


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

THE WRIGHT WAY TO MOW. 
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For more information, call 
1.301.360.9810 or find our dealer 
locator at www.wrightmfg.com. 

WITH THE WRIGHT STANDER'S NEW RAPID 
HEIGHT ADJUSTMENT, YOU CAN CHANGE DECK 
HEIGHTS WITHOUT BREAKING A SWEAT. 
THAT'S WHAT IT MEANS TO RIDE WRIGHT. 
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To cut different types of grass in 
sun and shadow, you have to change the deck 
height quickly and easily — because in lawn maintenance, 
time is always money. 

Now, Wright's Stander RH™ and Sentar® mowers feature rapid deck height adjustment, 
controlled by a single lever. Combined with the speed and agility lawn maintenance professionals 
have come to expect from Wright's riding mowers, Wright's lever-action height adjustment can 
help you rise to any mowing challenge — and cut the competition down to size. 
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w o 
nu t r i t i on for l a n d s c a p e o r n a m e n t a l s 

L e b a r t c n T u r F 
www.LebanonTurf.com 
1-800-233-0628 
USE READER SERVICE # 11 

No matter how terrific the turf looks, your customers won't 

be happy if their shrub beds are filled with unsightly plants. 

Woodace fertilizers are specially formulated to improve 

color, health and vigor with exclusive technologies like 

Perk" slow release iron, MESA slow release ammonium 

sulfate, Expo"* slow release potassium sulfate, and IBDIP 

slow release nitrogen. So don't walk by an opportunity 

every time you knock on a customer's door. Use Woodace 

Preen Plus to control all your problem weeds. Combined 

with Woodace plant nutrition, Woodace Preen Plus will 

make your customer's shrub beds the envy of the neigh-

borhood. For more information and to get your FREE 

handy spreader visit our web site at 

www.LebanonTurf.com, click on promotions and 

enter coupon code LL5057 
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C O V E R S T O R Y 

4 2 Wise Guy 
To compete in an oversaturated market, 
Wise Landscaping turned its business 
model upside down and began to think 
creatively. 

B U S I N E S S 

5 8 Blown Into Proportion 
Lawn & Landscape puts this perennial 
issue into perspective, discovering that 
blower restriction prevention is in 
operators' hands now more than ever. 

6 7 Negotiation Mythbusters 
Don't let common misconceptions about 
the sales negotiation process stop you 
from making that next deal. Negotiation is 
an art form that anyone can master. 

MAY 2007 
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8 7 Business Opportunities -
Curb Your Enthusiasm 

Concrete curbing can be an effective 
way for boosting profits fast. Just ask 
contractor Bowie Retzlaff. 

9 7 Best of Web -
Welcome Back 

To keep up with their labor needs, 
landscape contractors may give 
former employees a second look. 
Lawn & Landscape Message Board 
participants discuss the merits of 
hiring a boomerang worker. 

M O W I N G 

1 0 2 On the Edge 
A combination of operator awareness 
of dangers and use of safety equipment 
can ensure a safe, profitable day on hilly 
terrain. 

S P E C I A L T Y C H E M I C A L S 1 0 2 115 

1 1 5 Buying Some Time 
Investing in plant growth regulators 
allows contractors to take on other, 
more profitable jobs. 
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IT'S YOUR BUSINESS. IT'S YOUR 
REPUTATION. THAT'S WHY IT 

SHOULD BE OUR POWER PRODUCTS 

Kawasaki sets the standard for true commercial-grade engines 
The same goes for our power products. Kawasaki products are 

lightweight and long-lasting. In fact, they're designed, tested and 
certified to the highest EPA emissions durability periods for products 

in their class. So if you keep your reputation as pristine as 
your landscaping, keep Kawasaki Power Products in hand 

Find your authorized Kawasaki Power Products dealer at 
www.kawpowr.com, or call 800-433-5640. 

$BACK 

Commercia l Grade. Kawasaki Made 

Kawasaki 
— 

Power Products 
USE READER SERVICE # 12 

— - — — 
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C O N S T R U C T I O N 
E Q U I P M E N T 

1 2 8 T ips t o T r e n c h 
Know the basics when choosing a trencher 
to suit your underground needs. 

I R R I G A T I O N 

1 3 6 O u t w i t h t h e O l d 
Contractors can stress the importance of water 
conservation while generating extra revenue 
by offering irrigation system upgrades. 

S E R V I C E S O L U T I O N S 

1 4 8 P u s h i n g P r o f i t a b i l i t y 
As you're pushing snow, you should also be 
pushing profitability in this division of your 
company. These plowing and salting pricing 
scenarios and charts can help you do this 
correctly. 

1 5 6 S n o w Sales S n a f u s 
Don't get caught making these common 
snow and ice management sales mistakes. 

P R O D U C T S P O T L I G H T S 

1 6 0 Sav ing f o r a S n o w y D a y 
Plan ahead for next winter and 
check out these snowy-weather solutions. 

1 6 8 A r b o r A i d s 
Care for every part of the tree with these 
pruning, planting and cutting products. 

1 7 6 D igg in ' I t 
These excavators and trenchers can help 
break new ground on projects. 

1 8 0 Take C o n t r o l 
Plant growth regulators can create better 
results with less work. 

1 2 8 
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LAWN & LANDSCAPE (ISSN I046-154X) it published monthly. Copyright 2007 
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S p e c i a l S e c t i o n - P r o f e s s i o n a l L a n d s c a p e D e s i g n 

P R O F E S S I O N A L P R O F I L E 
S 3 D r e a m W e a v e r 
Former Disney landscape executive Paul 
Comstock brings a philosophical yet practical 
mindset to the design/build field. 

T H E B U S I N E S S O F D E S I G N 
S 7 D e s i g n a t i o n D i l e m m a 
Discover your values as a designer - they'll 
help you create an identity, which may or may 
not lead you to certification. 

D E S I G N S P E C I A L T I E S 
S 9 W a t e r F e a t u r e s 
Emerging trends in water features help shape 
the future of the industry. 

S 1 2 I n c l u d i n g I r r i g a t i o n 
Some designers incorporate irrigation designs 
and estimates whether a client requests it or 
not. Here's why. 
S 1 4 Rec C r e a t i o n 
Proper placement and smart planting are es-
sential when designing landscapes with athletic 
courts, putting greens and other rec areas. 
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MERIT a l l e c T u s 

Solutions that fit any grub problem. 

When it comes to grubs and the serious problems they can dish out, Bayer has the solution—products 

that will prevent or control every no-good grub you may come across, quickly and effectively. Therefore, 

keeping your customer's lawn healthy and lush and your business healthy and in the black. And all our 

products are Backed by Bayer " and the support and science that come with it. For more information ask 

your Bayer Field Sales Representative or visit us at BackedbyBayer.com. 

BACKED 
by BAVER. 

Bayer Environmental Science, a business division of Bayer CropScience LP, 2 T.W. Alexander Drive, Research Triangle Park, NC 27709.1 -800-331 -2867. www.BackedbyBayer.com Allectus, Dylox and Merit are 
registered trademarks of Bayer AG. Backed by Bayer is a trademark of Bayer AG. Not all products are registered in all states. Always read and follow label directions carefully. 02007 Bayer CropScience LP. 

http://www.BackedbyBayer.com


I a w n a n d l a n d s c a p e . c o m 

O N L I N E E X T R A S 

There is so much valuable content prepared for Lawn & Landscape each month that 

there sometimes isn't room to print all of it. Luckily, this information is offered 

as online extras, available via our Web site each month. Scroll to the bottom of the 

homepage and look for the image of this months cover of Lawn & Landscape. Under 

the image you'll find the titles of the latest online extras. Check back each month for 

more valuable online information. 

> WISE REVISITED 
This month's cover story, "Wise Guys," on page 42, follows the story of Covey Wise and the unique market-

ing methods his company employed to grow the business. The story continues on www.lawnandlandscape. 

com with more stories and tips that other companies can use to get their companies on track. 

> LABOR BURDEN IN-DEPTH 
Jim Huston describes ways to calculate and manage the labor burden in this month's "Benchmarking your 

Business" column on page 16. The information doesn't stop on these pages. Visit our Web site and look for 

the online extra that contains charts that will help you map your labor costs. 

industry 
> LEAF BLOWER LEARNING 

Is a ban on gas-powered leaf blowers coming to a city near you? After you read "Blown 

Into Proportion" on page 58 and the "Talking Points" sidebar on page 62, visit the Web 

site's Online Extras section for more tips on how to bring solutions to the table when 

blower-restricting ordinances arise in your region. 

News about immigration reform and the status of the H-2B guest 
worker program is constantly changing. Bills are being debated in 
Congress and the H-2B cap continues to get closer to being filled. 
Lawn & Landscape Online can keep you updated on the latest news 
from the U.S. Capitol or the Labor Department. 

Need help understanding the process? Visit www.lawnandlandscape.com May 14 for an Industry Buzz column with the 
latest information about H-2B. 

8 lawn & landscape may 2 0 0 7 www.lawnandlandscape.com 

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


your turf 
with a more 
dependable 
truck. 

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

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

If you want to work more turf, there's no harder-working truck to help you. 
For a dealer, visit: mitfuso.com 
* For warranty details and limitations, see your local dealer. 

A 
FUSO 

© 2007 Mitsubishi Fuso Truck of America, Inc. THE RIGHT TRUCK FOR THE JOB 

USE READER SERVICE # 13 



e d i t o r i a l 

C i n d y c o d e | e d i t o r i a l d i r e c t o r 

Leaf Blower Quagmire 

Susan Africa and her husband Walter run a small landscape contracting business in Ar-
dmore, Pa. They provide landscape maintenance services to large estates within Lower 

Merion Township. Like contractors nationwide, hand-held equipment is an important staple 
in their maintenance business. 

However, their business world may soon be turned upside down. An ordinance to curtail 
the use of gas-powered blowers in their township is dangerously close to being passed. If passed, 
not only will the hours of use be restricted, but the number of blowers in use at one time will 
be regulated. After 2011, blowers will be prohibited outside of leaf collection season. 

Township officials want to mandate the hours and days that a blower can be used 
- between 8 a.m. and 5 p.m., Monday through Friday - and the number of blowers used 
on a single property - one, except during the leaf collection season of October, November 
and December, in which two can be use. But, that's only until Jan. 1, 2011, at which time 
two blowers can never be used on one property, even during leaf collection season. 

Approved gas-powered leaf blowers are those with an operating decibel level that does 
not exceed 65 dba. The oldest blower Susan and Walter use is 3 years old and it does not 
meet the proposed decibel standard. 

At least one hearing has already been held. Susan fears that the ordinance will be passed 
this month before she can round up her fellow contractors and equipment suppliers to tell 
their story. The township is not being forthcoming with information even though Walter 
has operated a legitimate landscape business in the area for more than 25 years. The four-
employee firm maintains 10 estates. One of them is 25 acres. If blower use is restricted, they 
would be required to manually rake the property. 

A call for the ban apparently stems from one retired individual who is tired of hearing 
blowers before 8 a.m. on Saturday morning. The township already mandates that equip-
ment - gas-powered blowers, jack hammers, etc. - cannot be used before 8 a.m. Rather 
than reporting a violator of that particular ordinance, or appealing to the town for improved 
enforcement, the individual has organized the Lower Merion County Citizens for Action 
Against Leafblowers. 

"The whole thing is insane," Susan says. "Next they'll be blaming blowers for global 
warming. How can they expect us to rake our estate properties? Our customers will have to 
pay the (increased labor) price. In turn, that may take a bite out of our other services like 
planting beds." 

Susan and Walter maintain properties in an area called Main Line. It's an affluent area 
where customers demand pristine surroundings. Living areas are part of the outside grounds. 
Pool covers and trellises need to be blown daily. When parties are held over the weekend, 
their crew may be on the property all day Saturday planting flowers and readying the grounds 
for the party goers. 

Parties aside, Saturdays represent a back-up day for times when rain washes out regularly 
scheduled maintenance. 

"Our workers are dependent on their income," Susan says. "These are employees who 
have worked for us for 20 years. We're above board. They have health insurance and they 
have families to feed." 

Curiously, the ban does not include townships that send out 20-man crews to clean the 
area's parks throughout the week and on Saturdays. 

Susan hopes the township commissioners will listen to the voice of reason. Fast action 
is required and she hopes she can convince her peers to turn out in force. 

For gas-powered blowers to remain a staple in your business, take heed of Susan's story. 
Responsible use and good etiquette should be adhered. Issues such as this are popping up 
in communities across the U.S. For an update on the national situation, turn to page 58. SB 
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It's not a question 
of what works... 

it's how well it works 

Introducing EverGreen Software 
THE SCHEDULING & ACCOUNTING SOFTWARE THAT WILL BRING 
YOUR ROUTE EFFICIENCY AND PROFITABILITY TO A WHOLE NEW LEVEL 
EverGreen Software is specifically designed for the 
Green Industry by a company with over 22 years of 
office management software success. 
Marathon Data Systems has an unparalleled commitment 
to customer service and a mission to provide continuous 
enhancements to our software. 

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

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

Call 8 O O - 7 6 2 - O 3 O I to schedule a live 
demonstration of EverGreen Software or visit us online at 
www.evergreensoftware.com. 

EverGreen Software 
W h e r e t h e i ndus t r y is mov ing >>> 

USE READER SERVICE # 11 
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D e a r Editor, 

When I first read your pricing article, I was a little concerned 
that my rate looked small compared to the others in the article 
(wTo Each His Own" in the March issue of Lawn & Landscape). 
When I looked closer, I realized there are three reasons for that: 

1. My $28/man-hour rate is portal-to-portal where the 
others are curb-time rates. My $27 price in the estimate equates 
to 58 man-minutes, 12 of which are spent on the road. Allow-
ing for this shows my curb-time rate to be $35.30 per hour. 

2. I am located in a low-cost/low-rate region. Note 
from your "Average Mowing Prices" table at the end of 
the article that there is a 12.4 percent differential between 
Houston (West/Southwest Region) and Steubenville, Ohio 
(East/Midwest Region). 

3. I do less than $200,000 business annually, where 
the others are above that. Your table shows a 24.8 percent dif-
ferential between companies on different sides of the $200,000 line. So, making an (admit-
tedly overly simplified) adjustment, my $28 per man-hour portal-to-portal rate for a small company in Houston is equivalent 
to a $35.30 times 1.124 times 1.248 equals $49.52 per man-hour curb-time rate for a larger company in Steubenville. 

Comparing this to Russell Hunts $40.00 per man-hour rate shows him to actually be a more aggressive bidder than me. 
I'd love to get Jim Hustons thoughts on this discussion. 

Paul Wieting 
Owner, Seagull Lawn Services 
Houston 

D e a r Paul, 

You make some great points. Differentiating between a portal-to-portal vs. a curb-time rate is critical as curb-time rates usually range from 10 to 20 percent 
higher than portal-to-portal ones. Here are a couple of additional thoughts as to why rates in Southern states (ones with a 12-month season) tend to be lower 
than Northern ones (those with an eight- to 10-month season). 

Companies with a 12-month production season can spread their general and administrative (G&A) costs over more billable labor hours. Therefore, 
their G&A overhead per hour (OPH) is lower. This lowers G&A overhead costs and hourly rates. 

These companies normally keep overtime to a minimum. This keeps operating costs down. Companies with an eight- to 10-month season normally 
work a 45- to 55-hour week. This drives costs and hourly rates up. Also, labor costs in states with a 12-month season tend to be significantly lower than those 
in Northern states where the season is shorter. This is a reflection of the labor supply-demand curve. This also drives hourly rates down. 

Many contractors who work a 12-month season work four 10-hour days vs. five eight-hour ones. This reduces drive time and increases production time. 
It also drives rates down a bit because you have more billable curb-time hours in the same amount of total time (40 hours). 

Despite all of these factors, contractors shouldn't overanalyze this. Remember, your primary goal is to achieve your daily billable revenue minimum. If 
your daily goal is calculated properly and you hit it consistently throughout the season, you will make money. I've seen contractors get so cost focused that 
they miss a market opportunity and therefore they leave a lot of money on the table. Many of my clients are consistently 10 to 20 percent higher than their 
competition and they win the jobs. They know how to market and sell their services. Cost analysis is very important but so is marketing. 

Regards, 

Jim Huston 
President 
J R . Huston Enterprises 
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Some machines are built for maximum productivity. Others, 
for operator comfort. Only Cat® Multi Terrain Loaders offer 
both—delivering outstanding performance in all types of 
weather and ground conditions, plus a smooth, comfortable 
work environment to maximize operator effectiveness all-
shift long. 

The difference is suspended all-rubber track undercarriage 
from Caterpillar, combining unbeatable traction, flotation 
and stability, plus the smoothest ride in the industry. 
Helping get the most out of both man and machine, shift 
after shift, day after day, season after season. 

For more information and a free gift, go to 
www.catproductinfo.com/uc2 

KEEPING 
PRODUCTIVITY 
AND COMFORT 
ON TRACK. 

© 2007 Caterpillar All Rights Reserved CATERPILLAR 
CAT, CATERPILLAR, their respective logos, "Caterpillar Yellow" and the POWER EDGE trade dress, as well as 
corporate and product identity used herein, are trademarks of Caterpillar and may not be used without permission. TODAY'S WORK. TOMORROW'S WORLD." 
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s and marketing 

Persistence Pays and Sells 
Recently, after a long string of days 

spent speaking around the country, 
I headed to the airport, eager to catch 
an earlier flight home than the one I 
had booked weeks before. Though I had 
met many enthusiastic entrepreneurs 
over the course of my trip and though I 
had enjoyed speaking with them about 
ways to improve their businesses, I was 
eager to get home to my wife and kids 
by dinner time. 

So at the airport I went directly to the 
ticket agent and asked if I could get on 
an earlier flight. He told me there was 
a small possibility I could, but I would 
have to go to the gate to know for sure. 
Undeterred by what I gathered were 
rather poor odds, I hurried to the gate 
and waited for the agent to open up her 
station. Once she arrived, I explained 
to her that it was important to me that 
I get on the earlier flight and asked her 
if there was anything she could do. She 
politely told me the flight was sold out 
and there just wasn't any way I could get 
on it. I thanked her, sat down next to her 
station and waited. 

Now I want you to think back over 
the last year and count the times you 
found yourself letting "No" defeat you. 
How many sales did you give up on after 
the first rejection? How many times did 
you make a pitch only to be met with a 
lukewarm reception that you took for 
disinterest and then did nothing to follow 
up? Just how persistent are you? 

Rarely is running a business easy, but 
the steps you need to take to make it 
successful are at least easy to understand. 
And one of the most important steps is 
to always, always be persistent. Curiously, 
persistence is one of those qualities we all 
seem to have in abundance as children. 
I need only think of my kids' insistent 
pleas for a trip to the ice cream shop. But 

somewhere along the line, it seems many 
of us lose the quality of persistence, trading 
it in for the path of least resistance. 

But persistence pays and sells. Persis-
tence is the ability to go on resolutely or 
stubbornly in spite of difficulties. A couple 
of outstanding examples come to mind. 
Christopher Reeve, for one, steadfastly 
pushed beyond the limits of his paralysis, 
raising money and awareness and inspiring 
researchers to work even more passionately 
for a cure. Actor Ronald Reagan starred 
in "Bedtime for Bonzo" in 1951; a mere 
15 years later he ran for and won the 
governorship of California and later the 
presidency of the United States. And Sam 
Walton was 44 when he opened his first 
Wal-Mart store, which he would grow 
into the world's largest retailer and, in the 
process, revolutionize the way the world 
does business. As he explained, "I had to 
pick myself up and get on with it, do it 
all over again, only even better this time." 
Persistence led these individuals to success 
and it's what can lead you to yours. 

So push yourself, expand, stretch. 
Think of yourself and your abilities like 
a rubber band - see just how far you can 
stretch. I'm confident you'll be surprised 
by what you can do if you just try a little 
bit harder, expend a little more effort or 
devote a couple more hours a week to your 
business. Ifyou're faced with rejection, then 
face it right back. And if that fails, then 
move on to the next challenge stronger, 
and wiser, than before. 

Sure, maybe that huge house on the hill 
has been maintained by a big company for 
years, but that's not to say the homeown-
ers wouldn't listen to a pitch from you. 
And if you don't succeed this season, try 
again the next. 

As for those of you wondering if I ever 
got on that earlier flight home - well, after 
reading this article, you tell me. • 

is a speaker, consultant and author, as well as owner of Grunder 
Landscaping Co., Miamisburg, Ohio. Reach him at 866/478-
6337, landscapesales@gie.net or via www.martygrunder.com. 
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P n n H ? / introducing ProDeuce™ - the first 
I I ^ L y C U ^ C Glyphosate/ Prodiamine herbicide. 

ever 

Sick of respraying? Wish there was a broad-spectrum herbicide that offered extended grassy weed 
control throughout the season to cut down on labor? Tired of the carnage of mechanical trimmers? 

Introducing ProDeuce™ - a groundbreaking herbicide that combines the non-selective knockdown 
power of glyphosate with the preventative long lasting pre-emergent control of prodiamine. Together 
for the first time in a convenient dual-action herbicide! 

Ideal for: 
• Chemical edging • Mulch beds of well-established plants 
• Cracks and crevices in driveways, sidewalks and patios* 
• Foundations • Gravel areas 

www.turf.us.nufarm.com (800) 345-3330 
™ ProDeuce is a trademark of Nufarm Americas Inc. 
• May cause temporary staining. Do not use on areas where this is unacceptable. 

Value with a difference. 
Nufarm 
Turf & Specialty 

USE READER SERVICE # 11 
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Labor Burden Basics 

There's confusion about labor burden, 
including how to add it in bids and 

service pricing to pass its cost onto custom-
ers. Let me try to clarify these issues. 

Labor burden consists of items (FICA, 
FUTA, SUTA, workers' compensation in-
surance (WCI), general liability insurance 
(GLI), etc.) that can be directly correlated to 
office and field payroll, and which vary in 
direct proportion to it. Labor burden added 
to field labor is a direct cost, whereas labor 
burden added to general and administra-
tive (G&A) overhead payroll is an indirect 
G&A cost. It's calculated as a percentage 
that's then applied to field and office (or 
G&A administrative) payroll. 

Most labor burden items (FICA, FUTA, 
SUTA, WCI, GLI) are assigned to you as 
a fixed percent that will vary little when 
calculated into your labor burden. For 
instance, FUTA is currently .8 percent. This 
doesn't change, whether you're calculating 
labor burden for prevailing wage projects 
or non-rated ones. 

Some field labor burden items, such 
as medical insurance, are predetermined 
costs that have to be converted into per-
centages. We do so by dividing its annual 
cost by the projected total field labor cost 
for the year. If offered by the company, 
medical insurance premiums, paid for by 
the company, normally range from 2 to 6 
percent of total field payroll. 

Other field labor burden, such as 
holidays, sick days and vacation days, 
are calculated in days and also have to be 
converted to percentages. You do so by 
dividing the total number of the respective 
days by the total field work force days in 
the year. These items range from 1 to 2 
percent each. 

The two biggest variables in the labor 
burden calculations are workers' compen-
sation insurance and medical insurance 

costs. WCI rates for most green industry 
field work ranges from $4 to $ 16 per 
$ 100 of payroll. As a percent, this is 4 to 
16 percent. The average around the U.S. 
is from 6 to 8 percent. The WCI rate for 
office staff and sales personnel is less than 
1 percent. Arborists see the highest WCI 
rates, from 20 to 45 percent and higher. 

As a cardinal rule, we want to ensure 
that all costs are included in our bids and 
pricing and passed onto our customers. We 
want costs to come out of their pockets, 
not yours. In an attempt to do so, some 
estimating systems put field labor burden 
items in G&A overhead and then use a 
markup percent to calculate these costs into 
bids. I disagree. I do include office labor 
burden costs in G&A overhead but field 
labor burden costs should be calculated 
on a job-by-job basis. 

Here's why. Installation jobs A and B 
are both priced to be $ 10,000. Job A is a 
typical installation job. However, job B is 
all demolition and has twice the labor costs 
and no materials. Your field labor burden 
costs should be twice as much for job B 
because it has twice the field labor as job A. 
However, if you include your labor burden 
costs in G&A overhead (let's assume 25 
percent for the total), it would not change 
from one job to the other. And that's a 
problem because you've understated your 
costs. While job A would still be $ 10,000, 
job B would be $9,167. And that's a big 
"Oops!" because $ 10,000 is a good price for 
both jobs. Here's how the math works out: 
(Total direct costs minus burden) divided 
by (1 minus (G&A plus burden plus net 
profit)) equals price. 

Finally, don't make the mathematical 
mistake of putting labor burden into your 
G&A overhead. If you do, it will come 
out of your pocket, not your customers' 
pockets. H 

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

16 

mailto:benchmarking@gie.net
http://www.jrhuston.biz


We start all over again." 
"When we got the contract to maintain one 
of the largest independent power plants 
in the world, I went out and got the most 
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 

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

www.stihlusa.com 1 800 GO STIHL 

"What do we do after clearing 330 acres? 

STIHL 
USE READER SERVICE # 17 
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"Why People Do What They Do? 

i 

Recently I spoke about employee turn-
over. Rather than reiterate what at-

tendees usually hear about how ineffective 
selection methods and poor supervisory 
practices are the primary causes of turn-
over, I took a different approach. 

In many instances, the decision to leave 
a company and do something else relates to 
the changes a person is experiencing in life. 
The problem, though, is we don't always 
recognize these changes in ourselves and, 
thus, we can't identify them in others. 

Research suggests there are five stages in 
a person's life. These stages are influenced 
by a number of factors — socio-economic 
levels, mental abilities, personality char-
acteristics and interests - all of which 
influence the decisions we make about 
our careers and lives. 

GROWTH. This stage occurs between 
the ages of 10 and 18 and includes three 
characteristics - capacity, interest and 
fantasy. Remember when you were a child 
and you wanted to know how fast and far 
you could run? You were constantly test-
ing your capacity to try new things and 
stretch yourself. The interests you had 
were many, however those interests became 
more focused as you grew older. 

EXPLORATION. This lasts from 19 to 25 
and is composed of characteristics such 
as trial, transition and stabilization. Your 
younger days set the stage for you to focus 
on real interests. Gradually, you go through 
the sorting out process and stabilize your 
interests. Job changes are many and vary 
as you look for where you fit. Instinctively 
you choose a career path. 

ESTABLISHMENT. This occurs between 
26 and 45 and is characterized by ad-
vancement, frustration and consolidation. 
Instinctively you know you are in the most 

productive years of your life. Advancement 
is important and you are willing to pay the 
price to achieve career goals and success. 
But, another reality becomes evident. You 
are competing against others who are just 
as focused on their own advancement as 
you. You began to see that some folks are 
more talented and this gives them a better 
shot at promotion and/or opportunity. You 
become frustrated about where you are 
going and when you will get there. 

MAINTENANCE. This stage spans from 
45 to 60. You have three choices here - in-
novation, stagnation and/or upgrading. By 
now, if you are honest with yourself, you 
have a very clear picture of who you are. 
Maybe you fall into the trap believing life 
has dealt you an unfair hand and now you 
are too old to start anew. Call this approach 
stagnation. Perhaps, instead, you do some 
soul searching and reach the conclusion 
that the best thing you can do is upgrade 
your skills and take a fresh approach to 
competing in the work place. 

DECLINE. This final stage applies to folks 
60 to 75. The options here are retirement, 
specialization and disengagement. Some 
people can't wait for retirement, while 
others are by no means ready to retire. 
Instead, they have evaluated their skills 
and experience inventories and decide to 
specialize and continue working and hav-
ing fun. There is another group, though. 
They size everything up and disengage 
from work and other aspects of life. Said 
another way, they lose a sense of direction 
because age has come upon them and they 
are not prepared for it. 

Hopefully, now you'll understand that 
leaving one company and going somewhere 
else is a part of growing up and a big part 
of life. But then, you knew that all along, 
didn't you? • 

a r r y is president of GreenSearch, a human resource consulting organization. He can 
be reached at 888/375-7787, peoplesmarts@gie.net or via www.greensearch.com. 
PeopleSmarts® is a registered trademark of GreenSearch. 
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QUIETLY JOINING THE 
MAGNUM GATORLINE™ FAMILY 

S U P E R T W I S T HAS ARRIVED 
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 

GATORUNC Ask your Oregon dealer for it today! 
Find your closest dealer at www.oregonchain.com/store_locator.htm 

< V 1 W ^ K 

Advanced Cutting Technology 

Oregon Cutting Systems Group • Blount Inc. • www.oregonchain.com 

USE READER SERVICE #18 

http://www.oregonchain.com/store_locator.htm
http://www.oregonchain.com


• from t L field 

"The Adjuvant Advantage 
Many lawn care professionals aspire to 

get more "bang for the buck" out of 
their products because doing so not only 
improves performance and efficiency, but 
also increases customer satisfaction. 

If you haven't already, consider using 
an adjuvant with your next pesticide or 
fertilizer application and you might be 
pleasantly surprised by the overall benefits 
of these unique problem solvers. 

An adjuvant, for those unfamiliar with 
these products, is any material added to 
the spray mixture to enhance product 
performance, efficacy, function or ease 
of application. In a nutshell, an adjuvant 
helps increase both product performance 
and application efficiency because it helps 
the applicator get more "bang for the buck" 
out of many control products without any 
real drawbacks. It's a true win-win situation 
for both the contractor and the client. 

H O W THEY W O R K . T h e applicator 
needs to decide what adjuvants will be 
most beneficial to his or her particular 
services. However, when properly used, 
adjuvants, which are tank mixed with 
control products, can aid a contractor in 
product performance and efficiency in a 
number of ways. 

For example, a spreader sticker en-
hances pesticide uptake on the leaf surface 
while helping the product to adhere to the 
leaf surface. The result is optimum product 
performance while improving the durabil-
ity and longevity of the application. 

Adjuvants are available to lawn care 
professionals in a number of common 
formats. For example, some specific ad-
juvants and their benefits include: 
• Spreader Sticker - Reduces leaf surface 
tension to help spread the spray droplet 
over a larger area of the leaf surface. While 
improving the uniformity of the spray 
droplet, it also more effectively wets foliage 

and/or target pests and enhances penetra-
tion and translocation within the plant. 
• Color Marker Dyes - Colors spray solu-
tion to mark application areas. These mark-
ers help prevent over application, missed 
application and off-target applications. 
• Foam Marking Agents - Used with 
boom sprayers to mark spray width, which 
gives the applicator a visual line to increase 
application efficiency. 
• Acidifiers - Lowers spray water pH to 
eliminate premature breakdown of alkaline 
sensitive products. 
• Compatibility Agent - Improves com-
patibility of spray mixtures. 
• Drift Control Agents - Reduces poten-
tial off-target spray drift. 
• Odor Masking Agents -Masks pesticide 
odors, i.e., EC formulations. 

Short-term benefits of incorporating 
an adjuvant include ease of application, 
enhanced rain fastness and improved 
product performance. Over the long 
term, adjuvants improve product control 
which can reduce the use of pesticides and 
call backs, all of which increase customer 
loyalty and profits while promoting envi-
ronmental stewardship. 

COST. The cost of most adjuvant products 
is minimal when compared to the added 
benefits of using them and therefore should 
not warrant any cost increases to a standard 
lawn care program. 

The applicator cost will be absorbed 
due to greater product efficacy (fewer call 
backs) and improved productivity. For 
example, integrating a colorant makes 
skips less likely and increases productiv-
ity rates and customer satisfaction levels. 
Likewise, the adjuvant reduces the chances 
of over applying product, and in the cases 
of applying a pesticide, promotes solid 
environmental stewardship practices. • 

. b . t o o r i s h a n d b r i a n k e l 
are part of LESCO's Tech Services Department. They can be reached at 
fromthefield@gie.net or at 800/321-5325 ext. 6 1 5 0 to answer technical questions. 
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C b O R 
Cl~)OR and Ensystex, the new manufacturer direct 

names for value in turf and ornamental 
pest control products 

QO DfReCC 
ÇO CBOR 

(DAXXCbOR 
Contains bifenthrin -
compare to the active 
ingredient in Talstar. 

CURFCbOR 
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. 

Turfthor and Maxxthor are trademarks of Ensystex, Ine 
Merit is a trademark of Bayer Environmental Science 
Talstar is a trademark of FMC Professional Solutions 

USE READER SERVICE # 11 

ENSYSTEX, Inc. 
A New Day. A New Way 
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The editors of L W Á A N ^ A N D D E A L E R magazines believe 

[ 

ongoing dialogue between contractors and commercial dealers is essential. 

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

question or issue posed by the editors. 

This month's question: "What should a contractor expect in a loaner mower?" ] 

T H E D E A L E R : 

David Abbott, owner, Abbot's Pro Power, 
Gilroy, Calif. 

"For the most part, the contractor gets what he gets, 
concerning loaner mowers. If he comes in with a 60-inch 
and the only thing I have is a 48-inch, he has to live with 
it. If I have a 72-inch and he needs to get through a gate 
that's only 3 feet wide, how am I going to satisfy him? It's 
just too hard to keep everyone happy. 

"I generally don't do loaners because of these issues. I 
also don't have a multitude of mowers to loan out. To avoid 
needing loaner mowers, I tell contractors to get a handle 
on their regular mower maintenance - doing 100-hour 
checkups. That way, there's less likelihood of big problems 
down the road. 

"The other day we had a mower with some catastrophic 
engine failures - that was a rare case. If the mower's getting 
up there in years, I encourage the contractor to buy another 
one. In my area, sometimes we have 3 feet of grass, so our 
zero-turns are out there mowing 300 days a year - some-
times 320 days a year. We don't have time for downtime to 
fix things and we can't afford to wait to fix things - there's 
just no time. We have a winter, but it's not really a winter 
at all, so the mowers keep going. Because of this, contrac-
tors must maintain the mowers regularly as they go along 
so the big problems don't stop them from working. These 
reasons are why I'm not really big on loaners." 

T H E L A N D S C A P E C O N T R A C T O R : 

Michael McDonough, owner, U.S. Lawns, 
Hilliard, Ohio 

"The place where I service my mowers is where I bought 
them. They do a pretty good job. If it's under warranty, 
they'll provide a loaner to me that is comparable to what 
I need, so I've never had a problem with it. I don't think 
I've ever expected a dealer to furnish a mower out of war-
ranty without paying for it. But if the repair is covered by 
a warranty, I'd expect it to be a free loaner. I also usually 
have backup mowers ready to go in case I cannot get a 
loaner mower in a pinch. 

"Most of the loaners I get from dealers are typically 
newer than the mowers my company owns anyway, which 
is nice. We're in a unique position because we're part of 
a larger company. I've never had to make two dealers 
compete against each other for our business, so I think 
we are treated fairly. 

"My take on loaners is finding a fair and equitable 
situation for both the dealer and the contractor. I'm not 
expecting any free handouts from dealers. I understand 
they're businesspeople too and need to make money just 
like me. Maybe I'm just fortunate with my equipment 
- I've never had a mower down for more than a week. 
But whenever I've gotten a loaner as a result of a down 
mower, it's always been comparable to the one I've turned 
in for repairs." 

If you'd like to say what's on your mind for future issues, please 
e-mail Mark Phillips at mphillips@gie.net. 
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"In a matter of seconds, 

you can go from 

mulching to side-discharge. 

There's not another 

mower that can do that." 

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

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

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

See more of what Mike Dykstra has to say at www.mowpro.com 

USE READER SERVICE # 20 
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Industry A l e r t 
• 

Encourage Your Customers, 
Prospects to Ask Questions 

Challenges to state and federal pesticide preemption 
laws by activist groups are not new to the profes-
sional lawn care industry. Nor are the widespread 
pesticide bans that are prevalent across Canadian 
municipalities. 

But a new initiative by a consumer group is undermining 
the business practices of professionals across the green indus-
try. Safe Lawns, established by HGTV host Paul Tukey, was 
promoted as a dialogue about alternatives to traditional lawn 
care. But the initiative has turned into a locally based campaign 
to ban pesticides and synthetic fertilizers on municipal and 
public properties, especially schools that focus on children's 
and pet's health. 

According to the Safe Lawns' mission, the goal is 44to cause 
a quantum change in consumer and industry behavior" and to 
prevent "Americans from spreading millions of tons of toxic 
materials, all in the name of a beautiful lawn." 

As a multi-billion dollar business, the green industry is 

Photo: L&L staff 

extremely visible; more than 30 million acres of lawns exist in 
the United States. But, in addition to being aesthetically pleasing, 
it's estimated that lawns remove 5 percent of carbon dioxide 
in the atmosphere and provide a significant amount of oxygen. 
Lawns also absorb more than 12 million tons of dust and dirt 
annually, trap and filter rainwater and prevent erosion. 

Additionally, they provide a cooling effect in summer months, 
help boost energy efficiency, and provide children and families 
with safe areas to play and recreate that are free from danger-
ous insects and weed allergens. 

There's no doubt, professionals and their customers need 
to have complete information about the products used in lawn 
care services. And the playing field has become murky with busi-
nesses of all shapes and sizes using terms like green, organic, 
sustainable and biodegradable in marketing. 

"Consumers need to recognize that to maintain healthy 
lawns, it is essential that organics and synthetics coexist," says 
Tom Delaney, director of government affairs, Professional Land-
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Lawn Care Organics vs. Synthetics 

care Network (PLANET). "There's 
a false perception that because it's 
organic, it's safe and because it is 
synthetic it is not, and that misleads 
the public. It is about choices and 
what works." 

For industry professionals who 
offer organic services to their cus-
tomers, it's typically offered as a 
choice rather than an alternative. 

PLANET does not promote one 
kind of lawn care product or service 
over another; however, the organi-
zation does promote the safe and 
proper use of all state and federally 
registered products used to maintain 
customers' properties. PLANET 
also encourages consumers to 
thoroughly research the products 
that are being used on their lawns. 

"As consumers search for safe 
products, it's important to remem-
ber that the legal definition of the 
word 'safe' is 'without risk,'" Del-
aney says. "No product is without 
risk - organic or synthetic - and it 
is of the utmost importance that 
consumers recognize that fact." 

If misapplied, both organic and 
synthetic fertilizers can damage 
landscapes and potentially pollute 
the environment, Delaney says. For 
example, if either product is inadver-
tently left on paved surfaces, rainfall 
may move the nutrients into storm 
drains where they can find their 
way into rivers and lakes, he says. 
Applied properly, both organic and 
synthetic fertilizers provide lawns 
with necessary nutrients without 
harm to our environment. 

"There are no real guidelines out 
there when talking about organic 
programs," Delaney says. 

Safe Lawns and other activist 
groups will continue to try to un-
dermine the value of the industry 
and the continued use of traditional 
products. Lawn and landscape pro-
fessionals need to communicate 
effectively with the public and their 
customers and encourage questions 
in return. - Cindy Code 

c J / D T t r l C i ' is a time when the thoughts of many homeowners turn to 

their lawnyWfth so many lawn care products on the market, there is a lot 

of confusion regarding the use of organic lawn care products vs. synthetic 

products. The Professional Landcare Network (PLANET), representing 

landscape, tree care and lawn care specialists across the country who use 

both types of products, wants to bring clarity to the issue for contractors 

and their customers. 

"We recognize that there is confusion about organic and synthetic products 

and services that utilize them," states Tom Delaney, director of government 

affairs for PLANET. "We have members that use both products in their services 

and want to make sure that the public is well informed of the differences." 

While there are no universally accepted definitions of "natural" and "organic," 

here are the most commonly accepted definitions: 

NATURAL. A product derived from animal/biological, mineral or plant sources, 

in a form substantially as it occurs in nature. The materials may be altered or 

manipulated to put them in a physical form that allows them to be efficiently 

used in the application process by homeowners or service providers. 

ORGANIC. Technically, any substance containing carbon is organic. Both 

naturally occurring and man-made products may be organic. The common 

misconception that "organic" and "natural" have the same meaning may 

cause non-technical consumers to believe that man-made organic material 

is natural when it is not. 

NATURAL-BASED. This term is generally used to describe a mix-

ture of materials that include some elements that may be properly 

described as natural. The portion that is natural is frequently unde-

fined. The other portion may be man-made pesticides or fertilizers. 

ORGANIC-BASED. This term is generally used to describe a mixture of materi-

als that includes some organic materials. The portion of the product that is 

both organic and natural is frequently undefined. The other portion may be 

man-made pesticides or fertilizers. 

Encourage interested consumers to ask these questions about organic 

lawn care products: 

• Do the products used or services rendered contain or use any materials 

that are subject to EPA regulation and registration? Any product claiming to 

prevent, destroy, repel or mitigate any pest, such as insects, weeds or disease, 

requires state and EPA registration and is classified as a pesticide. 

• Are these materials man-made or naturally occurring? 

• Are weed, insect and disease controls a part of the product or service? 

• What percentage (25 percent, 50 percent) of the active ingredients and 

of the total applications are man-made materials? 

"The bottom line is that consumers need to pay close attention to the 

instructions on the products they're buying or hire state-licensed profession-

als to apply these products when unsure of the pest or the proper control 

measure," Delaney says. 
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With the Florida alligator population swelling to more than I million and 
spring being mating season, contractors will want to keep an extra cautious 
eye out for the primitive creatures. Gators seem fascinated with the sound 
of trimmers and mowers and will often lunge at the machines, says Curtis 
Lucas, a licensed nuisance alligator trapper in Volusia County. "That's probably 
the No. 1 complaint I get from landscapers," Lucas says. "The gator is usually 
not trying to attack the landscaper. He likes the trimmer or mower." 

However, gators have attacked people, sometimes with devastating conse-
quences. In 2004, a 54-year-old landscape contractor was trimming vegetation 
near a pond in Sanibel, Fla., when a 12-foot gator pulled her into the pond and 
mauled her. She later died. Florida wildlife officials are responding to the growing 
alligator population by getting input from residents and business owners. Gators 
can be a particular problem in Florida because of the growing population and the 
disappearance of habitat. State officials receive more than 18,000 problem-gator complaintsannually and remove about 
7,000 gators each year. Lucas says landscape contractors should keep the following in mind: 
• When working next to a pond or lake, look around and be aware of the surroundings. If a pond or lake is known to 

harbor a habitual gator, it's probably going to be there when the contractor arrives. 
• A contractor should familiarize himself with the gator history of a new property and take a look around the property. 
• During nesting, females will often gather vegetation into a mound to protect her eggs. 
• If a gator gets closer than 20 yards, it's time to move away. 
• If a gator becomes a problem, contact Florida's gator hotline at 800/FWC-GATOR. - Mark Phillips 

inside the industr 

E N V I R O N M E N T 

Gators Attracted To Trimmers, Mowers 

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 ail 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.bobca t tu r f . com 
Commercial Grounds Care, Inc: 

One BOB-CAT Lane 
Johnson Creek, Wl 53038 

C2007 Commercial Grounds Care, Inc BC070016 

T A r b u r i s t & Lc, , 
S u p p l i e s a t 

D i s c o u n t P r i c e s ! " 

• Climbing Supplies 

• Pruning Tools 

• Chainsaw Parts 

• Trimmer Parts 

• Small Engine Pari 

• Safetg Wear 

• Online Shopping! 

m 
i f 

J 

•^Rop Onl ine a t 
i -

w w w . c u t t e r 5 c h D i c e . c a m 
•r call toll f ree 1-BBB-BBB-8371 
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call or register online to win a new Magnum or Synergy 
800.346.2001 permagreen.com 
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E N T R E P R E N E U R I S M 

Contractor Makes Lax Clients Pay 
Deadbeat clients were wearing down Matt Gugliotti. 

In fact, the owner of Trailsend Water Gardens in Canton, Conn., was 
venting to a carpenter friend last fall about his frustration with a client who 
simply refused to pay part of an agreed upon bill for landscape work. 

"I was surprised to hear that my carpenter friend had the same problem 
with this exact same client," he says. 

"The problem that landscape contractors and carpenters and others 
in related service industries run into is that we can t take back the service 
we provided if the client refuses to pay part or all of their bills," he says, 
adding he's lost nearly $25,000 in unpaid fees over the last three years. 
"A lawn care guy can't go back and pull up the fertilizer he spread, and a 
carpenter can't go back and disassemble the deck he just built - though 
we'd like to." 

Gugliotti struck on the idea of creating a Web site where contractors 
from a variety of professional disciplines could report payment problems 
they have with clients. The online repository of complaints could then be 
accessed to determine if a new client had a prior negative payment history 
or was a stellar customer. 

With the assistance of his father, an attorney, Gugliotti developed www. 
SolidContract.com, an online consumer credit report database for service 
professionals. For $360 a year, contractors have unlimited access to the 
online database to report and research consumers and debt up to two 
years old. In addition, any report made on a consumer remains on the site 
for seven years. The site went live in April. 

"To my knowledge, there's nothing out there like this," Gugliotti says. 
- Mike Zawacki 

L A B O R 

D.C. Dispatch: 
Comprehensive 
Immigration 
Reform and H-2B 

Annually, landscape con-
tractors cite a shortage of 
labor as a one of their top 
growth-limiting challeng-
es. As such, the landscape 
industry is focusing on 

lobbying for the passage of comprehensive 
immigration reform and fixing the H-2B 
guest worker program. 

C O M P R E H E N S I V E R E F O R M . Though the 
2008 presidential election is a year and a 
half away, presidential hopefuls' campaigns 

Their time is up. 
Starts working in hours—even minutes. 

