. By the early 1990s, the machines appeared as dedicated units with one pur-
pose: to create deep, neat edges between sidewalks, beside curbs and driveways and
on the edges of grass lines and flower beds.

“When you're at the store picking our an edger, it’s probably a good idea 1o pass
by the multi-purpose machines,” says Jay Larson, marketing manager for Shindaiwa’s
North American division, Tualatin, Ore. “The puhummu and \u\.mlm you gain
with a dedicated unit will be worth the effort and the price.

The machine comes in two main types, stick and walk-behind, and both have
their advantages and disadvantages. Stick, or handheld, edgers are powered by 1 to
1.2 horsepower engines attached to a shaft, says Chris Nordling, Shindaiwa lawn
edger product manager. Walk-behind, or wheeled, edgers are powered by bigger

148 lawn & landscape march 2007 www ‘.)wnand'andscape com


http://www.lawnandlandscape.com

o

NG 2SS

W ’ e St

wkec & ‘3\\\“\)@3‘ %\‘:e“» QBB‘;;"

i ‘suO‘“\ Q\\@sc"\ w <.

R O L e T
NOS» @ o™

R A

With Talstar® Professional insecticide from FMC, you know you'll get
the job done right every time. That's because it gives you the proven
reliability of Talstar for superior, long-lasting, broad-spectrum control
of the toughest surface-feeding pests. No odor, non-staining, plus it’s
not phytotoxic, making it friendly to turf and ornamentals. So your
doubts, worries and second guesses have nowhere to hide.

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

Talstar. Trusted Because It Works.

Always read and follow label directions, FMC and Talstar are trademarks of FMC Corporation, ©2007 FMC Corporation

All rights reserved. FSP-0353 03/07 NK /

PROFESSIONRAL

INSECTICIDE
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““handheld equipmeﬁt

engines with between 2.5 to 5
horsepower and run with three
or four wheels placed on the
ground.

Handhelds are light and
easy to maneuver, weighing
between 13 and 15 pounds,
and can fit into tight, compact
areas. They're ideal for short,
quick jobs, such as upkeep and
maintenance, and they are not
always best at making the first
edge on new lawns or that first
important edge in the spring.

Walk-behinds can run for
longer periods of time, making
them ideal for jobs a mile or
longer, like highways and large
commercial properties. They are
better suited for creating edges
in new lawns or edging through
winter buildup to make spring’s
first cut. However, because of
their size and weight, they are
more awkward to transport and
maneuver and require a larger

With more than 50 attachments

Has

versatile tool that will get t

hink of edging like playing baseball: Keep your eyes on

the area you wish to edge. rather than the biade, and
smoothly move toward it until making contact. “This technique
works wonders,” says Jay Larson, marketing manager for
Shindaiwa's North American division, Tualatin, Ore, A contrac-
tor need to know how his machine handles before he expects
expert results. So how do you achieve that perfect cut?

Tipping the edger forward is a good way to achieve crisp
corners, especially in a tight areas. For the straightest lines,
contractors should move smoothly and steadily, and avoid
using a string trimmer to get the job done. “When you trim
a lawn or flower bed with a string trimmer, it is easy to end
up with cut lines that look more zigzag than straight.” Larson
says. "Plus, because a trimmer sweep is pretty wide, you can
hack plants that you shouldn't and have trouble arcing around
any kind of smooth corner.”

Another tip is to edge curbs and sidewalks with a walk-
behind edger each spring to freshly recut the previous year's
groove. "It is extra work," Larson says. "But you'll save stress
on your stick edger's engine, and it's only a once-a-year job.”

1€ Kam i SIGr IS & ver
‘ . S RRAaMROoOD
) gone rast ana ngnt! * S
: N TASMMASTER
‘3»') years 1m0 - 000

Ramrod can lift up to 1,150 Ibs., carry up to 2,300 Ibs., provide 1,600 Ibs. of push-pull . .
power - and do it on your choice of tracks or 4 wheel drive tires! With more than 50 i St
work-saving Quick-on, Quick-off attachments, you'll want Ramrod on the job with you. :
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Join the aeration revolution.

TURNAER 6

« NEW D

Front-traction drive
for easier transport
and loading

TurnAer technology continues )

to make aerating easier and
faster than ever hefore.

Turfco's award winning, patented TurnAer aerators operate like a
mid-size mower, making it quick and easy to maneuver around
landscapes. Now featuring front-traction drive, transporting
and luadlngtakeswrtuallg no effort. Revolutionary DiffDrive™
with dual-brake action lets you
turn with the tines in the ground.
And, with the addition of the
TurnAer Chariot, you can now ride
behind to greatly reduce operator
fatigue. Simply put, aeration no
longer has to be hard work.

TURNAER TECHNOLOGY
OPTIONS

Turfco offers two TurnAer
Aerator options, the
TurnAer 6 and the more
compact TurnAer 4,

to help you maximize
productivity in any area.

€ NEW D
TURNAER CHARIOT
Transform your TurnAer 4
or b into a riding Aerator
in seconds.
« Maximize productivity

- No more walking /

TURNAER 4

Request a free video and 2007 catalog.

Call Toll Free 800-679-8201
Visit us on the web at www.turfcodirect.com
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‘handhe'd equipment

vehicle to haul them around.

Stick edgers are more popular in
the landscape industry, and experi-
enced a market growth of 66 per-
cent from 2002 to 2006, says Bruce
Gosen, product manager, Echo, Lake
Zurich, 111

Tommy Tanaka, marketing man-
ager for RedMax, Lawrenceville, Ga.,
agrees, adding stick edger sales have
doubled in the past five years.

“Srick cdﬂcrs are more maneuver-
able and easier to use,” he says.
tractors can pull it out of the truck

and use it, which saves time. Walk-be-

hinds can be heavy and awkward and
require more manpower to operate.”

PURCHASING POWER. When
purchasing a stick edger, there are a
few factors to consider, and machine
weight is one to keep in mind. Con-
tractors want a machine that is light
enough to use without tiring their
arms, but sturdy enough to be used
on thick weeds or near a sidewalk,

“Con-

Larson says. In terms of horsepower,
he recommends a machine with
around 1 to 1.2 horsepower — any
less is too little to be effective and
any more is unnecessary for whar the
machine is intended to do.

Besides weight and power, blade
adjustment is another important
edger features because different tasks
require different cutting depths.

“One of the most common mis-
takes contractors make when using

an edger is not setting the appropriate

height adjustment to provide a nice,

deep cut for a particular job,” Gosen
says. “This can result in having ro do
the job over again or having to main-

tain it sooner than they would have if

the blade height would have been set
correctly.”

Edging too deeply bogs down the
engine because it’s harder on the gear
case and drive train, Nordling says.
“And you also run the risk of hitting
an irrigation line or sprinkler,” he
says. “But if your edge is too shallow,

you won't get a sharp enough cut.”

And edging more than two inches
deep increases the chance of hitting
the concrere. “Striking a solid object
causes the most stress o an edger and
should be avoided,” Nordling says.

Contractors should seek machines
equipped with deflectors that keep
debris from building up and clogging
the machine. “Debris guards are like
mud flaps on a truck,” Larson says.
“And they definitely help.” Deflectors
add $15 to an edger's price, but it’s
a feature most models are becoming
equipped with, Nordling says.

The blade is another important
edger feature to consider. Without
a strong, sharp blade, neat edges are
difficult to obrain.

“Stout, xtit-f steel is what you want
in a blade,”
steel with a litele bit of give to it is
considered the best. * \nlhmv else will
hold up to running through sod and
dirt, scraping against concrete and
hitting pebbles,” he says.

Larson says, adding tool

CALL THE WORLD’S #1 GMC TRUCK DEALER

F

==
.

2006 GMC W-3500 DIESEL

Auto] AT CDToft Landscaper Body
Weedeater Rack, Waterc

Shovel Rack, Folddown Side In Ste

2006 GMC W-3500 DIESEL

ler Rack Enclosed 18 Ft Landscaper Body Crysteel Deuce D
sk Ready to G Heavy Dty H

2507 GMC €-5500 DUMPY| %

DM Diesel Au \m i

2o0s GMC €-6500

23,970 GBW (\\;hT‘h sual Tt
215 HE Duramax Er

v/Barn Doots. Tow Pke Tarp Svs

e, 18 Pu

R

2607 GMC W-4500 CREWCAB

lawn & landscape march 2007

200y GMC C-5500 Ji%e

rp————

USE READER SERVICE # 122

WWW. awnandlendscape.mm

sor GMC €-5500 DUMPYZ:

; 3

sos GMC W-3500 DIESEL

(7% | ==

BUSINESS
CENTRAL



http://www.lawnandlandscape.com

"'hv\
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EDGER ACTION. A contrac
tor's geographic region will

t“\ld[t‘ lllc kind Uf-;‘\]‘&(‘!' llc

uses and when.