DuPont 
Prova unt 
INSECTICIDE 

USE READER SERVICE # 25 



CLCA members traveled to Washington D.C. in March to meet with Senator 
Diane Feinstein (fourth from left) and other Congress members about compre-
hensive immigration reform. 

already appear to be in full swing. Insiders say Congress' 
August break is the deadline for the passage of compre-
hensive immigration reform. "President Bush has said he'd 
like to see an immigration bill by the August recess-before 
the election season begins," says John Farner, director of 
legislative relations for the American Nursery & Landscape 
Association (ANLA). "Otherwise, issues like immigration 
just get too polarized and basically nothing gets done." 

The ANLA commended the House's answer to 
comprehensive immigration reform, H.R. 1625, also 
known as the STRIVE Act, which was introduced by 
Reps. Luis Gutierrez (D-lll.) and Jeff Flake (R-Ariz.). The 
bill's key components include increased border security, 
an electronic employee verification system, a year-round 
temporary worker program and earned adjustment for 
the 12 million undocumented immigrants. However, there 
is one major flaw at this time, Farner says. It does not yet 
include specific language about H-2B. Although the Sen-
ate has identified immigration as a top priority, as of press 
time it had not yet introduced a comprehensive reform 
bill. Farner expects it to be introduced in May, when the 
Senate is expected to take up immigration. 

The California Landscape Contractors Association 
also is encouraged about the STRIVE Act, says Director of 
Legislation Bob Wade, who owns Wade Landscape, Laguna 
Beach, Calif. "We're pretty happy with it," he says. "It 
creates a more secure border, a method to legalize those 
who were here that are working. Plus, it puts them at the 

end of the line." Wade doesn't like the bill's touch-back 
provision, however, which requires illegal immigrants hop-
ing to become legal to return briefly to their countries. 

HELP FOR H-2B. Tom Delaney, director of government 
affairs for the Professional Landcare Network, reiterates 
the importance of a comprehensive immigration reform 
bill retaining the existing H-2B program, with some im-
provements such as making the repeat worker exemption 
permanent and expanding the base 66,000 cap number. 

In the meantime, contractors should be aware that 
two other H-2B-related bills have been introduced. Both 
propose extensions to the provision of the Save Our Small 
and Seasonal Business Act that allows returning workers 
to be exempt from the 66,000 count. The Senate bill, S. 
988, introduced by Senators Barbara Mikulski (D-Md.) and 
John Warner (R-Va.), provides a five-year extension to this 
provision. The House version of the bill, H.R. 1843, intro-
duced by Reps. Bart Stupak (D-Mich.), Marilyn Musgrave 
(R-Colo.) and Wayne Gilchrest (R-Md.), would make the 
exemption permanent. - Marisa Palmieri 

They can crawl, 
but they can't hide. 
No buffer zones to worry about. 

DuPont 
Provaunt 
INSECTICIDE 

USE READER SERVICE # 11 



insi de the industry 

T E C H N O L O G Y 

Study: Consumers Prefer Firms With Web 
Landscape contractors operating without a presence on 
the Web may be driving their customers to competitors 
who are Internet-sawy, according to a recent study. 

A Web site improves the interaction between 
consumers and businesses, and lack of a 
Web site could drive business away, ac-
cording to research conducted by 1 &1 
Internet in Chesterbrook, Pa. 

For example, more than 33 percent 
of U.S. households surveyed agreed that 
lack of a Web site would lead them to 
shop elsewhere or select an alternative 
business, while 28 percent agreed they 
would have doubts about doing business 
with a company without a Web site. In 
addition, consumers have become reliant 
on Web sites to find contact information. 
For example, 76 percent of respondents 

in the study believe it is easiest to 
contact a business via a phone number 
or e-mail address provided online. 

Web sites provide a link between consumers and 
their purchasing experiences, says l & l Chairman 
Andreas Gauger. 

"Providingan online service is essential to keeping 
consumers happy and loyal," Gauger says. 

Lack of an Internet initiative, though, is com-
monplace among green industry business owners, 
according to recent Lawn & Landscape research on 

attitudes toward business technology. 
Sixty-six percent of landscape contractors 

do not have company Web sites, the Lawn & 
Landscape research found. This frequency rises 
when this issue is examined based on contractor 
revenue. For example more than half of landscape 
firms reporting more than $500,000 in annual 
revenue do not maintain a company Web site, 
the data says. 

Likewise, 63 percent of contractors who 
consider themselves "proactive" when it comes 
to business technology initiatives at their compa-
nies don't maintain a presence on the Internet, 

according to the Lawn & Landscape study. 
Many landscape contractors still don't see the business 

potential inherent in having a presence on the Internet, says 
Sal Mortilla, owner of Landscaping Unlimited in Long Island, 
N.Y., and a vocal green-industry advocate for the adoption 
of more Web-based systems. 

"This is a classic example of our industry being in the 
dark ages," says Mortilla, who generates about 85 percent 
of his business leads via the Web. - Mike Zawacki 

They've never seen 
anything like it 
New mode of action catches them off guard. 

DuPont 
Provaunt 
INSECTICIDE 

USE READER SERVICE #26 



Introducing Provaunt: 
New chemistry that shows no mercy to caterpillars. 

Du Pont" 
Provaunt INSECTICIDE 

DuPont Professional Products 

DuPonr Provaunt™ insecticide quickly controls a wide range of turf and landscape ornamental pests. With • New class of chemistry 
low application rates and an excellent environmental profile, Provaunt™ is a next-generation insecticide that and new mode of action 
doesn't compromise on performance. In fact, Provaunt™ is based on a new class of chemistry powered by the • No buffer zones 
MetaActive™ compound—and most turf insects have never before been exposed to it. To learn more about • Low application rates 
DuPont™ Provaunt™ insecticide, contact DuPont Professional Products at 1-888-6DuPont (1-888-638-7668) or • EPA reduced-risk 
visit us at proproducts.dupont.com. Advanced chemistry. Outstanding performance. active ingredient 

€ !H i> 
The miracles of science * 

Always read and follow all label directions and precautions for use. The DuPont Oval logo. DuPonr, The miracles of science7 Provaunr, and MetaActive* are trademarks or 
registered trademarks of DuPont or its affiliates Copyright <£) 2007 E l. du Pont de Nemours and Company All Rights Reserved 
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S T U D E N T C A R E E R D A Y S 
• 

Students Follow the Green at Student Career Days 
The Professional Landcare Network's (PLANET) Student Career Days might 
have taken place at Michigan State University this year, but the host school of last 
year's event, Brigham Young University, was tops in event competitions. 

More than 760 students from 54 schools traveled to East Lansing, Mich., to 
take part in the four-day event that included a career fair and 24 competitions 
in various disciplines, including arboriculture techniques, business management, 
exterior landscape design, irrigation troubleshooting and paver installation. 

Eric Ball and Duane Pearson, both of Brigham Young University - Idaho, 
took first place in truck and trailer operation. Ball, who will intern with Bob 
Jackson Landscapes in Owings Mills, Md., this summer, says he chose the 
green industry because he likes to create. "I like to see how you can transform 
things," he says. "I like to see how you can start with one thing and use your 
creativity to change it into something incredible." 

If students have any doubt about their career choice, it's put to rest after 
attending Student Career Days, 
says Jim Martin, PLANET's 
president and owner of James 
Martin and Associates, Vernon 
Hills, III. 

"This is an uplifting, emotional 
high for these students," Martin 
says. The event reinforces the 
quality of life landscape profes-
sionals enjoy. "When people see 
the kinds of opportunities this 
industry provides, they realize 
this is no longer just working 
in the dirt," he says. "These 
students get a feel for the level 
of sophistication in the industry 
they might not have realized 
before." - Mark Phillips 

Top 10 Schools for 
Student Career 
Day Competition 

1. Brigham Young University -
Idaho - 3,835.30 Points 

2. Brigham Young University -
Provo- 3,692.81 Points 

3. Colorado State University -
3,653.52 Points 

4. Kansas State University -
3,601.30 Points 

5. Penn State - 3,520.40 Points 

6. North Metro Technical 
College - 3,466.52 Points 

7. Cal Poly - Pomona -
3,394.01 Points 

8. Michigan State University -
3,218.65 Points 

9. Clemson University -
3,191.26 Points 
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T U R F S E E D R E P O R T 

Tall Fescue, Bluegrass Seed Supplies Straipe. 
Some contractors, like Andrew Aksar, owner of Outdoor 
Finishes, Walkersville, Md., were surprised by their first 
seed purchases this season. Aksar paid $ 15 more than 
last year for a 50-pound bag of a fescue blend. 

Suppliers report availability will be tight this year. 
Inventories for Kentucky bluegrass, tall fescue and fine 
fescue are small, says Glenn Jacklin, director of operations 
for Jacklin Seed by Simplot, Post Falls, Idaho. Perennial 
ryegrass supply shouldn't be an issue, he says. 

"It is still very early to tell, but I would estimate a 
10 to 15 percent increase across the board, with the 
exception of perennial ryegrass, which should remain 
stable," Jacklin says. 

Production costs are up due to the usual suspects, 
increased fertilizer and fuel prices, but another factor 

will put pressure on the seed industry 
for years to come: demand for acreage 
from the biofuel industry. 

"Corn, soybeans and other biofuel 
crops that are alternatives to producing 
grass seed play a role in making more 
money for the grower," says Wayne 
Horman, director of marketing for 
Scotts Turf-Seed, Gervais, Ore. 

Horman expects contractors to 
seek alternative solutions of their own. 
He sees some contractors, like those in the 
Southeast who rely on tall fescue, to switch 
to blends that allow their seeding rate to go 
down. - Marisa Palmieri 

Photo: EPIC Creative 

W E A T H E R 

Contractors Prepare for a Busy Weather Season 

Lawn and landscape companies should 
P •prepare for the myriad of extreme 

weather conditions expected this spring 
and summer. Scientists at the National 
Oceanic and Atmospheric Administration 
say flooding is probable in portions of the 
Midwest and Ohio Valley through June. 
On the other hand, continued drought 
conditions are expected in the Southwest. 
These are the areas of concerns in the 
agency's 2007 spring outlook. 

The upper Midwest went through 
snowmelt in April and warmer-than-
normal temperatures in recent months 
have increased the risk of flooding due 
to ice jams. In addition, high soil moisture 
in parts of Ohio, Pennsylvania and New 
York create flood conditions, which was 
not helped by mid-April's Nor'easter that 
dropped record amounts of rain. 

Dry conditions that have challenged 
the Southwest for the past few years will 
be back, according to the NOAA. 

John Gibson, director of operations at 
Swingle Lawn, Tree & Landscape Care in - " " 
Fort Collins, near Denver, couldn't think 
about a dry spell in mid-April. He was busy preparing for 
the uncharacteristically late blizzards forecast for the area. 
Even after those subsided, he wasn't expecting much of a 
weather threat for his area. It all depends on the water sup-

Flood Risk 
<«s o» March 9. 2007) 

ply in the reservoir as a result of snow 
pack, and the record snowfall there this 
past winter left the area in good supply, 
he says. But because of the persistence 
of dry conditions the past few years, 
Swingle tweaked some of its services 
to tailor to those restrictions. It is likely 
that other companies will use similar 
tactics this year, because other parts 
of the state, especially the southwest 
corner, are likely to face the drought 
conditions predicted for the rest of the 
Southwest U.S., Gibson says. 

The Southeast isn't expected to 
escape the drought. The southern half 
of the Florida peninsula is experiencing 
abnormally dry weather. In addition, 
parts of the Southeast will have to con-
tend with hurricanes. Weather expert 
William Gray predicts there will be 17 
named storms this year, five of them 
major hurricanes. The probability of a 
major storm making landfall on the U.S. 
coast this year is 74 percent, compared 
with the average of 52 percent over 
the past century, he says. 

While this year's hurricane activity is limited to guesses at 
this point, technology has advanced so that tree care companies 
know seven to 10 days in advance if they need to put together 
a team to clean up a targeted area. - Heather Wood 
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Considering that a growing num-
ber of landscape contractors are 

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

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

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

1. ENGLISH: We need another shovel. 
SPANISH: Necesitamos otra pala. 
(neh-she-see-TAH-mohs OH-trah PAH-lah.) 

2. ENGLISH: Where are the rocks? 
SPANISH: ¿Adonde están las piedras/rocas? 
(as-DOHN-deh ehs-TAHN 
lahs pee-EH-drahs/RRROH-kas?) 

3. ENGLISH: Where is the water hose? 
SPANISH: ¿Adonde está la manguera? 
(as-DOHN-deh ahs-TAH lah mahn-GEH-rah?) 

4. ENGLISH: Where is the wheelbarrow? 
SPANISH: ¿Adonde está la carretilla? 
(ah-DOHN-deh ehs-TAH lah kah-rrreh-TEE-yah?) 

5. ENGLISH: Where is the back hoe? 
SPANISH: ¿Adonde está la retroexcavadora? 
(ah-DOHN-deh ehs-TAH 
lah reh-troh-ex-kah-vah-DOH-rah?) 

CORRECTION 

The article "Door to Door Is 
Not Dead" in the April 2007 
issue misrepresents a compo-
nent of TruGreen ChemLawn's 
neighborhood marketing 
program. TruGreen's door-to-
door sales representatives do 
not leave marketing materi-
als in mailboxes to generate 
inbound calls. This practice is 
a violation of federal statutes 
that grant a limited monopoly 
to the U.S. Postal Service on 
delivering mail to mailboxes 
and carries a fine of $2,000 per 
violation. Instead, TruGreen 
leaves the materials on the 
door, which is legal. Addition-
ally, TruGreen's Director of 
Sales Tim Ehrhart's name was 
misspelled. 

Lawn & Landscape regrets 
these errors. 

BQBDFRUME 
STAMP USA, INC. ^ 

The original machinery that changed the face of concrete. 

25 Years in the Industry! 
Be in charge of your destiny. You deserve 
to work for yourself. Are you Creative? If 
yes, go to www.borderlinestamp.com and 
look for this friendly face. 

Landscape 
Concrete 
Curbing... 
SIMPLY THE BEST 

Ask for dvd, pricing, 
and brochures. 

Call 602-402-1501 
ANYTIME! 

Patented! 

{V 
I 9 See 

See these 
machines 
in 3-D 
on our 
web site. 

www.borderlinestamp.com 
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LZJUU Is YOUR BEST SOURCE FOR 
/FEBCD/ PRODUCTS AT THE BEST PRICES 

ASK ABOUT QUANTITY PRICING 

Order By 1 p.m. 
SHIPS SAME DAY 

800-600- TURE 
M-F 7:30-5 SAT 8-1 PDT CALL NOW & $AVE 
WWW. SPRINKLERS 4 LESS com 
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For 27 Years Dixie Chopper has been 
building the most productive machines in 
the industry. Experience the difference 
today at your nearest Dixie Chopper dealer. 

d i x l e c h o p p e r . c o m 
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market watch 
The percent of U.S. small business owners who are satisfied owning 
their own businesses. 

Source: 2007 Wells Fargo/Gallup Small Business Index poll 

The December 2006-February 2007 

U.S. winter season had an overall 

temperature that was near average. 

Precipitation was above average in 

much of the center of the nation, 

while large sections of the East, 

Southeast and West were drier than 

average. The global average temper-

ature was the warmest on record 

for the December-February period. 

Source: NOAA National Climatic 

Data Center in Asheville, N. C. 

36 percent 
The percent of U.S. homeowners 

who believe the lack of a Web site 

could drive business away, according 

to a survey of 520 U.S. households. 

Seventy-six percent of respondents 

believe its easiest to contact a busi-

ness by phone or an e-mail address. 

Source: l&l Internet 

50 
The percentage by 

which landscaping can 

reduce air conditioning 

costs by shading the 

windows and walls of 

a home. 

Source: American Public 
Power Association 

Housing 
Troubles -
Is the Worst 
Over? 

A survey conducted by the Wall Street 

Journal shows a majority of economists be-

lieve the worst of the housing troubles are 

behind us. In November 2006, 65 percent 

of economists believed the worst was over, 

50 percent 
The percent by which trees can reduce bothersome noise 
and mask unwanted noises with pleasant sounds. 

Source: U.S. Environmental Protection Agency 
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compared to 71 percent this 

April. In November, 

35 percent 

believed 

the worst has yet 

to come, compared 

to only 29 percent 

now. 

Source: The Wall Street Journal 
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Ipl 
From the biggest machines to the smallest tools, 
all it takes is one call to The Cat Rental Store and its done. 

1-800-RENT-CAT 

From addition 
to subtraction. 

CAT. CATERPILLAR, their respective logos and "Caterpillar Yellow" and the POWER EDGE trade dress, as well as 
corporate and product identity used herein, are trademarks of Caterpillar and may not be used without permission 
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C A L E N D A R 

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

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

> > > 
www.lawnandlandscape .com 

MAY 9 - 11 G/£ Media s Snow Magazines Snow Industry Exposition and Conference, 
Indianapolis, Ind. Contact: www.snowmagazineexpo.com, 800/456-0707 

JUNE 6-9 U.S. Society for Irrigation and Drainage Professionals Conference, 
Denver, Colo. Contact: www.uscid.org, 303/628-5430 

JUNE 14 - 17 Florida Nursery, Growers & Landscape Association Annual Convention 
Marco Island, Fla. Contact: www.fngla.org, 800/375-3642 • 
JUNE 20 - 24 Professional Landcare Network Summer Leadership Meeting, Niagara Falls, 
Ontario, Canada. Contact: www.landcarenetwork.org, 800/395-2522 

JULY 14 - 22 Aquascape's Pondemonium Annual Water Garden Training, St. Charles, III. 
Contact: 866/877-6637 or www.pondemonium.org 

JULY 24 - 26 Penn Atlantic Nursery Trade Show (PANTS), Atlantic City, N.J. 
Contact: www.pantshow.com, 800/898-3411 

THE BEST GROOMED LANDSCAPE TRAILERS. 

VISIT OUR WEB SITE AT PACEAMERICAN.COM OR CALL SOO.S47.5767 

CHECK OUT THE ENTIRE LINE 
OF LANDSCAPE TRAILERS rtrr 

SUMMIT CONQUEST 
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Solutions that fit any ornamental pest problem. 

When it comes to nasty ornamental pests and diseases, Bayer has the solution—products that will prevent 

or control every sorry insect or fungus that you may come across, quickly and effectively. Therefore, 

keeping your customer's landscape healthy and lush and your business healthy and in the black. And all 

our products are Backed by Bayer,M and all the support and science that come with it. For more informa-

tion ask your Bayer Field Sales Representative or visit us at BackedbyBayer.com. 

MERIT Tempo 
¡¡mm 

MERIT 
TREE INJECTION INSECTICIDE 

a l l e C T U S Armada C O M P A S S F G R B I D 

|baVer| BACKED 
l i y by BAVER.. 

Bayer Environmental Science, a business division of Bayer CropScience LP, 2 T.W. Alexander Drive, Research Triangle Park, NC 27709.1 -800-331 -2867. www.BackedbyBayer.com. Armada, Allectus, Compass, Merit and Tempo are 
registered trademarks of Bayer AG. Backed by Bayer and Forbid are trademarks of Bayer AG. Not all products are registered in all states. Always read and follow label directions carefully. ©2007 Bayer CropScience LP. 

http://www.BackedbyBayer.com


c o v e r s t o r y 

Wise Guy 
T o c o m p e t e , W i s e L a n d s c a p i n g t u r n e d i t s b u s i n e s s m o d e l 

u p s i d e d o w n a n d b e g a n t o t h i n k c r e a t i v e l y . 

ou must be creative to compete. This is Covey Wise Il ls mantra. 
For landscape contractors such as Wise, Central Florida is as chal-

lenging as it is beautiful and affluent. The regions wealthy residential 
areas and multi-million dollar homes are the norm rather than the Yexception. 

"These neighborhoods are almost always gated, are in affluent 
areas of the city and have homeowners' associations that are strict 
about the look of the landscaping," Wise says. "Lush landscaping of 
the homes and the neighborhood entrances is expected, and because 
of this, people are constantly updating their landscaping. They want 
to make sure they have the best." 

Just as plentiful are landscape firms, a $ 15.2-billion industry in 
Florida, surpassing even citrus production, cites Wise, the company's vice president of operations 
and heir apparent. And this doesn't take into account less legitimate, fly-by-night, mow-and-blow 
contractors, Wise says. All aggressively compete for the same high-end real estate. 

"Even though people in our market see the value in hiring a legitimate landscape contractor 
there's very little regulation of those who perform the work that we do," Wise says. "Those who 

continued on page 46 
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From Left: Covey Wise, II, 
Covey Wise, III and 
Clint Wise. 
Photo: Allan Maxwell 



DON'T PUT YOUR 
ON THE SIDE OF 

'Payload is the GVWR minus curb weight and includes weight of occupants, optional equipment and cargo, limited by weight distribution. Payload is not the Vehicle Capacity Weight 
as defined by FMVSS 110. which will vary according to installed optional equipment. :4x2 Regular Cab SR5 Long Bed shown with available 5.7L V8 (maximum payload achieved with 
available Tow Package delete). ^Before towing, confirm your vehicle and trailer are compatible, hooked up and loaded properly and that you have any necessary additional equipment. 
Do not exceed any weight Ratings and follow all instructions in your Owner's Manual, the maximum you can tow depends on the total weight of any cargo, occupants and available 
equipment ©2007 Toyota Motor Sales. U S A.. Inc. 



COMPANY LOGO 
ANYTHING LESS. 

INTRODUC ING 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 5.7L V8 can carry up to 
2065 lbs. in its cargo bed,12 or it can pull up to 10,800 lbs2 3 Not 

once. Not once in a while. But all day long. Its drivetrain and chassis feature engineering innovations 
that help ensure those stats aren't just paper promises. They're capabilities you can count on. 

Leave no pound-foot behind. The weak link in many pickups is the ring gear in 
the rear differential. To strengthen this critical area, all three of Tundra's available engine 
choices—4.0L V6.4.7L V8 and 5.7L V8—transfer torque to the rear wheels through exceptionally 
large ring gears: 10.5" on the 5.7L V8. 9.5"on the V6 and 4.7L V8. 

A metal duet. The big available V8's block is 
lightweight cast aluminum, but each cylinder 
bore is lined with a durable steel sleeve. So the 
engine efficiently expends energy hauling the 
weight of your pay load, rather than itself. 

Untwisting the hitch. 
The arms of Tundra's 
hitch structure extend two 
feet—twice the typical 
length—down the frame to 
help resist torsional forces. 
The rear section of the 
frame is trapezoidal, 
designed to counter the 
extreme stresses of towing 

THE TRUCK THAT'S CHANGING IT ALL. 

A T R A I L E R ' S B E S T F R I E N D . 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 

TUNDRA 

USE READER SERVICE # 11 
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do compete against us don't care and 
don't have the proper licensing or pull 
the necessary permits. And when you 
compete against those types of land-
scape contractors you begin to find 
that there's a lot of homeowners who 
don't care either." 

To differentiate itself from the 
competition, the family-owned-and-
operated business had to begin doing 
things differently. It flipped its 
service focus, committed to cut-
ting costs and took a different 
approach to the way it presented 
itself to the community. The com- \ 
pany got creative to become better 
competitors, including focusing 
on a key media sponsorship. 

As a result, the St. Cloud-
based landscape firm is experienc-
ing steady growth, between 10 
and 15 percent annually, that is 
fed by steady client development. 
The company expects to post $2 .3 j 
million in revenue for 2007. 

"We have to be creative to 
make us competitive in this 
market place," Wise says. "We do 
this by cutting costs and trying 
to set ourselves apart and work in 
a market that requires skill and 
professionalism. We also market 
ourselves in ways other landscape 
companies do not." 

WISE CHOICES. From its 
inception, Wise Landscaping has 
always branded itself as being the 
clients "wise choice," playing off 
of the family's surname. 

However, one key to the 
landscape firm's recent success has 
been to thrust its brand into the 
general public as often and as stra-
tegically as it can and to approach 
this process in a different fashion 
than its competitors. 

For example, Wise Landscap-
ing considers the two major 
central Florida home shows as the 
bread and butter of its marketing 
initiatives. According to Wise, 
the Central Florida Home and 
Garden Show in the spring and 
the Central Florida Home Show 
in the fall are the "big shows" because 
they expose the company to more 
than 100,000 potential clients. 

"It takes a lot of work and effort 
to provide a beautiful display inside," 
Wise says. "But it's well worth it." 

The landscape firm has been 
displaying at these two shows for the 

last four years, at a cost of between 
$10 ,000 and $20,000 per show. It's 
a solid investment, Wise explains, 
because the company's presence at 
these shows has a cumulative effect on 
generating new business. 

"At this point, we have a lot of 
repeat visitors at the show," he says. 
"People begin to take notice of you 
after you've been there for a couple of 

W i se Landscapin 

PRESIDENT: Covey Wise, II 
VICE PRESIDENT: Covey Wise, III 
HEADQUARTERS: St. Cloud, Fla. 
FOUNDED: 1990 
EMPLOYEES: Between 12 and 15 year-round 

SERVICE BREAKOUT: 
85% Design/build 
5% Maintenance/Mowing 
5% Installation-only 
5% Gardening 

CLIENT BREAKOUT: 
100% Residential 

REVENUE BREAKOUT: 
2007 Revenue: $2.3 million (projected) 
2006 Revenue: $1.85 million 
2005 Revenue $1.2 million 
2004 Revenue $982,000 
2003 Revenue $635,000 

THREE GREATEST CHALLENGES: 
1. Quality labor, this is a constant battle. 
2. Operating as a legitimate and competitive business 

in a highly unregulated industry. 
3. Educating homeowners on the value of quality 

landscaping and outdoor living areas. 

MANAGEMENT PHILOSOPHY: 
You must be creative to compete. 

CONTACT INFO 
5251 KC Durham Road 
St. Cloud, Fla. 34771 
PH: 407/891-9473 
FX: 407/891-9474 
WEB: www.wiselandscaping.com 
E-MAIL: wiselandscapeinc@aol.com 

years. It's advertising consistency. We 
get a lot of people coming up to us 
who remember us from previous years 
and saying they wanted to see what 
we were going to do different this 
year. We'll get calls from people who 
saw us six months ago, and as long as 
a year ago, from a home show." 

pe 
cent of the sales leads generated from 
their participation in a local home 
show develop into new work. 

"In a sense, the shows pre-qualify 
a person beforehand, unlike someone 
calling in response to a Yellow Pages 
advertisement," Wise says. "They're 
coming to these shows to find a land-
scapes to investigate our professional 

credentials and to talk to us. This 
separates them from the general 
population." 

The home shows have been re-
sponsible for the other key aspect, 
and arguably the most influential, 
of Wise Landscaping's marketing 
initiatives - on-air radio promo-
tions. 

Three years ago, promoters for 
In the House with Kent & Jared, a 
locally produced AM radio home-
improvement program syndicated 
throughout Florida, approached 
Wise about being the show's 
exclusive landscape sponsor. 
While the exposure potential for 
Wise Landscaping was extremely 
attractive, the initial cost to do so 
was not. 

"We just didn't have the budget 
to spend that much money on a 
single marketing initiative," Wise 
says. The family carefully consid-
ered the proposal and debated its 
merits for a year before signing on. 

"Honestly, we had to save up 
to do this because we didn't have 
the money budgeted to spend as 
much as it would require to do 
the radio sponsorship," Wise says. 
"But to do the things we wanted 
to do, and to operate in the mar-
ket we wanted to be in, we had to 
spend the money at some point." 

Being the show's exclusive 
landscape sponsor costs Wise 
Landscaping about $2,500 a 
month. In return, Wise, along 
with his brother Clint and 
mother, Nancy, are brought into 
the studio for six, one-hour ap-
pearances throughout the year. In 

+ addition, Wise Landscaping com-
mercials, which are produced by 

the radio station as part of the deal, 
run three times a day. 

"The sponsorship is the single 
largest cost for us in terms of advertis-
ing dollars," Wise says. "But we get 
back five times what we put into it. 
The show always generates a good 
response for us. On Monday, after the 
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Employee Report 
Owen, Bill Date Range 6/11/2007 through 6/15/2007 

Day Date Jotosite Start Stop Cost Code Hours Total 

Mon 6/11 Brentwood 7:08 AM 12:05 PM Irrigation 4:57 
12:41 PM 3:22 PM Irrigation 2:41 7:38 hours 

Tue 6/12 Brentwood 7.12 AM 12:07 PM Irrigation 4:55 
12:43 PM 3:23 PM Irrigation 2:40 7:35 hours 

Wed 6/13 Brentwood 7:12 AM 12:02 PM Irrigation 4:50 
12:46 PM 3:49 PM Irrigation 303 7:53 hours 

Thu 6/14 Crestview 7:17AM 12:19 PM Placing Sod 502 
12:50 PM 3:46 PM Placing Sod 2:56 7:58 hours 

Fri 6/15 Crestview 7 13 AM 12:07 PM Placing Sod 4:54 
12:44 PM 3:39 PM Placing Sod 2:55 7:49 hours 

^ ^ ^ . Total 38:53 hours 
Signature Owen, Bill 

GUESSWORK 100% ACCURATE 

pocKe tClocfc 

Find out why more than 
350,000 workers clocked in today 
with The JobClock System! 

THE JOBCLOCK? THE L A N D S C A P E R ' S TIMECLOCK.M 

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

USE READER SERVICE # 13 

E X A K T I M E 
I N N O V A T I O N A T W O R K 

http://www.jobclock.com
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show airs, we always have calls from 
people who heard us on the show the 
previous Saturday and are interested 
in doing business." 

After the first couple of months, 
the exposure from the radio shows 
increased calls for new business by as 
much as 30 percent, Wise says. That 
enabled the company to add an ad-
ditional crew, beef up its design/build 
service and forced the Wise family to 
strategically think about the future. 

"It was a big turning point for us 
as a company," Wise says. 

THE FLIP FLOP. As the company 
gained wider exposure from its mar-
keting initiatives and the design/build 
side of the business continued to 
grow, the decision was made to re-
think and refocus the business model. 

Patriarch Covey Wise II formed 
the business in 1990 primarily as 
a landscape maintenance company 
doing a few design/build projects 
here and there. In terms of service 

contractor quick tip: 
home show setup 

Every year we try to incorporate some new or popular ideas. We 
start about six months beforehand and we save magazine and 

newspaper articles that show the most current trends in land-
scaping and outdoor living. Then we design the booth based on 
these features. We make a to-scale drawing of the booth to make 
sure there is room in the space for what we want to include. This 
sets us apart from other companies at the show as it is apparent 
that we have taken the time to design the booth and are not just 
filling the space. Everyone incorporates new ideas and features in 
their booth, but the design is what makes the difference." 

- Covey Wise III 

PAIN&BIBD SALE 
MODULAR ESP 
CONTROLLER 

BBS 

Install Confidence-
Install Rain Bird". 

CUSTOM DEFAULT PROGRAM 
UP TO 13 STATIONS 
HOTSWAP MODULES 

EXTRAS/MPLE 
PROGRAMMING 

THE E S P STANDARD 

ESP4MI (Indoor) 4-sta....$ 67-
ESP4M (Outdoor) 4-sta..$ 80-

ESPSM3 (3-sta.Module)..$ 195Ö 

MTI 

5004-PC 
4"Pop-Up Turf Rotor 
\ 

'00 ea. fSZEMBfà 
Buy the Box 

-YOUR BEST SOURCE FOR RAIM^BIRD 

800-600-TURF 
Order By 1 p.m. 

SHIPS SAME DAY 
M-F 7:30-5 SAT 8-1 PDT 
Se Habla Español 

ASK ABOUT 
QUANTITY 

PRICING 

Call Now & Save 

www. SPRINKLERS4 LESS COM 
USE READER SERVICE # 35 
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offerings, the firms service 
breakdown was 80 percent 
maintenance and 20 percent 
landscape installation and 
design/build. 

But when they examined 
their market closely they saw 
several companies offering 
more diverse services. 

"We knew we needed to 
begin moving toward that end 
with our services," Wise says. 
"And at the same time, the 
one-truck landscape guys were 
undercutting everyone." 

To better compete in the 
Central Florida market, the 
company would need to be 90 
percent design/build and 10 
percent maintenance, Wise says. 

"We got tired of the constraints 
of being primarily a maintenance 
company," Wise says. "From a busi-
ness perspective it wasn't flexible for 
us. It required a large workforce, long 
hours, Saturdays, very tight schedul-

Maintenance is a good service when 
its just you and another guy or if 
you re a large maintenance company. 
But when you re a mid-sized land-
scape firm like ours it was difficult to 
be competitive because the profit 
margins just weren t there. 

- Covey W i se 111 

The transformation included 
adding the capacity to do more 
stone projects, water features, 
landscape lighting and elabo-
rate plantings. The process took 
about a year to fully evolve, but 
today it is serving the company 
well. The firm's profit margins 
have grown from less than 
10 percent as a maintenance 
company to nearly 30 percent 
as a predominately design/build 
firm with roughly the same 
labor force, Wise says. 

ing and very small profit margins. 
"Maintenance is a good service 

when it's just you and another guy or 
if you're a large maintenance com-
pany," he adds. "But when you're a 
mid-sized landscape firm like ours it 
was difficult to be competitive because 
the profit margins just weren't there." 

N E W DIGS , N E W O P P O R T U -
NITIES. Making solid deci-
sions to change the business 
model and enter into unique 

advertising and branding opportuni-
ties resulted in measurable growth for 
Wise Landscaping. 

The company achieved the $1-
million revenue milestone in 2003 
and has experienced between 20 to 30 

continued on page 54, sidebar on 52 

THE BIST JUST KEEPS GETTING BETTER! 

The NEW Z-MAX 

50 gallon Capacity • Wider wheel base 

Check out our full line 

of Ride-On Spray 

Systems and Aerators 

at www.z-spray.com 

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

• Redesigned spray tank for lower 
center of gravity 

• All the standard features of 
our current units 

• Powered by Kawasaki 

L.T. R I C H P R O D U C T S , I N C . Call: 877-482-2040 

USE READER SERVICE #36 
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Lawn Disease 
The Causes 
Turf grasses have complex defense mechanisms. And like human beings, when the 
defense system is weakened by various stresses, a pathogen can invade and disease can 
develop. 

What Determines the Disease That Strikes 
Most lawn diseases caused by fungi require moisture (leaf wetness) to grow. 
However, it's the complex interaction of turfgrass type (species and cultivar), climate 
and cultural factors that determines the disease that strikes. Conditions that favor 
disease include: 

• Poor soil drainage 
• Excessive thatch 
• Poor air movement 
• Extended periods of leaf wetness 
• Over-or under-fertilization / irrigation 

The Big Mistake Your Customers Make 
Homeowners often don't know that they have turfgrass disease and think they can 
"fix" their lawn problems by watering their lawns more. It will be easy for you to 
point out to them that disease and watering issues are interrelated and then make 
appropriate recommendations. 

Have a Plan 
Preventive care has become a necessity. Many customers don't realize the value of 
preventive care and that the cost of curing a lawn disease problem can be far more 
expensive than its prevention. Not to mention, the cost of ignoring a lawn disease 
problem altogether and facing the possibility of total lawn replacement, a costly and 
time-consuming undertaking. 

Educating your customers on the need for preventive lawn care is a good opportunity 
for you to discuss a lawn disease prevention program. Some customers may balk at the 
expense initally. But you may, in fact, gain their confidence and respect, and build a 
stronger relationship with your customer. 

You'll see that the right plan - and especially the right products - will keep your customers 
happy, their lawns beautiful and disease-free, and your business growing. 



The Bayer Solution to Lawn Disease 
Lawn care professionals like you are the first line of defense against lawn disease. Trust 
Bayer Environmental Science for the tools that will transform you in your customers' 
eyes from a lawn care operator into a lawn care hero. 

Only Bayer gives you a complete set of options - Armada" fungicide, Bayleton fungi-
cide, Compass fungicide and ProStar fungicide - that helps you provide the most 
effective protection against lawn disease available today. These are the standards 
against which all other lawn disease products are measured. Bayer invented the total 
lawn disease solution and it has revolutionized the lawn care industry. 

No matter the severity of your customers' problems, the season or even the region of 
the country you're in, relax: Bayer has the products that will let you provide your 
customers with a complete and cost-effective lawn disease solution. 

The Industry's Most Effective Protection Against Lawn and 
Landscape Diseases 
Armada - Cost-effective, fast-acting and long-lasting. This full-service fungicide treats 
virtually every mayor fungal problem you'll ever come across for up to 30 days. 

Bayleton - A broad-spectrum fungicide that offers unsurpassed efficacy against tough 
disease problems, including dollar spot. 

Compass' - A cornerstone strobilurin fungicide ideal for disease management 
programs. Provides longer residual protection of diseases like brown patch and leaf 
spot than contact products, at a cost-effective price. 

ProStar - Locally systemic fungicide for turfgrass that is especially effective on 
fairy ring and a broad spectrum of Rhizoctonia species. 



Armada 
The Science of Armada® Fungicide 

The first fungicide designed and priced specifically with the lawn care industry in 
mind, Armada provides exceptional contact and systemic turf protection against 
the toughest lawn and ornamental diseases. 
• Brown patch, dollar spot, red thread, fusarium patch, leaf spot, gray leaf spot, 

rust, stripe smut, summer patch, pink patch, pink snow mold, rapid blight, 
southern blight 

Why Armada is Better Than the Competition 
• Armada is priced for the lawn care market - making it a profit opportunity 
• One product with multiple modes of action for both lawn and landscape diseases 
• Controls the two mayor lawn care diseases - brown patch and dollar spot - as well 

as 12 other turf diseases 
• Residual control that lasts up to 30 days - you'll have fewer callbacks 
• Delivers both preventive and curative control, which further delays the 

development of resistant disease organisms 
• Cost-effectiveness makes it a profit opportunity 
• Provides excellent control of mayor fungal diseases on ornamentals 

Application Guidelines 

Disease Armada Fungicide 50 WSP 
Use Rate 

(oz per 1.000 ft2) 

Application 
Interval/Timing 

Dollar Spot, Brown Patch, Leaf Spot, 
Anthracnose, Gray Leaf Spot, Red Thread, 
Pink Patch, Rust, Southern Blight 

0.6-1.2 14-28 days 

Stripe Smut 0.6 3 Applications/Season 

Fusarium Patch 1.2 Fall - Early Spring 

Pink Snow Mold 1.2 Late Fall 

Summer Patch 1.2 21-28 days 



The Research Speaks for Itself 
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Brown Patch Control with 
Armada Fungicide 50 WSP in a Tall Fescue Lawn 

Applied on a 28 Day Residual 

• UTC 
Armada* 50 WSP 1.2 oz/M 

• Banner* Maxx 1.3ME 4.0 floz/M 
. Heritage* 50W 0.4 oz/M 

Application on 6/15 and 7/13, Rutjjers I 'nivcrsity 

o 6/29 7/15 7/25 8/5 8/15 8/19 
Evaluation Date 

8/30 

Armada 



BAYLETON 
The Science of Bayleton* Fungicide 

Prevents and controls many turf and ornamental diseases for up to 28 days, including: 
• Bermudagrass decline, brown patch/Rhizoctonia blight, red thread, dollar spot, 

fusarium blight, gray snow mold/TVphula blight, powdery mildew, pink snow 
mold/Fusarium patch, rusts, southern blight, stripe smut, summer patch, take all 
patch, Zoysia patch, large brown patch 

Why It's Better Than the Competition 
• A proven fungicide for lawn and ornamental disease protection with long-lasting 

residual control 
• Broad-spectrum control is so effective, you need apply it only once every 

21-30 days 
• Mini drum size that contains 50 11-ounce water soluble packets allows you to treat 

25 acres of turf at the labeled application rate 

Application Guidelines 

BayletorV 50 WSP Use Rate 
Turf Disease taper WOOf« 

Preventive Curative 

J 

Dollar Spot 0.25-0.6 1.0 

Brown Patch, Copper Spot, Corticium 
Red Thread, Powdery Mildew, Rusts 

0.5 1.0 

Anthracnose 1.0 1.0 

Southern Blight 0.5-2.0 2.0 

Gray Leaf Spot 0.5-1.0 

Fusarium Blight, Summer Patch, Pink Snow 
Mold/Fusarium Patch, Large Patch of Zoysia 

1.0-2.0 

Stripe Smut 1.0 

Bermudagrass decline 
Take all patch (Except California) 

0.5-1.0 2.0 

Gray Snow Mold/Typhula Blight 
(Except California) 

2.0 



The Research Speaks for Itself 

25 

Control of Rhizoctonia Large Patch in Zoysiagrass 
with Fall Application of Fungicides 

Burpee, L, University of Georgia, 2005-06 

10/25 11/1 1178 11/15 11/22 
Evaluation Date 

11/29 

—- Insignia* 20WG 0.9 oz 

Heritage* 50 WDG 0.4 oz 

ProStari* 70WP 2.2 oz 

Eagle* 40WSP 1.2 oz 

— Check 

- A r - Banner* MAXX 14.3 EC 4 oz 

Bayleton® 50WSP2oz 



COMPASS' 
The Science of Compass" Fungicide 

A broad-spectrum strobilurin fungicide, which at remarkably low rates, provides a 
high level of activity against diseases such as: 
• Brown patch, leaf spot, summer patch, gray leaf spot, red thread, rust 

Why Compass is Better Than the Competition 
• Delivers the value of a contact fungicide with the power of a systemic because of 

its unique mesostemic mode of action, which is resistant to weathering 
• Provides longer residual protection than contact products at a cost-effective price 
• An excellent tank mix partner, Compass is compatible with most insecticides, 

fungicides and foliar nutrient products 
• Compass is classified by the EPA as a reduced-risk compound 

Application Guidelines 

Disease Rate of Product per 
1000 ft2 

Application 
Interval/Timing 

Brown Patch 0.1 -0.2 oz 14 days Brown Patch 

0.15- 0.25 oz 21 days 

Leaf Spot 0.1-0.15 oz 14 days Leaf Spot 

0.15-0.25 oz 21 -28 days 

Summer Patch 0.2-0.25 oz 21-28 days 

Gray Leaf Spot 0.15- 0.2 oz 14 days 

Red Thread. Pink Patch 0.25 oz 21 days Red Thread. Pink Patch 

0.1-0.15 oz 14 days 

Rust 0.2 - 0.25 oz 21 days Rust 

0.1-0.15 oz 14 days 

Fusarium Patch 0.2-0 2".../ 21 days Fusarium Patch 

0.2- 0.25 oz Fall - Early Spring 

Pink Snow Mold 0.25 oz Late Fall 
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Brown Patch Control in Tall Fescue 
Tredway, L - N.C. State Univ. - 2004 

50 -i 

Evaluation Date 



ProStar 
The Science of ProStar Fungicide 

A fungicide with a unique mode of action that provides excellent control of brown 
patch and other diseases, including mushrooms caused by fairy ring. Its systemic 
mode of action both prevents and cures fungal diseases. ProStar also controls: 
• Large brown patch (of Zoysiagrass and other warm season grasses), red thread, 

southern blight, pink patch, gray snow mold 

Why ProStar is Better Than the Competition 
• It's the industry's most consistent performer on fairy ring 
• Longer residual than contact fungicides 
• Unique mode of action provides excellent resistance management 

Application Guidelines 

Turf Disease 
ProStar-

Application Chart 

Use Rate (oz per 1,000 ft2) Application Interval (Days) 

Brown Patch Preventive 1.5-2.2 14-28 Days 

Curative 3.0 14 

Fairy Ring Preventive 2.2 21 - 28 Days 

Curative 4.5 30 

Red Thread/Pink Patch 
Yellow Patch/Southern Blight 15 21-28 

Gray Snow Mold 3.0-45 Before permanent snow cover 

Large Brown Patch 22 30 

« 
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Control of Rhizoctonia Large Patch in Zoysiagrass 
with Fall Application of Fungicides 

Burpee, L, University of Georgia, 2005-06 

11/8 11/15 11/22 
Evaluation Date 

11/29 

— Insignia* 20WG 0.9 oz 

Heritage* 50 WDG 0.4 oz 

— ProStai* 70WP 2.2 oz 

Eagle* 40WSP 1.2 oz 

— Check 

-ir- Banner* MAXX 14.3 EC 4 oz 

- * - Bayleton® 50WSP2oz 



The Science of Healthy Environments 
Just as important as the total solution we provide is our totally unique commitment 
to improving environments anywhere people live, work or play 

We call it the "Science of Healthy Environments" Improving environments every-
where is our goal. And science is how we achieve it. 

Science, in fact, has always driven Bayer. Today, as one of the world's leaders in product 
development, we have state-of-the-art testing facilities throughout the world. Here, 
we evaluate the efficacy of our products and formulations in real-world situations. Only 
after we measure our products' impact on those environments do we determine their 
ultimate end use. This allows us to go beyond merely eliminating pests and disease to 
helping create turf that is better functioning and more beautiful. 

The Science of Healthy Environments. It's what helps make Bayer the #1 brand lawn 
care professionals use to protect turf and ornamentals. 

Other Bayer Products 
Science and the world we live in are changing every day. That's why Bayer 
Environmental Science is forever adapting existing products and developing new 
ones that will keep us - and you - ahead of the competition. 

Itaycr Knviron mental Science, a business division of Bayer CropScienee LP, 2 T.W. Alexander Drive, Research Triangle I'ark. NC 2770«. www.Harkcdty Bayer com Armada, liayletnn. Compass and 
ProStar are registered trademarks of Bayer AG. Harked by Bayer is a trademark of Bayer AG. Not all products are registered in all stales. Always read and follow label directions carefully. 
©2007 Bayer CropSrirncr IP. 

http://www.Harkcdty


We invite you to examine our full line of products available through our network of 
Bayer authorized distributors. For more information about our products, please visit 
us at www.BackedbyBayer.com or speak with your Bayer Field Sales Representative. 

Bayer Authorized Distributors: 
Agra Turf Herod Seeds Southern Ag 
Agro Servicios Horizon Southern States 

Arthur Clesen Howard Fertilizer & Chemical Company Superior-Angran 
BEI Hawaii LESCO Supreme Turf Products 
BWI Metro Turf Specialists Target Specialty Products 
Charles Hart Seed Co. Nassau Suffolk Turf Services The Greenkeeper Company 

Chicagoland Turf Ochoa Fertilizer Co., Inc. The Terre Company 
CorbinTurf Pocono Turf Supply Co. Tom Irwin 
D&K Products Precision Turf 1\irf Specialties 
EH Griffith ProSource One/Agriliance Turfgrass 

Estes RF Morse Univar 

Fisher & Son Reed & Perrine Van Diest 
Grass Roots Regal Chemical Co. UAP Professional Products 
Harrells Reinders Western Farm Service 

Hawaii Grower Products Simplot Partners Wilbur-Ellis Company 

Helena Chemical Co. Sierra Pacific Turf Supply 

Our Mission for 
Healthy Environments 

http://www.BackedbyBayer.com
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u 
BACKED 
by BAYER. 

Armada,* Bayleton* Compass* and ProStar' fungicides carry more than just product 
guarantees. Each carries a greater commitment to you that's reflected in three words 
no other manufacturer can use: Backed by Bayer." Backed by Bayer is our contract 
with you, the promise that your trust in Bayer can be complete, your confidence in us 
total. Backed by Bayer is your assurance that not only are our products superior in 
every way but that we also provide the best training, support and education network 
in the industry. We make it easier for you to develop newer and better ways to build 
your business and customer satisfaction because you're Backed by Bayer. 

The Industry's Best Products 
No other manufacturer invests as much in product development as Bayer. Development 
is driven by the industry's leading scientists and experts at several state-of-the-art facil-
ities in the U.S. and abroad. Our dominance in chemistry and formulation technologies 
ensures that only the most effective products are available to you and your business. 

Unprecedented Support 
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Say there's a lawn care problem you're having trouble identifying. Call us and we'll 
work with you to help diagnose the problem. We may ask you to send us some samples; 
in some cases we'll travel to you to investigate further. Our commitment to improving 
lawn care - and the health of lawns - is total. 

Superior Customer Service 
If you have any questions or concerns about any of our products - please don't hesitate 
to contact us. Talk to our sales representatives, the most knowledgeable and experi-
enced in the business. They will help you access every product benefit you expect -
and even some you don't. 

Our easy-to-reach customer service center will answer product questions, troubleshoot, 
and help you understand how to use our products. You can be confident in knowing that 
you never have to be alone when you're using our products and that we're dedicated to 
working with you until you get the maximum results. 

Backed by the Best 
It's science. It's support. It's our commitment to you. It's Backed by Bayer. And it's the 
best you can get. 
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We're the #1 brand that professionals use to protect turf. We guarantee your satisfac-
tion, 100% of the time. For any questions about our products and services, visit 
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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 Sales Representative or visit us at BackedbyBayer.com. 
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t h e b e s t m i s t a k e 

In 2006, Wise Landscaping hired a business 
consultant to organize the business and increase 

operational efficiencies. The experience was an 
expensive disaster. "We wanted help in creating bet-
ter structure and organization within the business," 
says Covey Wise III, the St. Cloud, Fla.-based firm's 
vice president of operations. "Instead, it all just 
exploded in front of us." 

The family brought in the business consultant 
to tutor them on how to manage cash flow and to 
develop a business forecast. But the consulting 
firm wasn't green-industry specific, Wise says, and 
they treated the landscape firm more like a "big 
business" than a growing family-run operation. 

Less than six months and $30,000 in fees later, 
the Wise family cut the consultant loose. "They were 

guaranteeing us a 30 to 40 percent increase in our 
business if we just stuck with it," Wise says." But 
we knew if we didn't stop it would eventually kill us." 

The silver lining, though, was the experience 
forced the Wise family to take a hard look for them-
selves at the way they were conducting business. 
And instead of hiring another business expert to fix 
their problems, they hired an office person with an 
accounting background on an hourly basis, which 
proved to be a better and cost-effective fit for the 
landscape company. 

"We finally realized we had many years of ex-
perience with our management team and, together, 
we could make the necessary changes ourselves," 
Wise says. "It made us more serious about learning 
how to do these things for ourselves." 

ĤistAway®) 
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MistAway® Systems is the leading manufacturer 
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continued from page 49 

percent in revenue increases since. 
"We could now see the light at the 

end of the tunnel," Wise says. 
This light led the Wise family to 

purchase their own corporate head-
quarters in March 2006, a necessity to 
increase efficiencies and significantly 
reduce costs. Previously, the firm 
leased a 5,000-square-foot warehouse 

space for $3,000 a month. In addi-
tion, the company's lease agreement 
was open to review and adjustment by 
the property owners. 

"We were at their mercy," Wise 
says. "Within the first year, we had 
two price changes." 

To compound matters, the rented 
space didn't provide Wise Landscap-

You Can't Buy 
A Better Reel. 

For Grounds Maintenance 
and Pest Control 

wi Outperforms and outlasts every other brand 
ffif Heavy duty construction for demanding applications 
Rf Portable units, wheeled, or truck- and trailer-mounted 
wi Complete custom capabilities 
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ing with a holding yard or staging 
area, which forced them to order 
materials in small quantities or have 
workers pick up supplies on the way 
to the job site. In addition, they had 
nowhere to dump debris or compost 
materials. Instead, they shipped all of 
their refuse off site, which resulted in 
$ 1,000-per-month landfill fees. 

Finding a new place to call home, 
though, was an audacious, two-year 
process for Wise Landscaping. When 
they begin the initial search, the 
region was entering into a real estate 
boom, ratcheting up land prices by as 
much as 30 percent. 

The Wise family needed to get 
creative to make a land purchase. The 
5-acre plot they wanted cost about 
$300,000 and they would need an 
additional $20,000 to invest in more 
equipment, materials to set up the 
site and an office trailer. The family 
saved up 20 percent of the costs, and 
received outside loans to make up the 
remaining 80 percent. 

"Financially, this was the single 
biggest risk we've taken as a compa-
ny," Wise says. "But we knew we had 
to do it." 

In the end, owning the property 
allowed the company to slash costs 
by at least 13 percent and improve 
the company's foundation for future 
growth. As an example, Wise says 
that before the company moved into 
its new home a $5,000 job took on 
average three days to complete. Now, 
because they more efficiently man-
age day-to-day operations, the same 
$5,000 job takes two days to finish. 

In addition, the 5-acre site 
provides the firm with a centralized 
location inside a 50-mile radius from 
Central Florida's most populated 
high-end residential areas. Forecast-
ers, Wise says, predict that more than 
30,000 new homes will be built in 
this region over the next five years. 

"We have the space we need to 
grow now," Wise says. "It's paying for 
itself, plus some. And the land has a 
lot more uses for us in the future." 

One option being closely consid-
ered is the creation of an event ser-
vices division. Wise believes his home 
show experience could be parlayed 
into a business enterprise that helped 
others prepare and set up for trade 
shows. One aspect of that business 
could be a plant and material rental 
service, he says. 

continued on page 57, sidebar on 56 
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For Covey Wise III, the last straw was an employee who, in an equipment-filled company 

truck, drove his girlfriend to Wal-Mart to pay a bill. 
"I watched him do this," Wise says of this particular incident. "When I confronted him he 

tried to lie about it, but finally admitted to it." 
Wise, the vice president of operations for St. Cloud, Fla.-based Wise Landscaping, was fed 

up with the shenanigans workers were pulling during the day, such as dawdling at gas stations 
or padding lunch breaks. 

"There was nothing there for us to keep them in check," he says. That is until a friend in 
the pest control industry told Wise about the increased efficiency and reduction in time-wast-
ing activities he experienced after installing global positioning units in his trucks. 

Inspired, in January Wise contracted with a local GPS provider to outfit seven trucks for a 
total cost of about $200 per month. The GPS unit are passive systems and do not provide the 
landscape company with live tracking. Instead, they record data such as speed, idling times 
and stops made throughout the day and download the information when the units come 
within 300 yards of the shop. Additionally, Wise uses the information for billing and to cross 
reference employee time cards. 

"From the money we now save in operational efficiencies, the GPS more than pays for 
itself every month," Wise says of the lease arrangement. 

In addition to the affect on the bottom line, the impact on employee attitudes has been 
equally as significant. 

"Some workers were apprehensive about the idea but we had to do it," Wise says. "Within 
two weeks the attitude and demeanor of workers company-wide changed. Now everyone is 
thinking about what they're doing during the day. It's as if they'd all taken honesty pills." 
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Another is Wise Landscap-
ing's new wholesale nursery. Be-
sides acting as its own supplier 
for plant materials, the nursery, 
located on the 5-acre site, has 
recently become licensed to sell 
as a broker to other Central 
Florida landscape companies. 

At this time, the nursery, 
which is being spearheaded by 
his father, has not been a rev-
enue generator, however, Wise 
remains optimistic. 

"We still need to build up 
our client base," Wise says. "But 
there's a lot more landscape 
companies out there then there 
are nurseries." 

One important lesson 
learned during this complex 
process, Wise says, is that when 
you believe you've reach the goal 
you've set, a new one always presents 
itself. 

"This is a constant growing pro-
cess," he says. "And once you get to 

the point you think you need to be at 
you begin to see new opportunities. 
We're always going to see needs in 
our market that can be filled and new 
services we can provide." I 

It takes a lot of time 
and work to develop 
a beautiful display 
inside a home show, 
says Covey Wise III, 
but its impact as a 
sales lead generator 
is well worth the 
effort. 
Photo: Wise Land-
scaping 
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For more on how W i s e Landscaping does 
business, check out the May issue online. 
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b y m a r i s a p a l m i e r i | a s s o c i a t e e d i t o r 

Lawn & Landscape p u t s 

t h i s p e r e n n i a l i s s u e i n t o 

p e r s p e c t i v e , d i s c o v e r i n g 

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

p r e v e n t i o n is in o p e r a t o r s ' 

h a n d s now m o r e t h a n e v e r . 

Leaf blowers were recently voted to Parade magazines list 
of products Americans wish they could un-invent. 

Landscape contractors and power equipment 
manufacturers aren't surprised. Cities have been ban-
ning and restricting the use of leaf blowers almost as 
long as the devices have been in the United States. 

Landscape contractors generally aren't opposed to 
reasonable restrictions that encourage blower buy-back programs pro-
moting low-noise units, operator training and time of use restrictions. 
But they say blind, outright blower bans are unfair and unnecessary 
when the issue can be addressed with less severe ordinances. All-out 
bans strap landscape maintenance businesses, hindering their ability 
to do their jobs in the most efficient, profitable way. Maintaining a 
property without using a blower increases costs 20 to 40 percent, ac-
cording to the Professional Landcare Network (PLANET). 
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h o t s p o t s 
hand-held equipment 

Once the blower issue arises in a 
community the debate can become 
heated and emotional. Opponents' 
arguments often are based on old 
data, blind to modern technology and 
used as a political maneuver by local 
lawmakers wanting to be viewed as 
improving quality of life. 

Blower ban advocates often 
organize on the Web and drum up 
support by arguing their cases on 
the local newspapers op-ed page. 
However, they underestimate the costs 
to landscape contractors, equipment 
dealers or other businesses whose live-
lihood is sustained in part by blowers. 
They believe brooms, rakes and hand 
tools can adequately replace blowers, 
yet fail to acknowledge the associated 
cost increases and difficulty in passing 
these costs on to customers. 

"I've had a city councilman tell 
me, what's wrong with using a broom? 
Its good exercise," says Bob Wade, di-
rector of legislation for the California 
Landscape Contractors Association. 
"My response is, it might be good 
exercise if you're doing your backyard 
on a Saturday morning, but we do 
this all day long all week long." 

Wade's company, Wade Landscape 
in Laguna Beach, Calif., draws 40 per-
cent of its revenue from maintenance 
in a market where blowers, even elec-
tric ones, have been banned outright 
for more than five years. His company 
has adapted, using rakes, brooms and 
vacuums where permitted, but blower 
prohibition has cut into profits. It 
costs his company 40 percent more 
to maintain properties in cities where 
blowers are banned. Not to mention, 
it hinders growth. "That's a lot of 
labor that could be used to do some-
thing more productive," he adds. 

Another problem is getting cus-
tomers to realize that manual cleanup 
doesn't compare to a blowers ability 
to remove debris from a yard. "We 
can't raise someone 40 percent and 
not do a better job," he says. "I told 
my customers, we'll clean it as much 
as we can, but you're going to have to 
accept a little more debris when we 
leave a job. For the most part people 
will say OK, then they'll call a few 
weeks later and say, 'Can't you get it 
any cleaner?' We're stuck absorbing 
most of that cost," Wade says. "There 
really is no good answer." 

While companies like Wade's do 
their best to adapt, technology has 
shifted much of the concern into 

It's been almost two years since Palo Alto, Calif., enacted a ban 
on gas-powered blowers in residential areas. This decision 

drew national attention because the city had promised several 
years earlier that no such ban would take place if contractors 
purchased clean, low-noise models and participated in training 
and operator certification programs. The industry complied, but 
the city passed the no-blow ordinance anyway. A year later, in July 
2006, the city rejected a written request from OPEI and the Bay 
Area Gardeners Association to reverse the ban. 

Though the industry lost Palo Alto, it achieved success in 
nearby Capitola. In reaction to a petition for a ban on blower use, 
a group of contractors, dealers and citizens effectively argued that 
such a ban would greatly increase the cost of landscape mainte-
nance and the issue was one of courteous use, not the blowers 
themselves. In September 2006, the city instead voted to increase 
restricted hours of use for leaf blowers in residential areas rather 
than ban them completely. The group's awareness of the issue 
and efforts to educate the council paid off. 

While California historically has been the capital of blower-re-
stricting ordinances, there has been a proliferation of restrictions 
in other localities nationwide, says OPEI President and CEO Bill 
Harley. A bill has been introduced in Hawaii's house that would 
ban the use of blowers by 2008. On the East Coast the issue has 
been taken up recently by councils in Westchester County, N.Y, 
and Cambridge, Mass. 

This January, Arizona Governor Janet Napolitano signed 
Executive Order 2007-03, ordering all state agencies to cease the 
use of leaf blowers, gasoline-powered lawn mowers and "other 
pollution-causing landscape maintenance equipment" on state 
property in three counties. The concern here is mainly one of 
particulate matter, as the state is required to submit a plan to the 
federal EPA by the end of the year to reduce PM emissions by 5 
percent annually until it meets Ambient Air Quality Standards. 

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

http://www.lawnandlandscape.com


. . . • 

v.\ *«wi*iapi-.fi-- .... - 7 Ç i - v -
- ' ' ¿ M 

Purchase 5 pallets of: 
• Allectus plus Fertilizer 
• TopChoice® plus Fertilizer 
• RonStar plus Fertilizer ^ P B J ^ 
• Or a combination of the above * ^ ^ ^ ^ ^ P W l 

and get the industry's best spreader for FREE! 

Plus 0% financing B l l iP l iB i i l lM j lM 
4/1/07-4/30/07 0 % interest and no payments until 7/07 

available with any minimum purchase of 5 / 1 / 0 7 . 5 / 3 1 / 0 7 00/o i n t e r e s t a n d no payments until s/07 
S1500 Of the products featured above!*® 6/1/07 . 7/3i/07 0% interest and no oavments until 9/07 

To find out more, visit your nearest LESCO Service Center® 
location or contact your LESCO sales representative. 
• Offer listed is not valid with any sales covered by contract and/or bid pricing. All truckload orders will be direct shipped to your location. Some offers only 
available in limited areas. Items on sale may not be in stock at all locations. LESCO reserves the right to substitute a like product if out of stock. Offers valid from 
April 1 - July 31. 2007. Qualifying purchased) must be on one invoice. Offers do not apply to agency products. Some restrictions apply. FREE LESCO Stainless 
Steel Spreader (#705699) includes the optional deflector kit and has a retail value of $398. Maximum 5 spreaders per customer. TopChoice. Merit, Allectus and 
Ronstar are registered trademarks of Bayer Environmental Science. LESCO is a registered trademark of LESCO Technologies. LLC. "Qualifying purchased) must 
be on one invoice and paid for with your LESCO card. Offer listed is not valid with any sales covered by contract and/or bid pricing. Professional Ttirf Products 

USE READER SERVICE # 125 



t a l k i n g p o i n t s hand-held equipment 

the hands of blower users. "As the 
industry has addressed the issues of 
both sound level and sound quality, 
the issue tends to be on courteous and 
common-sense use of blowers," says 
Scott Tilley, general counsel for Stihl, 
Virginia Beach, Va., and chair of the 
Outdoor Power Equipment Institutes 
blower task force. 

It's now incumbent on contrac-
tors in communities without blower 
laws to operate their machines in a 
responsible manner. Buying low-noise 
devices, training operators to use 
them properly and courteously and 
correcting public misconceptions will 
quell the spread of no-blow laws. 

THE GREAT DEBATE. Inven t ed in 
Japan in the early 1970s, leaf blowers 
soon arrived in the U.S., welcomed by 
maintenance contractors and home-
owners as an alternative to using water 
for lawn and garden cleanup. 

In 1975, Carmel-by-the-Sea, Ca-
lif., a self-described Bohemian Mecca, 
was one of the first communities to 
ban blowers, deeming them a public 
nuisance. Three years later affluent, 
star-studded Beverly Hills did the 
same. By 2000, 20 California cities 
had blower bans on the books (usually 
addressing gas blowers in residential 
areas) and 80 cities had ordinances 
restricting their use, according to a 
report in 2000 by the California Envi-
ronmental Protection Agency's Air Re-
sources Board (CARB). At that time, 
it's estimated that 400-plus communi-
ties around the country had enacted 
such restrictions and that number has 
no doubt multiplied today. 

In most cases, blower opponents 
cry "nuisance." Of all power equip-
ment, blowers take a beating because 
the high-pitched frequency of noise 
they emit is considered obnoxious. 
Where mowers hum and chainsaws 
buzz, blowers whine, opponents say. 
In addition to the noise pollution 
argument, activists have tried to ban 
blowers based on the environmental 
and health impacts of exhaust emis-
sions and fugitive dust. 

Over the last two decades, blower 
manufacturers have succeeded in 
significantly reducing both noise and 
emissions levels. When blowers were 
first introduced to the United States, 
they operated at a noise level of about 
78 decibels measured at 50 feet. 

Today, many manufacturers 
produce blowers that operate at 65 

When the blower issue makes it to a legislative body, typically 
an indiscriminate ban has been proposed and it's up to local 

contractors and other users to propose reasonable restrictions. At 
these meetings, it's common for opponents to cite erroneous informa-
tion. Here are some common misconceptions and talking points for 
contractors to clear the air and bring solutions to the table. 

Misconception: "Brooms and rakes work just fine." 
Fact: Most estimates say it takes about five times as long to remove 
debris from a site with brooms and rakes than it does with a leaf 
blower. This can add 20 to 40 percent to the cost of a job. In addition, 
using rakes can damage the important root and biomass structure of 
the grass, thereby harming the health of the lawn and reducing the ef-
ficiency by which grass converts carbon dioxide into oxygen. 
Possible solution: Identify opponents' specific concerns (courteous 
use, dust, etc.) and enact a comprehensive policy that would address 
each of these specifically. 

Misconception: "Blowers can damage hearing." 
Fact: It's true that high-decibel noise can damage hearing, however 
the Occupational Health & Safety Administration does not even require 
a hearing-protection program for blower users unless exposure equals 
or exceed an eight-hour, time-weighted average sound level of 85 
decibels. With blower sound levels around 65 decibels when measured 
according to ANSI B175.2, a bystander sound measurement, the risk of 
harm to a bystander from blower noise is non-existent. 
Possible solution: Require professional users, possibly through city 
licenses or certification programs, to attend safety, etiquette and dust-
and sound-reduction technique training. 

Misconception: "A single gas-powered blower emits as much 
pollution in a year as 80 cars." 
Fact: Auto emissions are measured in grams per mile while blower 
emissions are measured in grams per kilowatt-hour. Automobiles have 
separate requirements for hydrocarbon (HC) and nitrogen oxide (NOx) 
while outdoor power equipment has a combined HC plus NOx limit. 
Annual automobile usage per EPA is 12,000 miles per year (300 hours 
of drive time) which equals 5,700 grams of HC and NOx emissions. The 
average annual use of a hand-held blower is 36 hours (one hour per 
week for nine months) at an average of 0.9 kilowatts of power, which 
equals 1,620 grams of HC and NOx emissions. 
Possible solution: Specify the latest, cleanest and quietest blowers 
(EPA phase two, 65 decibels), require buy-back programs and user 
education programs that teach the safe, courteous and environmen-
tally sustainable use of outdoor power equipment. 

Sources: OPE/, PLANET and CLCA 

w w w . l a w n a n d l a n d s c a p e . c o i 

Visit the May Onl ine Extras section for more tips on how to bring solutions to the table 
when blower-restricting ordinances arise in your community. 
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hand-held equipment 

decibels or less, which doesn't seem 
like much of a reduction, but is, con-
sidering a 6 decibel reduction reduces 
the sound level by 50 percent. That 
makes today's low-noise blowers about 
75 percent quieter than their prede-
cessors, Tilley says. 

In addition, manufacturers have 
implemented improvements in engine 
technology, fan design, tube design 
and material usage to reduce sound 
levels, says Jeff Nesom, product 
manager of hand-held equipment for 
Husqvarna, Charlotte, N.C. 

Exhaust emissions are usually 
secondary to the debate, as the EPA 
regulates and sets emissions standards 
for hand-held equipment much like it 
does for automobiles. In fact, it's ille-
gal under the federal Clean Air Act for 
cities and states other than California 
to regulate mobile source emissions. 
The EPA and CARB emissions stan-
dards put into place since the 1990s 
have reduced exhaust emissions by 70 
to 90 percent, Tilley says. 

Another concern in the blower 
debate is particulate matter, or dust 
that's kicked into the air during 
blower operation. Studies have shown 
that health risks are associated with 
breathing in such matter, includ-
ing respiratory symptoms and other 
illnesses, even mortality, according to 
the CARB report. Some particulate 
matter concerns can be mitigated by 
training operators on proper blower 
use and dust-reduction tactics (see 
"Leaf Blower Operation Tips" on page 
65). However, it's not clear that blow-
ers generate more dust than brooms 
and other debris-removing methods. 

PREVENT IVE MEASURES . "A lot o f 

times, by the time it shows up in the 
city council or state legislature, you're 
already way behind on trying to get a 
solution in place because the war al-
ready has been fought on the ground 
and the troops have been garnered on 
the other side of the issue," says James 
McNew, OPEI's vice president of 
technical and statistical services. 

Wade witnessed this difficulty 
firsthand, when the practice of 
restricting blowers was rampant in 
California in the early 2000s. "We 
fought very hard, lobbying legisla-
tors, partnering with manufacturers, 
doing all we could to stop the steady 
advance of no-blower legislation," he 
says. "We saved some cities, we lost 
a whole bunch of them, and I don't 

think we're ever going to get those 
ordinances overturned." 

In preventing the advance of 
blower-banning ordinances, technol-
ogy, education and etiquette should 
be front and center. "You want to get 
out ahead of the problems," McNew 
says. "We as an industry can make a 
huge impact by practicing and using 
the equipment in a safe, courteous 
fashion and replacing older equip-
ment with the latest technology." 

Investing in the low-noise units 
will keep complaints to a minimum. 
The noise level on most of these blow-
ers is 65 decibels or less, about the 
level of normal conversation. This is a 
significant reduction from the original 
blowers that operated in the high-70-
decibel range. Until two years ago, 
purchasing a low-noise unit might 
have meant sacrificing performance, 
weight and cost, because the quieter 
models available were modifications 
of regular models. When low-noise 
blowers first came out, manufactur-
ers often used more material to better 
enclose the engine to keep the noise 
down, Nesom says. Those factors 
increased cost, didn't improve perfor-
mance and created a weight penalty of 
about 1 pound. 

Todays quieter blowers are 
"purpose-built" with improved fan de-
signs, sound-absorbing materials and 
engines designed to run at a slower 
speed. Most of the low-noise units 
with displacement levels in the 50- to 
60-cc range perform comparably to 
the non-low-noise blowers, Nesom 
says. The cost of these units, which 
last three to five years, are about $50 
to $100 more than their non-low-
noise counterparts. 

Once maintenance field staffs 
have the cleanest, quietest blowers in 
their arsenals, they should be trained 
on how to best use them. Untrained, 
conscienceless contractors who 
overuse blowers and run them at full-
throttle at 5 a.m. are usually to blame 
for creating the problems associated 
with common-sense, courteous use. 

Much of the problem stems from 
operator error, Wade says. "I see 
trucks pull up and the first machine 
that comes off the truck is the blow-
er," he says. "In our operation, that's 
the last machine that gets used." In 
addition, the variation in throttle-level 
adds to the obnoxious sound. Wade 
trains his employees only to operate 
blowers on idle, not hit the gas up and 

down. "If you can't move the pile with 
the blower idling, then get the rake 
out," he says. 

CLCA President Peter Estournes, 
vice president of Healdsburg, Ca-
lif.-based Gardenworks, agrees that 
training is necessary. "Blowers are 
obnoxious machines that happen to be 
extremely efficient for cleaning up," he 
says. "We strive to lessen their impact 
on our employees and our clients by 
training our crews to use them respon-
sibly." He requires blower operators to 
follow California OS HA rules, which 
include wearing eye and ear protec-
tion. He also supplies employees with 
dust masks, though they're not man-
datory. (See "Leaf Blower Operation 
Tips" on page 65 for a cut-out safety 
and training sheet.) 

Although Gardenworks operates in 
a region that has not yet had to com-
bat blower bans like in many other 
areas of the state, it conducts blower 
training with maintenance employees 
when they're hired, twice more each 
year and in the event of misuse. He 
says the only costs are downtime for 
training, which is included in the 
company's budget and recovered in 
overhead or general conditions. 

Estournes has never had a com-
plaint about blower noise and only 
once has received one about blower 
operation near an open window. 

In the event of blower misuse or 
safety violations, Estournes warns 
the offender and includes a written 
notice in the employee's file. After 
three violations he'll have a meeting 
with the employee; if problems persist 
he'll let the employee go. He's even 
temporarily regulated blower use at 
his company. "There have been in-
stances where I've actually pulled the 
machines off the trucks if the crews 
violated the rules," he says. "We're 
trying to train our guys that this is a 
very useful tool and to be without it 
creates a hardship." 

In places where the issue is past the 
point of prevention and already has 
been introduced to legislative bodies, 
contractors shouldn't just pray for rea-
sonable restrictions. Often arguments 
against the use of blowers are based on 
erroneous information, and it's up to 
the people who are locally affected to 
correct those misconceptions. 

As OPEI's McNew says: "Fighting 
against something is not nearly as easy 
and effective as trying to propose a 
solution." • 
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LEAF BLOWER OPERATION TIPS 

A\rr> 

See reverse side for Spanish version. 

Source: Outdoor Power Equipment 

Institute, "Leaf Blowers: A Guide 

to Safe <& Courteous Use" 

DRESSING SAFELY 
• Wear hearing protection when using a leaf blower - either ear plugs 

or earmuffs. 
• Wear goggles that meet eye protection standards. 
• Wear non-slip, heavy-duty work gloves. 
• Wear sturdy protective clothing. Do not wear anything loose. Tie back long hair. 
• Wear long pants to help protect your legs and long sleeves to help protect 

your arms. 
• Wear sturdy shoes with non-slip soles. 
• In dusty conditions, wear a respirator or dust mask as appropriate. 

OPERATING COURTESY 
• Follow local rules and ordinances about when to use leaf blowers. Do not use 

blowers before 7 a.m. or after 7 p.m. 
• Check wind direction and intensity. Never point the nozzle or blow debris toward 

people, pets, cars or houses. 
• Do not blow debris toward open windows or doors. 
• Always be considerate of people passing by and of neighbors' properties. 
• Do not leave the blower running when unattended. 
• Do not use a blower to spread or mist fertilizers, chemicals or other toxic 

substances, unless it's designed for these purposes and in an appropriate area. 

REDUCING SOUND 
• Use the lowest possible throttle speed to do the job. 
• Use nozzle attachments that help reduce sound. See your machine's operator's 

manual. 
• Avoid using more than one blower at a time, especially in neighborhoods or 

around buildings where sound can be intensified. 
• Check the condition of the blower's muffler, air intakes and air filter to make 

sure they're in good operating condition. 

REDUCING DUST 
• Start with the nozzle close to the ground at first - then raise it to a height where 

it does not generate dust. 
• Use the full lower nozzle extensions to control sound and minimize dust. 
• Pay attention to what you are moving. Practice moving grass clippings or a 

paper cup without moving dust. 
• Wet dusty areas down before using a blower. 
• Never use a blower to move excessively dusty materials. 
• Don't use a leaf blower to clean up the following debris; instead, use a vacuum 

or power broom with water: 
• Large amounts of gravel or gravel dust 
• Construction dirt 
• Plaster dust 
• Cement and concrete dust 
• Dry garden topsoil 
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LA MANERA CORRECTA DE USAR UN ^ 
SOPLADOR DE HOJAS i 

USE VESTIMENTA SEGURA 
• Protéjase los oídos cuando use un soplador de hojas — use tapones para 

los oídos o tapaorejas. 
• Use gafas que cumplan con las normas relativas a la protección de los ojos. U 
• Use guantes de trabajo gruesos, antideslizantes. ^ 
• Use ropa protectora fuerte. No use ninguna cosa suelta. Amárrese el cabello largo. Use pantalones 

largos para protegerse las piernas y mangas largas para protegerse los brazos. 
• Use zapatos gruesos con suela antideslizante. 
• En lugares polvorientos, use un respirador o una máscara contra polvo adecuada. 

CORTESÍA DURANTE EL TRABA JO 
• Respete las reglas y ordenanzas locales con respecto al uso de 

los sopladores de hojas. No lo use muy temprano en la mañana 
o muy avanzada la tarde. 

• Compruebe la intensidad y dirección del viento. Nunca apunte 
la boquilla ni sople la basura hacia las personas, mascotas, automóviles o casas. 

• No sople la basura hacia las ventanas o puertas abiertas. 
• Siempre respete a los transeúntes y la propiedad ajena. 
• No deje el soplador funcionando desatendido. 
• No use un soplador para esparcir o atomizar fertilizantes, productos químicos u otras sustancias 

tóxicas, a menos que esté diseñado para ese fin y en una zona apropiada. 

REDUCCIÓN DEL RUIDO 
• Use la aceleración más baja posible para hacer el trabajo. 
• Use accesorios de boquillas que ayuden a reducir el ruido. Lea el manual del operador 

suministrado por el fabricante. 
• Evite usar más de un soplador a la vez, especialmente en vecindades o alrededor 

de edificios donde el ruido puede intensificarse. 
• Revise la condición del silenciador, las tomas de aire y el filtro de aire del soplador 

de hojas para asegurarse de que están en buenas condiciones de funcionamiento. 

REDUCCIÓN DEL POLVO 
• Primero, comience con la boquilla cerca del suelo y después 

elévela hasta una altura donde no genere polvo. 
• Use las extensiones de boquilla inferiores completas controlar el ruido y reducir el polvo. 
• Preste atención a lo que está desplazando. 
• Practique desplazar la hierba cortada o un vaso de papel levantar polvo. 
• Moje primero las áreas polvorientas antes de usar un. 
• Nunca use un soplador de hojas para desplazar material excesivamente polvoriento. 
• El soplador de hojas NO se debe usar para limpiar: 

• Grandes cantidades de gravilla o polvo de gravilla 
• Tierra de trabajos de construcción 
• Polvo de yeso, polvo de cemento y hormigón 
• Capa superficial seca de jardines 

Use una aspiradora o escoba mecánica con agua. x i 
Fuente: Outdoor Power Equipment Institute "Guía Para Su Uso Seguro y Cordial" 
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Preventive disease c 
Anticipate outbreak, apply appropriately. 
For disease to develop, three factors 
must exist: a susceptible plant, a 
disease-producing organism (pathogen) 
and conditions conducive to disease 
development. In many situations, certain 
conditions and diseases are likely to 
occur every year, making preventive 
fungicide applications ideal. For example, 
treating turf with a snow mold prevention 
fungicide in the fall or applying a fungicide 
when seeding or overseeding to protect 
germinating seedlings. 

There are two categories of fungicides: 
systemic and contact. It is important to 
identify and understand the target disease 
before deciding which type of fungicide to 
apply. 

For root and soil-borne diseases, 
systemic fungicides are the only option. 
These fungicides are absorbed by and 
translocated throughout the plant, 
providing protection for both existing and 
new growth for 14 to 28 days. Because 
disease can develop resistance to 
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TURFGRASS SOLUTIONS 

LESCO ITEM # SIZE* COMMON PREVENTIVE 
PRODUCTS 

ITEM # SIZE* NAME RATES/1000 FT 
18 Plus'" 081194 2.5 gal Iprodione 2 - 8 fl.oz 

LESCO Bayleton™ 50 086189 
086190 

11oz x 50 
4 x 5.5 oz 

Triadimefon 0.25-2.0 oz 

Bayleton 1.0% Granular 015102 40 lb Triadimefon 0.75-6.0 lb 

Mancozeb 4FL 084032 2.5 gal Mancozeb 6.4-12.8 fl.oz 

Mancozeb DG 084029 121b Mancozeb 4.0-8.0 oz 

Manicure™ 6FL 084901 2.5 gal Chlorothalonil 1.0-5.5 fl.oz 

Manicure Ultra™ 82.5% 084897 51b Chlorothalonil 1 .0 -5 oz 

PCNB 12.5% + Fert 
014804 
062510 

40 lb 
50 lb 

PCNB 4.0-6.0 lb 

Prodigy™ Signature™ 069098 5.51b Fosetyl-AI 4.0 - 8.0 oz 

Revere™ 10G 060902 50 lb PCNB 2.5 - 7.5 lb 

Revere 4000 060899 2.5 gal PCNB 5 - 2 4 fl.oz 

Spectator™ 086441 
081233 

1qt 
2 gal 

Propiconazole 0.18-1.44 fl.oz 

Spectator Ultra™ 1.3 
084904 
084930 

1 gal 
2.5 gal 

Propiconazole 0.5 - 4.0 fl oz 

LESCO T-Storm™ Flo 081854 2.5 gal Thiophanate-methyl 1.0-5.25 fl.oz 

LESCO T-Storm 50WSB 081836 4 x 8oz Thiophanate-methyl 1 - 6 oz 

Touche"" EG 
Touche"" EG 20 Acre Keg 

062699 
062888 

11ozx4 
55 lb 

Vinclozolin 1.0 oz 

TwoSome™ 090814 1 gal 
Thiophanate-methyl 

Prodione 1.0-4.0 oz 

* Refer to product labels 
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CURATIVE 

RATES/1000 FT2* 
2 - 8 fl.oz S X X X X X X 

0.5-2.0 oz S X X X X X X X X X 

3.0-6.0 lb s X X X X X X X X X 

12.8 fl.oz c X X X X X X X X X 

8.0 oz c X X X X X X X X 

4.0-5.5 fl.oz c X X X X X X X X X X X 

3.7-5 oz c X X X X X X X X X X X 

N/A c X X X X X 

N/A s X X 

N/A c X X X X X 

N/A c X X X X X 

0.18-1.44 fl.oz s X X X X X X X X X 

- s X X X X X X X X X 

1.0- 5.25 fl.oz s X X X X X X X 

1-6oz s X X X X X X X 

- c X X X X X X 

4.0 oz B X X X X X 
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program including both preventive 
and curative products applied on 
a scheduled rotation. But for many 
turfgrass managers, especially 
those responsible for residential 
and commercial lawns, this type of 
program is not practical or necessary. 
Instead, the appropriate systemic 
or contact fungicide is applied as 
a curative treatment after accurate 
diagnosis of the disease. 

For root and soil-borne diseases, 
systemic fungicides are the only 

option. These fungicides are absorbed 
by and translocated throughout the 
plant, providing protection for both 
existing and new growth for 14 to 28 
days. 

Contact fungicides remain where 
applied on the plant and control foliar 
diseases by providing a protective 
disease barrier. These fungicides can 
be disrupted by irrigation, rainfall and 
mowing and are generally effective 
for a shorter period than the systemic 
products - approximately 7 to 14 days. 



Anthracnose 
Hosts 
• Creeping bentgrass, bluegrass, fescue, perennial ryegrass, 

bermudagrass, centipedegrass and St. Augustinegrass. 
• Annual bluegrass is particularly susceptible. 
Pathogen 
• Colletotrichum graminicola. 
Diagnosis 
• Yellow to brown, irregular shaped patches of turf, leaf lesions yellow 

with black centers. 
• Brown to black hairs (setae) may be observed on leaves or crown 

with aid of 10x eyepiece. 
Environment 
• Temperature > 78°F (26°C). 
• More than 10 hrs. of leaf wetness per day for several days. 
• Disease is particularly severe on turf exposed to soil compaction and 

excess thatch. 
• Pathogen may cause crown rot of creeping bentgrass at temperatures 

from 60° - 77° F (16° - 26°C). 
Cultural Controls 
• Disease is more severe under low nitrogen fertility. 
• Maintain balanced fertility throughout the growing season. 
• Use light-weight mowing equipment (reduce compaction). 
• Limit thatch thickness. 

• Decrease shade and increase air circulation to enhance drying of turf. 
• Syringe turf with water when temperature >80°F (27°C). 
• Avoid irrigation in late afternoon or in evening prior to midnight. 

Recommended LESCO Product 

Bentgrass Dead Spot 
Hosts 
• Primarily a disease of young (1 to 2 years) creeping bentgrass on 

sand-based putting greens 
• Has also been found on hybrid bermudagrass greens 
• Greens and tees renovated with methyl bromide have increased 

susceptibility 
Pathogen 
• Ophiosphaerellla agrostis 
Diagnosis 
• Initially appears as small, dime-sized indented spots with reddish-

brown or bronze tint that can resemble unrepaired hallmarks, other 
diseases or cutworm damage 

• Spots can increase up to four inches in diameter and look similar to 
dollar spot, but do not coalesce in the same manner as dollar spot 

• Often appears first on ridges or south-facing slopes with open 
exposure and good air circulation 

• In later stages, tissue dies and fruiting structures appear and release 
spores 

Environment 
• Symptoms most often appear on highly managed sand-based greens 

during summer stress periods when heat, drought and compaction 
dominate 

• Disease can also appear in spring and fall 

• Extended leaf wetness may contribute to spore germination and pen-
etration 

• Frost slows the disease, but may not eliminate it 
Cultural Controls 
• Promote root growth in spring and fall 
• Relieve summer stress by raising mowing heights, syringing and cur-

tailing traffic when possible 
• Avoid topdressing when disease is active 
Recommended LESCO Product 

Dollar Spot 
Hosts 
• All common species of turfgrasses. 
Pathogen 
• Sclerotinia homeocarpa. 
Diagnosis 
• Straw-colored patches of turf 1 -3 inches in diameter. 
• White mycelium may be associated with patches when turf is wet. 
• Straw-colored lesions extend across leafblades. 
Environment 
• Night temperatures > 50°F (10°C) and day temperatures < 90°F 

(32°C). 
• More than 10 hrs. of leaf wetness per day for several days. 
• Disease is severe on turf subjected to drought stress. 
Cultural Controls 
• Disease is more severe under low nitrogen fertility. 
• Maintain balanced fertility throughout the growing season. 
• Limit thatch thickness. 
• Decrease shade and increase air circulation to enhance drying of turf. 
• Avoid irrigation in late afternoon and in evening prior to midnight. 
• Avoid drought stress. 

Recommended 
LESCO Product 
• Spectatoi 
• Manicure 
• T-Storm 

Gray Leaf Spot 
Hosts 
• Most warm-season turfgrasses. 
• St. Augustinegrass is particularly susceptible. 
• Ryegrasses and fescues may exhibit severe symptoms under pro-

longed warm, wet conditions. 
Pathogen 
• Pyricularia grisea. 
Diagnosis 
• Round or oval gray spots on leaves. 
• Spots surrounded by brown or yellow border. 
• Leaves may be blighted gray, usually from tip downward. 
Environment 
• Night temperatures > 70°F (21 °C). 
• More than 10 hrs. of leaf wetness per day for several days. 
• Disease is severe in shaded areas or during periods of extended over-

cast weather. 
Cultural Controls 
• Disease is more severe under excess nitrogen fertility. 
• Maintain balanced fertility throughout the growing season. 
• Limit thatch thickness. 
• Decrease shade and increase air circulation to enhance drying of turf. 
• Avoid irrigation in late afternoon and in evening prior to midnight. 

Mancozeb 

Necrotic Ring Spot 
Hosts 
• Kentucky bluegrass and fine-leaf fescue. 
Pathogen 
• Leptosphaeria korrae. 
Diagnosis 
• Light-green to yellow patches of turf 3-15 inches in diameter turning 

brown to straw-colored. 
• Roots and rhizomes are brown to black. 
Environment 
• Disease initiated at temperature <80°F (26°C) in moist soil. 
• Severity of symptoms increase with drought and 

high temperatures (>80°F). 
• Disease is severe on compacted soils. 
Cultural Controls 
• Disease is more severe with excessive nitrogen applied 

during the spring. 
• Avoid high rates of "fast-release" nitrogen in the spring. 
• Maintain balanced fertility throughout the growing season. 
• Avoid drought stress. 
• Avoid soil compaction - topdress and aerify as needed, use 

light-weight equipment. 
• Limit thatch thickness. 
• Overseed with an improved perennial ryegrass. 

Recommended LESCO Product 
• 18 Plus 
• Spectator 

Pink Snow Mold 
Hosts 
• All cool season turfgrasses. 
• Bentgrass, annual bluegrass and perennial ryegrass are particularly 

susceptible. 
Pathogen 
• Microdochium nivale. 

Diagnosis 
• Salmon colored to red-brown patches of turf 1 to 8 inches or more in 

diameter; common after 60 days or more of snow cover. 
Environment 
• Disease is common after at least 60 days of snow cover, but pathogen 

can infect turf in absence of snow. 
• Disease is particularly severe when snow covers unfrozen ground. 

Cultural Controls 
• Disease is more severe on fast-growing, lush turf that receives high 

nitrogen and low potassium in late fall. 
• Maintain balanced fertility. 
• Use snow fence, shrubs or knolls as wind-breaks to prevent excess 

snow from accumulating. 
• Prevent snow compaction by machinery or skiers. 
• Melt snow in spring with organic fertilizers. 
• Physically remove snow in spring. 

• After snow melts, to prevent Fusarium Patch, decrease shade and 
increase air circulation to enhance drying of turf; avoid application of 
lime if possible. 

• Avoid irrigation in late afternoon and in evening prior to midnight. 
• Mow at recommended height. 

Recommended LESCO Product 
• Revere 
• Bayleton 

Rust 
Hosts 
• All common species of turfgrasses. 
Pathogen 
• Several species of Puccinia and Uromyces. 

Diagnosis 
• Red-brown powdery masses of spores 

on leaf blades or leaf sheaths. 
Environment 
• Temperatures of 68°-86°F (20°-30°C). 
• Disease is severe on turf subjected to drought stress, low mowing, 

shade or poor air circulation. 
Cultural Controls 
• Disease is more severe under low nitrogen conditions. 
• Maintain balanced fertility throughout the growing season. 
• Reduce shade and increase air circulation. 
• Mow at recommended height. 
• Avoid drought stress. 
• Avoid irrigation in late afternoon or in evening prior to midnight. 

Recommended 
LESCO Product 
• Spectator 
• Manicure 
• T-Storm 

Spring Dead Spot 
Hosts 
• Bermudagrass. 
Pathogen 
• Species of Leposphaeria, Ophiosphaerella or Gaemannomyces. 
Diagnosis 
• Circular patches of straw-colored turf up to several feet in diameter, 

evident after winter dormancy. 
• Roots at edges of patches are dark brown to black. 
Environment 
• Disease is severe where average daily temperature in November is 

<60°F (16°C). 
• Poor surface and subsurface drainage. 
• Thatch > 1/2 inch thick. 
Cultural Controls 
• Disease is more severe on soils low in potassium and on turf that 

receives excess nitrogen during late summer and fall. 
• Maintain balanced fertility throughout the growing season. 
• Maintain moderate to high levels of phosphorus, potassium and minor 

elements according to soil test. 
• Improve surface and sub-surface drainage. 
• Limit thatch thickness. 

Recommended LESCO Product 

Brown Patch (Rhizoctonia Blight) 
Hosts 
• All common species of turfgrasses. 
Pathogen 
• Rhizoctonia solani. 
Diagnosis 
• Cool-season turfgrasses: 

-Circular patches of brown turf a few 
inches to several feet in diameter. 

-Leaves at margins of the patches have gray irregular-shaped 
lesions with thin brown borders. 

-Patches are surrounded by smoky-colored ring of mycelium on 
close-cut turf (< 1/2 inch). 