For example, in the
southern states, where weeds
are thicker, denser and grow
throughout the year, may
need a walk-behind or stick
edger that will withstand
year-round use to keep weeds
under control. However,
in northern states, where
weeds go dormant during the
winter, a walk-behind is best
suited for creating the first
edge in the spring. Likewise,
| \ligl\ ulgur‘ or in SOmMe Casces
a string trimmer, may be
suthcient for maintenance
and upkeep throughout the
summer and early fall.

“We often find contractors
in northern states will use a
dedicated edger in the spring
for spring cleanup, and then

To Order RINO-TUFF Products Call:

Sunbelt (800) 438-0660
Gardner (800) 848-8946
Billious (800) 245-5468
Dixie Sales (800) 753-4943
NHC (800) 222-8409
S&W Engines (800) 786-1572

(

Marr Brothers (800) 627-7276
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m' forseeable future

’
Nm a whole lot has changed about edgers
introduction, says Bruce Gosen product meé

more powerful

anager, Echo,

Lake Zurich, ll. The machines have be

some now come with curved or straight shafts and most ar

equipped with debris guards. But other than that, the machine

and its use have stayed relatively
what it is," Gosen says. "Edgers have just been improved to do

their jobs better over the years.”

For the future, manufacturers plan to focus.on reductio

says Marv Mathwig, product manager for power tools, STIHL,
Virginia Beach, Va. “We want to reduce vibration, exhaust
emissions and weight,” he says. “We're also working to im-

prove fuel efficiency.

Other future improvements edger manufacturers say ti

will strive for include refining blade design, increasing enging

power and improving durability, all while maintaining the

nachine’s ability to make a lawn look cris

always looking for

generally make it easier on contra

edger is a product that doesn't change much. It is what it is."

Line Breaks = Line Changes
Line Changes = Time + Money

PUSHBUTTON
FEED LINE & CUT!

MOST DURABLE TRIMMERUNE
ON THE MARKET!
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They say many
hands make light Work.

What they don't sayis
how mucha bunch of
hands goes for
these days.

YADLEAF Herl

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 Agroscs

Saves on Labor Cests. M’

“Trademark of Dow AgroSaonces LLC
Ay road A 108ow Waboel direction: : Specialty Herbicide




““ handheld equipment

try to get away with using a string
trimmer for weekly maintenance,”
Gosen says. “In the south, where grass
and weeds are heavier, contractors pri-
marily use edgers for everything — our
biggest market is in the Florida area.”

Nearly all landscape contractors in
southern states use some kind of edg-
er, compared to about 50 percent of
contractors in northern states who use
string trimmers or other equipment to
perform an edger’s job, Tanaka says.

It’s important for contractors to
remember that edgers are made for
edging, and they're not designed to
troubleshoot other jobs.

“Edgers are not sod-cutters, leaf
mulchers or roto-hoes,” Larson says.
“What they do well is put a near edge
on your lawn. Use them for other jobs
and you won't like the results.”

Edgers come in a wide range of
prices, making it feasible for most
contractors own more than one. Stick
edgers can cost from $200 to $500
and wheeled edgers can run from

$400 to $900, Gosen says.

Tanaka recommends any contrac-
tors that offers lawn maintenance
have at least one machine in use and
one for backup.

However, with proper upkeep,
edgers can last five to six years, or
1,000 hours, before they need replac-
ing, Nordling says.

MINOR MAINTENANCE. How an
edger is maintained during the grow-
ing season is just as important as how
it's maintained before winter storage.

During the growing season, let the
edger warm up for a few minutes be-
fore starting a job. At day's end, and
once the machine has been allowed
to cool down, hose off the blade
and the debris guard after to clear
abrasive debris. This is a good time
for contractors to thoroughly inspect
the blade for cracks or nicks that may
have occurred during use and replace
damaged or dull blades.

Larson suggests greasing the gear

€ only integfat
software site

managesyours

-
. 2

Visit our website and:

Register for an Online Software Demo

Get your Free Trial

www.dynascape.com

18007101900

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

case every 50 hours, and to consult
the owner’s manual to determine how
greasing should be done.

“Make sure to remove the old
grease first, rather than just add to it,”
he says. “Too much grease will make
the gears run hot by entering the shaft
and overloading the engine.”

To winterize the machine, clean
the blade and other mechanical parts
and spray them with an oil coating to
prevent rusting, Larson says. Clean
the engine cylinder fins, the air filter
and the muffler. Cover and store in
a dry place away from moisture and
severe cold.

The most important thing to do
when winterizing an edger is to either
add gas stabilizer to the fuel tank or
to drain our all of the fuel to prevent
clogging of the carburetor.

Lastly, before restarting the ma-
chine in the spring, Larson suggests
contractors install a new spark plug,
changing the fuel filter and re-greasing
the gear case. Bl

“The in

10 integrote my workflow
o clove profitable sales faster.

DynaSCAPE didit

d faster than

anyone imagined. Bringing DynaSCAPE™ an board definitely made the difference
between having an average year and having one that beat all our expectations.”
Dan Maffei, W.D Wells & Associates
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4.2 PSI OF PREVENTION

PREVENTS ATON OF PAIN.

~ . Protectyour profits framground disturbance and annoying turf repair. The T300 from Bobcat helps you
minimize damage to lawns, natural terrain and other established surfaces. Plus, you'll lose less working
days to soft, sandy, wet or muddy conditions.

6980

One Tough Animal.

@Ingersolmand 1.866.823.7898 ext. 694 Www.bobcat.com/landscape
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Get it Straight

A variety of edgers can help cut job time,

compiled by heather wood | web editor

=

John Deere XT140SSELE Stick Edger < \

Powered by a 25.6-cc, low-emission M-series
motor

Motor is quieted by a low-tone, glass-wool-lined
aluminum muffler

Straight 59-inch shaft provides twice the torque of
the traditional curved-shaft edger

8-inch blade ideal for hacking through thick turf
Cast-aluminum edger blade housing makes for
increased durability

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

Circle 200 on reader service card M

@ <« Kawasaki KEL27A Edger

» Powered by the 26.3-cc Kawasaki T|27 engine
\ » large reduction gear produces the torque needed for tough jobs
e  Weighs | 1.7 pounds without the blade
* Designed for ease of operation
o ¢ One-touch adjustment allows for ease in changing the cutting depth
A o Kawasaki — 949/460-5687, www.kawpowr.com
Circle 201 on reader service card
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Visual results in 24 hours and dead clover in as little as a week.
That's the kind of performance you can expect from a precision
product like SpeedZone.

University tests, field trials and turf managers have demonstrated
consistently fast control of tough weeds such as clover , plantain,
ground ivy and spurge. And dandelions are blown away!

Get your weed control program on the fast track with
SpeedZone® Broadleaf Herbicide for Turf.

Low odor Rain-fast in 3 hours PbLI /cordon
Excels in cool-weather Reseed in 2 weeks G conponation

An Employee-Owned Company
800-821-7925 * pbigordon.com

LLOW LABEL DIRE

rrod Dradiininel
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{ Husqvarna 326Ex Edger

¢ Features high power and low weight
» Powered by Husqvarna's E-TECH Il low-emission,

high-torque engine

Shindaiwa T242

» Front handle adjusts for operator comfort .
Trimmer

* Support wheel can quickly be set to different

edging depths

* Air purge design provides ease in starting ¢ Powered by a Shindaiwa-

» Wear plate and reinforced spark plug guard buift 2-cycle engine with a

protect the operator from impact and 4-piston ring, 4-bolt chrome-

shocks and prevents stoppage due to plated cylinder

gravel and soil * Features a full anti-vibration system for all

» Husqvarna — 704/597-5000 day operation

www.usa.husqvarna.com e Advanced electronic ignition system provides

Circle 202 on reader service card quick and easy starts

¢ Includes a heavy-duty gear case and a splined
steel mainshaft

¢ Weighs less than | | pounds

¢ Shindaiwa — www.shindaiwa.com

Circle 203 on reader service card

RNDSIGNS

Marketing, Design & Print

PROMOTE
YOUR
COMPANY

Ediorial Excellence Specal Mention, Siver Award

TURF & ORNAMENTAL COMMUNICATORS ASSOCIATION
(TOCA) AWARDS

.MMMHWWWF@:‘”‘”\

* Merk Award, Writing for Commercial Publications: Business Management

Printing « Signs « Marketing « Design o Mark Avard, WeitingforSpacia Projecs
VIEW HUNDREDS * First Place. Electronic Publishing, Overall Web Design
OF PROMOTIONAL * First Place, Printed Magazines, Single Page DesgnvEde
IDEAS ONLINE! + Merit Award, Princed Magazines. Cover Page Design
www.rndsigns.com * Merr Award, Printed Magazines, Overall Magazine Design
800-328-4009

HE INDUSTRY's CHOICE FOR AWARD-WINNING COVERAGE

USE READER SERVICE # 77
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B8 U e Ge B SIS
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. 1s1, 2007 WiILL INCREASE $3,000 - $5 000

or details

Auto, A/C, 6.0L 300hp. Auto, A/C, 14ft Dovetail
Pwr Windows & Locks Pwr Windows & Locks
16ft Landscape Body 48 MONTHS Cruise Control 48 MONTHS

2007 ISUZU NPR 2006 ISUZU NPR Diesel *
578 o

2006 ISUZU NPR DIESEL " 2007 1SUZU NPR
Auto, A/C,16ft Landscape Body 534 CREW CAB DIESEL 36 8 I 6
Pwr Windows & Locks MO Auto, 16ft Landscape Body

Cruise Control 48 MONTHS

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 o corrsNt  “Clg// our Parts Department for Overnight Nationwide Shipping”

PROGRAMS.
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mailto:TKPisciotta4@aol.com
http://www.adobetrucks.com

Tanaka TBC-260 Portable Edger

Circle 206 on reader service card

RedMax Straight Shaft
Strato-Charged Edger <

e Powered by a 25.4-cc Strato-Charged pure two-cycle engine that meets
emission compliance

» Strato-Charged engines have fewer moving parts, require no valve maintenance,
use less fuel and are emissions rated at 300 hours

e Edger has an aluminum die-cast shield with an anti-clog system #

* Includes an extra-large steel protector designed to protect the shield

)

and gear box

e RedMax - 800/291-8251, www.redmax.com @

Circle 204 on reader service card

STIHL FS 90 R Trimmer &

¢ Powered by STIHLs 28.8-cc 4-MIX engine

* Solid drive shaft delivers flexibility

» Optional gearbox attachments include a power scythe, pole
pruner, edger and hedge trimmer

* Loop weighs | 1.7 pounds and the bike weighs 2.1 pounds

e STIHL - 800/467-8445, www.stihl.us

Circle 205 on reader service card

<

Weighs 13.9 pounds

Powered by Tanaka's 25-cc PureFire engine
Features a heavy-duty 8-layer cable
Includes an 8-inch cutting blade

Designed for a 3-inch cutting depth
Includes a 23-fluid-ounce, see-through fuel tank
Tanaka - 888/482-6252, www.tanaka-usa.com

“©
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This may
come back ...

... but this
will not

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

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

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

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

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

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

ESCALADE# i

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

USE READER SERVICE # 129
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SPREADER STANDARDS

Grea{-loo‘(ing turf requires an even fertilizer app|icakion. That is where the righl spreader makes all the difference.

len Robert, owner of The Lawn Co., Shrewsury, Mass., is one

lawn care operator who understands the importance of a pro-

ductive spreader. After using walk-behind spreaders for 20 years,

Robert invested in riding spreaders two years ago. The decision

proved to be a sound one. Robert owns 15 and has plans to pur-

chase more. “They’re low maintenance when it comes to repairs
and they make the work so much easier on my crews,” he says.

Productivity increased significantly. With a riding spreader, technicians can
complete 18 to 20 lawns in the amount of time it took them to complete 12 to
13 lawns with a walk-behind, Robert says. “The best part is my employees are
not huffing and panw when they're dum and they want to come back to work
the next day — that’s really important,” Robert says.

I hmuwhmn the spre: wder’s evolution, the machine has lu|pul lawn care
companies reduce labor costs, decrease operator fatigue and increase business
productivity, all while producing green, even turf.

Spreader advancements have really taken the physical aspect out of the job,
says Ted Shackelford, president of C&S Turf Care Equipment, Canton, Ohio.

“Lawn care companies no longer need someone in the physical condition of a
high school football player to lppl\ fertilizer, which means they have a larger
labor base to choose from.

164 lawn & landscape march 2007 www.lawnandlandscape.com


http://www.lawnandlandscape.com

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

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

If you have a beautiful place that is mowed by
@ Walker Mower, you can win $1,000 in our
2008 Beautiful Places Caléndar Contest.
Visit www.walkermowers.com for details
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Every professional lawn care com-
pany faces difficulty in finding and re-
taining quality lawn technicians, says
Tom Jessen, president of PermaGreen
Supreme, Valparaiso, Ind. “Powered
spreader/sprayers reduce operator
fatigue and allow older employees
to turn out the required amount of
work,” he says.

The landscape industry has
traditionally been a “young man’s
business,” Jessen says, with prime
candidates being men in their 20s.
“When technicians enter their 30s
and early 40s, they begin to reach the
end of useful employment in terms of

Photo: C&S Turf Care

manual labor because they can’t meet
daily productivity quotas,” he says.

Riding spreader/sprayers allow
employees to be productive once they
become older. “I hired a great techni-
cian in his mid-30s who fud 15 years
of experience at another company,”
Jessen says. “The work became too
demanding, but because of our riding
units, he was able to treat lawns for
another 12 years with us.”

Motorized walk-behind and riding
spreaders emerged in the early 1980s,
and motorized riding spreader/sprayer
units appeared soon after. These
time-saving machines were not only
multifunctional, but, unlike their pre-

decessors, 'l\cy were small, compact
and ideal for urban properties.

“A combination unit saves labor
by doing two jobs in only one trip
over a lawn,” he says. “They are also
smaller and less expensive than truck-
mounted sprayers, which have 400- to
600-gallon tanks and cost between
$10,000 and $15,000.”

The growth in the use of combi-
nation units has expanded steadily, a
trend that will likely continue, Jessen
says. “The relatively inexpensive
combination machines are replacing
the large, costly spray trucks thar were
once the industry standard,” he says.

“Lawn care companies
no longer need someone

in the physical condition

of a high school football player
to apply fertilizer - they have
alarger labor base to choose
from.” - Ted Shackelford

“In addition to their convenience,
emerging environmental concerns
and preference for granular fertilizer
contributes to this trend.”

SPREADER SELECTIONS. There are
two main types of spreaders: drop and
rotary. Drop spreaders are usually 2 to
3 feet long and 1 foot deep and ride
close to the ground, dropping material
in an area approximately the width of
a sidewalk directly from the bottom.
Manufacturers say drop spreaders are
not very popular in today's industry
because their large size can make them
more challenging to use and transport
and their slower speeds can result in

crews spending more time on a lawn
than necessary.

The amount of operator fatigue
that results from pushing a drop
spreader throughout an eight to 10
hour work day is also a downfall of
this type of machine. "A lot of upper
body strength is needed and it really
wore my guys out when we used
lllcln.“ R()lwll Says. “](-\ a I()I lc\\
work on a technician when he doesn’t
have to push a machine all day.”

Drop spreaders ensure a more
accurate application because the mate-
rial is distributed right where it needs
to go. However this direct drop leaves

litle room for error, which makes it
difficult to achieve an even distribu-
tion. Too much or too little material
in one area leaves a blotchy, incon-
sistent pattern. “If an operator does
not make a half-width edging pass
around the boarders, this can result
in only a half-rate application of
product in those areas,” Jessen says.

Rotary spreaders are the most pop-

ular among LCOs. These machines
have a propeller that throws material
in a fan-shaped pattern, allowing
contractors to apply more mate-

rial farther, faster and more evenly.
Rorary spreaders also have the ability
to spread a variety of marterials, such
as seeds, fertilizer and mulch, with
different consistencies. “Rortary
spreaders allow you to cover more
ground quicker, and at the same time
are less likely to cause streaking,”
Shackelford says. “They can also ap-
ply material with larger particle sizes
better than drop spreaders, making
them great for combination applica-
tions of fertilizer and weed control.”

PRODUCT PRICES. The variety of
spreaders available means that most
lawn care companies can afford one of
these machines. According to Jessen
and Shackelford, basic walk-behind
drop spreaders cost around $100 to
$150, commercial-grade rotary push
spreaders range from $350 to $450,
self-propelled rorary spreaders can
cost between $700 and $800, while
riding spreader-sprayer combinations
can cost anywhere from $6,000 to
$10,000. “All lawn care companies
have access to equipment they can
justify a need for and afford,” Shack-
elford says. “When a company can no
longer keep up with their workload
using a backpack sprayer and a rotary
walk-behind they have the option to
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upgrade to a motorized machine.”
According to Lawn & Land-
scape research, 30 percent of LCOs
purchased one or more spreaders in
2006 spending an average of $991.
According to the research, 20 percent
of LCO:s plan to purchase one or
more units in 2007. Shackelford and
Jessen believe future sales of spreaders
will increase due to both demand and
the availability of better products.
“The recent housing boom that
we experienced created another
kind of labor issue because lawn care
businesses were picking up more ac-
counts,” Shackelford says. “Businesses
needed to get work done and did it
with muhmmd equipment instead
of larger crews.

“Now that we have radically im-
proved a sprayer design to fit a push
spreader, we expect that the percent-
age of push spreader/sprayers will
increase dramatically in the next few
years,

Once a company invests in a
spreader, minimal maintenance is
necessary to keep it in working condi-
tion year after year. Solid spreader
maintenance begins with proper daily
cleaning and lubrication of the mov-
ing parts, Jessen says.

Other maintenance includes
engine upkeep and regular oil and
air filter changes. “With preventative
maintenance, a spreader should last a

Jessen says.

long time,” Shackelford says.