• Warm-season turfgrasses: 
-Leaf sheaths at margins of patches are brown to black. 
-Dark brown lesions may be visible on stolons. 

Environment 
• Night temperatures >60°F (16°C) for cool-season turfgrasses, 

50°-60°F (10°-16°C) for warm-season turfgrasses. 
• More than 10 hrs. of foliar wetness per day for several days. 
• Disease is severe at low mowing heights. 
• Disease is severe on poorly drained soils. 

Cultural Controls 
• Disease is more severe on lush turf fertilized 

with excessive nitrogen and on soils low in 
phosphorous and potassium. 

• Maintain balanced fertility throughout the 
growing season. 

• Decrease shade and increase air circulation to enhance drying of turf. 
• Avoid irrigation in late afternoon and in evening prior to midnight. 
• Limit thatch thickness. 
• Mow at recommended height. 
Recommended LESCO Product 

Gray Snow Mold 
Hosts 
• All cool season turfgrasses. 
• Bentgrass, annual bluegrass and 

perennial ryegrass are particularly 
susceptible. 

Pathogen 
• Typhula incarnata and T. ishikariensis. 
Diagnosis 
• Circular straw-colored patches of turf usually less than 10 inches in 

diameter, evident after snow-melt. 
• Orange, brown to black sclerotia form on leaves. 
Environment 
• Snow-cover is required for disease development. 
• Disease is severe when snow-cover exceeds 90 days. 
Cultural Controls 
• Avoid a fertility program that results in lush, fast-growing turf in late fall 

and winter. 
• Maintain potassium levels according to soil tests. 
• Use snow fence, hedges or knolls to prevent snow from accumulating 

excessively on turf. 
• Use dark-colored organic fertilizers or composts to melt snow in spring. 
• Physically remove snow in spring. 
• Prevent compaction of snow during winter. 

Cool Season Pythium 
Hosts 
• Creeping bentgrass and annual bluegrass 
Pathogen 
• Pythium spp. 
Diagnosis 
• Can be difficult to diagnose; microscopic examination of roots and 

crowns may be necessary 
• Symptoms resemble other patch diseases or dormant turf 
• Slow return from dormancy in the spring 
• Later spring symptoms include patchy turf with yellowish-orange to 

reddish-brown discoloration 
• Fall patches can be quite obvious with chlorotic tan to brown coloration 
Environment 
• Daytime temperatures from 50°-70° F (10°-21° C) and 

nighttime temperatures from 45°-55° F (7°-13° C) 
• Cool, wet weather 
• Poor drainage and excessive irrigation 
• Critical times for disease: early spring after snow melts and 

late autumn 
• Highly maintained turf most susceptible 
Cultural Controls 
• Improve drainage and do not overwater 
• Promote good air circulation 

'Helminthosporium' 
Leaf Spot 
Hosts 
• Bluegrass, bentgrass, fescue, perennial ryegrass, 

bahiagrass, bermudagrass, zoysia and buffalograss. 
Pathogen 
• Bipolaris sps. 
Diagnosis 
• Round to oval chocolate-brown spots on leaves. 
• Spots may have tan centers. 
Environment 
• Temperature of 77° - 95°F (25° - 35°C). 
• Disease severity increases with increases in temperature. 
• More than 10 hrs. of leaf wetness per day for several days. 
Cultural Controls 
• Disease is more severe under excess nitrogen fertility. 
• Maintain balanced fertility throughout the growing season. 
• Decrease shade and increase air circulation to enhance drying of turf. 
• Avoid irrigation in late afternoon and in evening prior to midnight. 
• Limit thatch thickness. 
• Mow at recommended height. 
• Use light-weight mowing equipment to reduce stress. 
• Plant resistant cultivars. 

• Increase mowing height 
• Properly manage thatch layer to allow for optimum water penetration 
• Fertilize to maintain vigorous root system 

Recommended LESCO Product 

Recommended LESCO Product 
• Spectator 
• Manicure 
• T-Storm 

Pythium Blight 
Hosts 
• All turfgrasses are susceptible. 
• Annual bluegrass and perennial ryegrass are particularly susceptible. 
Pathogen 
• Pythium aphanidermatum and other species of Pythium. 
Diagnosis 
• Greasy brown patches of turf an inch or less in diameter, 

increasing to several inches and turning straw colored. 
• Grey-white, cottony mycelium observed in early morning. 
Environment 
• Night temperature > 65°F (18°C). 
• More than 10 hrs. of leaf wetness per day for several days. 
• Poor surface and sub-surface drainage. 
Cultural Controls 
• Disease is more severe under excess nitrogen fertility. 
• Maintain balanced fertility throughout the growing season. 
• Maintain optimum plant calcium levels. 
• Decrease shade and increase air circulation to enhance drying of turf. 
• Improve surface and subsurface drainage. 
• Avoid mowing susceptible areas when turf is wet, particularly 

when night temperatures are > 70°F (21 °C). 
• Avoid irrigation in late afternoon or in evening prior to midnight. 

* ** ; SN*,-, îtiBNÊ? 
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Recommended 
LESCO Product 
•Prodigy 
•Mefenoxam 

Red Thread 
Hosts 
• Bentgrass, bluegrass, fine-leaf fescue, perennial ryegrass and 

bermudagrass. 
• Fine-leaf fescues and perennial ryegrass are particularly susceptible. 
Pathogen 
• Laetisaria fucuformis. 

Diagnosis 
• Red-brown patches of turf 1 -4 or more inches in diameter. 
• Pink-red mycelium grows from tips of infected leafblades. 
Environment 
• Cool temperatures of 40°-70°F (4°-21°C). 
• More than 10 hrs. of leaf wetness per day for several days. 
Cultural Controls 
• Disease is more severe under low nitrogen fertility. 
• Maintain balanced fertility throughout the growing season. 
• Maintain moderate to high levels of potassium and phosphorus 

according to soil tests. 
• Reduce shade and increase air circulation to enhance drying of turf. 
• Avoid irrigation in late afternoon or in evening prior to midnight. 
• Maintain soil pH at 6.5 to 7.0. 
• Mow turf at least once per week to remove disease portion of 

leaf blades. 

Summer Patch 
Hosts 
• Bluegrasses and fine-leaf fescues. 
Pathogen 
• Magnaporthe poae. 
Diagnosis 
• Circular patches of wilted to straw-colored turf, 

usually less than 10 inches in diameter. 
• Leaves turn yellow or brown starting at tips. 
• Roots are light to dark brown. 
Environment 
• Daytime temperature >85°F (29°C). 
• High soil moisture. 
• Poor surface or subsurface drainage. 
• Low mowing height. 
Cultural Controls 
• Maintain balanced fertility throughout the growing season. 
• Improve surface and subsurface drainage. 
• Reduce compaction. 
• Syringe turf with water when temperature >85°F (29°C). 
• Mow at recommended height. 
• Prevent stress. 

Recommended LESCO Product 
• Spectator 
• T-Storm 
• Bayleton 

Take-All Patch 
Hosts 
• Only bentgrasses are highly susceptible. 
Pathogen 
• Gaeumannomyces graminis var. avenae. 
Diagnosis 
• Wilted to bronze or brown circular patches of turf 

up to several feet in diameter. 
• Roots along margins of patches are dark brown. 
Environment 
• Disease develops rapidly on cool, wet soils with pH >5.5. 
• Disease can be more severe on sandy soils. 
Cultural Controls 
• Disease is more severe under low or unbalanced fertility conditions. 
• Fertilize with acid-forming sources of nitrogen such as 

sulfur-coated urea. 
• Maintain moderate to high levels of phosphorus, potassium 

and minor elements according to soil tests. 
• Improve surface and subsurface drainage. 
• Avoid use of lime if pH >5.0. 
• Avoid heavy, frequent irrigation. 

Recommended LESCO Product 
• Spectator 
• Bayleton 

Professional Ttirf Products 



Educated decisions, 
quality results. 
Successful turf and ornamental disease 
management is a science in itself. Accurate 
pathogen identification, proper fungicide 
programming, systemic or contact mode-of-action, 
managing resistance, and granular or sprayable 
application are all factors to be considered. 

For these reasons and many more, it makes sense 
to do business with LESCO. As the nation's largest 
supplier to the professional green industry, we 
offer a huge selection of fungicides, supported by 
technical expertise and service. In addition, we 
provide a full line of application equipment suitable 
for granular or sprayable application on the largest 
or smallest site. 

Our selection of granular spreaders includes 
everything from state-of-the-art spreader/sprayer 
ride-on units to our standard-of-the-industry walk-
behind rotaries, as well as drop spreaders and 
handheld models. The same is true for sprayers. 
The LESCO product line includes 50-gallon to 300-
gallon tank sprayers, sprayer/spreader combos, 
backpacks and handheld units. 

LESCO is the number one choice of turf, landscape 
and pest management professionals because we 
believe in putting the best products into the hands 
of our customers in the most convenient way 
possible. Quality products supported by service, 
expertise and value have been our focus since 1962 
and remain our goal today. 

Ask your LESCO , 
sales representative 
about these new I1 

and proven 
products. 

Our complete product line includes: 

• Fertilizers 
•Seed 
• Herbicides 
• Fungicides 
• Insecticides 
• Specialty Products 
• Pest Management Products 
• Sports Turf Supplies 
• Mulching Products 
• Equipment 
• Golf Course Accessories 
• Ice Melt Products 
• . . . and more! 

Three easy ways to obtain LESCO products: 
1 .Visit a LESCO Service Center or contact your 

LESCO Sales Representative 
2. Order online at www.lesco.com 
3. Call 800-321-5325 

• • • • • • • • • 

LESCO 
Professional TUrf Products 

* Product availability dependent on state legislations. Refer to product labels for proper usage rates. 

LESCO 18 Plus. Manicure 6FL, Manicure Ultra, Prodigy. Revere. Spectator. LESCO T-Storm, Touche EG. ProMax, LESCOFlo Ultra. RegiMax are trademarks and ThVex. 
LESCO. and LESCO Service Center are registered trademarks of LESCO Technologies. LLC. Signature is a trademark and Bayleton and Banol are registered trademarks 
of Bayer Environmental Sciences. TurfVigor is a registered trademark of Novozyme Biologicals. Inc. 

http://www.lesco.com


smart business 

D o n t l e t c o m m o n m i s c o n c e p t i o n s a b o u t t h e 

s a l e s n e g o t i a t i o n p r o c e s s s t o p y o u f r o m 

m a k i n g t h a t n e x t d e a l . N e g o t i a t i o n is an 

a r t f o r m t h a t a n y o n e c a n m a s t e r . 

NEGOTIATION MYTHBUSTERS 

A ouldn t it be great if every client agreed to all the 
terms of a sale - no questions asked and no negotia-

^ ^ A ^ ^ ^ A tion required? Although most people answer "yes" to 
^ ^ A ^ H ^ ^ k this question, any salesperson knows that negotiat-
^ ^ A ^ ^ A ing a sale is never that easy. And while negotiation 
^ ^ A ^ ^ A is one of the most commonly practiced functions of 
^ ^ A ^ ^ A communication, it is often the least understood. 
^ ^ A ^ ^ V ^ ^ A ^ ^ v Because most people don't understand the 

dynamics of negotiation, they may get nervous or 
^^^m apprehensive about the process. Even professional 

salespeople get sweaty palms and anxious stomachs 
V y before sitting down at the bargaining table. The 

trouble resides in all of the myths associated with negotiation. But, regardless of what you're 
selling, you can make the inevitable sales process more productive when you understand and 
overcome the following seven myths of negotiation: 

b y j o h n p a t r i c k d o l a n | c o n t r i b u t i n g w r i t e r 

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

http://www.lawnandlandscape.com


smart business 
n e g o t i a t i o n i m p r o v e m e n t p r a c t i c e s 

z 

Myth No. I - To be a successful nego-
tiator, you must be ruthless. 
Mythbuster - This statement is com-
pletely false. In fact, most people are 
perceived as ruthless in sales situations 
because they are poor negotiators and 
must resort to ruthlessness to get what 
they want. 

In reality, effective negotiation has 
a great deal to do with the attitude 
you bring to the table. If you ap-
proach negotiation as a win-or-lose 
battle, then that's exactly what you'll 
get. You'll struggle against the other 
party, waste time and energy defend-
ing positions and resort to sneaking 
things past your counterparts. Then 
when it's all said and done, you'll 
probably come away with less than if 
you'd have treated the negotiation as 
an opportunity for everyone involved 
to profit. 

Myth No. 2 - Negotiating is synony-
mous with fighting. 
Mythbuster - Fights generally break 
out when people can't negotiate effec-
tively. When you understand effective 
negotiation, you can actually head off 
misunderstandings and conflicts that 
may arise in the process. You'll know 
how to settle issues with customers 
without fighting. 

In many cases, you'll be able to 
mediate conflicts, misunderstandings 
and stalemates between other people 
and groups. 

Myth No. 3 - Negotiating is a talent 
reserved for shrewd btisinesspeople 
and experienced diplomats. 
Mythbuster — Anyone can learn to 
negotiate effectively without be-
ing a genius or manipulative. Most 
salespeople don't consider them-
selves negotiators, and certainly not 
professional negotiators. Many equate 
professional negotiators with hard-
charging corporate raiders launch-
ing takeovers on other businesses, 
diplomats meeting to discuss the fates 
of nations, or lawyers settling million-
dollar lawsuits. 

But each and every person on 
the planet is a negotiator, and many 
times without realizing it. When you 
take time to learn the art of effective 
negotiation, you actually can get more 
of what you want. You can forge bet-
ter and more productive relationships 
with your clients and all of the people 
around you in other areas of life. 

Without a solid strategy and the right tools for the job, you are 
likely to succumb to ineffective negotiation tactics and may 

end up losing sales or not getting the best outcome for you and 
your company. Use the following five negotiating strategies. 

1. Be Prepared. All effective negotiations start before you sit down 
at the bargaining table. Don't jump in without research and plan-
ning. Consider your counterpart's situation. Ask yourself what they 
need from the deal and know what you can compromise. 

Dealing for a year-long service contract will require more prepara-
tion than for a one-time service agreement. Regardless, use prepara-
tion to gain a comprehensive view of the situation. Planned alterna-
tives will keep you stay through the negotiation. The more you know, 
the easier it will be to arrange the best solution for those involved. 

2. Set Objective Negotiating Standards. Objective negotiating 
standards are a set of rules established before the process starts. 
In most cases, you can set your own rules. For example, if you're 
negotiating a lawn care service contract, you may approach your 
client with the competitor's price and what the client currently 
pays for regular treatments as some standards for the process. By 
setting guidelines prior to the negotiation, you ensure that everyone 
operates under the same standards and everything runs smoothly. 

3. Work With - Not Against - the Other Party. Good negotiations 
mean all parties leave the table feeling good about the agreement 
and each other. For this to occur, everyone must strive for mutually 
beneficial solutions. When you approach the situation with this at-
titude of mutual satisfaction, the other party will usually disarm. 

However, you may come across some people who don't agree 
with the concept of fair play - they immediately stoop to intimida-
tion and manipulation. Do not stoop to their level. 

4. Finalize All Agreements. The point of negotiation is to arrange 
the best deal for everyone, so ask plenty of questions. Don't let 
important details slip through; listen to the client's responses and 
concerns. If they are worried about customer service, the contract 
length or routine service questions, then address these issues with 
care. When the terms are settled, make sure everyone's perceptions 
match and recap the important details. 

Depending on the impact of the deal, you may decide to put the 
terms in writing, such as a sales contract or agreement. Don't sign 
off until all parties understand the key points. Keep a copy for your 
records, and give the other party a copy as well. 

5. Follow Through. Now it's time to do what you said you would do 
when you said you would do it and in the manner you said it would 
be done. For example, if you said you'd deliver a service on a certain 
day, then make sure it's done. If you can't follow through as expect-
ed, contact the other party and discuss alternative arrangements. 

6 8 lawn & landscape may 2 0 0 7 www.lawnandlandscape.com 

http://www.lawnandlandscape.com


Turn i you u s p re a d e r ^ M 
• m t o i a i t i m e i m a c h i n e ! 

N 
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Announcing l l ^ l i i i m i i S C 3 p C 
Confront 3 + Dimension 
NEW for Spring 2007 ! 
• 3 Applications in one Pass 
• Fertilize, Prevent Crabgrass St Kill broad leaf weeds 
• Post Emergent Crabgrass Control 
• Long Window of Application 
• Visit www.LebanonTurf.com/pro-

motions and enter coupon 
code LL8057 for a 
weed ID Book LebanonTurf 

www.LebanonTurf.com • 1-800-233-0628 
jf / USE READER SERVICE # 56 ̂  

http://www.LebanonTurf.com/pro-
http://www.LebanonTurf.com


smart business 

3i 

Myth No. 4 - When you sit down at the bargaining tabley 

you must abandon all ethics to get what you want. 
Mythbuster - By understanding negotiation, you can prevent 
being conned into things you don't want to do or getting 
less than you deserve. Consider negotiating for a new sales 
position. The terms you agree on with the new employer will 
obviously affect your time with that company, and also your 
time with future employers. The compensation package from 
one company will set the level of income you can command 
when negotiating with other companies. 

Myth No. 5 - You must have the upper hand to negotiate 
effectively. 
Mythbuster - If you think negotiation involves one group 
trying to beat the other out of a good deal, then you have an 
inaccurate perception of the process. Actually, the weaker your 
position, the better your negotiating skills must be, because 
you can save a huge amount of money. For example, suppose 
you're negotiating the price of a new computer system for 
your company. The person selling the system knows your cur-
rent system is outdated and that you must make a purchase to 
stay competitive. If you can bring the price down from what 
the seller asks, you'll save more than the upfront cost. By the 
time you add interest on a five-year financing plan, you'll have 
quite a savings that's worth the negotiating effort. 

Myth No. 6 - Negotiating is a time-
wasting activity that clogs the wheels 
ofprogress. 
Mythbuster - When done right, 
negotiating is an enormous timesaver 
because it makes everyone work together 
to find solutions. Rather than struggling 
through a one-sided sale, it is much 
easier when both parties understand 
how to negotiate and actively participate 
in the process to produce the best results 
possible for everyone. 

Myth No. 7 - Negotiating is a formal 
process with clearly defined param-
eters and procedures. 
Mythbuster - Negotiation actually takes 
many different forms - for example, 
haggling the price of an item at a garage 
sale. Chances are you negotiate more 
frequently than you think. In fact, any 
time you're making a deal, you're nego-
tiating. And if you're conducting these 
daily negotiations effectively, you'll reach 
an agreement that satisfies both parties. |L 

The author wrote the book "Negotiate 
Like the Pros. " Reach him at 888-830-
2620 or www.negotiatelikethepros.com. 
Purchase the book at www.lawnandland-
scape.com/'store. 

USE READER SERVICE # 48 

7 0 lawn & landscape may 2 0 0 7 v.lawnandlandscape.com 

http://www.negotiatelikethepros.com


Deciding on Designations 

The Future of Water Features 

Upselling Irrigation 

EBBjg^r Paul Comstock brirtf 
d-set to the ValleyCrest Design 



What's the word ori the street 
about PONDtfiAONtUhf? 
"... Aqua scape definitely delivers 
timely and relevant training material 
that gives you the key to drive your 
business to success!" 
~ Randy Young, 
Tranquil Waterscape Designs 

There's something -for everyone 
at this year's Pondemoniuml 
Add water gardening to yoar business to 
substantially increase your profits. 

• Find out how to sell million in ponds. 

• Learn how to profit with 20 simple steps, 
20 products, in just one day. 

• Master your-Financials. 

• Increase your sales closure percent. 

• Sell to the toughest and largest buying 
group - Women. 

• Improve your job estimating skills. 

• Small investment, large returns -
use marketing effectively. 

Aquascape continues to train the top professionals. W e will 
teach you everything you need to know to have a profitable 
business. Enjoy our networking activities like the Cross Country 
Golf Outing, Water Feature Building Contest, Build-A-Pond Day 
Seminars , and more! 

I-P you want to put money in you pocket faster; 
Pondemonium® is -for VOU! 

What are you waiting for? 

REGISTER TODAY! 
US 866-877-6637 ext. 1668 CAN 866-766-3426 

Done Riqht. , 
Customers Served Right. WWW.pOndemOniUm.Org 

USE READER SERVICE # 125 

http://WWW.pOndemOniUm.Org


p r o f e s s i o n a l p r o f i l 

ream weaver 
Former Disney landscape executive Paul Comstock brings a 

phi losophical yet pract ica l mind-set to the design/bui ld field. 

Inspiration is difficult to pin down for a person of many parts like 
Paul Comstock. One of the newest additions to the ValleyCrest Design Group, the creative 
lead of Comstock Studio surges onto the design/build scene on the heels of a 20-year career with 
The Walt Disney Co. 

As director of landscape design for Walt Disney Imagineering, Comstock epitomized Disney's 
dictum "If you can dream it, you can do it," by fusing horticultural knowledge and landscape 
architecture expertise with a whimsical, fertile imagination to bring to life more than 300 projects 
- including exotic, jungle-like animal kingdoms and lush formal landscapes at world-class hotel- „ 
resorts. His duties bridged the gap between design, flora acquisition, construction and mainte- f 
nance, as he traversed the world in search of unusual horticultural specimens, executed large-scale * 
international contracting projects and oversaw Disney's show-quality maintenance standards. 

Today, Comstock is equally at ease collaborating with Italian architect Renzo Piano on a re- 00 

design of the Los Angeles County Museum of Art or dreaming up the design for a small residential o 
garden. With degrees in landscape architecture, fine arts and mathematics, Comstock balances o 
his practical, problem-solving nature with a philosophical side he's cultivated as an artist and a 
classically trained professional percussionist. 

Comstock recently spoke with Professional Landscape Design from his studio in Calabasas, > 
Calif. Here's Comstock, in his own words, on challenges and opportunities in landscape design. u 

B y M a r i s a P a l m i e r i / A s s o c i a t e E d i t o r 
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PLD: What mistakes do you see landscape designers make? 
PC: Disinterest and non-attachment to the site and client. Unfortunately, with 
a large percentage of projects, you can immediately tell when there's a lazy at-
titude - when the designer s heart isn't in it. Many people have a limited vision, 
a lazy participation and an unwillingness to spend time to try to really improve 
the place. Often designers take on too many projects and cannot give adequate 
attention to all of them. Designers secure a budget, then sell an idea, their talent 
and their ability. Then the next thought after the budget approval is doing the 
design as fast as possible to maximize profit off of the design fee. That's a sad 
way to run a business. Designers do that in lieu of selling enough time to really 
think about the next project and take into account all of the environmental and 
usage considerations. The lack of attention is probably the source of the biggest 
problem and the biggest failure in commercial and residential landscaping. 

PLD: What can designers do to avoid this blunder? 
PC: It reverts back to what the prerequisites to do a good job as a landscape 
architect are - to know the project, know the usage,know the client. Then it's our 
job to organize how people use and enjoy those spaces from both an aesthetic 
sense and functional sense. 

Creat ive lead, Comstock Studio 
Va l leyCrest Design Group 
Calabasas , Calif. 

Education: Bachelor's degree in 
landscape architecture, UCLA 

Client mix: 9 0 % commerc ia l ; 
10% residential 

Pro jec t price range: 
$1 million and up 

F i rs t s tep in the design process? 
"Sit quietly and watch the sun rise at 
the project site." 

How do you break a creat ive 
block? "I ge t on one of my surf-
boards and go ride a wave...I've 
been surfing for 4 0 years and each 
wave is different. Every time I paddle 
into a wave, I have a new experi-
ence in life. Many people would say, 
That's the same wave you rode last 
time,' but it's not. I would say, 'Wow, 
it's a completely new wave,' because 
every wave is different. They all 
start somewhere across the ocean 
far away; you paddle into the wave, 
choose a line and the wave takes you 
for a new journey. Fantastic! I think 
about that phenomenon everytime 
someone comes in with a new as-
signment - whether it's a roadway, 
small house, big house or a huge 
resort - it's another wave, another 
journey, another blank piece of paper 
waiting to be drawn." 

Las t s tep in the design process? 
"Sit quietly and watch the sun set at 
the project site." 
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C L A S S I C SERIES 
STANDARD H V F 

T H E M A S T E R S SERIES 
VALHALLA 

i l hän f f r i i 

V O L C A N O & O X Y M A X " 
AERATION SYSTEMS w \ 

( 

MASTER THE POWER AND BEAUTY 
OF WATER WITH AQUAMASTER® 

All AquaMaster® products are available in both 60 and 50 Hz, from 1/3 to 25 HP, in whatever 
voltage you require. With thousands of successful projects around the world, we know you'll be 
pleased with your AquaMaster® products performance. Choose The Industry Leader for quality 
and dependable Fountains, Aerators and MasterClear System Bacteria Products for all your aquatic 
requirements. Let us help you Master the Power and Beauty of Water... we guarantee it! 

^Member 

• A 
ASLA Superior Aquatic Management Systems L,STED 

C€ 

16024 C T H X, Kiel, WI USA 53042 • 1 - 8 0 0 - 6 9 3 - 3 1 4 4 • FAX 920-693-3634 
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p r o f e s s i o n a l p r o f i l e 

Its incumbent on us to avoid the distrac-
tions of our own personal desires and whims 
as designers and focus more on how we can 
meet the needs of clients. 

PLD: W h a t are your thoughts on 
the relationship between design 
and maintenance? 
PC: So many designs I see are impossible 
or impractical to maintain. Designers often 
put in their favorite stuff - things they think 
are going to be really beautiful. Often, there's 
not enough thought given to how the owner 
is going to be able to maintain it. 

Another big problem is a mind-set 
by a lot of designers that says, "I just do 
design. I don't know about construction." 
These designers alienate themselves from 
construction, which is a really sad thing. I 
don't know how someone can do a design 
and not be intimately involved with bringing 
that project to life and maintaining it. 

PLD: Did this mind-set come from 
working at Disney? 
PC: I don't think Disney originated the 
union of design, budget, construction and 
maintenance, but Disney is a company 
that's absolutely fanatical about building 
something and having the highest standards 
of maintenance to protect that product 
because those constructed elements are 
the company's brand. People know if they 
go to one of Disney's projects they're going 
to be treated courteously and it's going to 
be a clean, incredible park-like environ-
ment. To achieve these goals, Disney has 
show-quality standards, or SQS. They sent 
me around the world every year to visit all 
the projects, and I'd write up a report with 
the horticulture department employees 
who maintained them. We would say how 
we could improve the maintenance and 
how we could modify the design. It was a 
seamless experience where we'd generate 

the concept, the design, the contracting, 
the installation and the maintenance, and 
develop a plan for the success of those cre-
ated environments. 

PLD: Can all designers use the 'SQS' 
concept in their practices? 
PC: The easy answer is yes. I know a lot of 
designers who are demonstrating to their 
clients an interest as the creators of these 
spaces. They periodically review and com-
municate back to ownership how the project 
looks, if it's being maintained well or if there 
are some areas where the maintenance is 
falling down. Demonstrating to owners 
our care and participation in the longevity 
or in the typical landscape architecture 
vernacular - 'the sustainability' - of these 
projects that interest and caring is some-
thing that would do an enormous amount 
for a designer's business and improve public 
relations of our profession as a whole. It's 
not by saying, 'Pay us some money and 
we'll go and view it and write you a report;' 
it's saying,'Hey, the project generally looks 
great, but you could probably improve it by 
doing this or that and we'd like to help you.' 
It really pays off. 

PLD: What can other designers do 
to maintain inspiration and creativity? 
What advice do you give students? 
PC: I think as landscape designers, or any 
designers for that matter, we have to keep our 
eyes, ears and minds open to the incredible 
diversity and beauty of life and all aspects 
of the world that surround us. The singular 
piece of advice I have given frequently is to 
visit as many places as possible that have a 
different culture, art, flora and fauna than 
what you normally are exposed to. Nation-
ally, internationally - just try to absorb as 
many diverse influences as you can. That can 
help you expand your design appreciation 
and palette, which you can apply to creative 
work. Also, I think you have to draw everyday 
- it doesn't matter what. Everybody's in a 
place where for five minutes, while they're 
doing something else, they could draw 
something. Just talking with you, I've been 
drawing a streetscape of a boulevard in 
Hollywood. I just think it's important to put 
a marking instrument onto a blank piece of 
paper and keep your hands moving. W-D 
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Qjscover your values as a 

designer - they'll help yo 

create an identity, which 

may lead you to becoming 
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Jef f Ko rhan 

When I joined the green industry in the late 1980s , I left behind a sales 
and marketing career in the industrial chemical industry There,credentials weren't 
an issue for me - my chemistry degree and MBA plus 10 years in the business gave me credibility with my customers. 
Looking around the green industry after founding a design/build and maintenance company, I realized I had no 
distinctive identity - I was nobody. That's when I began to explore how to establish my expertise in this industry. 

One of my first steps was to associate myself with professionals. I joined the Illinois Landscape Contractors 
Association and then became aware of the International Society of Arboriculture. It was the only organization I 
knew of at the time offering a certification program. I became one of the first certified arborists in Illinois, with 
my production manager following right behind me. While not all of the program's criteria pertained to the work of 
our emerging landscape business, we weren't concerned because we were establishing ourselves as experts in our 
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t h e b u s i n e s s o f d e s i g n 

market. We were creating an identity. 
In contrast to 20 years ago, the green 

industry today offers a multitude of cer-
tifications that recognize distinct areas of 
specialization. (See sidebar, "Designer-Re-
lated Affiliations.") The logical question is 
where do you fit? Which organizations are 
going to help you to achieve your personal 

and professional goals? 
A certification has to first be congruent 

with who you are and what you believe. Why? 
Those designation initials are going to go 
right after your name and actually become 
part of your identity. Today, with virtually all 
customers doing research and shopping on 
the Internet,your name may well be the most 
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important thing you have in today's market. 
Do you need to be certified at all? 

Absolutely not. However, certification says 
something about who you are. Beyond cred-
ibility, it tells the marketplace what you value. 
It's important to consider what's important 
to you because you will invest a significant 
amount of time and money to achieve your 
certification. It's difficult to name an average 
cost for earning a designation because the 
initial costs vary so much, but they range 
from $50 to several hundred dollars. The 
greater investment, though, comes with 
maintaining a certification - your time 
spent, annual association costs and the 
cost to attend seminars for continuing 
education units. That's why it's important 
not to view achieving a designation as an 
end of the education road, but as more of a 
beginning. 

The author is founder of Treemendous Land-
scape Co., Plainfield, III. Among several other 
designations, hes a Registered Landscape 
Architect, Certified Arborist and Certified 
Landscape Professional. 

D E S I G N - R E L A T E D 
A F F I L I A T I O N S 

American Society of 
Landscape Architecture 
Certification program? Yes, exam and registration; 
www.asla.org 

Association of Professional 
Landscape Designers 
Certification program? Yes; www.apld.com 

International Society of Arboriculture 
Certification program? Yes; www.isa-arbor.org 

Irrigation Association 
Certification program? Yes, six different programs 
available; www.irrigation.org 

Perennial Plant Association 
Certification program? No; www.perennialplant.org 

Professional Landcare Network 
Certification program? Yes, various designations 
available; www.landcarenetwork.org 

Society of Garden Designers 
Certification program? No, but offers 
"registered membership" for individuals; 
http://www.sgd.org.uk/ 
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T H E F U T U R E O F W A T E R F E A T U R E S 

E m e r g i n g t r e n d s in w a t e r f e a t u r e s h e l p s h a p e t h e f u t u r e of t h e i n d u s t r y . 

"Water gardening today is where lighting was 1 0 years ago," 
says Greg Wittstock, president of Aquascape, Batavia, III. 
"Its now kind of a fringe, niche market, but the industry will ride the current wave and it will 
be a standard service in 10 years." 

If Wittstock s prediction is correct, the water feature industry is in for a wild ride. With sig-
nificant growth comes change, and with change come trends - both good and bad. The industry 
will get to observe as designers try to find what works and what doesn't when it comes to water 
features, and how to make water feature design and installation as profitable as possible. 

Like any up-and-coming segment of business,designers need to be sure to educate themselves 
and their crews before incorporating water features into their landscape plans. After designers 
put together a plan "If designers install ponds poorly, it's going to create the reputation that 
having a pond is a lot of work," Wittstock says. "When it comes to water features, not investing 
in education is the most important thing that can be done wrong." 

a With the proper education under their belts, designers can then focus on specific trends, like 
how big or small water features should be, where on a client's lawn they should be located and 
how to make them cutting edge - information that will be important as the industry continues 
to grow and expand. "Water features just keep becoming more and more popular," says Kevin 
Garvey, owner of Garden Design/Build Group, Glenelg, Md."More people ask for them every year, 
and I don't see the demand slowing down any time soon." 

o 
c 

SMALLER SCALE. Today, many designers believe that bigger water features are better. 
Large-scale projects that are more"ego-gratifying"than"paycheck-gratifying"have left the entry-
level customer - and a profitable business opportunity - overlooked. "One of the biggest trends 

£ we're seeing is a backlash toward larger water features and the embracing of smaller features," 
Wittstock says. "Some companies have been burned financially on large projects because the 

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

work is long and the pay is often slow to 
come in. We believe there is an untapped 
market for smaller projects." 

The standard large installation is an 
11- by 16-foot pond that costs between 
$7,000 and $ 10,000, Wittstock says. Smaller 
features tend to be pondless, measure 6 by 
8 feet and cost between $2,000 and $4,000. 
While these projects are indeed smaller, 
they require a lot less labor and materials 
and tend to have greater profit potential in 
the future."Many clients looking to install 
their first water feature are more willing 
to spend between $2,000 to $4,000 rather 
than $7,000 or $8,000," Wittstock says."But 
these small features get a designer s foot in 
the door and create potential for people to 
expand or upgrade in the future." 

Small, pondless features can typically be 
installed by two or three guys with virtually 
no equipment in one day, Wittstock says, 
meaning more of these projects can be 
completed with half the amount of time and 
labor. Wittstock and others in the industry 
are currently trying to create awareness of 
the profitability of smaller water features 

by holding seminars and promoting them 
in industry publications."Were trying to 
dispel the notion that smaller features 
stifle a designer s artistic ability,"Wittstock 
says."We do the math for these contractors 
to show them they can do more of these 
projects at higher profit margins." 

Wittstock says sales of small water 
features have doubled over the past few 
years, and their lack of maintenance makes 
them an easy sell."People are buying them 
because there's no hassle of pond mainte-
nance,but they still get the relaxing sounds 
and soothing atmosphere larger water 
features create," he explains. 

To enhance these serene settings, de-
signers are placing water features closer 
to their clients' houses or patio areas. Not 
only does this location allow the client to 
enjoy the water feature just by stepping 
out of the door, but it also inspires them 
to maintain it on a more consistent basis 
because it's always within eyeshot. 

LARGE AND IN CHARGE. While 
small water features are being embraced by 

many first-time clients,large-scale features 
are still in demand by veteran, high-end 
customers. Certain emerging trends are 
making it easier for designers to achieve 
the"wow factor"of large-scale installations. 
One of these trends is synthetic rock. Garvey 
utilizes these rocks, which are cast from real 
boulders, to create natural-looking designs. 
"Using synthetic rock enables us to cut and 
paste the design, so to speak," he says. "We 
can build features that would normally 
take thousands of heavy rocks quicker and 
easier." The use of large-scale boulders 
makes the design look more natural than 
"little gravel mixtures," Garvey says. 

This is important, he adds, as clients are 
asking for water features that look as natural 
as possible. Another way this natural look 
can be achieved is by building water features 
into a natural slope rather than creating a 
slope to build the feature into.Tt just looks 
more natural," Garvey says. "I think not 
doing this is one of the biggest mistakes 
designers and architects can make." 

For example, one of Garvey s Virginia-
based clients wanted a water feature built 

Clients are asking for water features that look as natural as possible. One way this look can be achieved is by building water features 
into a natural slope rather than creating a slope to build the feature into. "It just looks more natural," says Kevin Garvey. "I think not 
doing this is one of the biggest mistakes contractors make." Photo: Garden Design/Build Group 
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into his swimming pool. Garvey designed 
the feature into a natural hill and the 
waterfall spilled over into the pool 

Garvey says that the combination of 
water features and swimming pools that 
look like natural ponds is going to be one of 
the biggest industry trends in the coming 
years. 

Although water feature-pool combos 
can have beautiful results, there are a few 
things to avoid.Tve had clients want their 
pools to look so natural that they've asked 
to add aquatic plants like water lilies and 
lotus flowers to them," he says. "This can 
be problematic because you need dif-
ferent types of filters for plants and fish 
than you do for humans. I prefer to keep 
them separate." Garvey says his business 
of blending water features and swimming 
pools had doubled since last year. 

Another trend in large installations is 
having more than one design firm team 
up to get them done, Wittstock says. 
These companies often meet via industry 
resources like online message boards. By 
collaborating, companies are able to split 
the cost of resources, sharing the financial 
liability. These firms then split the profit 
appropriately after the job is done. "This 
became really common this past year and 
will continue to be this common year," 
Wittstock says. "Many companies don't 
want to take on huge jobs that could sink 
their company if something goes wrong. 
This is a way to mitigate that risk." 

EASY DOES IT. As water feature 
installation picks up as a service, Witt-
stock suggests that designers work with 
contractors to develop a system with 
which to complete each job. Building a 
solid partnership helps keep the project 
on an organized schedule and prevents 
bumps in the road. 

"Landscape contractors have systems 
for installing everything from patios to 
retaining walls," he says. "Just because 
water features are creative and artistic 
doesn't mean they can't be completed while 
following a system. Without organization, 
each job will be a headache." 

The lack of a systematic approach 
results in unnecessary hassles and poor 
customer service, which are two things that 
every landscape contractor and designer 
wants to avoid, Wittstock adds. 

The availability of more distributors is 
another trend that will simplify the ability 
for designers to add water feature design 
and installation to their businesses. This 
gives them greater access to more products, 
which alleviates the need to"jump through 
hoops" to find the necessary materials to 
get the job done. "In the very near future, 
designers will have the luxury of more 

distributors in their areas," Wittstock 
says. "Having the necessary products on 
location will help fuel the future demand 
of water feature installation." PLD 

v.lawnandlands 

Check out the May Lawn & Landscape Onl ine 
Extras section for more information on how fish 
can enhance water feature designs. 
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d e s i g n s p e c i a l t i e s 

i n c l u d i n g i r r i g a t i o n a n y w a y 

Some companies add irrigation designs and estimates to landscape 

plans whether clients request them or not. Here's why. 

All designers worth their weight in plant material know that the health 
and longevity of a landscape depends on proper irrigation. However, many of 
them have not been so successful in translating that knowledge into irrigation system sales. 

One way that design/build firms nationwide can boost irrigation sales is to take a tip from a common 
practice in the South and include a set of irrigation plans with all landscape designs from the get-go, 
whether clients request them or not. In addition to added sales, landscape firms will benefit because 
their clients' landscapes will flourish - reducing warranty claims and increasing referral potential. 

Joe Mumme, operations manager for McKinnon Associates, Houston, says that adding irrigation has 
become second nature for him over the last decade. "Twelve years ago, it was an option," he says. "But in 
order to guarantee a great landscape, you've got to have adequate water, so over the last seven or eight 
years it's become just about standard." Ninety-five percent of the designs McKinnon Associates draws 
up receive irrigation plans. 

The same rule applies at Nature's Blueprint in Alva, Fla., where 98 percent of installations include 
irrigation. "The majority of our business is word-of-mouth," President Tom Super says. "To have the 
landscape be at a level we're proud of and guarantee us more referral work, we're really only interested 
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in installing a landscape package that's irrigated and 
preferably irrigated by us." 

In the North where irrigation is often an afterthought, 
many designers don't press the issue if a client doesn't 
request an irrigation system. 

Salmon Falls Nursery, Berwick, Maine, operated this 
way until a year and a half ago. Operational changes have 
allowed for a change in irrigation department procedure, 
and now the company is realizing the value of routinely 
providing an irrigation design and estimate with every 
residential landscape design. 

"It's difficult to go back after the fact - and you're 
wasting the client's money," says General Manager Brian 
Beeler. "That's how we look at it. Yes, we could do this two 
or three years down the road, but at the expense of plants 
and reworking stuff." 

So far,by providing an irrigation design and quote even 
if it's not requested, Salmon Falls' designers have been suc-
cessful in upselling irrigation about 10 percent of the time. 
"It's not a great knock-down rate, but it's only something 
we started doing in the last year and a half?' Beeler says. 
He expects this upsell rate to improve as designers get a 
better understanding of irrigation processes and costs. 

Salmon Falls switched to this type of system for a few 
reasons. Naturally,one reason was to generate more revenue 
from the irrigation division, but another was simply to get 
the word out that Salmon Falls provides irrigation design, 
installation and maintenance. In this regard,providing the 
irrigation design up front functions like a mini master plan. 
If clients aren't sold on irrigation initially but decide to go 
for it down the road, hopefully they'll remember Salmon 
Falls already designed an irrigation plan for them, and 
they won't be tempted to shop around. 

Another reason for automatically including irrigation 
designs is to market it as an insurance policy. Because 90 
percent of plants die due to improper watering, Beeler says, 
the benefit to customers is the long-term insurance that 
their plants are properly irrigated. In addition, an irriga-
tion system may reduce homeowners'water use and save 
them money. The benefit to the contractor is a decrease in 
warranty claims - as most installers warranty their plants 
for one year. "We definitely see it as a protection for the 
investment we have hanging out there for at least a year," 
Beeler adds. 

I N C O R P O R A T I N G I R R I G A T I O N D E S I G N . 
At Salmon Falls, the landscape designers pass off their 
completed landscape plans to the irrigation manager, 
who then adds the irrigation components. They shoot 
to complete the entire process in two weeks, and it takes 
the irrigation manager a week or less to turn around his 
portion of the plan. 

Salmon Falls charges a flat fee for both landscape and 
irrigation designs and estimates. It generally charges a 
$250 retainer. Beeler says this setup works for Salmon Falls 
because residential irrigation designs aren't the irrigation 
manager's only duty. "If he was only doing residential 
irrigation design, it would not be a profitable gig at this 

point," Beeler says. "But he's here for commercial anyway and he's able 
to turn around residential projects so quickly, so we're definitely starting 
to see an impact in residential irrigation sales." 

Though irrigation systems are standard at Nature's Blueprint,Super 
found a way to boost sales further by offering tiered packages. The gold 
package comes with standard heads, 4- and 6-inch sprays and a basic 
controller. The platinum upgrade, which includes pressure-regulating 
sprayheads, 6- and 12-inch sprays, drip and low-volume components 
and institutional products with a longer warranty, is 25 to 30 percent 
pricier than gold. The close rate on the upgrade is 80 to 85 percent. 

Mumme's policy is always to start with a premium system."We give 
them the best, most intricate design up front," he says."We push for the 
client to always go for the way we recommend, but we could do it for 
less." Ninety-five percent of customers will go with what's first offered, 
Mumme says. 

At Salmon Falls, some training has had to take place to incorporate 
the new model of including irrigation with landscape plans. Designers 
attended vendor-sponsored training both in-house and at irrigation 
supply houses. But the best training, Beeler says, is one-on-one interac-
tion between the landscape designers and irrigation designer, Beeler 
says. "He can basically give them the same speech he'd give a client if 
he was on-site with them.'1 PLD 
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Proper p lacement 

and smart planting 

are essential when 

designing landscapes 

with athletic courts, 

putting greens and 

other rec areas. 
P h o t o : B a c k y a r d S p o r t s C e n t e r . c o m 

re 
B y M a r i s a P a l m i e r i / A s s o c i a t e E d i t o r 

A pool was once the pinnacle of outdoor entertainment. Today, as elaborate 
water features and outdoor kitchens are commonplace in backyards nationwide, having a pool alone 
has become, well, passé. Homeowners are looking past the standard landscaped yard and swimming 
hole and are seeking to kick it up a notch. 

Landscape designers and architects have responded with basketball courts, putting greens, bocce 
ball courts, detailed children's play structures - nothing is out of the question for some active families. 
Well-thought-out designs and good vendor relationships allow landscape companies to turn once-aver-
age gardens into mini resort settings. Some sawy designers and installers have even created niches for 
themselves in court consulting and contracting. 

With a profit margin of about $3 and up per square foot, according to landscape contractor Darin 
Chamberlin, designing and installing recreation areas is a field that deserves some consideration. 

About five years ago, Chamberlin, president of Cedar Rapids, Iowa-based Chamberlin Landscap-
ing and Backyard Sports Center, began investigating athletic court installation for part of a $100,000 
backyard he was designing. With no court-installing companies in his area, he sourced the materials 
himself, successfully completed the construction and soon received a slew of referrals. "By the end of 

c c r e a t i o n 
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GREEN PAGES 
the first year I did five courts and thought, 
'What a nice little add-on for my landscap-
ing business.'" 

Chamberlin, who also installs putting 
greens, says greens and basketball courts 
typically cost $12 to $15 per square foot. 
Bocce ball courts, another popular back-
yard recreation offering, cost $19 to $25 
per square foot, says David Brewer, owner 
of Brewer Landscape Construction and 
its bocce court-building division, Bocce 
Brew, in San Rafael, Calif. He has designed 
and constructed more than 100 bocce ball 
courts at homes, bed-and-breakfasts and 
wineries in Northern California over the 
last decade. At 12 feet by 60 feet, bocce 
courts are popular because they take up less 
yard space than tennis courts or basketball 
courts. 