Robert requires gcncml routine
maintenance of his spreaders includ-
ing gearbox and engine upkeep, neces-
sary belt changes and general cleaning
and lubrication, all of which is done
in-house. “These machines require
bare, basic maintenance,” he says.
“There aren’t a lot of moving parts,
which results in less need for repair.”

Shackelford also advises LCOs
to drain a spreader’s fuel tank before
storing it for winter to prevent the
fuel from clogging carburetors and
fuel lines. “Forgetting to winterize
the machine is probably the biggest
problem LCOs have,” he says. “But if
this is done, the machine should fire
up right away come spring.”

MACHINE MISTAKES. Running
the machine at improper speeds is a
primary way an LCO can misuse a
sprg;ldu Spreaders are meant to run
at 3 to 4 mph, and anything faster or
slower distorts the dppllL ation with
streaking and inconsistent patterns,
Shac kclfbrd says. “Uneven cover-
age and distorted patterns can occur
when LCOs try to use a spreader too
qmd\l\. he says. “This is common
for LCOs under time constraints and
pressure caused by factors like missed
work or uncooperative weather.”
While riding spreaders are best
at maintaining a proper speed, most

walk-behinds also have a gearing
system that allows the propeller to
turn at a designared pace. Regardless,
LCOs should follow the manufactur-
er’s speed recommendations no matter
what type of machine they operate.

“Riding spreader/sprayers apply
material more accurately than walk-
behinds because they can maintain a
steady ground speed throughout the
day,” Jessen says. “Riding units also
travel faster than a person can walk
and can improve production by 50
percent or more.

Another mistake LCOs make is
purchasing a spreader too large or too
small to suit their needs. If the m: liorir\'
of a lawn care business’ clients are 2,000
to 3,000 square foort properties, a riding
spreader would be an inappropriate in-
vestment. Similarly, if a company serves
mostly half-acre or larger commercial
properties, a motorized walk-behind
might not be the best bet.

In addition, an LCO must also
ensure they have a way to transport
the equipment they purchase. “Many
require a trailer or a larger vehicle to
transport it from site to site,” Shackel-

ford says.

WWW, me.m(”unrJe(.‘dpo COF' ’

For a sneak peal( at spreader advancements
expected in the future, visit the March Online
Extras section.

AWN
LUTIONS

“Your Total Lawn Gare Solution”

Special Dealer Incentives
Check website for availability
(866) 968-3188

www.LawnSolutionsCP.com

“Hydro walk-behind power seeder!”

8.5 HP
3250

/{V/[TALIZER

6.0 P
$2750
MSRP

USE READER SERVICE # 131

www.lawnandlandscape.com
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C&S Turf Tracker Time Machine 4

Circle 207 on reader service card

Hopper to it

Get the job done with the latest models of spreaders

Features a 100-pound capacity spreader

(200 pounds on the XL model)

Spreading widths range from 4 to 24 feet
Includes hydrostatic drive and zero-turn
maneuverability

Has a fixed ground speed of 4 miles per hour for
treating and a ground speed of 10 miles

per hour for transport

C&S Turf Care Equipment - 800/872-7050

www.csturfequip.com

Finn BB705 Bark Blower

Circle 208 on reader service card

Features a 4.5-cubic-yard hopper ‘
Powered by a 7 |-horsepower engine

Includes a time-tested blower and specially
designed rotary airlock

150 feet of 4-inch hose attached

Ideal for blowing heavier bulk materials including
soil, compost and high moisture mulch

Finn Corp. - 800/543-7 166, www.finncorp.com
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JRCO Electric Broadcast Spreader

» Fits riding and walk-behind mowers, as well
as utility vehicles

¢ Features a molded hopper base with stainless
steel gate controls, fan and vibrating agitator

¢ Large polyethylene hopper holds 120 pounds

* Electronic speed control adjusts fan speed for
accurate spread widths from 5 to 24 feet

¢ Model 503 has a foot-operated gate for
mid-mount ZTRs while model 504 has a
push-pull cable for walk-behinds
and utility vehicles

e JRCO - 800/966-8442

www.jreoinc.com

Circle 209 on reader service card

LESCO Hi-Wheel Stainless
Steel Spreader

e Features a tough, stainless steel frame
¢ Includes a durable polyethylene hopper v
¢ B0-pound capacity hopper is a labor saver
¢ High wheel design adds to the maneuverability
¢ Rate adjustment mechanism
helps to provide precise flow control
¢ Deflector kit is optional
e LESCO - 800/321-5325

www.lesco.com

Circle 210 on reader service card

Gregson-Clark Spreader-Mate

o Self-contained, nine-gallon, drop-in sprayer

» Converts a commercial broadcast spreader into a
fully functional sprayer in seconds

e Features a four-nozzle folding broom with manifold,
hand spray wand, pressure gauge and |2-volt
rechargeable battery

o Each fill up covers as much as 30,000 square feet

¢ Gregson-Clark — 800/706-9530
www.gregsonclark.com

Circle 211 on reader service card
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PermaGreen Supreme Magnum 4
Spreader Sprayer

Features strong, durable components and materials
Powered by a Honda engine

Features super-duty transmission

No electrical, hydraulic or boom systems are included

PermaGreen Supreme - 800/346-200|, www.permagreen.com

Circle 212 on reader service card

SOLO Chest-Mounted Spreader

Circle 213 on reader service card

Ideal for spreading materials over hilly, irregular plots of land
Spreader hopper has almost 20 pounds of capacity

Large aperture makes it easy to fill with almost any material
Coverage is uniform because built-in agitator allows the material to
drop evenly into the impeller

Includes simple, fingertip controls that adjust direction and volume of
the dispersed material

SOLO - 757/245-4228, www.solousa.com

SpreadEx LG375 Spreader

o |deal for spreading seed, fertilizer and control products

e Comes standard with a |0-foot control cable

e Material flow gate calibrates and controls material flow

* Adjustable deflector allows for spread pattern manipulation

e Designed to work with multiple service vehicles including tractors,
utility vehicles, riding mowers, trailers and pickups

* Optional three-point hitch, drop utility and trailer mounts are
available

¢ TrynEx International — 800/725-8377

Circle 214 on reader service card

Turfco Mete-R-Matic Self Propelled
Spreader/Topdresser

o Light footprint is helpful for new or renovated turf

o Chevron belt allows for accurate distribution of materials
¢ Controls are mounted on the handlebar

¢ Includes forward and reverse operation

e Powered by a 5.5-horsepower Honda engine

e Features an | |.5 cubic foot hopper capacity

o Spreading width is 31.5 inches

¢ Turfco — www.turfcodirect.com

Circle 215 on reader service card
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Power Ly

These are the engines behind the hard-working tools.

compiled by heather wood | web editor

Briggs & Stratton Vanguard
BIGBLOCK Air-Cooled V-Twin Engines

* Engines range from 25 to 36 gross horsepower

» Features an advanced debris system designed to
increase air-cooling system performance

* Includes tuned intake and exhaust systems

e Features combine to create low overall
engine noise

* Horizontal- and vertical-shaft models available

* Briggs & Stratton Commercial Power — 414/259-5333
www.commercnalpower.com

Circle 216 on reader service card

Caterpillar C2.2 Compact Diesel Engine

e Engine meets Tier 3 emission standards

* Intended for use in small and mid-size turf and outdoor power equipment

e Available in naturally aspirated, turbocharged and turbocharged
aftercooled configurations

* Rated from 41.6 to 66 bhp at 2,200 to 3,000 rpm

e Caterpillar — 309/675-1000

www.catindustrial.com

Circle 217 on reader service card
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Honda GX35 4-Stroke Handheld Engine

» Replaces the GX3| as Honda's most powerful engine for
handheld applications

» Engine is based on the same 360-degree inclinable mini
four-stroke technology as the GX25

» Improvements include 22 percent increase in power output

» Engine has a |5 percent reduction in size and 8 percent
weight reduction

» Honda - 770/497-6400
www.honda-engines.com

Circle 218 on reader service card

Kawasaki FX 1000V Engine

» Compact, 90-degree V-twin engine

» Features a 999 cc displacement

* Includes hemispherical combustion chambers and three
valves per cylinder

* Overhead v-valve technology helps ensure low emissions

» Other features include a twin barrel, internally vented
carburetor with fuel shut-off solenoid, large-capacity fuel
pump and catalyst muffler option

» Kawasaki — 949/460-5687 4
www.kawpowr.com

Circle 219 on reader service card
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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 1o 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.

Adesys read and follow label directions. FMC and Talstar are trademarks of FMC Corporation /

© 2007 FMC Corporation. All rights resarved FSP-0354 0307NK

GRANULAR insec
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Kohler Command Pro with Higher Horsepower Offerings

e 34-, 36- and 38-horsepower gasoline engines introduced

* Engines are air-cooled, V-twin models at 999 cc

¢ Available in horizontal- and vertical-shaft configurations

* Engines meet the new EPA Tier 3 and CARB emissions requirements

e Top-mounted oil filter features a no-drip oil system

<

&LUE R ‘D ce www.blueridgearboristsupply.com
m We carry: Rope, Ascenders/Descenders,

Arberist Supply Tree Climbers/Spurs/Spikes, Hand Pruning

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

Secure Online Shopping ’ \

Blue Ridge Arborist Supply
PO Box 1626 ® 17277 Poor Farm Rd. ® Culpeper, VA 22701
1-540-829-6889 « 1-800-577-TREE

USE READER SERVICE # 133

For All Your Spraying Equipment & Parts Needs!

Commercial Quality Skid Sprayers A  Custom Built Sprayers to Fit Your Needs

ST

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

Stainless Stegl Spray Trugme
Sésp www.westheffer.com 7Zsday

USE READER SERVICE # 132

Includes front-mounted choke and
throttle controls
Kohler — 800/544-2444

www.kohlerengines.com

Circle 220 on reader service card

Subaru Robin EH 025
OHV Engine

Mini four-cycle overhead valve engine is
an ideal power source for handheld
equipment

Weighs six pounds

Produces |.| horsepower

Features a compact oil tank and
crankcase-base design

Automatic decompression system results
in easier starts

Lubrication system and universal-position
design offers 360-degree operation while
preventing cylinder abrasions and
excessive engine wear

Subaru Robin — 800/277-6246

www.robinamerica.com

Circle 221 on reader service card
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February 4 - March 31, 2007

24 months @ 0% APR

on any equipment purchase over $600!

shown with
optional
deflector kit
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Corona Clipper Post Hole Digger B

¢ Three models were added to the lineup: the PD 40020 Atlas PHD;
the PD40000 Atlas PHD and the PD 10000 Promo PHD

¢ The PD 40020 features a |4-gauge steel head and a 48-inch hollow
core fiberglass handle

e The PD 40000 feaures a |4-gauge, tempered steel head and a 48-inch
extra thick ash handle

e The PD 10000 has a | 5-gauge steel head and 48-inch hardwood handles

* Corona Clipper — 800/847-7863, www.coronaclipper.com

Circle 222 on reader service card

Hunter Smart Valve Controller

e Controller is battery-operated

o |deal for traffic medians, roundabouts, rural properties, construction
sites and municipal parks

o Life of the 9-volt battery is assured through a full season

* Mounts to a valve solenoid quickly and easily, without screws, drills or
additional wires

o User-friendly programming style is similar to all other Hunter controllers

o Choice of |-, 2- or 4-station models is available, as is a complete system
including a single-station SVC factory-installed on a |-inch PGV valve

¢ Hunter Industries — 760/591-7383, www.hunterindustries.com

Circle 223 on reader service card

Keysone Palazzo Stone

o Features an antique finish that provides a natural stone look
¢ Random pattern look is provided by alternating unit side dimensions

e Each stone is angled on both sides, providing two different face lengths

for tight-fitting straight line walls and radii at curves
¢ Colors enhance the natural stone look
o Keystone Retaining Wall Systems — 800/747-897|
www.keystonewalls.com

Circle 224 on reader service card

Pave Tech Web Site Ry

¢ New, interactive Web site designed to be easier to navigate
* Site features new information

* Includes an advanced search function

o Features direct links to new products, monthly specials,

clearance items, industry news and the events calendar
* New installation and education section provides installation guides
» Pave Tech - 800/728-3832, www.pavetech.com
Circle 225 on reader service card
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Muiti-Media Classified Marketing!
Sollirs by reachicg:
* The Industry’s Largest Print Audience.

ARE THE Roots OF

Your BusiNESsS DYING?

Revive them with the #1 Natural
Organic-Based Lawn Care

* The Industry’s Largest Media Web Audience. Opportunity!
* The Ms Largest Classified Section. + Proven Marketing Accelerates Growth

+ Differentiate Yourself Using Proprietary,

Please contact Bonnie Velikonya at 800/456-0707 Organic-Based Fertilizers
or bvelikonya@gie.net. + Successful Training Tools and Programs
‘ ¢+ Over 18 Years of Success
—

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

Let government and foundation grants finance your

small business, with up ro $2,200,000.00, from over
THE LEADER IN ORGANIC-BASED LAWN CARE™

Www - armer com

300 sources. (www.usgovernmentinformation.com)

Free recorded message: 707/449-8600. (NKS) et & i P I P T TRy o

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,

PROFITS UNLIMITED Ffsiusiy /s

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

Taking Your To The Next Level

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

ﬂ S B

o5k B Reasons To Call Us:
"% * Huge Profits - Up To 60%
* Online Advanced Training
* Utilize Existing Equipment
An Easy Add-On Service
"8 * Upsell Existing Products
* Greens Sell More Landscapes

3
‘i‘_t\‘.V"' -
g e 1 5P K
e ——————

—r——

800-334-9005

scapes www.allprogreens.com

SELLING YOUR BUSINESS!?

FREE
APPRAISAI

NO BROKER

FEES
Professional Business Consultants
a\gusmq‘s(\

Professional Business Consultants can obrain purchase
offers from qualified buyers withour disclosing their
identities. Consultants” fees are paid by the buyer.

CALI

708/744-6715

FAX: 508/252-4447

GROWTH OPPORTUNITY:
MAXIMIZE PROFITS/POTENTIAL

Don’t Sell, Don't Franchise, Get Paid to Merge.
Become an important part of something much
bigger. You will still manage your company and get
help with accounting, marketing and recruiting.
We can help the right company increase growth
and profits while reducing headaches. Are you that

company? Explore the possibilities.

Call 913-381-1505 & ask for Larry or email

LarryRyan@ryanlawn.com,

WANTED TO PURCHASE
Chemical lawn & rtree care companies,
any area, any size business reply in strict

confidence, laurelcompanies@aol.com

SERIOUS BUYER with cxcellent reputation secking
to acquire commetcial kindscape maintenance company
in southern New Hampshire or Middlesex/Essex County
Massachusetts
All replies held in stricr confidence. Expeditious
closing is possible

Please send inquiries to

PO BOX 226

Nashua, NH 03061-0226

Business For Sale

KUBOTA DEALERSHIP
FOR SALE
LOCATED IN ONE OF THE
20 FASTEST GROWING AREAS
IN THE UNITED STATES
FULLY EQUIPPED
GOING BUSINESS

E-MAIL tractorshipp@yahoo.com

"
www.lawnandlandscape.com
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Business For Sale

APPLICATING/LAWN MAINTENANCE
COMPANY

Located in the Beautiful Rocky Mountains!
Owners retiring after 15 years in business, Well
established company in a booming & fast growing
market. Good quality equipment-Excellent Repura-
tion-many multi-year contracts. Owner will help train.
Lawn Spray-Tree Spray-Decp Root Feed-Pest Control-
Noxious Weeds-Lawn Mowing/Irrigation maintenance
program. Gross over $500K/ in 7 months.(May - Octo-
ber.) Serious Inquires only. Call (970/904-1890)

FOR SALE IN NORTH FLORIDA

2 Landscape Supply companies
for sale in North Florida
Nassau-$350k. Annual Rev $563k/
Owner Benefit $117k.
Jax-$179k. Annual Rev $270k/Owner
Benefir $50k. Call Murphy Business @
904-683-6655. Search over 4,000 Florida
businesses: jax.murphybusiness.com.

FOR SALE IN COLUMBUS OHIO
Profitable residential landscape Design/Build and maintenance
company for sale in Columbus Ohio. Expand your existing
company or make yours more profitable and efficient with our
proven I8 years in the Residential Design build field. This isa
very well known, well managed and highly organized turn key

operation. 2005 Gross sales $800,000.00 +. YTD= $600,000.00.

This is a excellent opportunity to expand your existing business

o get into one of the fastest growing businesses in the country.

Business includes a growing tumn key operation, all key employ-
ces, equipment, advertising, etc. Call 614/848-6500.

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 ficlds 269/695-5505

LAWN CARE COMPANY

Serving Waukesha and Jefferson Counties in Southeastern
Wisconsin, this 25 year-old company has 2 reputation for
quality and service. Growing customer base of 2000 clients,
approximately 85% residential and 15% commercial. Present
gross of $600,000+ includes lawn services, landscape care such
as pruning and fertilizing, tree care such as applescab and borer
weatments. Contact Glenn 262/966-0739.