Like any new service offering, there 
are challenges to creating recreation areas 
in backyards, designers say. Careful court 
placement, softening harsh edges, delib-
erately dividing up spaces and creating 
privacy are important things to remember 
so clients - and their neighbors - aren't left 
with unsightly, institutional views. 

Safety is one major concern, especially 
when it comes to children's play areas."You 
want to hide them so they blend in, but so 
you're not obstructing views from an area 
where parents are sitting and are able to 
watch their kids," says Brent Menghini, 
landscape designer/project manager for 
Highland Outdoor, Kansas City, Kan. 

Rec area placement is probably the most 
vital when it comes to design because the 
courts and structures themselves are often 
unattractive. "The biggest thing is making 
sure it doesn't stand out and irritate the 
neighbors," Menghini says. 

Chamberlin agrees that the neighbors 
are one concern, but homeowners them-
selves often have to reconcile aesthetic 
issues before installation. "Wives can be 
upset sometimes when the husband wants 
a court with bright colors,"he says. In these 
situations, he suggests clients nix team 
colors and logos and instead choose rich 
colors that blend well with the landscape, 
like forest green and burgundy, and possibly 
even leave off the lines on basketball courts 
or soccer fields. This typically isn't an issue 
with the more natural-looking putting 
greens or bocce courts, designers say. 

Another way to naturalize courts, fields 

and puttinggreens is to use meadow grasses 
to transition from the synthetic area to the 
lawn. "We've used grasses that can take 
foot traffic and a lot of abuse - like a red 
festuca," says Bud Stuckey, owner of Felton, 
Calif.-based Gardens by Design and former 
test gardener for Sunset magazine. 

Creating an organic feel and carefully 
selecting plants around the rec structures 
is crucial, designers say. "These areas can 
look ugly, especially if they're just giant 
courts with nothing around the perimeter," 
Chamberlin says. "That's like installing a 
water garden with no plantings - it looks 
like a giant bird bath." 

Practical plant choice and smart design 
are what elevate them from the neighbor-
hood eyesore to a fun, attractively land-
scaped yard. 

When selecting a plant palette, consider 
the guidelines for landscaping around pool 
areas. Many of the same rules apply, like 
avoiding thorny plants that could scratch 
family members and fragile plants that are 
vulnerable to being trampled. Designers also 
should leave enough room for walkways and 
spectators, Stuckey says. 

To make these areas as low maintenance 
as possible, choose low-litter plants, avoid-
ing those that will drop flowers or fruit onto 
the playing surface. Some plants that may 
be appropriate for rec area landscaping 
include: ferns (any kind),palms,Dracaenas, 
Agapanthus, cannas and daylilies. 

Using plants to create screens is another 
technique that many rec area designers use. 
"These areas can be unattractive and there 
can be hooping and hollering, so privacy 
is a concern," Stuckey says. Hedges are one 
solution, but may be too severe or require 
too much maintenance for some clients. 
The right mix of evergreens, other trees 
and shrubs that grow 6 to 8 feet may be a 
better idea. For lower-growing screens (less 
than 15 feet), Wilson Bros. Nursery in Mc-
Donough, Ga., recommends selecting about 
eight plants,grouping them in twos, threes or 
fours and planting them in a staggered line 
to provide a better visual, wind and sound 
barrier than planting in a straight row. This 
strategy looks natural, adds interest and 
minimizes the risk for the spread of disease. 
Depending on climate, Wax Myrtle, Cleyera, 
arborvitae, Honeysuckle,juniper,Sweet Olive 
and privet are appropriate plants for creating 
privacy, PLD 

M I L E S T O N E 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 Patricks has been supplying 
the Landscape and Interior market with 

top quality landscape & foliage mate-
rial. We are growers as well as brokers. 

From 1 gallon material to the finest field 

grown palms and trees at exceptional 
prices, WE CAN DO IT ALL. We also 
ship Intl. So call today and make your 

next job an exceptional one. 

Pa t r i ck & S o n s F ine 
Fol iage, Inc. 
800-327-2835 

305-247-2978 (fax) 

I A I Online provide« can access to the editorial 
content you nay have misted in past iuttcv 

CHECK IT OUT TODAY 
www.lawnandlandscape.com 

m a y / j u n e 2 0 0 7 P R O F E S S I O N A L L A N D S C A P E D E S I G N I S 1 5 

mailto:info@milestoneag.com
http://www.milestoneag.com
http://www.lawnandlandscape.com


SA VE 2/3 of GRASS SEED WAIT DAYS? 
Example - Maryland State Highway Dept.: one week vs. three 

• OR - as U.S . civil service head groundsman said: - "We 've never seen 
grass up so fast! Now 3 or 4 days from sowed seed routinely!" 

• Used by U.S. Air Force to control dust on dirt flying fields, World War II. 
• Tested, bought, taught, used for turf, plants, trees, by a great number of 

state university campuses, over 65 years. 
• Cut golf greens closer, " l ike glass"- still healthy. 

I or COLD • DRY or IIIEI • Another "making impossibles 
easv" When 115" to 122" dailv in Palm Sorinas. Calif , Typical California green kept green and smooth 

' by Monday a.m. SUPERthrive™ spraying. 
' SUPERthrive™ kept all our greens uniformly thick and 
wear-tolerant, with no problems, white all other courses 
in the area lost 6 to 14 greens. SUPERthrive™ W O R K E D W O N D E R S 

ON 400 TREES WE PLANTED. SUPERthrive™ is a blessing. SUPERthrive™ kept the 
greens alive and together through the dry summer days. It also keeps roots penetrating in COLD weather." 

FURTHER UNIQUE FACTS - Biggest ever moved 
9 Guiness Book of Records, "Biggest e v e r m o v e d . w eildblBCl by SUPERthriVB™ 

Standardly, with SUPERthrivecontractors and parks 
claim to ACCEPT NO LOSS of trees. Worldwide (though no salesmen.) 

• 100% of 2000 SUPERthrive™ d e a l e r s a s k e d at t r a d e 

shows said they are "aware that SUPERthrive™ revives 
shrubs and trees with as little as green under their bark. 

• Said U.S.D.A. head grower scientist - " F a r more growth above 
and below ground than when fertilizers used alone." _ 

arrxev 
• Over 500 parks systems heads wrote that nothing works so well, mmim 

• Saving 50,000 Mojave Desert trees and plants, for U.S. Bureau of 
Land Management, while beautifying 100 nearby Las Vegas hotels. 
#1 Environment saver. 9 Regularly helps win American Rose, Orchid, 
etc., Societies' flowering plant competitions. 

9 Famed offer-proof:- Since 1940, unchallenged, $5,000 guaranteed 
to be world champion Activator, Reviver. Trans/Planter. Extra Grower. 
and Perfected — Far Best. Unique. Nothing is at all "like" it. 

9 65 years, NEVER ONE BOUNCED on professional guarantee: 
"After using first gallon - money back if you wish you had not 
bought it." (Public agencies or established businesses in U.S.) 

w ' » -
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Live Oak Tree 

VITAMIN INSTITUTE 
Phone (800) 441-VITA (8482) 

12610 Saticoy Street South, 
FAX (818) 766-VITA (8482) 

NORTH HOLLYWOOD, CA 91605 
www.superthrive. com 

http://www.superthrive


CURB YOUR ENTHUSIASM 
C o n c r e t e c u r b i n g can be an e f f e c t I ve 

r o f i t s f a s t . J u s t ask c o n t r a c t o r 

o w i e 

B
owie Retzlaff is pumped up for this coming busy season. His start-up 
landscape installation business has taken off over the last few years 
thanks to concrete curbing, a business offering he discovered on the 
Web a few months before launching his company in 2004. 

Although Retzlaff had never heard of the service before, he was 
confident he could master the hands-on side of the business, consider-
ing his background in landscaping, remodeling and masonry, which he 
learned growing up while working for his uncle, a mason. 

A quick flip through the local Yellow Pages convinced Retzlaff 
curbing would be a good offering. 

The phone book listed zero companies as concrete curbing provid-
ers, but it did advertise more than 50 landscape businesses. What a great differentiator this 
concrete curbing would be for his new business, he thought. 

Curb n Decor, RetzlafFs Green Bay, Wis.-based landscape installation business, was incor-
porated in December of 2004. He was installing concrete curbing by springtime. 

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

This year, just his third season in 
business, Retzlaff hopes to double his 
concrete curbing sales to more than 
$150,000. 

In 2006 curbing made up 70 
percent of his firm's revenue. "If I can 
make it 90 percent curbing I will," 
Retzlaff says. "You're in, you're out, 
the profits are excellent and when the 
homeowners come outside and see 
what you've done, the look on their 
face is amazing." 

Concrete edging brings a decora-
tive element to the practical purpose 
for landscape edging: keeping mulch 
in place and adding an overall tidiness 
to beds. 

It offers an artistic touch that 
plastic, metal and natural edging 
don't. Another benefit is longevity 
- concrete is a permanent solution 
compared to plastic and metal edging 
that needs to be replaced in as few as 
three years, bricks that can shift and 
crumble and timber, which can rot. 

Decorative curbing, though 
sometimes requested by commercial 
clients, is typically a residential offer-
ing, Retzlaff says, noting 90 percent 
of his curbing clients are homeowners. 
Curbing appeals to a wide variety of 
residential customers, from those in 

modest middle-class ranch homes to 
high-end homes in brand-new neigh-
borhoods, Retzlaff says. 

An average job is about 200 to 250 
feet of curbing - though he's done 
smaller ones and has bid on jobs up 
to 1,000 feet. A job in the 200-foot 

i — , 
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Line Breaks = Line Changes 

Line Changes - Time + Money 

Rino-Tuff Line & Heads SAVES You Time 
& Cuts to Your Bottom Line! 

To Order RINO-TUFF Products Call: 

Sunbelt 
Gardner 
Billious 
Dixie Sales 

S&W Engines 
Marr Brothers 

(800) 438-0660 

(800) 848-8946 

(800) 245-5468 

(800) 753-4943 

(800) 222-8409 

(800) 786-1572 

(800) 627-7276 
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D ffl O S 

Tough Cover 
Soft Inner Core 

PUSH BUTTON 
FEED LINE & CUT! ' 

m, 
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/ V ' \ 

MOST D U R A B L E TR IMMERL INE 
ON THE MARKET! 

USE READER SERVICE # 55 
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Wild On 
\ 

Start your own business or add 
another profit center to your 
existing business with Tygar Curb Machinery. 

Over 30 stamped curb patterns and 
24 res ident ia l and commercial molds. 

TYGAR 
W I L D O N C U R B I N g 866-999-9506 www.tygarmfg.com 

j f / USE READER SERVICE # 56 ^ 

http://www.tygarmfg.com
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range would earn Retzlaff about 
$1,500 with a profit margin close to 
60 percent. 

That's much higher than the 25 
to 30 percent profit he gets from his 
company's other landscape services. 

SYSTEM DETAILS. The concrete 
curbing process entails removing 
sod from application areas (typically 
around bed edges), laying down the 
concrete, adding color, texture and 
stamping the pattern on top. Finally, 
the contractor applies a sealer. 

There are several different types of 
concrete curbing systems on the mar-
ket that vary in application method 
and curb size and style. 

For example, some systems lay 
down 6-inch curbs; others produce 
7-inch curbs. Some require a three-
step process: one pass for laying down 
concrete, a second for adding color 
and third for stamping. 

Other systems eliminate the 
color application step because color 

Retzlaff says an average residential job is 200 to 250 feet of curbing and customers typically 

choose to upgrade with all of the decorative "extras," like color, texture and a stamped pattern. 

Photos (this page, page 88 and page 96): Bowie Retzlaff 

is mixed directly into the concrete. 
There are benefits to each type, says 
Retzlaff who owns two different 
concrete curbing systems. He first 

bought a machine that produces 7-
inch curbs, which requires the three-
step process in addition to adding a 
return trip several days later to apply 

L l M 
Our Name Says It All 

• Fastest mini-trericher 
on the market 

- ^ . • ,-• -

• Trench up to 
30' per minute 

• Cut 2" -4" wide trenches 
up to I2"de£p 

• Choice of. 4 models, 
plus optional trailer \ 

I Replaceable 

1 heat-treated 
' 0 1 hardened steel 

t f l k A ^ carbide-tipped teeth 

Call today for a FREE product video or literature 

800-227-7515 

: v .. 
x . o . . 

w . 1 

Kwik Trench 

mm 
Little Beaver. Inc. P.O. Box 840 Livingston. TX 77351 
www.littlebeaver.comsales@littlebeaver.com 

LITTLE BEAVER 
EARTH DRILLS A AUGERS 

¿C m sim ne f. 
USE READER SERVICE # 57 

ceattachmentsinc. 
Every Attachment for EVERY Job.' 

The most complete assortment of attachments 
for compact equipment ANYWHERE! 

Augers 

Couplers 

Log Splitters 

Finish Mowers 

Stump Grinders 

CALL US TODAY OR VISIT OUR WEBSITE! 
tf: 866.232.8224 - ph: 262.387.1210 - w: www.ceattach.com 

USE READER SERVICE # 58 
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MANUFACTURERS REBATE COUPON 

Conditions: Limited time offer Offer good on purchases made from May 1. 2006 through Sept. 15. 2006. 
Offer limited to one per customer or address. All requsts for rebate redemption must be accompanied by 
this coupon with proof of purchase attached. Rebate requests must be postmarked no later than October 1, 
2006. Allow 4 to 6 weeks for processing. May not be reproduced, transferred or duplicated and has no cash 
value. Offer void where prohibited, taxed or restricted. MAXIMUM REBATE $25.00, 1 gallon or 5 quarts. 

Get a $25 rebate on a one-gallon purchase of Atr immec Atrimmec Rebate Offer 
PGR or a $5 rebate on a one-quart purchase (up to 5 P B I / G o r d o n 
quarts). Limit one rebate per customer. Send proof-of- P O B o x 014090 
purchase and completed coupon to: K a n s a s City, M O 64101 

Bus iness : 

N a m e : 

A d d r e s s : 

Ci ty : S t a t e : Z i p : 

T e l e p h o n e : 

E m a i l : 

p b i / t s o R d o n 

c o R p o n a t i o n 
An Employee-Owned Company 

800-821-7925 
pbigordon.com/atrimmec 

Atrimmec® is a registered trademark of PBI/Gordon Corporation. 

jf / USE READER SERVICE # 56 ̂  

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 
50% or more - in some areas, for the full season! Less 

growth, less cost. Less cost, more profit. 

• Easy spray application 
• Does not affect turf growth 
• Creates fuller, more compact, 

uniform shape 
• Labeled for use on over 50 

ornamental landscape species 

$25.00 
REBATE 

$5.00 
REBATE 

\OOftDOry SI g 

Ammmc PLANT QROWTM R 
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sealer. This machine allows a three-
man crew to install about 300 feet of 
curbing per day. 

When adding a second machine to 
his operation, RetzlafF decided to go 
with a different type of machine that 
allows him to install 600 feet of curb-
ing per day with a three-man crew. 
Additionally, this brand does not 

require an additional pass for color 
application or a second trip for sealer 
application. 

"The whole process is a lot faster," 
he says. "With the same crew, I'm able 
to do 600 feet a day without having 
to return. I can throw a sealer on top 
of it once it sets up and walk away 
and not have to come back." 

However, he still runs the first 
machine he bought. Keeping both 
systems allows Retzlaff to offer clients 
two sizes, 30 different colors and 30 
different patterns. 

BUYING DECISIONS. For contrac-
tors interested in entering the decora-
tive curbing business, manufacturers 
offer a variety of equipment-purchas-
ing options, too. Contractors' options 
range from purchasing the machine 
and cement mixer only, to entire fran-
chises or turn-key packages. 

When Retzlaff first entered 
the concrete curbing business in 
early 2005 he declined to purchase a 
$45,000 package the manufacturer 
offered, which included a trailer, 
wheel barrows, other tools, training, 
marketing and support. Instead, he 
purchased just the curbing applica-
tion equipment and sourced other 
materials separately. His initial invest-
ment was about $10,000 and came 
with one day of hands-on operations 
training, but no marketing or business 
training. Retzlaff says a contractor can 
enter the curbing business today for 
between $15,000 and $20,000. 

PRICING POINTERS. Cu rb n 
Décors concrete curbing prices range 
from $3.50 to $7 per linear foot. 
Customers have a lot of choices in 
curb style, which accounts for the 

Retzlaff sees the merits of running two different types of decorative curbing systems - the 
combination of the two allows him to offer clients 30 color choices and 30 patterns. Photos 
(this page, page 87 and page 94): Tygar Manufacturing 

1 M U.S. LAWNS 
KNOWS H E LANDSCAPE MANJBMNCEIDJSTRY UKE WE DO. 

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

can otter you, contact: 

U.S. L a w n s 
4407 Vineland Road 

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

Phone: (407) 246-1630 
Fax: (407) 246-1623 

Email: info@uslawns.com 
Website: www.uslawns.com 

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

Our tour ideal Trust Quality Service Value 
"No Job is Too Big or Too Small" philosophy, make U. S. Lawns 
a "cut above" the rest. 

• Superior Financial Management 
• Low Capital Investment 
• Financial Assistance 

» Protected Territories 
» Ongoing Support 

P¡fT 

» Corporate Purchasing Power 
» Sales & Marketing Guidance 

USE READER SERVICE #6! 
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m i d d I e E p p i f o r i n c I u d e d . 
Irrigation Direct is tran^rming the irrigation industry and providing a direct 
manufacturer source for contractors to purchase the best irrigation products 
available at the best prices possible. 

By using Irrigation Direct, contractors benefit from: 

•=> Products priced 35% to 50% below competitors 

<=> High quality, 100% tested irrigation valves and controllers 

100% satisfaction guarantee and 3-year warranty 

•=> No more complicated supply chains 

Free shipping to your doorstep 

1-Inch Valve 
$7.80 - $9.95 

6-Station Controller 
$49.00 - $69.00 

Module 
$11.00-$14.00 

www.irrigationdircctxom I > 
the grass just got greener I Sb# 

Irrigation Direct 
877.436.6922 

http://www.irrigationdircctxom
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variation in price, Retzlaff says. For 
example, $3.50 would buy 1 foot of 
an institutional-looking colorless, pat-
ternless curb. 

Upgrade options include colors, 
stamped patterns and textures. "I per-
sonally add 50 cents for each separate 
service per foot," Retzlaff says. The 
size of the curb (7-inch vs. 6-inch) 
also adds to the cost. 

What's the most popular deco-
rative selection? "All three: color, 
stamping and texture," Retzlaff says. 
"Customers figure as long as we're 
here they might as well go for the 
gusto. You can lay down a light-col-
ored gray curb and then a medium 
gray texture on top of that, and then 
a darker grey stamp pattern and 
you've got a multicolored curb that 
goes really well with stone or siding." 

Keeping the concrete curbs cov-
ered with a sealer is essential to their 
longevity, and Retzlaff plans to turn 
this light maintenance into an add-on 
service as his customers' curbs age. 

C o n c r e t e sealer, similar t o w h a t cont rac tors apply over s t a m p e d concre te patios, is requ i red 

t o ensure a curb's longevity. As his customers ' curbs age, Retzlaff plans t o add a ma in tenance 

service t h a t includes pressure washing curbs and reapplying sealer. 

>® 

Quality Parts 
Since 1970 FLAIL-MASTER 

Your BEST Choice for Quality Mower Parts 

Behinc/ e v e n i n g £ 

^ C h a p p s p r o ^ U n e & A c c e 

www.flailmaster.com (800) 251-4020 
P.O. Box 4 0 9 8 4 , Nashvi l le , TN 37204 'Free shipping on all orders of $50 or more 

MAQA/A-MAT/Û 
High-Performance Service Tools for the OPE Industry 

www. magna-matic. com 
1-800-328-1110 

Made in the USA H B f ^ B 

MAG-9000 
Lawn Mower 

Blade Sharpener 

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 
clean, balance, and sharpen lawn mower blades. Our 
equipment is designed for productivity, to ensure you 

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

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

USE READER SERVICE # 64 
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Get With 
The Program 
To solve your turfgrass problems, just 
look for the Turf-Seed program icons. 
They'll help you identify the Turf-Seed 
varieties bred to have higher tolerance 
to diseases and better resistance to 
extreme conditions. When you get with 
the program, your turf stays green 
and healthy and you save money on 
fungicides, pesticides, and other labor-
intensive maintenance practices. 

Turfgrass solutions powered by 

Pure-Seed Testing, Inc. 

SALT TOLERANCE 
PROGRAM 

GRAY LEAF SPOT RESISTANCE 
PROGRAM 

w 
SHADE TOLERANCE 

HEAT TOLERANCE 

Take control of your Brown Patch 
disease management program 
and reduce your fungicide 
applications by using our Brown 
Patch-resistant varieties. 

Maintain beautiful green turf, 
even in high saline soils and 
where effluent water is used, 
with our salt-tolerant varieties, 
which are well suited for use 
near seashores and in desert 
climates. 

Save money, with fewer 
fungicide applications and less 
need to overseed damaged 
areas, with our Gray Leaf Spot-
resistant varieties. 

Provide a strong and healthy 
stand of turf in tough-to-maintain 
shaded areas with our hardy 
shade-tolerant program varieties. 

Reduce stress, water use, and 
labor costs with varieties bred to 
withstand the heat and drought 
of summer. 

BY pvtffc' 

Enjoy the confidence of research-
tested varieties that are bred by 
the scientists at Pure-Seed Testing, 
Inc., with specific traits for higher 
tolerance, better resistance, and 
stronger, healthier turf. 

Scotts 800-247-6910 • www.turf-seed.com 
email: info@turf-seed.com • fax: 503-792-3637 

USE READER SERVICE # 125 
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He applies a concrete sealer with 
each installation, and says sealer 
should be reapplied every three to 
five years (depending on the type of 
concrete and sealer used) to preserve 
the look and integrity of the concrete. 
"I give the customer the information 
that if it starts to dull they can go 
to Home Depot and buy a concrete 
sealer," he says. "Otherwise I offer a 
service where I can come back for a 
set rate and take care of everything for 
them." Since his curbing business is 
less than three years old, Retzlaff has 
only done this a few times upon spe-
cial request. The process entails pres-
suring washing the curb and applying 
sealer. He charges $ 100 per visit plus 
25 cents per foot. 

MARKET ING METHODS. So far, 
Retzlaff has marketed his business 
mostly through home and garden 
shows and the Yellow Pages. "I know 
other entrepreneurs and business 
owners and they recommended home 
shows," he says. "By meeting the 
customer face to face, I think it gives 
them a sense of security knowing 
who you are, rather than just calling 
a number out of the phone book and 
having somebody show up at your 
house. It also helps because they get to 
physically see the product first." 

Retzlaff, whose marketing budget 
is between $7,000 and $8,000, exhib-
its at about three shows each season. 

Depending on the show, a 10-foot 
by 10-foot booth costs him $230 to 
$850, and this year he bought larger 
spaces to differentiate himself from his 
competitors and better showcase his 
landscape work. "I can use the bigger 
booth to show off my retaining walls 

One way to let help customers select curb colors and styles is to take samples of popular curb styles 

on sales calls. Clients like to touch and see the real products, holding them up to their homes and 

their landscapes, Retzlaff says. 

and paver patios and surround the 
whole thing with curbing, shrubs and 
mulch," he says. "The 20-foot booth 
catches a lot more peoples attention." 

Home shows were Retzlaff s only 
marketing effort his first year in busi-
ness and the leads he received there 
kept him busy all summer. "I try to 
hand out cards and information and 
go that route," he says, noting he's not 
a high-pressure salesman. He displays 
a voluntary sign-up sheet so he can 
follow-up with prospects who have 
expressed their interest as winter ends. 

When he receives a call from a pros-
pect, Retzlaff visits the site to measure 
bed areas with a measuring wheel. "We 
just walk around and discuss colors as 
I'm measuring," he says. 

In addition to keeping a portfolio 

of past jobs and letters of recom-
mendation, Retzlaff keeps a few 
1 -foot samples of decorative curb in 
this truck so prospects can see and 
touch the real thing. If clients are 
still unsure, Retzlaff directs them to 
several installations he's done before. 
"I have some customers who offer to 
have people come by and take a look 
at their homes," he says. "I keep those 
addresses on me when I'm visiting 
customers, and I usually just ask the 
customer not to bother the homeown-
er, but to go check it out. 

"A lot of my customers have exist-
ing landscapes," Retzlaff adds. "It's 
taken 15 years to grow everything 
to full size and they just want to put 
the final touches on it and curbing is 
perfect way to do it." B 

The Professional Arborist's Choice , ^ 
Fiberglass Poles 

Telescoping Poles 

Bucket Tool Holders 

Tri-Edge Saw Blades 

Hand Saws 

Pole Saws 

Pruners 

JAMESON , 

www.arboristtools.com i ; 
800.346.1956 

www.jamesonllc.com 
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In todays competitive labor market a land-
scape contractor may hire a boomerang, or a 
worker who rebounds with his or her former 
employer. And the practice of welcoming 
back a boomerang worker is more common 
among business owners than some might 

think. 
In fact, 54 percent of employers indicated they 

would hire back former employees, according to 
a study conducted by Right Management Con-
sultants. The top reasons for doing so, according 
to the study, include the former workers familiar-
ity with the position (52 percent), he or she is a 
proven fit to the company s business culture (18 
percent) and it minimizes the chances of making 
a bad hire (18 percent). Likewise, 10 percent sited 
no good reason for doing so, according to the 
research. 

Recently, landscape contractors posting to the 
Lawn & Landscape online message board debated 

the merits of the boomerang worker. And while 
there are no hard statistics to prove otherwise, 
outside of the apparent cardinal sin of rehiring a 
fired worker, welcoming back former workers is a 
common practice in the landscape industry. 

Contractor Todd McCabe posted to the mes-
sage board that he was considering hiring a former 
employee and wanted input on whether this was a 
sound business decision. 

"He was an excellent worker," posts the presi-
dent of McCabe Landscape Group in Wrightsville 
Beach, N.C. "But he disappeared and everyone 
said they had no clue as to what happened to him. 
But he called me recently to see if I had an open-
ing for him. Would you bring him back or not?" 

Message board participants were suspicious and 
many advised caution when dealing with rebound-
ing, boomerang workers. 

"I've tried to rehire in the past and the chances 
of them working out are slim," posts Contractor 
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Dave Reynolds, of Alpine Sprinklers 
and Landscape, Kalispell, Mont. "I 
would have a job description ready 
for him or her to sign and then hold 
them accountable to the details in the 
job description." 

Some contractors posted that, in 
McCabe's situation, the worker has 
shown blatant disrespect for authority 
by taking off without warning. Others 
added that this show of disrespect is 
indicative of an individual who most 
likely takes no pride in his or her 
work, so why waste time and energy 
worrying whether an unreliable work-
er will show. However, others could 
relate to McCabes exact situation. 

Kelly Tohill, owner of Atlanta-
based Tohill Landscape Management, 
posts he has rehired a "disappearing 
act" - twice. "I talked to him and 
told him to tell me the next time he 
wanted to leave and he did," Tohill 
says. "Then he disappeared again but 
I rehired him. Then the last time he 
left he told me he would be coming 
back (this year). I wonder if he will 
tell me at the end of the year if he is 
disappearing again?" 

Returning workers may turn into 
career-long employees, posts Steve 
Cissel, founder and CEO of the green 
industry online directory, GIYRcom. 

"At some point, the guy will see 
the grass isn't greener over the fence," 
Cissel says. "Then you'll have a lifer." 

" M y first thought would 

be not to hire him. But it s 

doubtful that anyone other 

than you can make this call. 

In order to make this kind 

of judgment call I would 

have to sit down and get to 

know the guy. 

- Patrick Joh nson 

P O O R B A C K G R O U N D S . M a n y 

contractors, in a similar posting, 
debated the pros and cons of hiring 
back a former work with a history of 
substance abuse. 

Some leery contractors comment 
that a rehabilitated employee will do 
OK for awhile, but most likely will 
fall back on their nefarious ways. 

There is trepidation among owners 
about choosing to rehire someone 
who has taken a wrong turn in life 
and made some bad choices, says 
John Palasek, owner of JonKar Design 
Group in Yaphank, N.Y. 

"It all depends on how commit-
ted this guy is to remaining clean and 
sober," Palasek says. "Clean and sober 

should never be confused with simply 
being 'dry.' There are many folks in 
this world who have quit using drugs 
but have done nothing to change the 
person who began using them in the 
first place. Those folks are just passing 
time until the next event." 

However, Palasek is willing to give 
an individual the benefit of the doubt, 
adding that recovery and living a new 
life is never easy for a former abuser. 

"Hiring a person in recovery, 
especially one in the early stages of re-
covery, can be risky but it may be the 
vote of confidence a person needs to 
reinforce their choice to change from 
the destructive behavior which gave 
them so much grief and anguish," 
Palasek posts. "It's risky, but it may 
turn out to be one of the greatest gifts 
you could offer to a person in need of 
nothing more than an affirmation that 
they're doing something positive." 

While this is a complex issue, a lot 
depends on how long the individual 
has been clean and sober and how de-
termined he or she is to maintaining 
that lifestyle, posts Patrick Johnson, 
owner of Reflective Gardens in Knox-
ville, Tenn. 

"My first thought would be not 
to hire him," Johnson posts. "But it's 
doubtful that anyone other than you 
can make this call. To make this kind 
of judgment call I would have to sit 
down and get to know the guy. 
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As with many labor issues, there are marked advantages and disadvantages 
to hiring back former employees. The National Federation of Independent 

Business offers a few guidelines to avoiding making costly hiring mistakes. 

KNOW YOUR HISTORY. Find out exactly why the employee left in the first place. 
Did they leave in good standing? Where they dissatisfied and, if so, what were their 
issues? Did they get along with coworkers and were they team players? 

CHECK W I T H OTHERS . Seek input from any companies the applicant worked 
for since leaving your business. Speak directly with the owner or a supervisor. In-
quire about performance and why the individual left these other jobs. 

D I S C U S S P E R F O R M A N C E I S S U E S . If the former employee was fired for poor 
performance or other factors, be up front and discuss these with the applicant. De-
termine if he has taken measures to improve. Has he corrected any inadequacies? 

ACCOUNT FOR TIME. If it has been some time since the former employee was 
with your company, ask if she has upgraded her skills in any way. This may indicate 
a desire to advance her position in your company. 

SALARY. If you go ahead with a re-hire, offer the same or increased salary as a 
show of good faith. Make it clear you expect him to perform at an even higher level 
than before. 

Palasek agrees and adds relapses are 
a possibility. However, it is debatable 
whether the l ikel ihood o f a relapse 
increases or decreases w h e n the indi-
vidual is given a second chance and 
rehired wi th the firm. 

"The more t ime a person has 
under his belt the less likely he is to 
relapse," Palasek posts. "In fact, a per-
son wi th more than five years sobriety 
is about as likely to begin using again 
as a person w h o never did drugs and 
decides to use them for the first t ime. 

"Whi le I won't argue that a re-
cently clean user is likely to backslide, 
I could just as easily make the case 
that this new direction - this second 
chance - could be just w h a t he needs 
to cont inue towards a product ive 
and rewarding future," Palasek adds. 
"No one is asking that this guy be 
nominated for Pope, all he needs is a 
chance to put his l ife back in order." 

Not all contractors agree wi th giv-
ing a second chance in circumstances 
o f substance abuse. M a n y posted that, 
whi le it's a di f f icult endeavor to build 
up a landscape business, it's very easy 
to damage or lose it through a poor 

business decision. 
"If you hire h im back and he 

screws you then you just set the stage 
for your o w n consequences," posts 
Bill Schwab, president o f Naturescape 
Landscape Co. , Solana Beach, Cali f . 

Cont rac to r Jamie Bush says he 
rehired an individual w h o def rauded 
his business and the second chance 
he gave the worker did not end up 
work ing out. Rehir ing is a mistake, 
posts the president o f Jamie's Lawn 
Service in Piano, Texas. "If y o u w a n t 
to feel good about helping someone 
in a tight spot, vo lunteer in a soup 
kitchen," he says. " W h e n it comes to 
your business, make sound decisions." 

W h i l e he does not have first-hand 
experience wi th this particular issue, 
C h a d Stern, owner o f M o w i n g & 
M o r e in C h e v y Chase, M d . , says if the 
individual can serve as an asset to the 
business and contr ibute to its success, 
a contractor should consider rehiring 
the fo rmer employee. 

"Just make sure he is, in fact, an 
asset to the company," Stern says. "At 
the first sign o f trouble, show him the 
door." I 
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Even the latest technology can't rival 
the protection of new Meridian'" insecticide. 

Important Always read and follow label instructions before buying or using this product 
©2007 Syngenta Syngenta Professional Products, Greensboro, NC 27419. Meridian and the Syngenta logo are trademarks 
of a Syngenta Group^C ompany 
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mowin 

T h e c o m b i n a t i o n of o p e r a t o r 

a w a r e n e s s a n d s a f e t y e q u i p m e n t 

c a n e n s u r e a s a f e , p r o f i t a b l e d a 

on h i l l y t e r r a i n . 

It can turn a successful day o f incident-free m o w i n g into an instant nightmare: 
A zero-turn m o w e r overturns on an embankment , p inning the operator upside 
down. W i t h o u t the proper rol lover protect ion system, the m o w e r s weight could 
crush the landscape contractor. 

W h e t h e r the potentia l ly survivable accident is made worse by a lack o f safety 
equ ipment or operator fatigue, the end result can be disastrous. For instance, 
tragedy occurred in 2 0 0 3 to a 42 -year -o ld contractor in Greensboro, N . C . , w h o 
was crushed by his over turned zero-turn. A year later, a 57-year -o ld contractor in 

Illinois died after he was knocked unconscious by a zero-turn that t ipped over f r o m a tire 
slipping on a drainage pipe. In 2 0 0 5 and this January, two Florida contractors were m o w -
ing steep inclines w h e n their mowers over turned in ponds. Both men drowned. 

"These are some examples o f people doing rout ine landscape w o r k and they lost their 
lives doing it," says Tony James, an executive wi th C N A Insurance, o f Chicago, 111. James 
suggests there are some simple safety measures contractors could fo l low daily that could 
enable them to w o r k more safely. 

1 0 2 lawn & landscape may 2 0 0 7 www.lawnandlandscape.com 

ON THE EDGE 
Photos: Ferris (above and page I 14) 

http://www.lawnandlandscape.com


R 

SUDDENLY YOUR WORKLOAD JUST GOT A LOT SMALLER 
INTRODUCING THE ENFORCER ; THE NEWEST INNOVATION FROM CUB CADET COMMERCIAL 

The new ENFORCER"* has just what the commercial operator is looking for — from the legendary 
Command Cut System"* and its fabricated mower deck in 44", 48" and 54" sizes — to the foot pedal 
height adjustment and high-back suspension seat. Features like Timken* tapered roller bearings, 
a heavy-duty pivoting front axle and fully welded steel frame mean it's built tough. All this, plus a 
premium Kawasaki* engine and our 2-year limited commercial warranty* means you should 
demo one today! Sold exclusively at Independent Retailers. Stop in and ask about our fleet programs. 

W W W . C u b c o m m e r c i a l . c o m *See your local Independent Retailer for warranty information. 

YOU CAN'T GET ANY BETTER 
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For instance, m o w i n g on shif ty or 
hi l ly terrain can be done accident-free 
through a combinat ion o f operator 
k n o w - h o w and safety equipment , but 
equ ipment alone shouldn't lull anyone 
into a false sense o f security, experts 
say. "There is no substitute for good 
j u d g m e n t on the part o f the equip-
ment operator," says R.A. Stucky, o f 

Moundr idge , Kan.-based Grasshop-
per. "If there is any uncertainty about 
the safety o f m o w i n g in a particular 
area or on a slope, don't a t tempt to 
operate there." 

ROPS TO THE RESCUE. T h e biggest 
single safety deve lopment in recent 
years has been the standardization o f 

J O A 

| Wilkins 
commitment to 

the irrigation industry is 

second to none 
Wilkins irrigation products address 

unique requirements and utilize 

innovative solutions with the Blow Out/Hi 
i u >vv avd 

highest standards of product quality 
and diversity. From backflow preventers, 

pressure regulators, strainers, test kits and 

an extensive line of the 
y r ' s • ^ • n i H _ _ 

most commonly needed repair parts kits, 

Wilkins is your single source 
for irrigation system solutions, 

Customer Service Representatives are available Monday through Friday 6:00 am to 
5:00 pm PST. Call 877-222-5356 or 805-22616297, fax 805-238-5766 or visit us online 

at www.zii-n.com 
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Rollover Protection Systems (ROPS) , 
says J o h n Clout ie r o f Beatrice, Neb.-
based Exmark. Used in conjunct ion 
wi th a seat belt, R O P S won't prevent 
a m o w e r f r o m overturning, but can 
protect the operator f r o m serious 
crushing injuries or death. 

T h e system works like this: A sta-
t ionary or foldable rollbar helps pro-
tect the operator if a zero-turn mower 
overturns. But an impor tant and 
of ten-over looked part o f the system 
is the safety belt. If it's not used, the 
system won't work . " W h e n the R O P S 
is up, should it roll, the operator is in 
a safety zone," says Roy Dust, product 
specialist fo r Munsvi l le , N.Y.-based 
Ferris. "But he's on ly in a safety zone 
if that safety belt is used. Otherwise, 
he could be pinned in a rollover." 
Experts caution that the use o f R O P S 
should by no means give operators the 
feeling they can take risks or m o w in 
hazardous condit ions. 

R O P S is o f fered as standard equip-
ment on most new models o f zero-
turns. M a n y manufacturers o f fer both 
fixed and foldable R O P S systems, 
whi le others o f fe r retrofitt ing kits for 
older m o w e r models. 

Manufacturers rely on a combina-
t ion o f safety standards, such as those 
f r o m the Amer ican National Stan-
dards Institute (ANSI) and additional 
safety elements based on historical 
experiences when designing systems 
such as R O P S . 

Systems like R O P S should always 
be utilized, but it's not a magic wand, 
S tucky says. "ROPS is a precaution 
that contractors w a n t to have in place; 
they don't w a n t the responsibility o f 
not providing it to their operators. 
But don't let R O P S provide a false 
sense o f security in hazardous areas," 
she says. "All these standard features 
combined wi th the good judgment o f 
the operator contr ibute to safe opera-
t ion o f the mower." 

A R O P S system can add between 
$ 6 0 0 to $ 1 , 0 0 0 per mower, wi th 
$ 7 5 0 being the average, Dust says, 
adding that price shouldn't be an issue 
concerning safety. "I think R O P S 
is a must-have," Dust says. "Even if 
you're m o w i n g on a flat area, there's 
always going to be a slope. It doesn't 
have to be that high to have a rollover. 
I consider R O P S to be mandatory 
equipment ." 

Because the rollover bar sits higher 
than the user, in some instances it 
could become entangled in low-hang-
ing tree l imbs or brush. But experts 
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A Field Guide To Turf & Ornamental 
Insect Identification & Management 
By Dr. Richard Kramer 
This hands-on fieldguide provides the technician with 
unequaled information on the biology, behavior and 
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Also includes a full color photo identification section. 
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Destructive Turf Insects 
2nd Edition 
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mowing 

say those s i tuat ions shou ld never be a 
d e t e r m i n a n t n o t to utilize R O P S . 

"There are appl icat ions w h e r e the 
vert ical pro f i le o f the R O P S can result 
in snagging o n l imbs or prevent access 
o n t o an enclosed trailer," C l o u t i e r 
says. "However , this fa i r ly i n f r e q u e n t 

As ide f r o m the obv ious injuries or 
deaths that can occur f r o m rol lovers, 
uti l izing safety e q u i p m e n t such as 
R O P S is just g o o d business. A n acci-
d e n t such as a ro l lover can easily cost 
f r o m thousands in to the mi l l ions in 
w o r k e r s c o m p e n s a t i o n claims and in-

'There is no substitute for good judgment on the part of 
the equipment operator. If there is any uncertainty about 
the safety of mowing in a particular area or on a slope, 
don't attempt to operate there/' - R .A . Stucky 

m o w i n g c o n d i t i o n is a small pr ice to 
pay shou ld y o u r m a c h i n e roll over." 

W h e n equ ipped w i t h fo ldable 
R O P S , o n l y fo ld d o w n the R O P S to 
pass th rough storage doors o r to pass 
in to enclosed trailers, S t u c k y caut ions. 

creased l iabil i ty insurance p r e m i u m s , 
d e p e n d i n g o n the severity. "Cons ider 
the cost i f a ro l lover occur red and the 
m o w e r was n o t equ ipped w i t h R O P S 
and seat belt, o r equ ipped w i t h a 
fo lded R O P S that was no t deployed," 

S t u c k y says. "It shouldn't be an o p t i o n 
to go w i t h o u t . " 

O t h e r safety features that have 
b e c o m e s tandard and m o s t desired by 
cont ractors inc lude a hinged discharge 
shield that can be raised o r wi l l bend 
to pass t h r o u g h n a r r o w openings and 
re turn to m o w i n g posi t ion i m m e d i -
ately; an e r g o n o m i c cushioned high-
back seat w i t h padded armrests and a 
seat switch that shuts o f f the engine 
w h e n the opera to r leaves the seat 
w i t h o u t placing the levers in neutral 
posi t ion; and a disengagable P T O 
drive, S t u c k y says. 

T h e seat switch is an indispensable 
addi t ion to a mower , D u s t says. "The 
biggest advantage is f o r s o m e o n e w h o 
gets o f f o f the seat to pick up some-
th ing and accidental ly slides their f o o t 
undernea th the deck wh i l e gett ing 
back on," he says. A seat switch adds 
o n l y about $ 1 0 0 to the cost o f the 
mower , he says. T h e o n l y disadvan-
tage cou ld be hav ing a seat switch that 
doesn't account f o r the weight o f the 

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

— 
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12007 GMC IV-4500 MCM| 
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12007 GMC C-55OOH2007GMC ('5500 DUMPlwoGMC W-3500 OUSEL I 
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THE NEW EXMARK LAZER Z 
WITH A 66"CUTTING PLATFORM 

IS ALL BUSINESS. 
Its bigger size devours more ground at the first pass, making it 10 percent more productive than 
the 60" model. But don't let its size fool you. You'll be able to get it on and off your trailer without 
any difficulty. Even more impressive is that it comes with either a liquid-cooled, air-cooled or diesel 
engine, giving you the option to choose what best suits your needs. Since it's an Exmark, you'll get 
an unbeatable cut every time. Every job will be a job well done. 

INTRODUCTORY PAYMENTS $ V j ftQQ 
! • W W W AS LITTLE AS | | 

SPECIAL PURCHASE 
INCENTIVES 

GOING ON NOW* 

For the dealer nearest you, call or visit 
8 8 8 - E X M A R K 1 • E X M A R K . C O M / L A Z E R 6 6 

Finance offer ends July 31 , 2007 . Other great offers available including our SUPER LOW $ 2 9 / $ 4 9 / S 7 9 / $ 1 1 9 per Month @ 9 . 99% APR for 2 4 Months. Low Introductory Payments offer 
available through July 31 , 2 0 0 7 and applies to new Exmark equipment purchased in the U.S. Offer subject to credit approval by GE Money Bank and participation is at the option 
of the dealer. No down payment required. Reduced payments for the first 2 4 months with a 9 . 99% APR. After the first 2 4 months, payments will be based on 3 % of the outstanding 
balance at 9 . 99% APR. Minimum finance amount is $ 1 , 5 0 0 and minimum monthly finance charge is $ 1 . 0 0 . *See participating dealer for complete details on this and other available 
financing options. Dealer participation may vary. 
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mowing 

rider, Dust says. In some instances, a 
lighter operator could hit bumps and 
come out o f the seat just enough to 
start and stop the mower blades sev-
eral times. Seat switches have become 
more accurate in recent years, he adds. 
A wel l-padded ergonomic seat will 
pay big dividends to the operator. 
" W h e n someone's on a machine for 
an extended period of time, a quality 

seat is well wor th the cost," Dust 
says. "Although a good seat might 
add $ 4 0 0 to $ 7 0 0 to the cost o f the 
mower, operators really appreciate a 
quality seat." 

PRECAUTIONS ON ZERO-TURNS. 
W i t h the nimble nature and poten-
tial speed o f a zero-turn, an operator 
can sometimes forget the inherent 

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

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

AND ask about 0% APR fori 2 Months. Enjoy the ride! 

ZTR 
( 8 7 7 ) CUT MORE | www.dixon-ztr.com 

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

dangers o f this useful machine. A n d 
when contractors spend an average 
o f $ 9 , 9 7 6 on riding mowers each 
year, according to Lawn & Landscape 
research, protecting this investment 
wi th proper practices is crucial. 

C o m m o n sense should apply when 
deciding not to use a zero-turn due 
to the conditions. Clout ier suggests 
a few rules o f thumb to avoid the 
most c o m m o n accidents that result in 
injuries on hilly terrain. 

• A hillside that exceeds the rec-
o m m e n d e d degree o f gradient should 
always be mowed with a walk-behind 
or a mower that was specifically 
designed for extreme gradient mowing 
applications. 

A zero-turn should never be used 
on a slope greater than 15 degrees. To 
check a slope in doubt, the opera-
tor should attempt to back up to the 
slope with the cutter deck down, ac-
cording to Mayvil le, Wis.-based Scag. 
If the zero-turn can't back up wi thout 
the wheels slipping, avoid cutting the 
slope with the machine. 