GEORGIA BUSINESS FOR SALE
9 year old lawn maintenance and landscaping business in
southeast Georgia. 60% commercial 40% residendial.
Fastest growing market in the coastal southeast. Huge growth
potential. Accounts only or turnkey. Workers in place. Will
train, 400k yearly, Will sell for 250-300k.
Please respond @ kaseyhickox@yahoo.com

BUSINESS FOR SALE

* Christmas Lighting Franchise

* Monmouth County, New fersey

* Established 5 Years

* Profitable But Great Untapped Potential
* Inventory & Equipment

* Owner Training Available

732/591-5200

FOR SALE

South Florida Commercial Lawn
Maintenance Company

Best Fr. Lauderdale Location
Long Term Customers
Includes: 4/3 = 2800 Sq Fr
Ranch Style Home
2.5 Acres Electric Gated & Fenced
Nursery

1.8 Million * Contact Dan 954-791-9177

LANDSCAPE CONTRACTING BUSINESS
Established 12 years in the still booming SW Chicago
Suburbs. Turnkey operation with $260,000 of equip-
ment included. Client base strictly high-end homes, no

maintenance work. 2006 Gross Revenue in excess of

$1.3 million. Owner’s net in excess of $300K.
Conservatively, revenues expected to grow at 11%
over next 3 years.
Contact Ed Kozak/VR Business Brokers.
630-705-3055.
Additional nursery acreage available.

Irrigation Business, Chicago market, in operation
for 15 years with an 80/20
residential/commercial mix. Recently added
landscape lighting to services.
$409,000 Gross, $109,000 net. Asking $271,800.
Contact Ed Kozak, VR Business
Brokers, 630-705-3055.

Stop guessing square footage! Measure area quickly
and accurately. Just wheel the DG-1 around any
perimeter and instantly know the area inside.
$399 + $7 ship. CA add rax.
www.measurearea.com 760/743-2006.

All Natural-Organic
Safe Lawn
Weed and Feed for
Lawns and Gardens
Made from Granulated
Corn Gluten Meal
Call now for Spring Shipping.
877-787-7827
www.cornglutenmeal.com

TREE EQUIPMENT

Nursery and Landscaping Equipment from TREE
EQUIPMENT DESIGN in New Ringgold, PA: RED
BOSS Tree Spades, TREE BOSS moving systems,
TREE PLANTERS and more.
Over 20 years in business.
877-383-8383. info@trecequip.com.
www.lreeequip.com

Lawn Mower Parts

il filters For Most Engines
Gator Mulcher Blades

aslowas $ 2.99
aslowas $7.99
Stick Edger Blades

‘“5 - BLADES
[0 B

Save on all your Preseason Parts At
Mowtownusa.com

FORMS AND DOOR HANGERS. Invoices,

proposals, work orders and more. Fast service and

low minimum quantitics. Order online and save

4WorkOrders.com Shorty's Place in Cyberspace.
B00/746-7897,

e LANDSCAPE
2y DESIGN STAMPS
B Rubber stamp symbals of frees, shrubs,

¥\

i ‘13' T ;‘ plants, rocks, pavers, ponds, and more
;&‘ @8 Easy to use. CHECK OUR WEB SITE

$= L= WWw.americanstampco.com

- AMERICAN STAMP CO.
TOLL FREE 877-887-7102 Local 916-687-7102
Call Tue, Wed or Thur_8-4:30 PM Pactfic Time for infa |

DISCOUNT SPRAYER PARTS
REPLACEMENT PARTS & PUMPS FOR:

* FMC (John Bean) ® Hypro ®
 F. E. Myers ® Udor »

* Comet and General Pumps ®
Also Spraying Systems Tee-Jet
and Albuz spray nozzles.
We have a complete line of
sprayer accessories such as
spray guns, hoses & hose reels.

Call TOLL FREE: 888-SPRAYER

For a free catalog.
Email; sprayprs@bellsouth.net
Website: SprayerPartsDepot.com

TrakMats~

Ground Cover Mats for Professionals

* Tough, Lightweight

* Cleats for Traction

* UV protected

* Light color prevents
burnt grass

* Hand cutouts for

lifting

800-762-8267

www.tralamats.com
emall: sales@trakmats.com

SVE Sales, Inc.
Charlotte, NC 28216
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For Sale

For Sale:

2000 FINN BARK MULCH BLOWER,
BB302 Kubota, 35HP, 2CY Blows 15/yd/
hour, mint cond., cost new $40,000.
Price $27,500

1987 FORD TWIN AXLE
HYDROSEEDER 1500 GAL, Bowie,
Allison Auto, low miles,

top cannon, elec real, exc. Cond.
Price $18,500

TORO 580D 16FT FAIRWAY BATWING
MOWER, 60hp diesel, $65,000 new, exc.
Cond., Low hours, Price $19,000

2002 JOHN DEERE 4X4 1620 HYDRO
MOWER, 90", Laztec articulating deck,
1400 hours, exc. Cond., Yanmar, diesel,

cost new $42,000. Price $19,900

HOWARD PRICE BATWING MOWER,
hydro-power 128, mint cond. 126"cut
Yanmar diesel, 1400 hours Cost new
$37,000. Price $14,900

Call 215-881-7103

KICK TYPE SOD CUTTERS

THE TIME AND LABOR SAVER
Made in the USA
Cuts a 12" strip of sod
Portable enough to go on all jobs.
Easy to handle at 271bs
Build to last!
Serving satished customers since 1953

ORDER YOURS TODAY

1-800-786-9523 * www.quail-mfg.com

kbKUBOTA.com

FAST

DELIVERY ON
Kbl parts

1-877-4KUBOTA

s website "kbKUBOTA com” is operated

by Keller Bros. Tractor Company. an authorized dealer

of Kubota Tractor Corporation since 1972

LOLT1 Y

Spreader-Mate™

This self-contained "drop-in" sprayer
converts your commercial broadcast spreader

to a fully functional sprayer in minutes.

&=

Tollfree - 800,706, 9530
SPRAYING ] Phone - 585.768.7035

Fax - 585.768.4771
oo Sales@GregsonClark.com

www. GregsonClark com

The :
Spray Rig Authority

SHERRILLtree’

TREE GEAR. TREE PEOPLE.

800-525-8873 or sherrilltree.com

© Full floating deck with 2 point crank height adjustment.
@ 18 HP Kohier with electric cluich blade engagement
© Large pneumatic tires for smooth rolling on rough ground

Mendota, IL 61342
539-6954

www. kunzeng.com

To Advertise Call Bonnie Velikonya At 800/456-0707

Help Wanted

Exciting Career Opportunities For
Service Industry Managers

Come join one of the largest Vegetation
Management Companies in the United States.
DeAngelo Brothers, Inc., is experiencing tremen-
dous growth throughout the country creating the
following openings:

Division Managers
Branch Managers

We have immediate openings in:
VA, New England, FL, MO, TX, CO, LA, 11

Responsible for managing day-to-day operations,
Busi-

ness/Horticultural degree desired with a minimum

including the supervision of field personnel

of 2 years experience working in the green industry.
Qualified applicants must have proven leadership
abilities, strong customer relations and interpersonal
skills. We offer an excellent salary, bonus and ben-
efits packages, including 401(k) and company paid

medical coverage.

For career opportunity and confidential consid-
including geograph-
ic preferences and willingness to relocate to:

eration, send or fax

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
EQE/AAP M-F

LANDSCAPE & IRRIGATION
SUPERINTENDENTS

WSRI has immediate openings for superintendents with
commercial project experience. New hire bonus for qualified
individuals. Email LChenoweth@wsreclamation.com: fax 303/

833-4447; www.wireclamation.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

www.lawnandlandscape.com
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Wanted
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Ldreer upporiunities

« Sales Manager
* Area Manager
« Landscape Designer/Architect

- DC - DE - J)n.-'f\ﬂ NYA.CT - Mr,mL\LgJﬂ"
JJ:;:.‘:.'JM.JJ:J - Jm:,-.uwi Services

* Management School Candidate
* Regional Manager
* Branch Manager

E-mail: shericollins@landcare.com  Office: 301-924-7888 « Fax: 301-924-7782

HicaGrove

PARTN

ERS

HighGrove Partners, LLC is growing and
we need Leaders who want to grow
with us and have fun along the way.

Atlanta career opportunities
are available in:
* Director of Design Build
* Landscape Design

* [rrigation

Grow Your Bright Future Today!
Contacr us at 678/298-0550
Or careers@highgrove.nct

www.highgrove.net

ACCOUNT MANAGER FOR
RESIDENTIAL DIVISION

Sebert Landscaping is secking an Account Manager

for our residential division. Account manager will be

responsible to supervise maintenance crews, Strong
customer service skills are required. Account manager

is the main contact person for customers. Must be

organized, energetic and a team player.
Please fax resume to 630/898-8059 or call
Brandon at 630/774-7214

GREENSEARCH

GreenSearch is recognized as the premier provider
of professional executive search, human resource
consulting and specialized employment solutions
l'\\l“\l\k'l\ ‘l” mneeror .l“\l extenor l-l”k'\\.l"( <com
panies and allied horticultural trades throughout
North America. Companies and career-minded
L.“Hhk!.“kﬁ\ are ”|\'|‘('l’ 1o \h('\k us our on (Il\' \\‘\"‘ at
http://www.greensearch.com or call woll free ar

888/375-7787 or via e-mail info@greenscarch.com

Natural High

Are you enlivened by landscaping? Empowered
by excelling? Motivared by managing? Tuned in
to teamwork? Tum your energy into a successful
long-term career at one of Southem CA’s
premier firms and help us reach new heights.