• Avoid hillside mowing with 
heavy moisture after recent rainfall or 
wetness as a result o f morning dew. 
Properties that operators have mowed 
for years take on an entirely differ-
ent feel and risk factor as a result o f 
precipitation on the grass. Contrac-
tors should plan their day so that hilly 
properties have an opportuni ty to dry 
out, Clout ier says. If contractors have 
no choice but to m o w early, he sug-
gests utilizing walk-behinds. 

• M o w i n g around the perimeter o f 
waterways and retention ponds or re-
taining walls requires extreme caution. 
Always leave at least two cutting paths 
to the edge o f these hazards. 

If a zero-turn simply isn't practi-
cal due to the slope, a walk-behind 
mower might be a better choice. 
Operators should use walk-behinds 
across the slope, as opposed to up and 
down the slope for zero-turns. Going 
across the slope can reduce injuries to 
hands and feet should the operator 
fall. If a landscape contractor falls us-
ing a walk-behind uphill, for example, 
the mower could roll back and injure 
him, even if the control bar is let go. 
M o w i n g up and down a slope using a 
zero-turn can help avoid tipping. 

PUTTING SAFETY TO WORK. It 's 
easy to focus on just the machine and 
forget how the operator is an integral 
part o f the overall safety picture. Some 

USE READER SERVICE # 76 
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GET w IN FREE GAS! 

D1I IC 0% APR FOR 
P L U 5 12 MONTHS 
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basic precautions can put the contrac-
tor on the path to a safe day on the 
job. Loose-f i t t ing clothes, fo r exam-
ple, are a safety hazard. A l l c lothing 
should be snug and shirt-tails should 
be tucked in and long hair should be 
tied into a ponytai l and tucked under 
the shirt, industry experts say. 

Fatigue is another issue that 
plagues daily m o w e r operators. But 
a zero-turn riding m o w e r itself can 
instill safer operat ion in the first place. 
"Using a rider for al l-day m o w i n g 
will e l iminate operator fatigue f r o m 
excessive walking, and el iminate knee 
and jo int stress injuries," Stucky says. 
"An ergonomic zero-turn m o w e r not 
on ly enhances the opera tors quali ty o f 
life but helps avoid accidents that can 
occur wi th poor judgment induced by 
fatigue." 

I ts also impor tant for the contrac-
tor to wa lk the grounds to be m o w e d 
to ensure there are n o rocks, sticks or 
other foreign objects that could be 
th rown by the blades. Tall, overgrown 

Mowing on shifty or hilly terrain can be done accident-free through a combination of operator 

know-how and safety equipment. However, equipment alone shouldn't lull anyone into a false 

sense of security. Photo: Exmark 

vegetation and rough or unfamil iar 
terrain is better maintained wi th a 
hand-held string tr immer, walk-be-

hind mower, four-wheel drive or slope 
mower, S tucky says. A n d contractors 
should discuss wi th clients that plant-

mowing 

U S E R E A D E R S E R V I C E # 78 

Trco 
J Heavy-duty Attachments 

for Commercial Mowers 

Electric Broadcast Spreader 
• 2 . 2 cu. f t . - 1 2 0 lb. capacity 

• Foot or push-pull cable gate opening 

• Pattern centering adjustment 

• Electronic speed control 

• Vibrating agitator 

• Optional side deflector or screen 

Call for Dealer 
800.966.8442 
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UNIVERSAL 
AERA-VATOR* 

THE AERA-VATOR IS NOW AVAILABLE 
WITH 3 INTERCHANGEABLE ROTOR 
SHAFT OPTIONS FOR INCREASED 
VERSATILITY. THE AERA-VATOR 

NOW COMES WITH THE AERA-VATOR 
SHAFT, THE MULTI-TINE SHAFT, AND 
A NEW SLICER SHAFT. ONE MACHINE 

WITH 3 OPTIONAL SHAFTS WILL 
HELP PRODUCTIVITY THROUGHOUT 

THE WHOLE YEAR FOR TURF 
PROFESSIONALS. THE UNIVERSAL AERA-
VATOR ALSO HAS AN OPTIONAL SEED 

BOX BUILT BY FIRST PRODUCTS. 

Ê 
• INNO\ INNOVATIVE TURF EQUIPMENT 

800-363-8780 
WWW.lSTPRODUCTS.COM 

SALES@ lSTPRODUCTS.COM 
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Easy on fuel. Easy to maintain. Easy choice. 
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K'j boro 
EVERYTHING YOU VALUE 

©Kubota Tractor Corporation, 2007 

ZD300 Series • F Series 
Kubota is the easy choice for lawn work of 
any scale. Our new ZD300 Series zero-turn 
mowers give you the durability and efficiency 
of a powerful Kubota diesel engine; 21, 26, or 
31 HP, plus a high-capacity HST transmission. 
The PRO Commercial high-performance mower 
deck with hands-free hydraulic lift, adjustable 
front axle and tilt-up system for easy deck 
servicing, make mowing and routine 
maintenance a breeze. 

The F Series front-mount mower, with a 
5.5"-deep Hi Pro 3 mower deck and 
Auto-Assist 4-WD, cuts more grass in less time. 

Any way you cut it, Kubota makes it easy. 

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

or go to www.kubotaZ38.com 
SAFETY 

http://www.kubotaZ38.com


mowing 

ing vegetation that does not require 
m o w i n g is o f ten the best solution for 
problem areas. 

Safety measures are impor tant not 
just fo r landscape contractors, but 
bystanders near the w o r k site, as well . 
Cont rac tors w o r k on uncontro l led 
job sites where people just passing 
through could be injured by errant 
rocks or sticks struck by a blade. 
"Operat ing wi th a c o m m i t m e n t to 
m o w e r safety frees employees to do 
their best work , and avoids the pitfalls 
o f dealing wi th accidents or proper ty 
damage which take away f r o m the 
desired o u t c o m e o f a job well done 
and a happy customer," S tucky says. 
"Accidents are costly to those involved 
and to the c o m p a n y as a whole." 

T h e best-laid plans for m o w i n g 
can go awry if the machine isn't prop-
erly maintained. Basic maintenance 
can cause potential ly catastrophic 
accidents. Improper tire pressure, fo r 
example, can cause a loss o f traction, 
which could cause a rol lover on hil ly 

It's easy to focus on just the machine and forget how the operator is an integral part of the overall 

safety picture. Some basic precautions can put the contractor on the path to a safe day on the job 

site. Photo: John Deere 

i s ^ ^ D R A W O N V a n m a r ' S 
COMPLIANCE WITHOUT COMPROMISE 

FOR LAWN AND GARDEN 

i t i f l • 

anmar'S compl iance without compromise approach to engine manufacturing will help power any 
piece of equipment from the drawing board to the project site. Created with the same passion for quality 
arid performance your engineers display every day, Yanmar engines have a history of turning the best ^ Y X l N I V J X 1 H 
equipment concepts into fully functioning reality. Contact Yanmar today: 847-541-1900 www.yanmar.com WHAT THE FUTURE LOOKS LIKE 

USE READER SERVICE #8 ! 
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SeedfAccelerator 
When seeding jobs fail your phone rings off the hook, your cus-

tomers get upset, your schedule falls apart and your profits fly out 

the window. With its patented Moisture Cell Technology" each 

PennMulch pellet expands to four times its size, retaining water to 

speed up germination. It protects your seed and only PennMulch 

provides just the right amount of starter fertilizer with one easy 

application, and without adding a single weed seed. Users agree, 

and university research confirms, PennMulch provides faster 

establishment, more uniform fill in, and up to 36% more grass than 

seed alone. PennMulch may not get it to rain, or get your cus-

tomers to water, but it will reduce callbacks and improve customer 

satisfaction! You can find out more about amazing PennMulch by 

visiting our web site at www.LebanonTurf.com. Click on 

"Promotions" and enter coupon code LLI057 to receive a 

complete 40-page agronomy manual absolutely free! Ask 

for PennMulch at your nearby LebanonTurf dealer 

and make sure your seeds succeed. 

T^&HHJAiaUII S&&Â 
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LebanonTurf 
www.LebanonTurf.com 
1-800-233-0628 
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•he Outdoor Power Equipment Institute and the Consumer Product Safety Commission suggest these 
tips when using riding mowers on slopes. These tips are approved for commercial equipment. 

• DO mow up and down slopes, not across. 

• DO watch for holes, ruts, bumps, rocks or other hidden objects. Uneven terrain could overturn the 
machine. Tall grass can hide obstacles. Beware of overhead obstructions (low limbs, etc.) and 
underground obstacles (sprinklers, pipes, tree roots, etc.). Choose a low ground speed so you will not 
have to stop or shift while on a slope. 

• DO NOT mow on wet grass. Tires may lose traction. 

• Always keep the machine in gear when going down slopes. DO NOT shift to neutral and coast downhill. 

• DO NOT start, stop or turn on a slope. If the tires lose traction, disengage the blade(s) and proceed 
slowly straight down the slope. 

• NEVER tow on slopes. The weight of the material may cause loss of traction and loss of control. 

• Be careful when approaching blind corners, shrubs, trees or other objects that may obscure vision. 

• Keep all movement on slopes slow and gradual. DO NOT make sudden changes in speed or direc-
tion, which could cause the machine to roll over. 

• DO use extra care while operating the machine with grass catchers or other attachments; they 
can affect the stability of the machine. DO NOT use on steep slopes. 

• DO NOT try to stabilize the machine by putting your foot on the ground. 

• DO NOT mow near drop-offs, ditches or embankments. The machine could suddenly roll over if a 
wheel goes over the edge or if the edge caves in. 

terrain. O n e easy w a y to remember 
safety tips is to review the safety decals 
on the machine before beginning 
operat ion each day, S tucky says. 

"Your m o w e r is a tool that is ve ry 
safe in design w h e n used as sug-
gested, however y o u cannot lose your 
at tent ion and focus," C lout ie r says. 
"Construct ion workers use rotary saws 
all day everyday but put their safety at 
risk by taking their tool fo r granted. 
Operators o f mowers should always 
understand the tool they are utilizing 
and not let their guard down." 

Beyond s imply forgett ing safety 
basics, contractors can get into t rouble 
by ignoring safety features. Bypassing 
safety switches, such as operator pres-
ence detectors or removing protective 

devices such as R O P S , seat belts or 
discharge deflectors can lead to in jury 
or damage to property. "Operators 
should be taught and expected to take 
responsibility for seeing that all safety 
shields and devices are proper ly in-
stalled before operation," S tucky says. 
Fol low all warn ing decals and instruc-
tions in the opera tors manual . These 
are designed and intended to remind 
operators o f safe operat ion and warn 
them o f potential hazards or dangers 
o f power equipment ." 

Stucky suggests machines be as-
signed to one operator. " W h e n he's 
familiar w i th the machine he will 
be able to operate more safely by 
understanding the ins and outs o f h o w 
the machine operates and by taking 

responsibility for proper operation 
and maintenance," she says. 

C lout ie r suggests operational 
and safety programs. A study by the 
Const ruc t ion Industry W o r k f o r c e 
Foundat ion shows programs o f this 
k ind pay o f f handsomely. For each 
dollar spent on safety training, firms 
get $2 in return, not to ment ion a 1 7 
percent increase in product iv i ty and 
1 9 percent reduction in turnover and 
absenteeism. I 

www.lawnandlandscape. 

Visit the new products section of Lawn & 
Landscape Online to learn more about 
cutting edge equipment from the industry s 
lead ing manufacturers. 
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MEASURE 
Your SUCCESS 
far the FOOT! 

100 200 300 400 500 600 700 800 900 1< 

j Contact TYGAR™ at 



Curbing Specialist 

425 Wilbanks Drive 
Ball Ground, GA 30107 

Toll Free: 866.999.9506 
770.345.6625 
Fax 770.345.6637 

Sales@tygarmfg.com 
TYGARi 
W I L D O N C U R B I N G 

www. tyga rmfg. com 

Curbing Specialist 

425 Wilbanks Drive 
Ball Ground, GA 30107 

Toll Free: 866.999.9506 
770.345.6625 
Fax 770.345.6637 

Sales@tygarmfg .com 
TYGAR 
W I L D O N C U R B I N G 

www. tyga rmfg. com 
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MEASURE 
Your SUCCESS 

by the FOOT! 

Tygar™ offers a great selection of curb styles, colors, shapes, 
and textures. Tygar™ curb machines are also capable of laying 
parking lot curbs for commerc al applications. 

Contact us today to sign-up for or e of o u r ^ ^ ^ curbing Demo Days, 
held the 1st Monday of every month. 

(Held at our impressive manufacturing headquarters in Ball Ground, GA.) 

[ « ( ( « • I i m l 

$6,500 

$5,500 

500 

Concrete Borders 
a profitable 

addition 
to any landscape 

business! 

Curb up to 2 or even 
3 jobs per day" 

LINEAR 
TYGAR™ can customize a package exclusively for you. 

100 200 300 400 500 600 700 800 900 1000 

Contact TYGAR™ at 1-866-999-9506 or visit www.tygarmffg.com 

http://www.tygarmffg.com


TYGAR™ offers you 
exceptional equipment, 
training, and support. 

1-866-999-9506 or visit www.tygarmfg.com 

http://www.tygarmfg.com
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r EXPAND YOUR 
BUSINESS OR 
START A NEW ONE 
Installing Permanent Landscape Edging 

TYGAR™ HAS ALL THE EQUIPMENT 
NECESSARY TO GET YOU STARTED! 

www.tygarmffg.com 
toll free 1.866.999. 

f« WFK -

, 00 r 

AND 

DEMO OAY 
OF EVERY MONTH. 

SO CALL US TODAY TO 
RESERVE YOUR SPOT! 

Concrete curbing is one of the fastest growing 
businesses in the landscape industry today. 

• Great accent for any yard 
• Install both residential and commercial curbing 
• 24-hour technical support 
• Create curb to match brick, stone or slate 

• Low start-up costs 
• Incredible profit potential 
• No experience necessary — we provide training 
• Financing available 

425 Wilbanks Drive • Ball Ground, GA 30107 
Toll Free 866.999.9506 • Fax 770.345.6637 

http://www.tygarmffg.com


Photos: PBI Gordon 

BUYING SOME TIME 
I n v e s t i n g i n p l a n t g r o w t h r e g u l a t o r s a l l o w s c o n t r a c t o r s t o t a k e 

o n o t h e r , m o r e p r o f i t a b l e j o b s . 

t landscape seminars, D o u g O b e r m a n always asks attendees to raise their hands if 
they like to string tr im. N o one ever does. 

Easing the burden o f string t r imming is one o f the m a n y ways plant growth 
regulators (PGRs) make a lawn and landscape professionals life easier, says 

O b e r m a n , product manager for PBI G o r d o n , Kansas City, M o . T h e products 
also el iminate the need for weekly mowing, resulting in fewer clippings to 

clean up after a job and keep shrubs neat and order ly wi th less pruning. In 
all, P G R s reduce the t ime L C O s and landscape contractors spend per-

fo rming m u n d a n e tasks, which can then be used for other, m o r e prof i t -
able jobs. 

continued on page 11Q 

b y e m i l y m u l l i n s | a s s i s t a n t e d i t o r 
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The Hustler Super Z " 
Super Fast, Super Tough, Super Productive. 

Best warranties in the industry • Easiest to service • Smoothest steering • Superior quality of cut 
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HUSTLER' 

To try a Hustler™ for yourself, call now: 1 -800-395-4757 

h u s t l e r t u r f . c o m 



specialty chemicals 

continued from page 115 

"PGRs are used to reduce labor, 
which is then available to go to other 
or additional jobs," Oberman says. 
"Contractors profi t because they are 
able to reallocate that time." 

PGRs come in handy when labor 
is in short supply. Qual i f ied employ-
ees are often hard to come by in the 
landscape and lawn care industries, 
and contractors are always looking for 
ways to cut corners wi thout sacrificing 
the quality o f their work. "PGR use is 
really starting to take o f f in the land-
scape industry," says Roger Storey, 
vice president o f tur f and ornamental 
business, S e P R O Corp. , Carmel , Ind. 
"Lawn care operators want to address 
their No. 1 concern, which is labor, 
and are seeing that using PGRs can 
really pay off." 

hormones. There are PGRs for tur f 
and ornamentals that come in liquid, 
powder and granular forms. But, no 
matter how you spread or spray it, 
PGRs reduce mowing, t r imming, 
pruning and clipping cleanup by as 
much as 5 0 percent, Oberman says. 

O n turf, PGRs slow the vertical 
growth of grass, enabling landscape 

contractors to stay on top of their 
mowing duties, particularly during 
the spring and summer heavy growth 
periods. "In the spring months it can 
be hard to stay ahead o f mowing, and 
using PGRs can reduce the need to 
m o w f rom twice-a-week to once-a-
week," Storey says. "Even if a cl ients 
contract requires their lawn to be 

TURF PERKS. Di f ferent types o f 
PGRs do dif ferent things, but their 
pr imary purpose is to slow down a 
plant's vertical growth and increase 
its lateral growth by altering its 

At this Charlotte, N.C., location, the shrubs in the foreground and the hedges and trees in the 

background had not been sheared for seven weeks after being treated with a PGR. 

More Effect ive 

,/ Y 

m 
Tree Tech• 

y 

From Tree Tech9 Microinjection Systems comes a full line of nationally labeled 
insecticides, fungicides, bactericides and fertilizers in leakproof microinjection units. 

Insecticides • Acephate, Vivid®ll, and MetaSystox®R 
Fungicides - Bayleton®, Aliette® and Alamo® 

Fertilizers • Our proprietary Nutrijecf formulations 
Bactericides - Oxytetracycline antibiotic 

Herbicide - Dicamba 
Deflowering Agent- Snipper® 

Tree Tech9 
microinjection ey stems 

950 SE 215th Ave. 
Morriston, FL 32668 

1 - 8 0 0 - 6 2 2 - 2 8 3 1 
e-mail: info@treetech.net 

Im kii* EnvitonmaniaUy M lue Health Core lor the 21st century end beyond. 

Labels, MSDS Sheets and Other information Available at www.treetech.net 

USE READER SERVICE # 85 
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ve ever made. 

"When it came time to invest in a new tractor, I did my research. That's when I came 

across a lot of people talking about KIOTI. KIOTI Tractors are high-quality and come 

equipped with an industry leading warranty. When I asked how they could offer that, 

the answer was simple. KIOTI manufactures every major component on all their tractors. 

Therefore, the quality control is unmatched." 

Next time you're checking out new tractors, check out an orange one at your authorized 

KIOTI dealer. KIOTI is now celebrating 20 years in North America! 

1-877-GO-KIOTI • www.KIOTI.com 
USE READER SERVICE # 86 

RUH V\EP<XC£ 

http://www.KIOTI.com


specialty chemicals 

m o w e d twice a week, the a m o u n t o f 
clippings to clear away will be drasti-
cally reduced." 

Turf has to be actively growing for 
a P G R to take effect, so one applica-
tion in the spring and one in the fall 
should suffice for most areas, O b e r -
man says. Each application generally 
lasts between four to six weeks. "You 
don't w a n t to apply P G R s dur ing the 
stress period o f Ju ly and August w h e n 
it's hot and d r y or in the winter w h e n 
it's cold because grass usually goes 
d o r m a n t under these harsh condi-
tions," he says. 

Cer ta in P G R s have the tendency 
to cause discoloration to turf . To 
avoid this, O b e r m a n suggests an 
application o f l iquid iron to retain a 
lawn's green color. This can be applied 
before the P G R is sprayed or tank 
mixed and sprayed at the same time. 
App ly ing lower rates o f P G R s can also 
l imit discoloration, he says. "Discol-
orat ion depends on the product you 
use," O b e r m a n says. "It is not a c o m -

Shrubbery at this condo park residence in the greater Sarasota, Fla., area is treated with an 

ornamental PGR on a four-month cycle. After stopping PGR use for one cycle, the shrubs needed 

to be t r immed every 30 days. 

We have the NEW M3® Infuser 
The M3 Infuser from Rainbow Treecare Scientific is the 
latest in refillable micro-injection technology. 

• adjust the pressure for faster applications 
• apply multiple products at one time 
• reusable, environmentally friendly capsule 

The M3 puts you in control of your root flare infusions. 

M3 
Xylem flow tip Refillable 

30ml reservoir 

Variable pressure up to 30psi 

treecare/7//?£CTcom 
full line of tree health care products 

TO ORDER GO TO WWW.TREECAREDIRECT.COM OR CALL I - 8 7 7 - 2 7 2 - 6 7 4 7 

USE READER SERVICE # 87 
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Q Less expensive than 
a sit-down mower 
of comparable quality 

Compact-turns 
easily on a trailer 

More units 
fit on a trailer 

Easy to mount 
and dismount 

^ j j More traction 

Less physical stress 
to operator 

Lightweight 

Responsive 

ILLINOIS 
Barrington 

Mowerworks Ltd. 
847-842-8035 

Batavia 
Don's Sharpening Centre 
630-879-7577 

Benton 
Benton Lawn & Garden Inc. 
618-438-3331 

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

Duquoin 
Tolers Do It Best Store 
618-542-2191 

Hillsdale 
Big Country Tractors 
877-654-9258 

Liberty 
Mike's Small Engine Rep. 
217-645-3807 

Millstadt 
Hartmann Farm Supply 
618-476-1145 

Normal 
Midwest Equipment II 
309-454-6800 

Odin 
Gary's Outdoor Products 
618-775-6446 

Palatine 
Halloran Power Equipment 
847-705-1984 

Peoria 
Midwest Equipment 
309-676-5855 

Rockford 
Nicholson Lawn & Garden 
815-963-5150 

Steeleville 
Coleman Lawn Equipment 
618-965-3903 

INDIANA 
Bloomington 

J & S Locksmith 
812-332-4533 

Bremen 
Joe's Engine Shop 
574-546-4413 

Fishers 
The Mower Shop 
317-849-9500 

Franklin 
Jacobi Sales & Service 
317-738-7440 

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

Hudson 
McKees Garage 
260-587-3322 

New Haven 
Lees Outdoor Power 
260-493-6589 

MASSACHUSETTS 
Halifax 

Morgans Power Equip Inc 
781-293-9361 

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

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

Spencer 
Ahearn Equipment 
508-885-7085 

MICHIGAN 
Grand Rapids 

AIS Engine 
800-442-2522 

NEW HAMPSHIRE 
£. Hampstead 

ECL Rentals 
603-329-7532 

NEW JERSEY 
Neptune 

Neptune Mower Repair/ 
Accurate Mower 
732-988-4216 

Tuckahoe 
Cody's Power Equipment 
609-628-9816 

OHIO 
Cincinnati 

Schwab Feed & Nursery 
513-574-0020 

Dayton 
Superior Services 
of Dayton 
937-898-2700 
The Yard Barbers 
937-264-3013 

New Lexington 
Fisher Farm Equipment 
740-342-2466 

Oakwood Village 
M & D Mower, Ltd. 
440-914-1252 

Pataskala 
Sally's Hearth & Home 
740-927-5018 

WISCONSIN 
Kaukauna 

Freedom All Season 
Repair & Rental 
920-687-1756 

DISTRIBUTORS 
Engine Power Inc. 
800-457-7056 
Serving: No. IL, IN, Ml, W l 

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

W. J . Connell Company 
800-456-5691 
Serving: CT, MA, ME, NH, 
NJ , NY, OH, PA, RI, VT 

Palmyra 
Jacobi Sales & Service 
812-364-6141 

Seilersburg 
Jacobi Sales & Service 
812-246-6304 

Seymour 
Jacobi Sales & Service 
812-523-5050 

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

Wabash 
McKillip Equipment 
260-563-1149 

" See a store associate for additional details on "Six months same as cash" and "1.9% fixed APR" . All promotional offers are subject to credit approval. Offer 

includes all new Great Dane mowers. Great Dane and Surfer are registered trademarks of Auburn Consolidated Industries. 

GreatDaneMowers.com • 
GREAT DANE 

Saving 
you time: 
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m o n issue w i t h o r n a m e n t a l P G R s . " 
A n d y Kadr ich , o w n e r o f T u r f 

Masters L a w n C a r e in W o o d s t o c k , 
Ga . , tested t u r f P G R s o n his m o s t 
di l igent l a w n care cus tomers t w o years 
ago. He chose to test the p r o d u c t o n 
his l awn care cus tomers w h o he k n e w 
w o u l d keep impeccable wate r ing and 

' P G R s are used to reduce labor, 
which can then go to other, additional 
jobs. 

- Doug Oberman 

m o w i n g habits, w h i c h w o u l d he lp the 
P G R w o r k as wel l as possible. These 
cus tomers were able to go f r o m m o w -
ing twice a w e e k to, in s o m e cases, 
o n c e every three weeks, Kadr ich says. 
" O n the tur f , the g r o w t h regulators 
passed w i t h flying colors," he says. 

T h e c o m p l i m e n t the c o m p a n y 

receives mos t o f t e n a b o u t its P G R 
use o n t u r f is h o w m u c h better their 
customers' lawns look, Kadr ich says. 
T h e p r o d u c t p r o m o t e s lateral instead 
o f vert ical g r o w t h , so grass looks 
t ighter and fu l ler and, because it's 
n o t m o w e d as o f t en , the grass retains 
a m u c h greener color. T h e c o m p a n y 

n o w o f fe r s t u r f P G R 
appl icat ion to all o f 
its l awn care c u s t o m -
ers. "You're n o t 
cut t ing the leaf tissue 
o f f as o f t e n and o u r 
cus tomers not ice 
bet ter co lor and 
overal l appearance," 
he says. "From a 

grass s tandpoin t , o u r customers love 
the service." 

ORDERLY ORNAMENTALS. W h e n 
w o r k i n g w i t h ornamenta l s , P G R s not 
o n l y keep s h r u b b e r y look ing neat fo r 
longer per iods o f t ime, b u t also can 
i m p r o v e the qua l i ty o f the p lant mate-

rial. By p r o m o t i n g lateral g rowth , 
P G R s enhance the flowering o f shrubs 
and o rnamenta l s w h i c h results in 
greener, fu l le r p lants w i t h m o r e b u d 
tips and inter ior branches, S torey 
says. "Flowering usual ly happens at 
a plant's tip, and if y o u constant ly 
p r u n e a shrub's branches, y o u prevent 
the flowering f r o m occurr ing," he 
says. "Cont inua l aggressive p r u n i n g 
can weaken the p lant ove r t ime and 
have a negative e f fect o n appearance." 

M o s t ornamenta ls need on ly one 
P G R application a year, as each ap-
plication can last for up to 1 2 weeks. 
O n l y in areas like the deep South 
where the growing season lasts six 
m o n t h s or m o r e could ornamentals re-
quire m o r e than one treatment, Ober -
man says. "Three m o n t h s is the biggest 
part o f the growing season, or at least 
the peak o f the growing season, in most 
areas," he says. "One treatment should 
d o it in most places, but t w o might 
be necessary in the South because the 
growth season never really stops." 

TURBO TURF 
HYDRO SEEDING SYSTEMS 

* Grow great lawns in half the time. 
I * Fast and easy one man operation. 
* Great power 8 precise trimming. 

Call us for a FREE video & info pack! 

TURBO TECHNOLOGIES, INC. 
1500 FIRST AVE, BEAVER FALLS, PA 15010 

800-822-3437 www. Turbo Turf, com 
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Innovative newi 
footwear designed for the 

green industry 

GEMPLER'S® 
1210 Fourier Dr. 
Madison, Wl 53717 ORDER 

NOW! 
www.gemplers.com/LAL or 

call 800-382-8473 and use keyword 24SA424 
to receive a FREE pair of Carhartt® socks with purchase. 

Offer expires May 31,2007. 

GEMPLER'S® 

...when comfort 
classic aione ¡sn9t enough 

Water-resistant, full-grain leather 
Self-cleaning Grip 'N Go™ outsole 
Stability-enhancing, multi-directional cleats 
Roomy steel toe that won't pinch 

1 2 2 lawn & landscape may 2 0 0 7 www.lawnandlandscape.com 

http://www.gemplers.com/LAL
http://www.lawnandlandscape.com


Go ahead. Let the kids go out to play. 
Talstar takes out fire ants in just a day. 
Some products take weeks to control fire ants. Who wants to wait that long? The Talstaf® EZ granular insecticide program 

is proven to eliminate dangerous fire ant invaders within 24 hours, allowing you to give customers their yard back when they 

want it. For quick and reliable colony control and long-term protection against reinfestation of invading fire ants, combine a 

mound treatment with a broadcast application of Talstar EZ granular. Your customers will be back outside in no time. 

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

-FMC 
FMC Professional Solutions 
1 -800-321-1 FMC * fmcprosolutions.com 

USE READER SERVICE # 106 

GRRNULRR I N S E C T I C I D E 



specialty chemicals 

Last year, T u r f Masters incorpo-
rated ful l -service m a i n t e n a n c e in to its 
l awn care mix. To save t ime o n p r u n -
ing and t r i m m i n g duties, the c o m -
p a n y wi l l o f f e r o r n a m e n t a l P G R s to 
its m a i n t e n a n c e cus tomers this year, 
and wi l l o f f e r it to l awn care c u s t o m -
ers in the fu ture . " W e don't have a lot 
o f exper ience w i t h o r n a m e n t a l P G R s 
yet but , l ike w i t h tur f , w e th ink it 
wi l l he lp us stay o n t o p o f o u r game," 
K a d r i c h says. "We're go ing to o f f e r it 
to o u r m a i n t e n a n c e cus tomers first 
because, being o n their proper t ies 
every week , w e can m o r e easily see the 
benef i ts f i rs thand." 

PICK YOUR PRODUCT. T h e type 
o f P G R a cont rac to r uses depends o n 
personal preference. S o m e cont rac tors 
f ind granular is best f o r t reat ing or -
namenta l s because it's easier to spread 
the p r o d u c t u n d e r n e a t h shrubs and 
g r o u n d covers f o r absorpt ion th rough 
the roots, ra ther than spraying the 
p r o d u c t to be absorbed t h r o u g h the 

leaves. "Penetrat ion in to the inside 
leaves is necessary," O b e r m a n says. 
"You can't just spray a l ight coat ing o n 
the outs ide o f the p lant - y o u have to 
get inside o f it too, w h i c h can take a 
bit m o r e t ime." 

S to rey agrees. "Granu la r f o r m u l a -
t ions seem to be the pre fer red m e t h o d 
w h e n treat ing landscape o r n a m e n -

tors need to m a k e sure their wa lk -
beh ind and handhe ld spreaders are 
p roper l y cal ibrated to achieve u n i f o r m 
coverage. T h e y also have to apply the 
P G R under the dr ip l ine o f plants that 
g r o w all the w a y to the g round . O f -
ten, this requires raking back mulch 
to app ly it undernea th . T h e y also 
need to be aware o f the type o f soil 

'In the spring months it can be hard to stay ahead 
of mowing, and using P G R s can reduce the need 
from twice-a-week to once-a-week." 

- Roger Storey 

tals," he says. "Also, granular P G R s 
don't need to be mixed w i t h wate r like 
l iquid f o r m u l a t i o n s do , so that step is 
e l iminated." 

W h e n using granular P G R s o n 
bo th t u r f and ornamenta l s , cont rac-

they're w o r k i n g w i t h because it can be 
m o r e d i f f i cu l t fo r granular P G R s to 
pass though heavier, c lay- type soils to 
reach the roots w h e r e it is absorbed, 
O b e r m a n says. Regardless o f soil type, 
granular P G R s need to be watered in 

Upda*e All New Graphic Interface 
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Chemical Application Reports & More 

S o f t w a r e d o e s n t g e t anvj e a s i e r t h a n t h i s 

Get your 8 0 0 - 5 8 6 - 4 6 8 3 i D M D A 
FREE Trial C A L |_ Qr DOWNLOAD FREE Trial 

www.adkad.com/freedemo.htm 
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Work Visas 
"Are you having a difficult time finding 
minimum or low wage legal workers? 
Let us help you get the low wage labor 
force that you need, just as we have for 
hundreds of other companies for years." 

-Robert Kershaw 
Attorney at Law 

legal and low wage foreign workers 
with H2B or H2A visas may be the 

answer to your labor needs! 
EARLY SIGN UP OFFER -

1-99 H2B Visas 
$3.500. 

THAT'S $3,500 IN FEES FOR ALL OF YOUR VISAS, NOT $3,500 PER VISA!!! 
(Flat rate per application paid m advance, or pay in installments of $1,600 down with 3 installments of $800) 

' Does not include bus fare. USCIS (INS) fees, required newspaper ads, foreign processing & consulate 
fees, nor foreign recruiting fees. Give us the opportunity to beat any competitor's published price. 

Number of potential clients is limited! Call toll free for more information 

1-800-764-5570 
The Law Office Of Robert Kershaw, P.C. 

3355 Bee Caves Road. Suite 307, Austin, Texas 78746 (512) 383-0007 Fax: (512) 383-0009 
Licensed by the Texas Supreme Court 

Not certified by the Texas Board Of Legal Specialization 

www.workvisasusa.com 
USE READER SERVICE # 93 
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specialty chemicals 

with in a f ew hours o f application for 
the product to proper ly take effect. 

Liquid P G R s can be applied wi th 
either backpack or power sprayers, 
and are usually the preferred product 
for tur f applications. Depending on 
h o w large or small an area is, one or 
the other m a y be more appropriate. 
M a n y say that u n i f o r m coverage can 
be achieved more easily wi th power 
sprayers because contractors don't 
have to manual ly operate the device 
to apply the product . From a physi-
cal s tandpoint , m o u n t e d powered 
sprayers are usually best for large jobs 
o f a few acres or more. " W h e n using 
a backpack sprayer, sometimes the 
application is weaker or stronger in 
certain areas because it's being done 
manually," O b e r m a n says. "Certainly 
backpack sprayers can work , but y o u 
have to be a little more thorough." 

Contrac tors need to ensure that 
the weather forecast doesn't call fo r 
rain for 1 2 to 2 4 hours after l iquid 
applications, O b e r m a n says. This 
gives the product t ime to be absorbed 
through the leaves and take affect. 
For tur f applications, Kadrich's crews 
use l iquid P G R s applied wi th 2 0 0 - to 
6 0 0 - g a l l o n t ruck-mounted sprayers. 
Sticking wi th the general consensus 
that they're easier to use, Kadrich 
plans to use granular P G R s for orna-
mental applications this spring. 

Manufacturers agree the price o f 
P G R s is extremely rate-dependant. 
Turf applications can cost anywhere 
f r o m about $ 3 5 to $ 6 0 an acre, Storey 

says. O r n a m e n t a l P G R s can cost f r o m 
$ 1 5 to $ 7 0 per 1 , 0 0 0 square feet o f 
treated area, depending on the ap-
plication rate and what kind o f species 
are being treated. "Even though it 
doesn't sound like much, 1 , 0 0 0 square 
feet o f shrubs is a lot o f landscaping," 
Storey says. "If you have a hedge that 
is 3 feet w ide and 2 0 feet long, that 
is a 60 -square - foot hedge. T h e value 
proposi t ion o f the P G R is very good 
compared to labor needed to p rune 
the hedge over a season." 

P G R s can be a bit more costly 
than other lawn care products. For 
example, some preemergent her-
bicides cost f r o m $ 3 to $ 3 . 5 0 per 
1 , 0 0 0 square feet. However, the t ime 
contractors can save by using P G R s 
can usually compensate for their cost. 
"Labor shortage is always an issue 
in the green industry and lawn and 
landscape contractors are forced to 
do more wi th less," O b e r m a n says. 
" W h e n doing more wi th less, using 
p r e m i u m products helps." 

LABOR SAVERS. P G R s make do-
ing more wi th less a feasible task. 
Manufacturers say the products can 
cut labor associated to m o w i n g and 
t r imming in half, and m a n y contrac-
tors support this statistic. 

Dur ing rout ine maintenance, 
Kadrich says his crews spend hal f the 
a m o u n t o f t ime maintaining P G R -
treated lawns than untreated lawns, 
and using P G R s keeps them a few 
steps ahead o f the compet i t ion. "In 

the green industry, the weather is 
always a factor that makes you want 
to pull your hair out," he says. "But 
even if it rains for a week and we can't 
get out there and mow, our customers' 
lawns will still look good and we can 
stay on top o f the game." 

N o t to ment ion the service can 
be profitable. Last year, Turf Masters 
generated an extra $ 3 0 , 0 0 0 in revenue 
f r o m P G R applications alone. To 
price his P G R services, Kadrich charg-
es 1 xh times the price o f a regular lawn 
chemical application. For example, if 
a client pays $ 4 0 for his regular lawn 
care routine, he will pay an additional 
$ 6 0 for a P G R application. Kadrich's 
average customer receives seven lawn 
care treatments per year and four 
P G R treatments per year, wi th each 
P G R application lasting f r o m four to 
five weeks. 

To sell P G R services, Kadrich 
includes in format ion and promotional 
coupons in the company's newsletters 
that go out before each o f the seven 
regular lawn chemical applications, 
which the c o m p a n y calls "rounds." 
Each round's newsletter highlights 
a d i f ferent service, and the current 
round's service is PGRs. "Round 3, 
which we're in now, is when lawns 
come out o f dormancy, so it's a good 
t ime to get the w o r d out about P G R 
applications," he says. "The service 
has treated us really well ever since we 
started of fer ing it. I'm kind o f curi-
ous as to w h y more people don't use 
P G R s . " » 
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When you're looking at another long day on your mower, you want to know you've got the power to get through the job quickly and 
the comfort features that make the day seem a little shorter. That's why we built our Massey Ferguson Zero-Turn Mowers with rugged 
diesel engines and high-performance hydraulics that let you get down to business, while the open platform design and high-back deluxe 
seat offer a smooth, comfortable ride. 

Powerful 3-cylinder, liquid-cooled diesel engines - in 29 or 33 hp models - deliver reliable performance. 
Two hydrostatic pumps and two hydrostatic motors with gear reduction at the drive axle ensure 
unbeatable performance and long life. 
High-back, deluxe seat features spring suspension, dual a r m rests, fore/aft adjustment and retractable 
seat belt, for a smooth, comfortable ride. 
Convenient knob on right-hand console controls electro-hydraulic, multi-disc wet clutch to engage/ 
disengage mower deck. 

See both zero-turn mower models at your Massey Ferguson dealer today. 

*With approved credit from AGCO Finance LLC. Down Payment required Available for equal monthly payments only. Leases and balloon payments available 
at slightly higher rates Contact your participating dealer for details. Other financing options and eligibility requirements Offers subject to change 

) 2007 AGCO Corporation • 4205 River Green Parkway. Duluth. GA 30096 • (800) 767 3221 • 
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construction equipment 

As trenchers have evolved over the years, they've became easier, safer and 
more product ive to use. Today, the machines meet most landscape con-
tractors' underground needs, including irrigation installation, ou tdoor 
l ighting installation, water feature construct ion, downspout and drain-
age system installation, root pruning and tree planting, to name a few. 

Because trenchers are specific to underground duties, manufactur -
ers suggest contractors k n o w their uses for the machine to ensure they 
choose the right one for them. "The first thing that comes to m y mind 

w h e n advising contractors h o w to choose the right trencher for them is that they really 
need to k n o w their job requirements," says Brent Bolay, senior product manager, Ditch 
W i t c h , Perry, Okla . He suggests contractors consider h o w deep and wide they will need 
to dig, w h a t type o f soil they'll be digging in, the kinds o f jobs they will pe r fo rm and how 
long wil l they have to get the w o r k done. "Most contractors make m o n e y based on h o w 
m a n y jobs they can do, so purchasing a machine that their crews can operate quickly and 
ef f icient ly is important ," Bolay says. 

TIPS TO TRENCH 

by e m i l y m u l l i n s | a s s i s t a n t e d i t o r 
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W THE TOUGHEST 
TOOLS. 
THE LARGEST 
SELECTION. 

I 

Professionals have relied on Corona tools 
for more than 80 years. Each tool is made 
to perform under the toughest working 
conditions. No matter what you need to 
get the job done, there's a Corona tool 
engineered to help you work more efficiently 
and more comfortably. From pruners and 
loppers forged out of premium steel, to rakes 
and shovels of all kinds, to wheelbarrows 
and more, Corona uses only the best 
materials and adds a lifetime warranty for 
confidence. Buy Corona, you'll see why 
it's the professional's choice. 

C O R O N \ 

Contact Corona today for a free product catalog or to place an order: 1-800-847-7863 
www.coronaclipper.com • sales@corona.bellota.com 
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construction equipment 

NOW AND THEN. W h i l e the basic 
idea o f the trencher has not changed 
m u c h over the years, the ability 
o f the machine to pe r fo rm its job 
has improved. "Today's systems are 
m u c h more refined, wi th more safety 
features for the operator," says J o n 
Kuyers, compact solutions manager 
for Vermeer, Pella, Iowa. 

Today's machines come wi th hy-
drostatic rather than mechanical sys-
tems, e l iminating most o f the exposed 
gears and belts that caused per for -
mance problems and d o w n t i m e in the 
past, Kuyers says. T h e y are also more 
advanced in terms o f ergonomics, 
wi th fewer, more accessible controls. 

For example, some manufacturers 

ident i fy the controls on their tren-
chers using a color-coding system that 
expands across their product line. 

"This can help the novice operator 
recognize the control funct ions and 
be a product ive member o f their crew 
more quickly," Bolay says. 

Opera to r safety has improved over 
the years wi th features like automatic 

t r e n c h e r v e r s a t i I i t y 

Skid-steer loaders are one of the most versatile 
machines available to landscape contractors. 

With the variety of skid-steer attachments contrac-
tors can choose from, there's not a whole lot the 
machines can't do. 

Trencher attachments for skid-steers can help 
contractors perform their underground duties 
and are gaining popularity in the industry. "We're 
seeing a very strong demand for trencher at-
tachments," says Jon Kuyers, compact solutions 
manager for Vermeer, Pella, Iowa. 

Landscape contractors use trencher attach-
ments to lay water lines and irrigation systems, 
install fences and plant trees, says David Kw-
eram, work tools sales support consultant for 
Caterpillar's North American commercial divi-
sion, Peoria, III. "The trencher attachment is sold 
to make a trench in the ground, but it carries with 

it the selling capability to do a lot more," he 
says. "Trenchers are tools that can be used for 
a lot of things and, as more people get their 
hands on them, that task list will no doubt 
increase." 

Costs of trencher attachments range 
anywhere from $4,000 to $12,000 depending 
on what the unit can do, Kweram says. The 
trencher attachment's boom, or the arm, 
comes in lengths of 3, 4 or 5 feet. Chain widths 
can range from 6 to 12 inches to handle dif-
ferent types of soil. There are even trencher 
attachments that come with or without chains 
so contractors can mix and match the best 
machine for them. 

"It's important for manufacturers to be 
able to tune the tool to meet the customer's 
application needs," Kweram says. 
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stop and electrical protect ion . " W i t h 
t o d a y s trenchers, i f y o u let go o f the 
handle , the m a c h i n e wil l s top r u n -
ning, w h e n before it w o u l d c o n t i n u e 
r u n n i n g unti l y o u physical ly disen-
gaged the clutch," Kuyers says. "In 
addi t ion, electrical protect ion protects 
contractors in case they cut th rough 
an electrical l ine or w i re wh i l e digging 
underground." 

ONE OR THE OTHER. R ide-on and 
w a l k - b e h i n d trenchers are the mos t 
c o m m o n varieties, t h o u g h bo th have 
their o w n advantages. W a l k - b e h i n d , 
o r pedestr ian, t renchers are m o r e 
popu la r in the landscape indus t ry 
because they easily fit o n residential 
properties, Bolay says. 

"The preference toward o n e type 
o f mach ine o r ano the r is dr iven by the 
j o b it has to do," he says. "If m o s t o f 
y o u r jobs are in suburban backyards, 
y o u probab ly w o n t need to invest in 
a r ide-on trencher. But i f a cont rac to r 
is invo lved in commerc ia l landscap-
ing and has bigger jobs of , say, 5 acres 
o r more , he might look in to a larger 

chains are the m o s t c o m m o n fo r 
cont ractors to choose f r o m . 

T h e marke t also o f fe rs t rencher at-
t achments to use w i t h skid-steer load-
ers. Prices o f these devices range f r o m 
$ 4 , 0 0 0 to $ 1 2 , 0 0 0 , d e p e n d i n g o n 
their capabilities, says D a v i d K w e r a m , 
w o r k tools sales s u p p o r t consu l tant 
f o r Caterpil lar's N o r t h A m e r i c a n 
commerc ia l div is ion, Peoria, 111. (For 
m o r e i n f o r m a t i o n o n a t tachments , see 
"Trencher Versatil ity" o n page 1 3 0 . ) 

OPTION TO BUY. Unti l a c o n -
tractor's t rencher needs are firmly 
established, rent ing machines o n 
ei ther a m o n t h l y o r as-needed basis is 
c o m m o n practice. " M a n y cont ractors 
rent t renchers be fore they purchase 
them, so they need to evaluate h o w 
o f t e n they use a t rencher versus their 
rental costs," Kuyers says. "If they are 
rent ing three o r f o u r t imes a week , 
purchasing might be a better financial 
investment ." 

T h e price o f rent ing a t rencher 
wi l l v a r y d e p e n d i n g o n the type o f 
machine . M o s t manufac tu re r s agree 

("Most contractors make money based on bow 
many jobs they can do, so purchasing a machine 
that their crews can operate quickly and efficiently 
is important." - Brent Bolay 

m a c h i n e w i t h m o r e capabilities." 
Trencher price also influences 

which machine a contractor chooses 
to purchase. Walk-behind machines 
cost f r o m $ 5 , 0 0 0 to $ 1 4 , 0 0 0 , Bolay 
says, depending on the type o f chain, 
horsepower and digging capabilities. 
Ride-on machines cost from $ 2 5 , 0 0 0 to 
$ 4 0 , 0 0 0 , varying for the same reasons. 

Digging capabilit ies and horse-
p o w e r go h a n d - i n - h a n d , so K u y -
ers suggests cont ractors purchase a 
t rencher w i t h horsepower that ref lects 
h o w deep they wil l need to dig. W a l k -
beh ind trenchers have horsepower 
suitable f o r digging 1 2 to 3 6 inches 
deep. Ride-on t renchers are better fo r 
instal lat ion depths o f up to 4 feet. 
C h a i n type also depends o n h o w deep 
the t rencher wi l l need to dig, as wel l 
as w h a t k ind o f soil the m a c h i n e is 
digging. F rom basic to mos t po wer -
f u l T c u p t o o t h , shark-cut ter and ro tary 

that a s tandard w a l k - b e h i n d t rencher 
can be rented fo r $ 1 2 0 to $ 2 0 0 per 
day. T h e rental o f smal ler t renchers 
can range f r o m $ 4 5 to $ 6 0 per day 
and rent ing larger t renchers can cost 
f r o m $ 7 0 to $ 1 0 0 . Rent ing r ide-on 
t renchers can cost f r o m $ 1 5 0 to $ 4 0 0 
per day, Bolay says. 

M o s t manufac ture r s o f f e r financ-
ing opt ions , w h i c h v a r y d e p e n d i n g o n 
a contractor's credit history, as wel l as 
the cost o f the purchase being made . 
By w o r k i n g closely w i t h a local sup-
plier, cont rac tors can d e t e r m i n e the 
best purchas ing m e t h o d . 

"It's beneficial to w o r k closely 
w i t h y o u r sales rep o r dealer to w o r k 
th rough issues f r o m financing to 
d e t e r m i n i n g w h i c h m a c h i n e is r ight 
f o r y o u r business," Kuyers says. 

Bolay agrees that establishing a 
re lat ionship w i t h a t rencher dealer 
be fore invest ing in a m a c h i n e has ben-

www.lawnam idlandscape.com 

efits that last long af ter the purchase. 
"Most manufac tu res have c o m -

plete c o n f i d e n c e in their dealers to 
he lp cus tomers ident i f y the best 
m a c h i n e fo r t h e m based o n their 
indiv idual i n f o r m a t i o n , " he says. 
"This c o m m u n i c a t i o n gives the 
cus tomer the o p p o r t u n i t y to see the 
dealer's s u p p o r t system and to k n o w 
that there wil l be suppor t i ve service 
fo r t h e m af ter the sale. By the ve ry 
nature o f w h a t a t rencher is asked to 
do , there is going to be s o m e wearab le 
parts, so it's reassuring to have a dealer 
y o u can trust to back y o u r m a c h i n e 

» up. 

ROUGH AND TOUGH. Trenchers 
are o f t e n asked to d o s o m e s t renuous 
w o r k , so this s u p p o r t can c o m e in 
h a n d y shou ld p e r f o r m a n c e p rob lems 
arise. T h e chain is usual ly the first 
part o f a t rencher to need s o m e w o r k , 
as it is a rguably the machine's hardest-
w o r k i n g c o m p o n e n t . 

"The chain is the piece o f the ma-
chine that is actual ly d o i n g the w o r k 
o f excavat ing the soil and pul l ing it 
o u t o f the trench," Bolay says. " W i t h 
tougher soil condi t ions , y o u have to 
m o v e to a d i f f e ren t type o f too th and 
chain that gives m o r e cut t ing ability." 

C u p t o o t h chains, somet imes 
referred to as entry- leve l chains, are 
the mos t c o m m o n in the landscape 
indus t ry and are great fo r w o r k i n g 
w i t h l ight soils. Shark -cut te r chains 
are a n o t h e r g o o d a l l -purpose chains, 
Kuyers says, and they w o r k par t icu-
larly wel l in hard-packed o r clay soils. 
R o t a r y chains are p o w e r f u l e n o u g h 
to dig th rough hard, rocky soil. "If a 
cont rac to r is in Flor ida and usual ly 
w o r k s w i t h sandy soils, a c u p t o o t h 
chain w o u l d be fine, but in Montana's 
rocky condi t ions , a s turdier chain 
shou ld be used," Bolay says. 

Despi te wear and tear, l ike a n y 
machine , the l i fe o f a t rencher can be 
extended w i t h p roper use and preven-
tive main tenance . 

" D e p e n d i n g o n usage, t renchers 
can last f r o m three to 1 5 years, and 
p roper usage and m a i n t e n a n c e can 
p r o l o n g that," Kuyers po ints out . 
"Use it f o r w h a t it was in tended 
- don't use it to t ry to cut th rough a 
concre te park ing lot." 

T h e specifics o f prevent ive m a i n -
tenance are usual ly spelled o u t in the 
owner's manua l , b u t s o m e c o m m o n -
sense tasks inc lude changing the oil 

continued on page 134 
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Whats even more ugly is 
a grub control product that 
requires immediate irrigation. 

That's just not something to worry about 

with MACH T 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.1 

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 professional use only. Other limitations and conditions apply. Guarantee payment is limited to the cost of the 
MACH 2 component of the formulation used. For complete details, see www.MACH-2.com or your supplier. 

'Trademark of Dow AgroSciences LLC State restrictions on the sale and use of MACH 2 apply. Consult the label before purchase or 
use for full details. Always read and follow label directions. 

©2007 Dow AgroSciences LLC T38-157-003 (1/07) BR 010-60466 510-M2-436-07 
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construction equipment 

continued from page 7J7 

and replacing the air and oil filters 
every f e w m o n t h s , and adjust ing the 
chain, sharpening the blades and 
greasing the bearings be fore o r a f ter 
each use. Trenchers shou ld be w i n t e r -
ized by dra in ing the fuel , repair ing 
the filters and placing it in a d r y area 
be fore being stored a w a y f o r winter . 

"If the ma-
c h i n e s jo ints are 
no t greased regu-
larly you'll have 
meta l -on-meta l 
wear and the ma-
chine wil l have to 
w o r k harder to d o 
the same a m o u n t 
o f work ," Bolay 
says. "If the chain 
is adjusted t o o 
t ight ly it wi l l wear o u t faster because 
it's being strained, b u t i f it's too loose 
it wi l l j u m p o f f the sprockets." 

Such p r o b l e m s result in d o w n t i m e 
o f the m a c h i n e and lost m o n e y fo r the 
contractor . T h i s used to be a c o m m o n 
th ing fo r M a r k Levi, o w n e r o f Levi 
Landscaping in Riverside, Cal i f . , w h o 
uses his t renchers f o r instal l ing irriga-
t ion systems and dra in lines and dig-

ging holes f o r trees. Levi began using 
t renchers 2 5 years ago and has f o u n d 
that ones w i t h t o o m a n y mechanica l 
parts tend to be prob lemat ic . 

"The t renchers w e used to use had 
too m a n y m o v i n g parts w h i c h resulted 
in too m a n y breakdowns ," he says. 

Levi invested in hydrau l ic powered 

"Depending on usage, trenchers can last from 
three to 15 years. Use a trencher for what it was 
intended - don't use it to try to cut through a 
concrete parking lot.'' - J on Kuyers 

t renchers and discovered that f ewer 
m o v i n g parts mean less ma in tenance 
and repairs. "The hydrau l ic machines 
m o v e slower, but they break d o w n less 
o f ten ," he says. "From a produc t i v i t y 
s tandpoin t , I'd say it was a t rade-of f ." 

To prevent m a c h i n e d o w n t i m e , 
Levi requires his c rew to change the 
filters, clean the b o o m s and grease the 
zerks be fore each use. " W e d o all o f 

this prevent ive main tenance in house 
and it is absolute ly required," he says. 

Levi prefers using w a l k - b e h i n d 
trenchers because he finds they create 
less mess and less potent ia l fo r damage 
than r ide-on machines . However , he 
says that every cont rac tor has a per-
sonal pre ference fo r w h i c h mach ine is 

best fo r his o r her 
company . 

"Everybody has 
e q u i p m e n t that 
w o r k s fo r them," 
he says. "I person-
ally prefer walk-be-
h ind trenchers, bu t 
some contractors 
o n l y use r iding 
trenchers. It just 
depends o n w h a t 

they perceive to be better." 
Taking advantage o f m a n u f a c -

ture demons t ra t ions is a good w a y 
to test the m a c h i n e be fore making a 
final decision, Levi says. "A c o m p a n y 
representative came out and d e m o e d 
all o f m y trenchers before I purchased 
them," he says. "I f o u n d that ve ry 
he lpfu l w h e n choos ing the right ma-
chine fo r me." UL 
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irrigation 

By offering irrigation system upgrades, contractors can stress the importance of water 

conservation while generating extra revenue. Here today, gone t o m o r r o w is the phi losophy associated wi th 
m a n y o f todays technological tools. C o m p u t e r s become obso-
lete in a years t ime and cellular phones that can per fo rm new, 
of ten unbelievable, funct ions are available everyday. Cars that 
can't tell you where to go are old news, and people are replacing 
standard T V s wi th ones that can hang on the wall . 

However, if it ain't broke, don't fix it seems to be the mental i ty 
most c o m m o n l y associated wi th irrigation systems. Despite the 
new advancements available, irrigation system upgrades are o f -
ten last on m a n y technological "to do" lists. "It can be a process 

to get people to upgrade their irrigation systems," says M a r k D'Alonzo , vice president o f 
C o w Bay Sprinkler Co . , Port Washington, N.Y. "They've had it in the ground for so long 
and it seems to have been work ing fine in their eyes." 

OUT WITH THE OLD 

b y e m i l y m u l l l n s | a s s i s t a n t e d i t o r 
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people. From engineers to assemblers, product testing specialists to customer 

service, a worldwide sales team to loyal distributors, Hunter people have made 

Hunter rotors the top choice of irrigation professionals the world over. It's not just 

the products, it's the process.. .and nobody does that better than Hunter. 
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But the truth is, most irrigation 
systems installed 15 or 2 0 years ago 
use too much water inefficiently. By 
upgrading to a newer system, less 
water can irrigate plants and turf 
more effectively in less time, saving 
homeowners money on their month ly 
water bills and saving irrigation 
contractors t ime f rom having to repair 

out-of-date irrigation systems. 
Not only do technological 

advancements in irrigation systems 
make an upgrade a money-saving 
investment, the recent emphasis on 
water conservation may soon make 
it a mandatory one. T h e service can 
not only be profitable for irrigation 
contractors, but i t s also beneficial en-

100 - 1200 GAL 
JET AGITATION 

ROBIN SUBARU ENGINES 

EASY TO OPERATE 
LOW MAINTENANCE 

HOLDS MORE MULCH 
cosily 
lawn// 

WWW.EASYLAWN.COM 
800 638 1769 

^ L 65 

900 - 3300 Mechanical Agitation Units also available 
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providing Quality Products and Services 
w Irrigation and Landscape 

Professionals since 1922 

IRRIGATION SUPPLIES I EROSION CONTROL I SEED I SOD 
FERTILIZER I PESTICIDES I DRAINAGE PIPE AND FITTINGS 

ElllinB 
w w w . e w i n g 1 . c o m 

vironmentally. "We suggest upgrades 
to irrigate more efficiently, as well as 
to save the homeowner money on wa-
ter usage and benefit plant material," 
D'Alonzo says. "It's not always an easy 
sell, but once clients are informed, 
they tend to open up their minds to it 
and see the benefits." 

SOMETHING OLD, SOMETHING 
NEW. M a n y o f the irrigation systems 
D'Alonzo encounters that are in dire 
need o f an upgrade were installed 15 
or 2 0 years ago, he says. These systems 
were basically installed to replace the 
hassle o f a manual sprinkler. "The 
way older systems were installed 
wasn't focused on just watering the 
plant material and the lawn, it wa-
tered everything - the f ront walk, the 
house, you name it," he says. "Now 
that the industry is so focused on wa-
ter conservation, we don't want water 
everywhere. To upgrade, we usually 
have to go back and redesign most o f 
the system." 

Doug Heller, owner o f North-
west Iowa Sprinkler, Mi l ford, Iowa, 
says the decision to upgrade also can 
depend on whether or not the systems 
pieces and parts are still manufac-
tured. "Sometimes we have to upgrade 
the system because the equipment is 
outdated and no longer produced," 
he says. "If the homeowner wants to 
change their landscape, we have to 
change their irrigation system using 
available components." 

Another c o m m o n reason for an 
upgrade is that the landscape has 
simply outgrown the irrigation system 
that was initially installed, says Bill 
Knight, owner o f Knight-Scapes, 
Yorktown, Va. As bushes and trees be-
come bigger or beds are added, more 
irrigation zones may be needed to sus-
tain the growing landscape. "In some 
cases people have to add additional 
zones because o f dif ferent or changing 
landscapes," he says. "This can also 
result in the upgrade to a controller 
that has the capacity to handle more 
stations." 

Still another c o m m o n reason for 
a system upgrade is because the first 
system was poorly designed or poorly 
installed. "In some cases we know 
a system needs upgraded as soon as 
we turn it on," Knight says. Some 
clues are pipes located too close to 
the surface, improper head placement 
resulting in inadequate watering and a 
lack o f check valves. 

A n irrigation system upgrade can 
USE READER SERVICE # 99 
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irrigation 
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be as s imple as changing to a n e w 
style o f head or as invo lved as chang-
ing f r o m spr inkler to dr ip irr igation, 
Hel ler says. Upgrades d i f f e r f r o m 
general maintenance , w h i c h includes 
system startups, head and contro l le r 
adjustments , nozzle cleanings and 
general checkups. M o s t irr igation 
companies o f f e r winter izat ion in 
their main tenance packages as wel l . 
"General ly, ma in tenance is servicing 
the existing system and its parts, and 
upgrading entails replacing all o r part 
o f a system w i t h c o m p o n e n t s that 
w o r k better," Heller explains. 

T h e r e are certain signs irr igation 
contractors can watch fo r that indi-
cate an upgrade on a client's system 
is in order. D r y or soggy patches o f 
p lant material and fai lure o f parts o n 
a consistent basis are a few, D ' A l o n z o 
says, adding that he likes to take a 
proact ive approach by stressing an up-
grade af ter he's received t w o to three 
service calls fo r p rob lems like broken 
heads. "Heads are usual ly the first 

parts to go, fo l lowed by valves and 
then control lers ," he says. "Instead o f 
n icke l -and-d iming the cus tomer by 
changing o n e part every f ew months , 
w e t ry to get them to upgrade the 
ent i re system in o n e shot." 

W H Y THE HESITATION? S o u n d s 
easy enough. S o w h y can irr igation 
system upgrades be d i f f icu l t to sell? 
O n e o f the p r i m a r y reasons clients de-
cl ine system upgrades is because they 
don't see a need fo r it, D ' A l o n z o says. 
"Your clients don't go to trade shows 
or read up o n the newest irr igation 
trends," he says. "They're h a p p y w i t h 
w h a t they have and aren't aware o f the 
reasons w h y they should improve it." 
A l o n g these lines, m a n y t imes people 
aren't c o m f o r t a b l e w i t h change. W i t h 
upgrades like dr ip irrigation, w h i c h 
takes place underg round , people 
can't visual ly see the system w o r k -
ing like they could w h e n water was 
everywhere . "I've f o u n d that people 
like to see the wate r spraying because 

that's w h a t it takes fo r them to k n o w 
it's work ing ," he says. "It's hard for 
them to reach that same c o m f o r t level 
w i t h o u t seeing it work ing , because, in 
their m i n d , it's not ." 

A n o t h e r c o m m o n response is 
"We'll d o it next year," Heller says. 
"Clients o f t en t ry to rationalize that 
the s u m m e r is already ha l f -way over, 
o r it hasn't been very hot o r d r y this 
year o r it's been rainy lately, so w h y 
bother." 

To avoid this back-burner menta l -
ity, D ' A l o n z o says J u n e and Ju ly 
are the best m o n t h s to d o irrigation 
system upgrades, w h i c h also serve as 
a w a y to fill t ime after the busy spring 
star tup and new install rush and be-
fore winter izat ions begin. " W e d o our 
startups f r o m Apr i l to May," he says. 
"Doing upgrades dur ing that d o w n 
per iod f r o m J u n e to Ju ly is a good w a y 
to br ing in extra revenue. A n y later 
than that and people begin th inking 
that s u m m e r is basically over so they'll 
just d o it next year." 

^ U p i i l g d 6 P / a / s j ' F D I L 

Introducing: 
L l lO W S ^ u t ^ i e L l S l i ' LHL^VC iLV i 

New lid seat collar for greater durability 
Improved ribbing structure for increased strength 

Knock-out mouse holes increase flexibility 

, -

R / s 
The Trusted Valve Box 

r Glendora. CA 91740 

for 38 years 
J PhOM (909) 592-6272 

Fa* (909) 592-7971 

We also offer a complete line ot quality drainage and fittings wwwcarsonind.com 
solutions and the innovative HosEnclose Storage System 4 """o— 

USE READER SERVICE # 102 

PROFIT FROM 
PARTNERING WITH 
AN INDUSTRY 
SUPERHERO. 
When you invest in a Weed Man franchise, you're not a sidekick. 

You're a true partner with a powerful hero in the industry. Get 

unrivaled support from a company with 35 years of proven industry 

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

Consider our tools your utility belt. Call 888.321.9333 for more 

information or for a free consultation. 

www.weed-man.com 
i x r Sir 

USE READER SERVICE # 103 

1 4 0 lawn & landscape may 2007 www.lawnandlandscape.com 

http://www.weed-man.com
http://www.lawnandlandscape.com


maich 
cide F< 
las the 

r i/ f j 
TTTWTTTJTTWTL 

c o n p o R a t i o n 

y jAn Employee-Owned Company 

) L - S B O - B S 1 - 7 3 B 5 

surge.pbigordon.com 

From the makers of 
TRIMEC Herbicide 



irrigation 

SALE AWAY. Heller sells most o f his 
upgrades to his existing customers 
w h o come to him and ask for them 
after being introduced to the idea 
by his technicians dur ing routine 
maintenance visits or by reading the 
company's informational brochures. 
T h e real selling point is the m o n e y 
they will save on their water bills, 
which can be as much as 5 0 percent, 
he says. "After a client shows interest, 
I go out and physically inspect their 
property. Dur ing this visit, I explain 
to them the reasons for water restric-
tions and also discuss the rising price 
o f water," he says. "I show them an 
estimate o f their savings and they see 
that the system will really pay for itself 
in nine or 1 0 months." 

D'Alonzo agrees that irrigation 
upgrades can be a great add-on service 
and that an existing customer base is 
the best place to market the service, as 
new clients get up-to-date systems in-
stalled rather than old ones revamped. 

Market irrigation upgrade services to your existing customer base, suggest contractors who have 

been successful at adding the service. Photo: Rain Bird 
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water... automatically adjust 
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controllers from any internet-accessible computer no matter where 

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

on site. In fact, with web-based central control, there are many other 

advantages. The Web-based platform allows contractors to do 
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schedules, performing rain shutdowns, turn individual valves or 

programs on and off, adjust water budgets and receive reports and 

alarms from sensors on the system. 
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Both companies distribute general 
in fo rmat ion about eff icient irrigation 
in the f o r m o f fiiers, newsletters and 
pamphlets at the same t ime they send 
out start-up reminders and mainte-
nance notices. W i n t e r and early spring 
is the best t ime to d o this, Heller says, 
because it gets people thinking about 
the s u m m e r months ahead. 

Both men also encourage their 
technicians to establish dialogues and 
relationships with their clients dur ing 
rout ine visits to create a level o f trust. 
"We begin an upgrade sale wi th the 
technician in fo rming the client that 
there are ways we can improve their 
existing system, such as by installing 
dr ip irrigation," D'A lonzo says. "They 
pr ime the p u m p and then report to 
me which clients seem interested." 

Af te r a client expresses interest, 
D ' A l o n z o figures up an estimate 
and pays a visit to the client to "tie 
together the meeting" wi th the 
technician. "I think this invo lvement 
shows m y clients that I'm not just a 

guy servicing sprinklers, but that I'm 
involved in the industry and knowl -
edgeable about cutt ing-edge technol-
ogy," he says. D ' A l o n z o sees an annual 
success rate o f about 5 0 percent o f his 
clientele w h o invest in an upgrade. 

Heller spends anywhere f r o m 
$ 1 , 0 0 0 to $ 2 , 0 0 0 on market ing costs 
each year and says it varies based on 
h o w m a n y customers he has to send 
in format ion to. He designs the fliers 
and sends them to a pr int ing com-
pany for product ion. "Printing and 
mail ing costs can add up pretty fast," 
he says. "But if you do it right, y o u 
can pay yoursel f back 2 0 times over." 

Knight doesn't do any advertis-
ing and gets all o f his business f r o m 
customer referrals, he says. As an 
incentive for his customers to refer his 
c o m p a n y to their fr iends and family, 
Knight of fers a re fund o f 5 0 percent 
o f the price o f their maintenance con-
tract, which amounts to $ 6 5 to $ 1 2 5 
depending on h o w big their system is. 
"Our clients see that as a great d inner 

out or a really good bott le o f wine," 
Knight says. "Our referral system 
works out very well for us." 

PERSONAL PRICING. Because each 
upgrade is di f ferent depending on the 
condit ion o f the irrigation system, 
pricing the service can be dif f icult , 
D ' A l o n z o says. "We charge on a per-
call, per-house basis," he says. "The 
needs o f each system will be di f ferent 
so w e can't really w o r k it into a regular 
maintenance plan; rather, we have to 
tailor each upgrade specifically to the 
client." A n average upgrade o f a mist 
system to a drip system costs between 
$ 8 5 0 and $ 1 , 0 0 0 , he says. 

Heller also prices his upgrade 
services on an individual basis. He 
goes out and inspects each property to 
see what exactly will be necessary to 
get the landscape in healthy condit ion 
and considers the number o f heads, 
proper ty size, number and type o f 
control lers and the number o f zones. 
T h e cost o f an average residential 

E 3 Walla Walla 
Sprinkler Company A subsidiary of Nelson Irrigation Corporation Walla Walla, Washington, U.S.A. Tel: +1 509-525-7660 
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irrigation 

upgrade o f new heads, control lers 
and valves can range f r o m $ 1 , 5 0 0 to 
$ 2 , 0 0 0 , he says. " W h e n it comes to 
upgrades, each client is di f ferent," he 
explains. "We first have to physically 
see the property and take note o f d ry 
spots and things like that." 

Knight usually considers an 
upgrade a type o f maintenance and 
prices the services similarly, which 
includes an hour ly rate plus the cost 
o f parts. T h e hour ly rate for K n i g h t s 
t w o - m a n crews consists o f $ 6 5 for the 
crew leader and $ 2 5 for a technician, 
or roughly $ 1 0 0 an hour. Rotary 
heads can cost f r o m $ 1 2 to $ 1 5 each 
and spray heads can cost f r o m $ 4 to 
$ 5 each, depending on where they are 
purchased. Because most o f the plastic 
parts are oil-based products, the cost 
o f the service can increase as the price 
o f oil increases, Knight says. "We 
don't add a gas surcharge o n t o our 

services, so w e make a little prof i t o f f 
o f the cost o f parts," he explains. 

GETTING IT DONE. A n average 
irrigation system upgrade takes about 
half a day, Heller says, and either his 
installation or maintenance crew has 
the skills necessary to do each job. 
"The guys on the install crew do this 
day in and day out , so they take on 
the major upgrades like replacements 
o f all the heads," he says. 

D'Alonzo's c o m p a n y has a regular 
account wi th a local bank that 
requested the installation o f a dr ip 
irrigation system. His technicians were 
then required to learn h o w to install 
and operate dr ip irrigation, which 
means his two-man crew can service 
all o f the company's irrigation ac-
counts. To keep them fresh, D'A lonzo 
pays for his technicians to at tend 
classes of fered each year through the 

Irrigation Association and irrigation 
manufacturers . T h e classes are of fered 
in both English and Spanish to ben-
efit all o f his employees. 

A l though there's a little legwork 
involved to in form customers o f the 
benefits, irrigation system upgrades 
can be a beneficial add-on service in 
more ways than one. Utilizing the 
new irrigation products available is 
just one more way to stay up on the 
latest technology. "The older systems 
out there are practically f rom the stone 
age," D'Alonzo says. "It's all about 
customer education and taking the 
t ime to explain to the client all o f their 
options." • 

www.lawnandlandscape.com1 

What is your take on irrigation upgrades? 

Share your thoughts on the message board. 

a d d i t i o n a l a d d - o n s 

Irrigation contractors are taking advantage 
of technological advancements to offer their 

clients add-on services that are useful - and 
profitable. One such service is drip irrigation in 
potted plants. Mark D'Alonzo, owner of Cow Bay 
Sprinkler Co., Port Washington, N.Y, began offer-
ing the service this spring start-up season and is 
optimistic about client response. "You can't get to 
potted plants with a regular irrigation system," he 
says. "This service intends to eliminate the need 
for watering cans and hoses and give people one 
less thing to do." 

The key to offering new services is to not 
expect clients to break the bank in order to get 
it, D'Alonzo says. "You have to keep the prices of 
services reasonable so people won't be turned off 
by it," he says. He plans to offer his potted plant 
irrigation service for around $300 or $400 a year. 

Remote-controlled irrigation is another 
recent advancement contractors can offer that 
can give them the ability to manage a client's irri-
gation system off-site. "With this, you can pull up 
Mr. and Mrs. Smith's account on your computer 
and see how much water their lawn received 
yesterday," D'Alonzo says. "This is where the 

industry is heading, but I don't feel my techni-
cians and I are familiar enough with it to offer 
it just yet." 

Adding a weather station is another 
upgrade that is relatively easy to push because 
they are relatively affordable, D'Alonzo says. 
These devices use the weather to determine 
when and for how long an irrigation system 
will run and can save significant amounts of 
water by not running when it is raining or very 
windy. D'Alonzo began offering weather station 
upgrades last year for about $500 each. 

The smart controller is another advance-
ment available for irrigation contractors to 
offer. Like weather stations, these units irrigate 
a lawn based on the weather and automatically 
update themselves as the weather changes. "I 
am working on selling smart controllers right 
now," says Doug Heller, owner of Northwest 
Iowa Sprinkler, Milford, Iowa. "They can be 
hard to sell because of their price of up to a 
few thousand dollars each," he says. "But they 
are relatively easy for the homeowner to use 
and they save significant amounts of water, 
which are factors I stress to my customers." 
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PUSHIN 
As you ' re pushing snow, you should also be pushing 

this d iv is ion 's pro f i t ab i l i t y . These plowing and sal t ing 

pr ic ing scenar ios can help you do this co r r e c t l y . 

n o w removal, sanding and/or salting w o r k can be profi table - just 
don't depend on the weather. If you don't have a wel l - thought-out 
business plan and accurate pricing that minimizes risk whi le optimiz-
ing chances for increased profi tabi l i ty regardless o f the weather, the 
biggest snow job you may face is a di luted prof i t and loss (P&L) state-
ment that gives you a false sense o f security. 

THE SCENARIO. J o h n owns a full-service landscape company. He 
wants to reevaluate his pricing structure for his winter snow removal 
and sanding work . T h e market for winter w o r k is competit ive. T h e go-
ing rate for sanding is $ 1 0 0 per cubic yard and $ 7 5 per hour for snow 
plowing wi th a 1 - ton truck. However, J o h n isn't sure the $ 7 5 - p e r - h o u r 
rate covers his crew's drive t ime and 3 0 minutes o f prep t ime before 

and after each storm. J o h n has five drivers w h o p low snow. Three o f the drivers also spread sand. 
John's crews will be paid an average o f 1 0 hours per storm. Eight hours will be spent on site, plow-

ing or sanding. T h e other two hours will include drive t ime f r o m job to job and a minimal amount o f 
prep t ime at the yard before and after each storm. T h e typical winter will have 1 0 storms, and three 
drivers will spend approximately five hours sanding per storm. 

by j i m h u s t o n | c o n t r i b u t i n g w r i t e r 
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T h e average driver will be paid $ 1 5 per hour and will put 
in approximately 1 0 0 hours sanding and/or plowing. Sand 
mixed with salt costs $ 2 5 per cubic yard. Sales tax is 6 percent 
on materials. A driver can spread roughly 2 cubic yards o f 
sand mix per hour, including load time, using a 1 - ton truck. 
Labor burden is 2 5 percent. T h e overt ime factor is zero. 

T h e owner wants a risk factor o f 2 0 percent included in 
the labor rate to offset any error in the average drive t ime 
estimated for the two scenarios and a m i n i m u m net prof i t 
o f 2 0 percent on all winter work . G & A overhead costs for 
the year are $ 1 0 0 , 0 0 0 . Billable field labor hours dur ing the 
regular season total 1 0 , 0 0 0 . Div id ing the G & A overhead 
a m o u n t by the billable hours produces an overhead per hour 
( O P H ) cost o f $ 1 0 . Even though all G & A overhead for the 
year is theoretically covered dur ing the regular season, J o h n 
wants to add $ 1 0 O P H to each hour o f winter work . 

He also wants to calculate a m i n i m u m curb- t ime rate for 
snow plowing and a per-cubic-yard rate for sanding. Mos t 

important ly , he wants to k n o w if he can make any m o n e y at 
current market rates and h o w much winter w o r k contr ibutes 
toward his G & A overhead costs. 

To price his winter work , J o h n prepares a bid scenario for 
a typical s torm for both p lowing and sanding/salting. 

PRICING SNOW REMOVAL WORK. John breaks the bid-
ding process for snow removal work into three phases (see 
Char t No. 1 on page 150) . T h e first phase contains the labor 
and equipment costs when the driver is on site plowing. T h e 
second phase contains the hookup and drive t ime for the 
truck and driver when both are not on site plowing. T h e total 
should equal the total o f paid hours for a driver for the day. 
T h e third phase includes the margins and markups for the bid. 

Phase I - Providing the Service. J o h n i n c r e a s e s t h e 
driver's labor rate o f $ 1 5 by the 20 -percent risk factor to get 
a rate o f $ 1 8 . He then multipl ies that by the eight hours o f 
Phase 1 p lowing t ime and enters it on his bid worksheet . 
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Chart No. 1 - Snow Plowing Pricing Sheet 
J o h n s 1 - ton truck | 

costs h im $ 7 per hour to 
operate. He doubles this 
a m o u n t to cover the ex- *-
tra wear and tear winter 
w o r k m a y cause. J o h n 
then calculates his p low 
cost per hour ( C P H ) by 
dividing the purchase 
and l i fet ime mainte-
nance costs ( $ 4 , 0 0 0 plus 
1 , 0 0 0 equals $ 5 , 0 0 0 ) by 
the projected l i fet ime 
billable hours fo r a p low 
(eight seasons times 8 0 
billable hours per season 
equals 6 4 0 hours). He 
rounds the 6 4 0 to 6 5 0 
and divides projected 
l i fet ime costs by this 
( $ 5 , 0 0 0 divided by 6 5 0 
hours equals $ 7 . 6 9 ) , 
which he rounds up to 
an $ 8 C P H . J o h n then 
adds the doubled truck 
C P H to the p low C P H 
and multiplies this total 
by the Phase 1 equip-
ment hours (eight hours 
times $ 2 2 equals $ 1 7 6 ) . 
He enters the total on 
the bid worksheet . 

Phase 2 - Gen-
eral Conditions. J o h n 
calculates general condi-
tions just as he did Phase 
1 costs, but he doesn't 
include the cost o f the 
p low in the equipment 
calculations because it's 
not being used or incur-
ring wear and tear during 
general condit ion time. 

Phase 3 - Margins 
and Markups. John multiplies his 
labor cost in Phases 1 and 2 by the 
25 -percent labor burden a m o u n t 
and enters it o n t o the bid worksheet . 
He multipl ies the 1 0 labor hours in 
Phases 1 and 2 by the O P H o f $ 1 0 to 
determine h o w m u c h G & A overhead 
to add to the bid worksheet . He then 
totals all o f these figures to determine 
the break-even point (BEP). Finally, 
J o h n adds his desired 20 -percent net 
prof i t margin to the BEP. 

Analysis. O n average, John must 
bill $ 6 6 1 in a 1 0 - h o u r period o f snow 
removal to cover all costs and make a 
20-percent net profi t margin. G & A 
overhead recovery accounts for 1 5 . 1 
percent o f the total. Adding these two 
produces a gross profi t margin o f 3 5 . 1 

Scenario cost data $ or % Remarks 
Crew size (# people) 1.0 Driver 
Crew average wage (CAW) $15.00 
Overtime factor (OTF) 0.0% None 
Risk factor (RF) 20.0% 
Crew average wage w/OTF A RF $18.00 
Labor burden 25.0% 
Sales tax 6.0% 
GAA overhead per hour (OPH) $10.00 
Net profit margin 20.0% 
One ton truck $14.00 
Curb-time man-hours per day 8.0 
Number of units 1.0 Typical day of plowing 

Scenario Materials Labor Equipment 
1. Production (on-site or curb-time costs) CPH Hours Item 

$ 8.0 Man-hours $176.00 $20.00 8.0 One ton truck with plow 
$- $- $- 0.0 
$- $ 18.00 $ $ 0.0 
$- $144.00 $176.00 

II. General conditions (off-site or non-curb-time costs) 
2.0 Man-hours $ 28.00 $14.00 2.0 One ton truck without plow 

0.0 $ $- 0.0 
$- $18.00 $- $- 0.0 
$• $36.00 $ 28.00 

Subtotals $• $ 180 $ 204 

III. Margins & markups 
ASales tax $-
B.Labor burden $ 45 

Subtotals $- $ 22S $ 204 
Total direct costs (TDC) $429 TDC 

C. GAA overhead costs 
10 (Number of man-hours x OPH) $10.00 = $100 

BEP (TDC + GAA overhead) $529 BEP 
D. Contingency factor (if desired) $-

E. Net profit margin 20.00% $132 
F. Total price $661 Revenue goal per storm 

IV. Scenario analysis 
A. Unit price (Total price + # units) 

$661 divided by 1 
B. Portal-to-portal rate (Total price + all hours) 

$661 divided by 10.0 
C. Gross profit margin ((GAA overhead + Net profit) 

$232 divided by $661 

$661.25 Revenue goal per storm 

$66.13 SPHorRPH 
Total price) 

35.1% GPM 

percent. To determine the hour ly curb-
t ime rate, John divides the desired 
total billable a m o u n t per day by the 
projected number o f curb-t ime hours 
( $ 6 6 1 divided by eight equals $ 8 2 . 6 3 ) . 

Div id ing the total direct costs o f 
$ 4 2 9 per day by the eight curb- t ime 
hours produces the direct costs per 
hour a m o u n t ( $ 4 2 9 divided by eight 
equals $ 5 3 . 6 3 ) . T h e BEP per hour is 
calculated by dividing the BEP total 
o f $ 5 2 9 by the eight curb- t ime hours 
(equals $ 6 6 . 1 3 ) . In other words, fo r 
J o h n to cover all o f his direct costs, he 
must bill at least $ 5 3 . 6 3 per curb-
t ime hour. A n y a m o u n t billed above 
$ 5 3 . 6 3 goes toward gross profi t . 

Snow Removal Conclusion. 
J o h n can't match the market rate o f 
$ 7 5 per curb hour whi le maintaining 

both a 20 -percent net product margin 
and two hours o f non-bi l lable general 
condi t ion labor t ime per day. H o w -
ever, reducing general condit ion labor 
t ime to one hour (if possible) per day 
drops John's rate to $ 7 3 . 4 4 ( $ 6 6 1 
divided by nine on-site or curb-t ime 
hours) whi le maintaining his goal o f a 
20 -percent net prof i t margin. 

Reducing net prof i t to 1 0 percent 
produces a rate o f $ 7 3 . 5 0 ( $ 5 8 8 di-
v ided by eight equals $ 7 3 . 5 0 ) w i thout 
reducing general condit ion time. 
Reducing both net prof i t margin and 
general condi t ion t ime to 1 0 percent 
and one hour, respectively, w o u l d 
al low J o h n to d rop his price to $ 6 5 . 3 3 
( $ 5 8 8 divided by nine equals $ 6 5 . 3 3 ) 
if market condit ions dictated. 

J o h n has one other opt ion. He 
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could possibly reduce his non-bi l lable 
drive t ime to one hour if he could add 
five to 1 0 minutes o f drive t ime to the 
bills fo r each o f his customers if he's 
billing on an hour ly basis. O f course, 
customers should be aware o f this 
practice pr ior to receiving their bills. 

There are two important things for 
John to note f r o m this exercise. T h e 
first is the impact non-bil lable t ime has 
on hour ly curb-t ime rates. T h e second 
is that any billable amounts above 
direct costs contr ibute directly to the 
bot tom line o f the company at the end 
o f the year. Therefore, i ts important 
for John to focus on his direct costs per 
day and per billable hour. These two 
numbers will provide him wi th easily 
targeted m i n i m u m billable amounts, 
ensuring that he covers all o f his direct 
costs, no matter what the scenario. 

PRICING SANDING/SALTING. J o h n 
prices out his sanding w o r k as out -
lined on C h a r t 2 (below). T h e sander 
cost per hour is $ 1 3 . W i t h a 2 0 - p e r -
cent net prof i t margin on top o f all his 

I. 

II. General conditions (off-site or non-curb-time costs) 
1.0 Man-hours 
0.0 

S <18.00 
$ $18.00 

IIL 

IV. 

costs, J o h n must bill a m i n i m u m o f 
$ 6 2 1 per driver per s torm. This trans-
lates into a unit price o f $ 7 7 . 5 8 per 
cubic yard, wi th in the market price o f 
$ 1 0 0 per cubic yard. 

A more accurate G P M for sanding 
w o r k at the market rate o f $ 1 0 0 per 
cubic yard is 4 4 . 1 percent ( [ $ 8 0 0 
minus $ 4 4 7 T D C ] divided by $ 8 0 0 
equals 4 4 . 1 percent). John could 
improve his G P M by increasing his 
product ion above his benchmark o f 2 
cubic yards per curb-t ime hour. De-
creasing the general condit ion hours 
through better scheduling and/or more 
efficient loading wou ld also increase 
the overall G P M on sanding work. 

John could also increase his G P M 
by charging a m i n i m u m 1 -cubic-
yard amount (e.g. $ 1 0 0 ) for sanding 
on smaller jobs requiring less than 1 
cubic yard o f sand. By doing so and 
by "stacking" these jobs back to back, 
John could bill up to $ 2 0 0 to $ 3 0 0 per 
curb-t ime hour. T h e G P M on this type 
o f w o r k could surpass the 4 4 . 1 percent 
figure by another 1 0 to 2 0 percent. 

Sanding/Salting Conclusion. 
T h e key is for John to bill a m i n i m u m 
o f $ 2 0 0 per curb-t ime hour (when 
drivers are sanding) and a m i n i m u m 
o f $ 8 0 0 per storm per driver. Meeting 
these criteria ensures they make money. 

To answer Johns initial questions, 
his winter work is profitable, sanding 
being at the top o f the list. But John 
must keep in mind that with winter 
work the market sets the prices. He has 
to be able to play the market s game 
and win. He must understand his num-
bers and how drive time and prep time, 
as well as scheduling and establishing 
m i n i m u m prices and targeted mini-
m u m hourly and daily billable dollar 
amounts, can affect his profitability. 

J o h n s question regarding the winter 
w o r k contribution to G & A overhead 
costs can also be answered. Included 
in J o h n s winter prices is $ 1 0 for each 
labor hour drivers are paid. T h e total 
hours paid to drivers is 5 0 0 (five driv-
ers times 1 0 storms times 1 0 hours 
per storm). W e obtain the amount o f 
G & A overhead costs included in the 
winter billings by multiplying the 5 0 0 
hours by the $ 1 0 O P H equals $ 5 , 0 0 0 . 
W i n t e r work contributes $ 5 , 0 0 0 
toward G & A overhead costs. 

OTHER CONSIDERATIONS. 
P&L Statement. In order for John 
to moni tor the profitability o f winter 
work, the company P & L statement 
should identify the sales and direct 
costs for both snow removal and sand-
ing. Preferably, winter work should 
be its own division with its own P & L 
statement. This helps identify its G P M . 

C o m p a n y P & L statements become 
diluted if winter w o r k isn't separated 
f r o m w o r k per formed during the regu-
lar season. Because winter w o r k can 
of ten realize a G P M o f 5 0 to 6 0 per-
cent, it will distort figures and profit 
margins for other divisions. O n c e any 
type o f w o r k comprises more than 
2 0 percent o f total company sales, it's 
wise to separate it f r o m other work by 
means o f its o w n P & L statement. 

Contracts - Residential. R e s i -
dential p lowing is usually done on a 
per-push basis. T h e best way to ensure 
you're pricing correctly and making 
m o n e y is to prepare a scenario analysis 
using your costs and production n u m -
bers. Be sure to include the net profit 
you desire. A f te r each storm, you 
should enter your actual costs, hours 
and revenue into the scenario format 
to see h o w much money you made. 

Chart No. 2 - Sanding or Salting Pricing Sheet 

•canario cost data 
rew size (# people) 
rew average wage (CAW) 
Overtime factor (OTF) 
!isk factor (RF) 
rew average wage w/OTF & RF 
abor burden 
ales tax 
>4A overhead per hour (OPH) 
let profit margin 
>ne ton truck 
urb-time man-hours per day 
lumber of units 

icenario Matarials 

Sor H Remarks 
1.0 Driver 

$15.00 
0.0% None 

20.0% 
$18.00 
25.0% 
6.0% 

$10.00 
20.0% 
$14.00 

4.0 
8.0 Cubic Yards 

Production (on-sita or curb-tima costs) 
8.0 Sand Mix CY $200.00 

2 5 p e r a $ • 
$ 
$200.00 

Labor Equipment 

4.0 Man-hours $ 108.00 
$ 

$18.00 $ 

CPH Hours Itam 
$27.00 4.0 One ton truck with sander 

$72.00 $108.00 

0.0 
0.0 

$14.00 
$ 

$ 

$14.00 
$ 

$ 

One ton truck without sander 

•totals $200 

jins & markups 
A. Sales tax $12 
B. Labor burden 
•totals $212 I 
il direct costs (TDC) 
C. G&A overhead costs 

5 (Number of man-hours x OPH) 
BEP (TDC + G&A overhead) 
D. Contingency factor (if desired) 
E. Net profit margin 20.00% 
F. Total price Revenue goal per storm 

lario analysis 
A. Curb-time rate (Total price + Curb-time hours) 

$621 divided by 4.0 
B. Unit price per cubic yard (Total price + units) 

$621 divided by 8.0 

C. Gross profit margin ((G&A overhead + Net profit) + Total price) 
$174 divided by $621 

$155.16 Curb-time rate 

$77.58 TDC rate/CY 
$55.11 
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Isuzu NPR HD Crew Cab 
with 1? Dovetail Landscaper Body 

190 HP Diesel Engine, Automatic Transmission, 14,500 lb. GVWR, 
Exhaust Brake, AM/FM CD Player, A/C, P/5, Power Windows & Locks, Floor Mat, 

Tilt Wheel pher Options And G V W Ratings Available) 

Isuzu NPR HD with 1 7 Dump Body 
300 HP Gas Engine, Automatic Transmission, 14,500 lb. GVWR, 193 Tires, 
AM/FM CD Player, A C , P/S, Power Windows & Locks, Floor Mat, Tilt Wheel, 
Tow Pockoge & Brake Control, (Other OptionsMd G V W Ratings Available) 

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

AM/FM CD Player, A/C, P/5, Pòwer Windows & Locks, Floor Mat, Tit Wheel, 
Split Dovetail Ramp, Side Door, (Other Options And G V W Ratings Available) 

s^tXWeW' 
Lessor 
M irWtes. 

TWO TRUCKS IN ONE, 
74 ' Dump Truck with 

5' Removable Dovetail! 

Isuzu NPR HD with 1 7 Revolution Body 
300 HP Gas Engine, Automatic Transmission, 14,500 lb. GVWR, 19.5 Tires, 
AM/FM CD Player, A/C, P/5, Power Windows & Locks, Floor Mat, Tit Wheel, 

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

USE READER SERVICE #111 



Contracts - Commercial . 
Commerc ia l p lowing and sanding 
is quite another story. O n e contrac-
tor billed his commercial accounts 
strictly on a per-push basis. T h e 
other had a fixed m o n t h l y billing 
a m o u n t for the four months o f De-
cember through March. T h e total o f 
the m o n t h l y billings covered a five-
year average for the a m o u n t o f inches 
o f snowfall for the winter. A n y t h i n g 
over the average was billed out on a 
time and materials basis at the end o f 
Apri l . To make this type o f contract 
more appealing, the contractor 
wou ld p low up to 1 0 inches above 
the average at no charge. I call this a 
fixed/variable or "flex" contract. 