We are looking for the following positions in
our Landscape Maintenance, Plant Health Care
and Tree Care Departments:

+ Account Managers
+ Branch Managers
« Sales Representatives -
P CGREE}:

Branches in Los Angeles, |
San Fernando Valley,
Santa Clarita

and Ventura.

email: humanresources@staygreen.com

Fax: 877-317-8437 Website: www.staygreen.com

Land-Tech Enterprises, Inc. is one of the
Delaware Valley's largest multi-faceted
landscape firms. Serving commercial

clients throughout PA/NJ/DE.

Our continued growth presents exciting

career opportunities with unlimited

growth potential!

Carcer opportunities in management,
production, supervision and
crew level are available in the

following work disciplines:
* Landscape Management
* Landscape Construction
* Erosion Control
* Business Development-Estimating

Contact Human Resources at
215.491.1470 or fax resume to
215.491.1471
careers@landrechenterprises.com
www.landtechenterprises.com
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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

GOTHIC LANDSCAPE, INC. &
GOTHIC GROUNDS MANAGEMENT, INC.

Since 1984, we have been creating long-term relation-
ships with clients through outstanding personalized
service and problem solving. We are onc of the largest
landscape contractors in the southwestern US operating
in the greater Los Angeles, San Dicgo, Phoenix and Las
Vegas markets, The Company specializes in landscape
construction and maintenance for residential master-
planned community developers and industrial com
mercial developers. We offer an excellent salary, bonus
and benefits package. Outstanding career opportunities
exist in each of our fast growing branches for

* Account Managers

* Estimators

* [rrigation Technicians

* Project Managers

* Sales Personnel

* Foreman

* Spray Technicians (QAC, QAL)

* Superintendents

* dupervisors

For more information, visit: www.gothiclandscape
com or Email; hi@gothiclandscape.com
Ph: 661/257-1266 x 204

Fax: 661/257-7749

Wanted

KEY EMPLOYEE SEARCHES

Florapersonnel, Inc. in our third decade of
performing confidential key employee searches for
the landscape industry and allied trades worldwide.

Retained basis only. Candidate contact welcome,
confidential and always free. Florapersonnel Inc.,
1740 Lake Markham Road. Sanford, Fla. 32771,
Phone 407/320-8177, Fax 407/320-8083.
E-mail: Hortsearch@aol.com
Website: hup//www.florapersonnel.com

& Join the company where

People Matter...

Our motto is Our business is people
and their love for trees™ . We offer

excellent career opportunities ar all levels

We value safety first. provide ongoing
training, and have an excellent
compensation and benefit package
that indudes 4 401K with company
match and ESOP.

C/;-anreoftrees.

' 877.724.7544
o, &P . .847.459.7479
~o:;,',":' moﬁ Apply online at

y www.thecareoftrees.com

0, Vs

ValleyCrest Tree Care Services,
formerly Arbor Care, provides award-winning arborist
services on 2 wide range of properties throughout the
nation. Rather than focusing on isolated management
techniques, our certified arborists approach the tree as an

entire hiological system

We have full-time opportunitics available for
our following positions:
* Account Manager
* Operations Manager
* Business Developer/Estimator

Branches Incdlude:
* Livermore, CA * Sarasoa, Fl
* Venice, Fl
* Ordando, FL
* Adanta, GA
* San Fermando, CA
* San Jose, CA

* Sacramento, CA
¢ Santa Ana, CA
* Gardena, CA

* Ventura, CA

* Phoenix, AZ

* Tampa, Fl

For consideration, please email resumes to:
treccarcjobs@valleycrest.com or fax wo 818/225-6895

A 25 year old Landscape/Design/Build/Garden Cen
ter firm located in beautiful Naples, FL is seeking a
qualified individual with capabilities to include

* Sales/Design

* Plan Layout and Supervision

* Strong Customer Relations

* Florida Plant Knowledge

We offer excellent salary and high
potential for growth.

Ray’s Lawn and Garden, Inc.
Email: growco1@aol.com
Fax# (239)455-6266

ValleyCrest Tree Care Services,
formerly Arbor Care, provides award-winning arborist services
on a wide range of propernies throughout the nation. Rather
than focusing on isolated management techniques, our certi-

fied arborists appeoach the tree as an entire biological system

We have full-time opportunities available for our
following positions:
* Production Specialists

* Spray Technicians

* Crew Leader/Foreman
* CDL Driver

Branches Include:
* Livermore, CA * Sarasota, F1
* Venice, Fl
* Ordando, FI
* Atlanta, GA
* San Fernando, CA

* San Jose, CA

¢ Sacramento, CA
* Santa Ana, CA
* Gardena, CA

¢ Ventura, CA

* Phoenix, AZ

* Tampa, Fl

For consideration, please email resumes ro

treecarcjobs@valleycrest.com or fax to 818/225-6895

LAWN MANAGER

Ready to take the next step in your carcer? Swingle Lawn, Tree
& Landscape Care, established in 1947, is seeking an experi-
enced, proven professional to manage our Lawn Department.
This position is in our Denver HQ, and is responsible for
leading, directing, training, & growing our lawn department,
including full P&L responsibility. Requires S+ yrs exp. manag-
ing a lawn department or lawn business ownership, excellent
and proven demonstrated motivational technique of 15-20
employess, excellent MS Office proficiency. budget preparation
and inventory control experience of $1 MIL+, strong problem
solving and analytical skills, excellent communication skills, 2
ot 4-year degree preferred in “green industry” discipline, strong
work ethic & STABLE work history a must! For immediate
consideration - fax cover letter AND resume w/salary history
10 303/306-3124 or email dvinc@swingletree.com. When it

comes to your career. ..choose Swingle!

US.LAWNS

fax to 4072461623,

www.lawnandlandscape.com
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Wanted

SENIOR ESTIMATOR

e e s WSRI secks a senior estimator to manage the esti
JOI n a WI n n l ng Tea m mating depr.  Project bids include l.llhin.J'-L irnga
tion, site work, land restoration and erosion control
Eastern Land Managem it of Stamford, CT is projects for a variety of different government and
seeking key team players with a desire to learn while private scctor projects. Must have strong math and
earning great wages, incentive compensalion, computer skills. Details @www.wsreclamation.com
uniforms,training and benefits while on a great S e
career path.

fax 303/833-444

Landscape Maintenance Account Manager: RUPPERT NURSERIES

J3_5 yr. e srience mcluding proper |dﬂd5(0p0 Part of an organization that has been growing

maintenance procedures successful companies since 1977, Ruppert Nurseries
[* - -
is expanding and has LANDSCAPE

Turf & Ornamental Team Leade CONSTRUCTION, LANDSCAPE
MANAGEMENT and TREE GROWING
{

opportunitics available in the mid-Adantic and

/'35 Years experience that ingludes identification &

control procedures 2
P southeast. Fax 301/414-0151 or

|frigati0n CreW Leadef: - lHLHI\.l.’L\I\\"llll‘j‘&”-l'lll“.llll-.\\l)!{l

tor more information

v’ 5 years experience
including thorough
irrigation installation &

service knowledge
(Bilingual &S S expernence OKLAHOMA \)
Bilingual & Sports turf experienc & {nascve
is plus for all team members)
LANDSCAPE ARCHITECTS:

{ ‘L\l.lh“”lll lAl“\!\l .A“\ ]”\ 152 l{\ sign "lili‘l hirm
specializing in medium ro upper level residenrial

& commercial projects in & around the Tulsa

Fax your resume to 203.316.5434
or e-mail it to bmoorejr@easternland.com
visit www.EasternLand.com for more information.

Ok arca. Since 1985, we have been building

long term relationships with our dlients through

unbelicvable customer service, creative landscape

solutions & problem solving. Continued growth

= presents key opportuninces within our company

o“u"b "u.“.‘ LANDSCAPE DMS'ON We are currently '-L'L'klll'\\' 4 carcer ”\i”\i\li
MANAGER/OPERATIONS MANAGER Landscape Architect with a min. 2 years expen

Oakland Nursery, founded in 1940 has grown to become /s ence 1o join our growing team. LA registration
£ ; Join the Western States team — one of the most diverse X F =

Central Ohio’s premiere nursery and landsc ape headquarters X preferred or in process. Successtul candidare will
environmental contractors in the West located near the l Lin build i

\\~ < U'rf“ll\ have J”l}‘il\'v mMent opportunitics .l\.lli]!‘i( m our > M interested in budlding a dynamic career &«
' PE Rocky Mountains, a great place to live and play! WSRI ¢

irrigation department 1 enthusiastic about working with other design
. ' sceks a high-level manager to take our landscape con : <

orof s, project mgrs. & clients to develop cre
* Imgation scrvice technicians struction division to the next level. Proven track record I R A S develop cre

{ tory ki v | S W Concept
o Install foreman in comparable position. Details @www.wireclamation ative & forward thinking landscape concepts &

com. E-mail resume, salary history & project completion master plans. If you are interested in being

I XPenience is f‘.'-]n"uf. We service residential and commercial

{ v ore . ¢ would
history to LChenoweth@wsreclamation.com i part of something great, then we would

systems. Our technicians are responsible for a wide variety of

like to hear from you
Contact Aaron Wiltshire, President at
* lrrigation install/service WEEDS INCORPORATED 918-834-4337; or email resume to

services. | hese services include

* Landscape lighting install/service 15 & 40-year-old company specializing in aaron@oklandscape.net; fax # 918-835-6624

* Holiday lighting Industrial Weed Control. We are looking for a

*  Drainage systems Qualified Regional Manager in Bethlechem, PA
Interested candidares may call Jennifer at 614/268:3444 The successful candidate must be self-motivated, Are you looking for a job or looking for qualified
or you can email us at Hrlg.i(:n:t»'u,nL.iu:\inum:\ com “‘1"‘”"/"“ and have EXpenence in sales and ’m!‘im‘ o B

fust have 2 valid drivers Bicense and we are a service scheduling. Complete compensation

drug frec workplace package includes excellent base salary, bonus, * Climb it * Grow it
medical, 401K, sick and personal time * Design it * Landscape it
Only career minded individuals apply * Plant it * Sell it
GREEN INDUSTRY i need of someone with Email: Weeds @ weedsine.com
experience and knowledge of the industry for Management Phone: 610-358-9430 IOBS In H | I
: X<l . OBS In Hontculture, Inc
opportunity, Lawn Treatment and Snow Removal has been Fax: 610-358-9438 s
: B Employment Advertising
our spectalty for 18 years, Year round position, benchis www.weedsine.com

In Print and Online
Great career opportuniry :
800/428-2474

MUST have prior Green Industry knowledge
Send resume 1o Box 114, Medina, OH 44258

www. hortjobs.com
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Software

w. z ™

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, Mobile Computing
Download a free demo of the software that has
been setting the standard for two decades!

www.wintac.net 1-800-724-7899

VIGNOCCH!

construction superintende
jation superintendel
mechanic
estimator
sales

Equipment
Mamtenance Software
Designed for the
Green Industry
@ Scheduling
@ Tracking

® Costing
@ Parts Inventory e AeEn

Free Demo 800-635- 8485

WHY WAIT?

WWW.MOWERMETER.COM

www.Greenlndustry-Jobs.com

Web Designers
Web Design, Brochures, Logos, Lettering and

COMMERCIAL INSURANCE
FOR THE GREEN INDUSTRY

Printing Services for Landscapers. Your single
source for marketing your landscape business
Samples online: www.landscapermarkering.com
or call 888/28-DSIGN.

Landscape Equipment

TREE STAKES

Doweled Lodgepole Pine

Compertitive rates, comprehensive coverage
and payment plans designed for your

specific business needs.

If you provide any of the following services we can
design a program for your company

* Right of Way

* Holiday Lighting

* Installation
* Snow Removal CCA Pressure Treated

* Renovation * Irrig. Install./Serv 2" Diameter, Various Lengths
Economical, Strong and Attractive
Phone: 800/238-6540
Fax: 509/238-4695
JASPER ENTERPRISES, IN(

We ship narionwide

* Fertilization * Mowing & Maint.

* Herb./Pest. App * Trec & Shrub Serv.

* Spill Clean Up

Contact one of our Gireen I”(lll\”\
Specialists for a quote ar

800/886-2

740/549-6778

Web site: www.jasper-inc.com

398 or by fax at

M.EF Insurance Agency, Inc

nck@mfpinsure.com

Marketing Services

Get More New Customers Than You Can Handle

T'his proven step-by-step system will grow your

business 50-100% in 120 days ot less, Guaranteed
Call woll-free 888/534-5125 option 1,

for a FREE automated report o get all the details

W“’“’.“’LLIIAI'I‘&.C()NI

24 hrs a day

GROW YOUR BUSINESS

With One or Both Of These
Great Service Offerings!

=Ty ar
L ALViL

DF(‘OQ

Landscape and Architectural Lighting

W lh |

I'raining ~ Products ~ Support
www.nitetimedecor.com

1-877-552-4242

[Locations in 48 States

$2000 Daily Production
Per ﬁ(,rc“!

Call Today!

1-800-687-9551

www.christmasdecor.net

PS 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

WWW. |dwmm(”and')cap(- com
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m Pacific Landscape
- Management Says Sorry

t happens to nearly every landscape

contractor. An irate individual calls

your office and complains that you or
your maintenance crew, while working
at a nearby residential or commercial
property, dirtied the finish on his or her
car. Now, the vehicle’s owner wants you
to deal with the problem, which can be
very costly.

Operating in the wer Pacific
Northwest, Pacific Landscape Manage-
ment has, on occasion, splattered cars
with grass and mud while mowing or
edging a client’s property. Maintaining
landscaping around parked vehicles
is a Carch-22 situation for landscape
contractors. If we stay clear, some of
the landscape work or clean-up doesn’t
get done and the client is unhappy.

On the other hand, if we get too close
to a parked vehicle, we run the risk of
possibly splattering debris on it or even
damaging the finish.

At first, we believed it was too dif-
ficult for us to be proactive in these
situations since the owner is usually not

around his or her vehicle ar the time of
the incident. Likewise, our tight sched-
ule forces us to leave the job site before
the car’s owner returns.

While it’s easy to instruct, train and
warn workers to “be careful,” the truth
is the closer we get, the more risk we are
bound to take. In addition to train-
ing our employees to be more aware
and careful we believe that proactive
communication can also help in these
situations.

In most cases we offered to have the
individual’s vehicle washed, but by that
point the person was agitated because he
or she had ro call us. And many times
that individual wanted more than a car
wash and demanded an expensive derail
job or body work and paint.

However, we devised a solution that
benefits both our landscape firm and the
vehicle’s owner

During winter 2004-05 Ron Knesal,
a partner and vice president, developed
a simple and effective tool that serves as
a solution to avoid the bad feelings and

The author is president

O{ Daanc Landscape

Management,
headquartered in
Hillsboro, Ore.

He can be reached at
530/648-3900 or

bob‘grover@pacscape.com
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liability associated with these types
of complaints. When surrounding
vehicles are affected by our work, we
now have the means to take responsi-
bility and apologize, thereby diffus-
ing any angry feelings and rectifying
the situation.

To deal with this, Knesal creared
car wash notes, a sort of apology
envelope that includes a car wash
certificate, our business card and a
note that states:

“We apologize for any inconve-
nience but during our work today, we
got debris on your car. Please accept
this car wash coupon as our dpology.
If a simple car wash does not satisty
you, please contact the supervisor
listed on the enclosed card.”

Our workers place the envelopes
under the vehicle’s windshield wipers
when we accidentally splatter a car
with lawn refuse so the owner im-
mediately receives the apology, even
if the crew is no longer on site.

Other than the $5 for the car-
wash coupon, there are no other costs

associated with offering this ser-

vice. With 20 crews in the field, we
estimate thart over the course of the
year we may hand out about 25 to 30
car wash cards for a toral cost of only
$125 to $150. That’s a lot cheaper
than the cost for a single professional
vehicle derailing.

Since introducing this policy, we
receive very few irate calls anymore,
and to my knowledge, no one has
ever rejected an apology envelope.
Our workers distribute the cards
fairly often, and we receive very few
complaint calls any more. The car
wash notes have nearly eliminated
people calling our offices demand-
ing a new paint-job or professional
detailing and, instead, accepr the $5
car wash certificates. We've even had
a few people call to thank us for the
car wash.

We don't generally consider this
as a “positive” branding or markering
measure by our firm, since workers
leave the apology envelope on a car
of someone who is not directly our

commercial client, but rather one of
their tenants or customers. Instead,
this does prevent us from inadver-
tently sending a negative message
about our company to the communi-
ty. Maintaining a professional image
is easier if people in the community
are not complaining about you. To
date, though, 1 am not aware whether
these packages have generated any
new clients for us.

We try to train our crews to be
courteous and responsible. This is an
example of how powerful taking re-
sponsibility is in reducing problems.

— Bob Grover &

www.’awndnd'andscape.com
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One Controller. Any Installation.

ok B s e =
o If"llmf

Residential

Ran3 Brro

Install Confidence: Install Rain Bird” ESP-LX Modular Controllers.

Flexible Reliable Easy to Use

Takes the headache out of matching the controller Inside and out, Industry-leading Extra Simple
to the installation. Its modular design makes it this controller is Programming style and huge
perfect for the most straightforward installation, designed to virtually display makes installation and
or for complex installations up to 32 stations. eliminate callbacks. programming a snap.

To learn more about the ESP-LX Modular Controller, visit www.rainbird.com or see your Rain Bird distributor.

RaN I BIRD

USE READER SERVICE # 134



http://www.rainbird.com

Relentiess Power.
Legendary Periormance.
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