In the m i d - 1 9 9 0 s , the East Coast 
went through a five-year period o f 
record snowfall , fo l lowed by a year 
o f almost no snow at all, and then 
another record year. T h e contractor 
wi th the flex contracts was happy. 
His revenue reflected the change 
in snowfall f r o m year to year. Mos t 

importantly, he covered his costs dur-
ing the year w h e n there was almost no 
snow at all. His clients were also happy 
because they had set budget numbers 
to deal with. W h i l e they didn't like 
the extra billing in the record snowfall 
year, they did get a price break. 

The contractor on a strictly per-push 
basis couldn't win. O n e year he'd have 
minimal revenue, which didn't even 
cover his costs to have the equipment 
and labor standing by. He wasn't happy, 
but his clients were. T h e following year 
he had record revenue amounts. He was 
happy, but his clients weren't. 

A t the end o f one o f the record 
snowfall years, he charged one o f his 
"best" clients $ 8 0 , 0 0 0 for one storm 
at the end o f March. T h e client had 
already been charged for more than 
his budget allowed. T h e $ 8 0 , 0 0 0 
bill, whi le legitimate according to the 
per-push contract, was the straw that 
broke the camel's back. T h e client on ly 
paid $ 4 0 , 0 0 0 and told the contractor 
to sue if he wanted more. N o one was 

happy at the end o f that season. 
W i n t e r w o r k can be profitable, but 

it can cause a lot o f trouble if you don't 
manage both your risk and your client's 
risk properly. Setting revenue goals 
for snow events and job costing each 
storm afterward will help ensure that 
you're not the one getting snowed. • 

EDITOR'S NOTE: The costs used in our 
scenarios are for illustration purposes 
only. Your costs will vary. Build your 
typical one-day scenario. If your costing 
structure is accurate, the rates you calcu-
late should be close to your current ones 
and to those general seen in your market. 

The author is president of J.R. Huston 
Enterprises, a Denver, Colo.-based 
consulting firm. Reach him at 800-
451-5588, jhuston@jrhuston.biz or 
via www.jrhuston. biz. You can buy 
his book, "How to Price Landscape & 
Irrigation Projects," in hard cover or 
audio versions for $150 each at www. 
lawnandlandscape. com!store. 

OLDHAM 
CHEMICALS COMPANY, INC. 

OVER 40 YEARS OF RELIABILITY 

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. 

1-800 888-5502 
P O B O X 18358 

3701 N E W G E T W E L L ROAD 
MEMPH IS , TN 38118 

USE READER SERVICE # 67 

IMMMI 
' Sales Aids 
• Recruitment Tools 
• Managed ePrints 
• Trade Show Handouts 

U s e Repr in ts As: 
• Educational Programs 

Tools • Employee Training 
rints • Sales Presentations 
Handouts • Conference Materials 

• Media Kit Supplements • Direct Mail Campaigns 

Call Megan Ries @ 800-456-0707 
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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 

mailto:jhuston@jrhuston.biz
http://www.jrhuston
http://www.lawnandlandscape.com


I N N O V A T I V E ! D I V E R S E ! D E D I C A T E D TO Q U A L I T Y ! 

E-EXPO CONFERENCE AUGUST 16 DALLAS CONVENTION 
OUTDOOR PRODUCT SHOWCASE AUGUST 16 DALLAS ARBO Mbtot 
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s e r v i c e s o lutions 

m a l t i n g t h e s e 

c o m m o n s n o w a n d 

SNOW SALES SNAFUS 

The sales season for snow removal w o r k can get quite hectic for 
contractors. N e w clients are being wooed . Existing clients are 
getting re-signed. Deals are getting done. I ts easy to over look the 
avoidable mistakes that can hit a snow contractor where it hurts 
most - the b o t t o m line. Here are some tips as you prepare for 
the upcoming 2 0 0 7 - 0 8 snow selling season. 

MISGUIDED SALES FORCE. Before clients sign contracts, snow 
contractors need to determine just wha t por t ion o f the market 
they hope to serve in the coming snow season. 

For example, maybe your particular snow operat ion is best 
equipped to handle small- to medium-sized retail parking lots, 

but not the local W a l - M a r t . Or, you'll stand to make a bigger prof i t bidding on a contract 
for the local c o m m u n i t y college rather than wasting your t ime and resources p lowing a 
condo community 's small parking lot. 

Of ten a sales person will want to go out and sign everyone and every job they can for the 
coming winter. A n d they can't be blamed for their actions, because that's what a sales force 
does. However, a snow contractor needs to educate them on the operation's strengths and 

by m i k e z a w a c k i | m a n a g i n g e d i t o r 
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The imidadoprid insecticide option 
that really makes a difference 

You can rest assured that Mallet™ imidadoprid insecticide will provide long-lasting, residual control 
on key pests such as white grubs, billbugs, weevils and cutworms in turf plus aphids, mealybugs, 
leafminers and thrips in ornamentals. 

That's because our formulation has been extensively tested before it ever came to market and our 
experienced customer service department, full U.S.-based regulatory and product development 
staff and field sales force all solidly stand behind its quality and performance. 

See how Mallet™ and Nufarm can really make a difference in your business. 

USE READER SERVICE # 106 

i \ 
Nufarm 
Turf & Specialty 

• Mallet™ 2F is a 2 lb. flowable concentrate with 21.4% imidadoprid 

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

^ Available in 2.5-gallon or 60 ounce jugs 

800.345.3330 • www.turf.us.nufarm.com 

™ Mallet is a registered trademark of Nufarm Americas Inc. 

Always read and follow complete label instructions. 

http://www.turf.us.nufarm.com


service solutions 

weaknesses, as well as the type o f clients 
they should seek, says Justin Gamester, 
business development manager at Pis-
cataqua Landscaping in Eliot, Maine. 

"Find those markets you're best 
suited for and go after them instead o f 
dabbl ing into a little bit o f every-
thing," Gamester says. "Gett ing into 
a contract you're not quite sure about 
probably means you won't be making 
the prof i t you should in the end." 

O n e solid method o f determining 
which markets you best serve is to 
review the snow operation's per for -
mance dur ing past winters. W h i c h 
contracts were profitable? W h a t jobs 
cost m o r e t ime and resources to 
maintain than they were wor th? These 
considerations al low a contractor to 
zero in on the jobs his operat ions and 
capabilities can best exploit . 

THE OVER PROMISE. Every snow 
contractor is aware o f the dog-eat-dog 
nature o f the industry. Likewise, the 
sales force will w a n t to m o v e fast to 
secure a contract . To facilitate a client 
signing on y o u r dotted line and not a 
competitor's, assurances and services 
are of fered that may prove to be unde-
liverable or not feasible for the snow 
contractor w h e n winter arrives. 

T h e tried and true mantra o f 
the snow industry is to not push 
someone's snow for free. Oversel l ing 
drastically cuts into profits and is not 
a sound method o f acquiring new 
business, most snow contractors warn . 

"Often salesmen go out and sell 
a client by saying they can d o this or 
that w i thout checking wi th operat ions 
first," says Roger Nair, president o f 
N L C I Land Management based in 
Brunswick, O h i o "Or they'll quote a 
client costs before considering all the 
in fo rmat ion for the job. In the end, 
you end up losing money." 

Cont rac tors suggest briefing sales 
people on w h a t is al lowed a s « sales 
incentive. A n y new approaches to 
pricing, addit ional services or altering 
established snow removal policies 
should be first cleared by management 
before being added to a contract . 

MISSING DETAILS. Somet imes a cli-
ent will provide his property's unique 
specifications, but will not include 
every detail a contractor requires to 
fulf i l l the contract . It's impor tant for 
sales to ask questions about jobsite 
specifics pr ior to sealing the deal. 
It's those details a contractor doesn't 

i st a 1<( m o r e s a l e s mi 

Your snow and ice removal business cannot survive for 
long with continued mistakes made by your sales force. 

Knowing where to look for mistakes and how to quickly fix 
them goes a long way to ensuring that not only will your clients 
re-sign for another contract, but you're turning a profit as well. 
The National Federation of Independent Businesses suggests a 
few common sales mistakes and how they can be avoided. 

Lack of Preparation. Does your sales staff know enough to 
sell your service? Have one sales person try to sell your snow 
service to another sales person who is playing the role of a 
property manager. 

Boring Presentation. Generic sales presentations don't result 
in contracts. Customize the sales pitch for each client. 

No Follow-up. Often sales is so consumed with adding cli-
ents they don't make time to service the needs of their existing 
customers. Call clients after a big snow or ice storm to gauge 
their satisfaction. 

The Wrong People. Are there members of your sales staff 
who are just terrible at sales? One of the biggest mistakes a 
sales contractor can make is tolerating an unproductive sales 
team. Cut the fat and keep your team lean and productive. 

k n o w about that can financially hur t 
the c o m p a n y at winter's end. 

"Often a client is signed but the 
details o f the job are thin or sparse," 
Nair says. "For example, the contract 
just says "deicer" but it doesn't specify 
whether that's calcium chloride or 
rock salt. T h e di f ference may not 
make a job as eff icient or profitable." 

S n o w contractors should estab-
lish check lists for their sales people 
to review wi th each client before a 
contract is signed. This list should cull 
specific data that can impact pricing, 
reveal the a m o u n t o f deicing materi-
als needed for the job, as well as the 
specifics on the scope o f the service 
expected by the client. 

POOR RELATIONSHIPS. Mos t snow 
contractors admit poor communica -
tions is o f ten the culprit o f sales sna-
fus. G o o d communica t ion stems f r o m 
solid relationships between the snow 
contractors and clients. T h e sales force 
is o f ten the first delegate between the 

two entities that begins the ground-
w o r k for relationship building. 

Misinterpretat ion o f needs comes 
f r o m a lack o f face-to-face c o m m u n i -
cation, says Scott Hutchings, opera-
tions manager for Gran t and Power 
Landscaping in West Chicago, 111. 

"This doesn't come f r o m the 
first phone call or the first meeting," 
Hutchings says. "Eventually you 
build on that and you get to the point 
where you can ask the questions and 
voice your concerns to the client. 

"Assuming anything wi thout 
asking all the questions is the wrong 
way to do business," he adds. "Sales 
needs to get everything straight before 
jumping into a contract feet first." M 

www. lawnand landscape . 

For more on running your snow removal 
operations, visit Lawn & Landscapes sister 
publication, GIE Medias Snow Magazine at 
www.snowmagazineonline.com. 
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MODEL 2400 
WHOLE TREE CHIPPER 

r 

MODEL 4000 
WITH FORESTRY MOWER 

ADD COLOR AND VALUE TO YOUR MULCH 
WITH THE COLOR CRITTER II® ATTACHMENT FOR BEAST RECYCLERS 

The Beast is now able to color mulch using a dry granulated, 
oxidizing colorant that covers extremely well while adding very little 

moisture. The mess commonly associated with liquid and powder colorants 
is eliminated. The colorant costs under $3/cubic yard for most colors. 
THE MOST ECONOMICAL WAY TO MAKE COLORED MULCH! 

BANDITI 

Simply the 
best machines 
for converting sawmill & 
logging waste into fuel wood 
or mulch products. 

Whether your production is three or thirty 
loads a day, we have a chipper or grinder to 
meet your needs and budget. 

Bandit chippers and recyclers process 
more material, cost less to own and 
operate, consume less fuel, process 
difficult materials, and produces uniform, 
dimensional products that bring top dollar. 

Your operation is only as productive 
as the equipment in your fleet. Count on 
Bandit for high-quality, reliable equipment 
that outperforms the competition day in 
and day out. 

INDUSTRIES, INC. CALL TOLL FREE TODAY! 
ON THE WEB: WWW.BANDITCHIPPERS.COM 

USE READER SERVICE # 114 

(8001952-0178 
LOCAL / INTERNATIONAL CALLS: 1-989-561-2270 

http://WWW.BANDITCHIPPERS.COM


I . ,l. I . 1 
•1 oie LI M U «mì rra È ì ^ m i ^ ^ m • I H 

I * 

• I H 
I * 

Saving for a Snowy Day 
Plan ahead for next winter and check out these snowy-weather solutions. 

compiled by heather wood | web editor 

Arctic Sectional Plow 

Avalanche GIANT Box Plow 

• Moves 50 percent more snow than standard Avalanche box plows 
• 6-inch AR400 wear shoes provide extra stability 
• 76-inch-deep side panels 
• Extra-long receiver plates for greater control 
• Lifetime warranty 
• Ideal for contractors who want to plow in narrow corridors but long stretches 
• Compatible with Avalevel 
• Avalanche - 905/465-4044, www.ledexindustries.com 
Circle 201 on reader service card 

Blizzard Speedwing 

• Combines the productivity of the unique multi-position design with the control simplicity 
of a straight-blade plow 

• Defaults to a scoop position for straight-ahead plowing 
• When angled, the trailing wing falls in line with the blade while the leading wing maintains its forward 

position to reduce spillover and utilizes the entire blade width for higher-capacity windrowing 
• Wings can be fixed in a straight-blade position for back-dragging 
• Engineered for reduced maintenance costs 
• Heavy-duty spring and cable system maximizes productivity while simplifying operator involvement 
• Blizzard Snowplows - 414/362-3943, www.blizzardplows.com 
Circle 202 on reader service card 
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• Patented snowplow's steel blades shave through frozen snow 
down to the pavement 

• Each moldboard section is mounted with polyurethane blocks 
that enable each section to trip over obstacles up to 3 inches 

• Patented slip hitch enables operator to drop the plow down and go 
• Mechanical wings move upward upon impact and adjust to ride 

flat on the pavement 
• Quick-tatch hitch and universal bucket mount available 
• Arctic Snow & Ice Control - 888/2-ICE-SNO, www.arcticsnowandice.com 
Circle 200 on reader service card 

http://www.ledexindustries.com
http://www.blizzardplows.com
http://www.lawnandlandscape.com
http://www.arcticsnowandice.com


Grasshopper versatility lets you keep earning income long after the grass stops growing. 
Heavy-duty snow removal systems mount onto True ZeroTurnv power units quickly and without tools. 
And the available winter enclosure and optional heater on select models keep you comfortable all 
winter long. For more information, call 620-345-8621 or visit GRASSHOPPERMOWER.COM. 

USE READER SERVICE #115 

YOUR NEXT MOWER® 
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WHILE OTHER MOWERS ARE BUSY HIBERNATING, 
GRASSHOPPER IS STILL GOING STRONG. 
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Buyers Liquid Spray System ^ 

• Liquid spray system applies salt brine, calcium or magnesium chloride 
or glycol to salt, sand or other material as it is being dispersed 

• Features a 12-volt electric pump, 55-gallon reservoir, in-cab speed control 
and pressure indicator 

• Includes all components required for installation 
• Easy to use and maintain 
• Buyers Products - 440/974-8888, www.buyersproducts.com 
Circle 203 on reader service card 

SnowDogg EX Extreme-Duty Plows 

• Available in 7.5-foot, 8-foot and 8.5-foot widths ^ 
• Intended for 3/»-ton and super-duty trucks 
• Stainless-steel, corrosion-free moldboard, which includes an installed 

molded poly deflector 
• 70-degree attack angle for scraping, rolling and throwing action 
• Half-inch cutting edge 
• Heavy-duty covered power unit 
• Quick mount system 
• HD series, for use on '/2-ton and 3/i-ton trucks, available in 

7-foot and 7.5-foot widths 
• Buyers Products - 800/841 -8003, www.buyersproducts.com 
Circle 204 on reader service card 

Fisher XLS Snowplow 

• Expands from an 8-foot retracted straight-blade to a 10-foot expanded 
plow to a scoop width of nearly 9 feet 

• Will fully angle while in the scoop position to maximize plow 
handling and capacity 

• Ideal for carrying large quantities of snow or plowing around corners, 
congested parking lots, street curbs and sidewalks 

• For windrowing, the leading wing can angle forward to corral snow 
into the moldboard, eliminating spill-off 

• Fisher's Minute Mount 2 attachment system is standard 
• Features a trip-edge design which maintains the load when an 

obstacle is encountered 
• Fisher Engineering - 207/701 -4200, www.fisherplows.com 
Circle 205 on reader service card 
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Hiniker Scoop Snowplow 

• Concave shape provides greater capacity, less spillage and faster plowing 
• 20-degree fixed-angle outer ends help the plow capture snow 
• Available in 8- and 9-foot lengths 
• Features a high-impact polyethylene moldboard that creates a 

low-friction, corrosion-free plowing surface 
• 3-section trip-edge with a 9-inch pivot point provides protection 

from curbs and parking barriers 
• Hiniker Co. - 507/625-6621, www.hiniker.com 
Circle 206 on reader service card 

Meyer Super-V Plow 

Honda HS1132 

• Walk-behind, commercial-grade, track-driven snow blower 
• Capable of clearing a 32-inch swath 
• Can move 71.7 tons per hour at a discharge distance as far as 56 feet 
• Available in easy-starting manual or electric starter-equipped models 
• Honda Power Equipment - 800/426-7701, www.honda.com 
Circle 207 on reader service card 

• Available in 8.5- and 9.5-foot sizes, and at 30 inches, purported to be the 
tallest v-plow in the industry 

• Bottom-trip design holds most of its load if an obstruction trips the plow and 
allows the plow to trip regardless of how the wings are configured 

• Equipped with a 70-degree attach angle 
• Provides snow-rolling performance similar to a highway plow 
• Three-year warranty includes both parts and labor, as well as a five-year structural steel warranty 
• Meyer Products - 216/486-1313, www.meyerproducts.com 
Circle 208 on reader service card 

* » - r 
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Boss Super-Duty XT Snowplow 

Available in three models - 8 foot, 8 foot 6 inches, and 9 foot 
'/2-inch by 8-inch high-performance cutting edge 
SmartHitch 2 attachment system; snowplow sight system 
High-performance hydraulic package; SmartLight package 
SmartTouch 2 control; chainless lifting system 
SmartShield baked-on PowerCoat paint finish with a zinc primer 
Dual shock absorbers with four trip return springs 
Two-year limited warranty 
BOSS Snowplow - 800/286-4155, www.bossplow.com 

Circle 209 on reader service card 

SnowEx Pivot Pal 

• Designed for use with SnowEx models SP-325 and SP-575 
winter maintenance tailgate spreaders 

• Offers a more user-friendly mounting option 
• Allows spreader to swing away, clearing access to the tailgate or hatch 
• Ideal for operators who prefer ready access to the vehicle's full payload to 

carry additional equipment or extra spreading material 
• Attaches to 2-inch receiver hitches 
• No special tools or holes are needed for installation 
• Constructed of heavy-duty, powder-coated steel 
• SnowEx -800/725-8377 
Circle 210 on reader service card 

Snow Dragon Snow Melters ^ 

• Snow and ice are deposited into a hot water bath equipped with 
heat exchanger tubes 

• Burner fires into the tubes creating a burner-boiler type system 
• Spray system in the melting hopper sprays warm water to promote melting 
• Several screens filter out dirt and debris and contaminants can be hauled 

and dumped at a designated site 
• Available in three sizes, from contractor to municipal/airport use 
• Units are mobile 
• Snow Dragon - 888/441 -2493, www.snowdragonmelters.com 
Circle 211 on reader service card 
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Give your customers the instant satisfaction they desire. 
Octane herbicide will add the necessary fuel to your current broadleaf weed 

control program to speed toward a more rapid kill. Today's lawn care consumers 
demand dead weeds now, and they don't want to wait weeks to see results. 
With new Octane herbicide in your tank-mix, you can now show your customers 
the results they want, when they want them. Visual herbicidal results are 
evident within 24 - 48 hours following an application of Octane herbicide. 

Octane herbicide provides: 
• 1 hourrainfastness 
• Flexibility to be tank-mixed with any broadleaf 

herbicide for increased performance 
• Excellent turfgrass tolerance 

Affordability. Add a little Octane to every tank! 

Untreated Just 3 days after treatment 

For more information about Octane herbicide, 
visit our web site www.sepro.com or 
call 1-800-419-7779. 

Fast and Affordable 
TM 

SePR© SePRO Corporation Carmel, IN 46032 Herbicide 
Octane is a registered trademark of Nichino America. Inc. Always read and follow label directions. CCopyright 2006 SePRO Corporation. 

USE READER SERVICE # 106 
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Sno-Way 29t Trip-Edge Series Plow 

• Designed for the commercial and municipal markets and built to clear parking 
lots, streets and large pavement areas 

• 29 inches tall with an industry-leading 10-inch base trip clearance 
• Design includes four, high-load compression springs, the Shock Killer System 

and a stainless steel base 
• Available in three different widths 
• Can be purchased with a steel, polycarbonate or stainless steel blade skin 
• Standard features include a direct linkage system for a high stacking height, 

a variable height drive-in mount system and Sno-Way's EIS plow light harness 
technology 

• Sno-Way - 262/673-7490, www.snoway.com 
Circle 212 on reader service card 

Toro Power Max Two-Stage Snowthrower ^ 

• System features an expanded impeller housing and chute base as well as a 
non-stick surface that minimizes snow build up 

• Meters snow intake and returns snow that is not immediately thrown back 
into the auger to reduce clogging 

• Features Toro's Freewheel Steering system for effortless maneuverability 
• Handle-mounted triggers give the operator the ability to clutch the wheels 

independently or simultaneously with just the flex of a finger, enabling the 
wheels to "freewheel." 

• User-friendly design makes turning, reversing and steering adjustments simple 
and precise 

• One integrated joystick control simplifies changing the chute direction and deflection 
• Toro - 952/888-8801, www.thetorocompany.com 
Circle 213 on reader service card 

* I ' * 

Western Wide-Out Expandable Plow ^ 

• Adjustable wing snowplow hydraulically extends its width and adjusts its 
configuration to carry or windrow more snow 

• Transform the blade from an 8-foot straight-blade to a 10-foot straight-blade 
to a scoop position width of nearly 9 feet 

• Controlled by a responsive hand-held unit that features backlit push buttons 
for all blade and wing functions 

• Equipped with a trip-blade design with four trip springs for protection 
from hidden obstacles 

• Easy to attach and remove with the UltraMount attachment system 
• Western Products - 414/354-2310, www.westernplows.com 
Circle 214 on reader service card 
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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. 

EASY TO USE . . . PROFITABLE . . . 

AND N o w WITH 

NEW 3D 

• 

« 

cfrafix software inc. 

"PRO 
jo Landscape 
7 ? The Standard in Design Software for Landuape Professional*.' I 

Easy-to-Use CAD Customer Proposals 

drafix software, inc. 

PRO 
Landscape-
The Standard in Design Software for Landscape ProfessionalsI H 

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

60-Day Money-Back Guarantee 

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

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

USE READER SERVICE # 118 

S ELL B ETTER P L A N BETTER B I D B ETT E R 

http://www.prolandscape.com
mailto:prolandscape@drafix.com


Arbor Aids 
Care for every part of the tree with these pruning, planting and cutting products. 

compiled by heather wood | web editor 

Bobcat Tree Spade Attachment 

• Features all-electric control from the operator's seat 
• Overlapping blades result in a clean cut 
• Includes a swing-open gate for easy tree access 
• Leveling light is available 
• Adjustable slides are non-greasing and don't rust 
• Includes adjustable legs with four digging sizes 
• Bobcat - 800/743-4340, www.bobcat.com 
Circle 215 on reader service card 

Corona Clipper BP 3180 Bypass Pruner 

• Features a I -inch diameter cutting capacity 
• Includes a replaceable, resharpenable Radial Arc bypass blade 
• Fully heat-treated, forged steel construction 
• Features a slant-ground, narrow-profile hook 
• Other features include a self-aligning pivot bolt, sap groove and 

wire-cutting notch 
• Corona Clipper - 800/847-7863, www.coronaclipper.com 
Circle 216 on reader service card 

DeepRoot ArborTie ^ 

• Gentle on trees; strong enough to resist fierce winds 
• Helps trees develop trunk strength and prevent girdling 
• Available in two strengths: professional 900-pound in green 

and heavy-duty 2,500-pound in white 
• Fastens to any stake or anchoring system with traditional nails or knots 
• Expands to accommodate the growing tree 
• DeepRoot - 800/458-7668, www.deeproot.com 
Circle 217 on reader service card 
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THANK YOU. 
From giving kids a place to play by renovating athletic fields to creating and enhancing lawns, parks and 
golf courses for everyone to enjoy—your contributions are helping us share the values of well-maintained 
green spaces. Together, we're proving that green matters. 

To learn more about Project EverGreen, or to contribute, visit www.projeaevergreen.com or call 877-758-4835. 

- P R O J E C T -
EverGreen 

Because Green Matters* 

USE READER SERVICE # 106 
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ECHO PPT-260 Power Pruner ^ 

• Features an improved gearbox with dual-sealed bearings to 
retain lubrication 

• Includes spiral cut steel gears to maximize durability 
and performance 

• Telescoping shaft extends up to 12 feet, 8 inches 
• Available with an optional 5-foot extension 
• Equipped with Oregon Intenz side access chain tensioning 
• Powered by a 2-stroke, 25.4-cc Power Boost Tornado engine 
• ECHO - 800/432-3246, www.echo-usa.com 
Circle 218 on reader service card 

Husqvarna 339XP Chain Saw 

• Compact design provides easier handling for commercial 
applications 

• Ergonomic features such as the wide-grip soft handle and 
lighter weight offer control and comfort 

• Equipped with the LowVib anti-vibration system 
• Air Injection pre-filtering system removes up to 97 percent 

of debris before it enters the air Filter 
• Uses Smart Start technology with Air Purge for quick and 

easy starting 
• Husqvarna - 704/597-5000, www.usa.husqvarna.com 
Circle 219 on reader service card 

John Deere PS2683LE Extended-Reach Pole Saw ^ 

• Cuts branches up to 12 feet above the ground and up to 
8 inches in diameter 

• Powered by a 25.6-cc, low-emission engine 
• 83-inch boom detaches for easy storage and transport 
• Weighs 12.4 pounds 
• Automatic gear-driven oiler creates cleaner work environment 
• Includes an automatic idle control 
• John Deere - 309/765-8000, www.johndeere.com 
Circle 220 on reader service card 

1 7 0 lawn & landscape may 2 0 0 7 www.lawnandlandscape.com 

http://www.echo-usa.com
http://www.usa.husqvarna.com
http://www.johndeere.com
http://www.lawnandlandscape.com


demand 
O 

maruyama. 
P R E M I U M OUTDOOR POWER E Q U I P M E N T 

www.maruyama-us.com 

dur ab il i typ owe r 
valueperf ormane e 

i 
m 

DEMAND MARUYAMA 
Because good enough just i s n ' t good 
enough. Because extraordinary quality, 
proven du rab i l i t y and superior 
performance s t i l l matter. Because 
commitment to service and support 
s t i l l count. Because we build the tools 
of your trade, the tools you depend 
on, everyday. Demand Maruyama. 
Because anything less just i s n ' t 
good enough. All commercial outdoor 
power equipment is not created equal. 

PREFERRED S U P P L I E R OF PORTABLE OUTDOOR POWER EQUIPMENT 

USE READER SERVICE # 106 

http://www.maruyama-us.com


Metabo HS65 Hedge Trimmer 

• 26 inches long 
• Features improved cutting performance due to its double-sided, 

hardened steel blades that reciprocate in opposite directions 
while reducing vibration 

• I -1 /8-inch space between the cutters allows the trimmer to be 
used for both large and small jobs it 

• Includes a specially ground 30-degree blade angle 
• Other features include safety switches and a hand guard that 

protects the user from scratches and prevents the hand from 
slipping onto the blade 

• Has a maximum torque of 53 inch-pounds and operates at 
3,200 strokes per minute 

• Metabo - 800/638-2264, www.metabousa.com 
Circle 221 on reader service card 

Shindaiwa 490 Chain Saw ^ 

• Features 47.9-cc displacement 
• Weighs 10.2 pounds 
• Powered by a 3.5-horsepower engine 
• Equipped with a durable hand guard and inertia chain brake system 
• Includes an anti-vibration system for reduced operator fatigue 
• Chain-tensioning adjustment screw is located on the side of the clutch 

cover for easy access 
• Shindaiwa - 800/521 -7733, www.shindaiwa.com 
Circle 222 on reader service card 

SOLO 656 Chain Saw ^ 

• Ideal for thinning medium-sized tree lots 
• Features a narrow body, neutral center of gravity and 

smooth underside 
• Powered by a 56-cc two-cycle engine 
• Includes a NikasiI-coated cylinder wall for added 

protection and longer life 
• Weighs 11.6 pounds 
• SOLO - 757/245-4228, www.solousa.com 
Circle 223 on reader service card 
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ISUZU 
TRUCK 

Wit 
fSwwi I 

E Q U I P M E N T 
C O M M E R C I A L T R U C K C E N T E R 
FORMERLY KNOWN AS KELLEY COMMERCIAL TRUCK CENTER 

DUE TO MORE STRINGENT EMMISSION LAWS ON COMMERCIAL 
VEHICLES, THE PRICE OF TRUCKS PRODUCED AFTER 

J A N . 1ST, 2 0 0 7 WILL INCREASE $ 3 , 0 0 0 - $ 5 , 0 0 0 
Ask dealer for details 

2 0 0 7 ISUZU NPR 
Auto, A/C, 6.0L 300hp. 
Pwr Windows & Locks 
16ft Landscape Body 

$27471 2 0 0 6 ISUZU NPR Diesel 
Auto, A/C, 14ft Dovetail 
Pwr Windows & Locks 
Cruise Control 

$32,344 

2 0 0 6 ISUZU NPR DIESEL 
Auto, A/C, 16ft Landscape 
Body, Pwr Windows & Locks 
Cruise Control 

$29966 2 0 0 7 ISUZU NPR 
CREW CAB DIESEL 
Auto, 16ft Landscape Body $36,816 

mm tm m$m 
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 - 8 0 0 - 5 4 3 - 5 1 0 9 O R 7 7 0 - 4 9 6 - 1 0 0 0 

FAX: 770-270-6774 
email: TKPisciot ta4@aol.com 

www.adobetrucks.com 

Call our Parts Department for Overnight Nationwide Shipping' 
U ILHIhJ u SEE U O Ü Z 

USE READER SERVICE # 106 
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p m d u c t spot l ight 

Tree Handling Solutions 
Landscape and Shipping Dolly 

Tanaka TPS-260PF Power Tree Pruner ^ 

• Cuts branches as thick as 8 inches in diameter 
• Powered by a 25-cc, 1.3-horsepower PureFire two-stroke engine 
• Comes with an Oregon 10-inch bar an chain 
• Features an overall length of 7Vi feet 
• Includes a lifetime drive shaft warranty 
• Weighs 11.4 pounds 
• Tanaka - 888/282-6252, www.tanaka-usa.com 
Circle 22S on reader service card 

• Allows the user to safely maneuver large-balled 
trees with minimal effort 

• Dolly will not tip 
• Tree points away from the user 
• Equipped with a safety handbrake 
• Can be towed with a small garden tractor 
• Collapsible sides on the basket allow it to 

function as a stable containment device during shipping 
• Wheels are easy to move and attach without tools 
• Tree Handling Solutions - 800/947-9763 
Circle 224 on reader service card 

Vermeer HG200 Horizontal Grinder ^ 

• Shares the same platform as the BC1000XL brush chipper 
• Powered by an 85-horsepower turbocharged diesel engine 
• Has a gross weight of 5,500 pounds 
• Can be towed with a I -ton truck 
• Hammermill drum can process light contaminants 

including nails, small gravel/stone fragments and plastics 
• Produces mulch that can be used for general ground cover 

or landscape mulch 
• Vermeer - 888/837-6337, www.vermeer.com 
Circle 226 on reader service card 
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For when you want it gone 
and you want it gone fast 
Customer callbacks - they're a part of the business. 
Did you spray these weeds? Why aren't they dying? 
These calls take time to answer - time you don't have! 

Razor Burn™ is the new post-emergent, systemic 
herbicide that controls weeds quickly and easily in 
ornamentals, in bed maintenance, for crack and crevice 
treatments, brush and vine clearing and perimeter 
treatments. Visible results occur in 24 to 48 hours! 

This unique liquid formulation is a great product for 
situations where mechanical efforts are not suitable or 
other herbicides don't provide the speedy visual results. 

R/y£)R<fcBURN 
Contact a Nufarm representative or your local distributor for more information: 
800-345-3330 • www.turf.us.nufarm.com 
™ Razor Burn is a trademark of Nufarm Americas Inc. Always read and follow complete label Instructions. 

USE READER SERVICE # 122 

• The complete control ofglyphosate combined with 
the quick burndown ofdiquat - visible results in as 
little as 24 to 48 hours 

• Unique, liquid formulation is easy to pour, measure 
and mix and will not settle out in solution and is 
essentially non-volatile 

• Squeeze-and-measure 
container ensures there is no 
waste and no worries about 
over-application that might lead 
to incomplete control 

• Reduces applicator followup, 
creating more productivity and 
customer satisfaction 

i \ 
Nufarm 
Turf & Specialty 

Home of Riverdale Brands 

http://www.turf.us.nufarm.com


y ^ ^ i c t spotlight 

Diggin It 
These excavators and trenchers can help break new ground on projects. 

Bobcat LT414 Trencher Attachment ^ 

• Features a 4- or 5-foot dig depth 

• Provides an option to contractors needing a trencher with 

high-flow performance that doesn't require the heavy-duty 

capabilities of the LT405 

• Hydraulic flow capability of the trencher motor will accept 

flow ranging from 26 to 40 gpm to accommodate loaders 

with auxiliary hydraulic flow up to 37 gpm 

• Ideal for medium- to high-production trenching applications 

• Comes standard with hydraulic side-shift 

• Bobcat - 800/743-4340, www.bobcat.com 

Circle 227 on reader service card 

Boxer 530X 

• Powered by a 30-horsepower Kohler Command Pro air-cooled gas 

engine and a tow-pump 3,000-psi, 14.5-gpm hydraulic system 

• Can handle a 48-inch trencher 

• Offers an integrated track system that retracts from a fully extended 

43.5 inches to a width of 35 inches 

• Updated operator controls allow for safer and easier operation 

• Tip capacity was increased to 1,650 pounds 

• Boxer Equipment - 800/476-9673, www.boxerequipment.com 

Circle 228 on reader service card 

Coyote Compact Excavators ^ 

• Line includes seven models 

• Engines range from 7.4 to 55.5 horsepower 

• Operating weight ranges from 1,676 to 16,600 pounds 

• Maximum dig depth ranges from 5 feet, I inch to 13 feet, 3 inches 

• Coyote Loader Sales - 888/269-6830, www.coyoteloaders.com 

Circle 229 on reader service card 

1 7 6 lawn & landscape may 2 0 0 7 www.lawnandlandscape.com 

http://www.bobcat.com
http://www.boxerequipment.com
http://www.coyoteloaders.com
http://www.lawnandlandscape.com


This Month, win EARTHSCAPES Landscape Design Software 
With EARTHSCAPES Landscape Design Software, valued at $1,095°°, you 
can create a complete, high quality landscape design in less time than it takes 
to draw a hard-to-read site-plan by hand. 

Y visual impact imaging H M 

EARTHSCAPES ^ 
Landscape Design Software 

Redefine professionalism in your market! 

• High Resolution Imaging • Remove Old Landscape 

• Easy to Use 

• 12,000 Image Library 

• Use GPS Mobile Mapper 
with Site-Plan Designer 

Valued at $1,095°°! 

Paint On Textures 

Night Lighting 

Irrigation design 

visual impact imaging 
3533 W. Bath Road • Akron, Ohio 44333 

www.visualimpactimaging.com 
330-665-9080 

.'.•I » # 

SWEEPSTAKES 
• Chances to Win New Products 
. Daily News Q U e S t l O H S / 
• Archived Magazine Articles Call 800/456-0707 
• Message Boards 
• Sign Up for Your Personalized My Lawn&Landscape Account 

http://www.visualimpactimaging.com


• Cross between the mini skid-steer and mini excavator series 
• Powerful, lightweight excavator-tool carrier 
• Options include trailer, stands and various attachments 
• Features the 260-degree excavator sweep, which allows 

offset digging capability from one point 
• Ditch Witch - 800/654-6481, www.ditchwitch.com 
Circle 230 on reader service card 

Gehl 383Z Zero-Tail-Swing Excavator 

• Zero-tail-swing maneuverability allows the machine's 
superstructure to rotate entirely within the tracks 

• Can operate close to walls and obstructions without risk of contact 
• Weighs 7,825 pounds with a canopy and 8,002 pounds with a cab 
• Powered by a 29-horsepower Yanmar diesel engine 
• Operator has more leg room because the engine is on the side 

of the machine and the hydraulic and fuel tanks are on the rear 
of the machine 

• Operator's compartment has an adjustable seat and armrests 
• Gehl Co. - 800/628-0491, www.gehl.com 
Circle 231 on reader service card 

Ditch Witch XT850 

Komatsu Compact Excavator ^ 

• Power angle blades available for PC35MR-2 and 
PC50MR-2 models 

• Angles 25 degrees left and right 
• Standard bolt-cutting edge allows easy replacement 
• Optional blade is 5 feet, 9 inches wide on the PC35 MR-2 

and 6 feet, 5 inches wide on the PC50MR-2 
• Komatsu America Corp. - 866/513-5778, 

www.komatsuamerica.com 
Circle 232 on reader service card 

Kubota KX080-3 Excavator 

• Designed for work where space is limited, but additional 
power, capacity and efficiency are required 

• Weighs 8 tons 
• Offers more than 14,000 pounds of breakout force 
• First Kubota excavator with a fuel-efficient 

direct-injection engine 
• Includes an ergonomic, user-centered cab 
• Kubota Tractor Corp. - 800/458-2682, www.kubota.com 
Circle 233 on reader service card 
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PRODUCT INFORMATION 

visit us at 
Check off the reader service numbers that 
you're interested in and mail in this card. 
Or visit www.lawnandlandscape.com 
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Laittape 
YES, I would like to receive/continue to receive Lawn & Landscape free of charge. 

No, I would not like to renew. 

How do you want to receive your subscription? 

1. Digital and Print 2. Print Only 

3. Digital Only (No print copy received) 

Signature 

Title 

Name Date 

Company 

Address __ 

State 

Phone 

E-mail 

_City_ 

- Z i p . 

Fax 

GIE Media will only use your e-mail address to contact you with relevent industry 
or subscription information. 
If you do not want to receive e-mail from trusted 3rd parties, please check here. Û 
What is the best way to contact you for future renewals? 

Email Fax Telephone 

1. What is your primary business 
at this location? (choose only one) 

I. CONTRACTOR or SERVICES 
• 1 landscape Controcfcx 
• 2. Chemical Lawn Care Company 

(excluding mowing maintenance service) 
J 3. lawn Maintenance Contractor 
• 4 Ornamental Shrub & Tree Service 
• 5 Irrigation Contractor 
• 6 landscape Architect 
• 7 Other Conlroct Services 
(piea$e describe/ 

II. IN-HOUSE LAWN/CARE 
MAINTENANCE 

Q 8 In-House Maintenance including: 
Educationol Facilities, Health Care 
Facilities, Government Grounds, Paris & 

Complexes, Housing Developments, 
Private Estates, Commercial & Industrial Paris 

III. DISTRIBUTOR/MANUFACTURER 
Q 9. Dealer Q 11 For mutator 
Q 10. Distributor • 12 Manufacturer 

IV. OTHERS ALLIED TO THE FIELD: 
Q 13. Extension Agent (Federal, State. 

County, City, Regulatory Agency) 
Q 14. School, College, University 
Q 15. Trode Association, library 
• Others (please describe/ 

2. Seeding*«* Sodding 
3. Turf & C 
4. Bedding Plants & Color Installation 
5. Irrigation Installation 
6. Landscape lighting 
7. Hordscape Installation 
8. Water Features 

2. What services does you business offer? 
Q ' " ' ~ a Q 
Q 
Q 
Q 
Q 
Q 
Landscape Maintenance 
J 9 landscape Renovation 0 13 Tree & Slump Removal 
• 10. Turf Fertilization Q 14 Irrigation Maintenance 
• 11. Turf Aeration 
• 12. Tree & • 15. Erosion Control 

Ornamental Care 

Pesticide Application 
• 16 Turf Disease Control 
Q 17. Turf Insect Control 
• 18 Turf Weed Control 
Q 19 Tree & Omomenlol Pesticide Application 
Other 
• 20. Mowing 
• 21. Hydroseeding 
Q 22. Snow Removal 

Q 23 Interior landscape Services 
• 24 . Structural Pest Control 
• 25. Holiday Lighting 
a 26 Other 

3. What is the service mix %? 
Mowing/Maint Design/Build 
Chemical Application 

4. How many full-time (year-round) 
employees do you employ? 

5. Is Chemical Application work 
1. Outsourced 2. Done by own employees 

6. What are your company's 
approximate annual gross revenues? 

1 less than $50,000 
2 $50,000 to $99,999 
3.$100,000 to $199,999 
4 $200,000 to $299,999 
5 $300,000 to $499,999 
6 $500,000 to $699,999 
7 $700,000 to $999.999 
8 $1,000,000 to $1,999,999 
9 $2,000,000 to $3,999,999 

10.$4,000,000 to $6,999,999 
11 $7,000,000 or more 

7. What percentage of growth do you 
anticipate? 

8. What year was your business 
founded? 

9. What is your business mix? (%) 
Commercial Other 

10. Is this a Headquarters or 
Branch location? 

2. Branch 3. Single Office 

What best describes your title? 
1. Owner Q 11. Argonomist 
2. President Q 12. Entomologist 
3. Vice-President Q 13. Horticulturist 
4. Corporate Officer Q 14. Plant Pathologist 2 

5. Partner • 15. Consultant ^ 
6. Managers • 16. Technician Is-
7. Director Q 17. Serviceman C 
6. Superintendents • 18. Other (please describe) 
9 Foreman 

10. Specialist 
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New Holland Trenchers 

• Units feature a removable right auger and side-shifting capabilities 
• Model 625 standard-flow trencher offers 30-, 42- and 48-inch booms 
• Model 640 high-flow trencher offers 30-, 36-, 38- and 60-inch booms 
• Both models are compatible with most New Holland skid-steer loaders 
• New Holland - 888/290-7377, www.newholland.com/na 
Circle 234 on reader service card 

E P v S o . . 

Toro Dingo Trencher Attachments 

• High-speed model features an auger speed of 187 rpm at 11 gpm and 
442 foot-pounds of torque at 300 psi 

• High-torque model produces an auger speed of 120 rpm at 11 gpm and 
675 foot-pounds of torque 

• Both models fit most compact utility loaders 
• Ideal for projects including irrigation, drain tile or valve box installations 

and tree planting 
• Includes a 3-foot boom and safety bar that can trench as deep as 42 inches 
• Can be outfitted with an optional 2-foot boom that for depths up to 

29 inches 
• Toro Dingo - 800/344-8676, www.toro.com/dingo 
Circle 235 on reader service card 

UTI Trencher Parts ^ 

• Line includes chains, cutting systems and sprockets 
• Parts are coupled with the DirtSmart technical service 
• Made of heat-treated steel and carbide 
• Lab-tested and field-proven for durability 
• Underground Tools - 866/488-3478, www.undergroundtools 
Circle 236 on reader service card 

.com 
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Vermeer RT200 ^ 

• Powered by a 23-horsepower Kohler engine 
• Includes a fully hydrostatic system that eliminates gears, belts and pulleys 
• Unit can trench to up to 48 inches deep and 4 to 8 inches wide 
• Features durable steel shielding, a cost-efficient reversible boom, an 

operator-presence system, color-coded controls, standard tow valve 
and a park brake 

• Vermeer - 888/837-6337, www.vermeer.com 
Circle 237 on reader service card 

http://www.newholland.com/na
http://www.toro.com/dingo
http://www.undergroundtools
http://www.lawnandlandscape.com
http://www.lawnandlandscape.com
http://www.vermeer.com
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Take Control 
Plant growth regulators create better results with less work. 

Monterey Florel Growth Regulator 

• Prevents unwanted fruit or nuts from producing on 
trees and shrubs 

• Causes the blossoms to abort when applied as a 
foliar spray at bloom time 

• One of the only products registered for use for 
mistletoe control 

• Monterey-559/499-2100, 
www.montereylawngarden.com 

Circle 239 on reader service card 

\GO ORDOTV'SW 

A M M M E C 
PLANT GROWTH REGULATOR 

For Systemic Chemical Pinching * 
Pruning of Ornamental Plants M 

CAUTION 

NET CONTENTS: ONE U.S. GALLON 

PBI Gordon Atrimmec Plant Growth Regulator 

• Reduces labor and disposal costs 
• Slows the growth of trees and shrubs by 50 percent or more 
• Features easy spray application 
• Does not affect turf growth 
• Creates fuller, more compact, uniform shape 
• Labeled for use on more than 50 ornamental landscape species 

PBI/Gordon - 800/821 -7925, www.pbigordon.com 
Circle 240 on reader service card 

1 8 0 lawn & landscape may 2 0 0 7 www.lawnandlandscape.com 
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Phoenix GoldWing Plant Growth Regulator 

Phoenix 
E N V I R O N M E N T A L C A R E 

• Type III plant growth regulator 
• Works by inhibiting the formation of gibberellic acid 
• Contains trinexapac-ethyl 
• Promotes root mass development 
• Increases lateral stem growth while inhibiting vertical stem growth 
• Can be used for pre-stress conditioning 
• Available June I in a low-odor, 2-pound MEC formulation that stays clear in suspension 
• Phoenix Environmental Science - 888/240-8856, www.phoenixenvcare.com 
Circle 254 on reader service card 

SePRO Cutless Granular Landscape Growth ^ 
Regulator 

• Registered for systemic suppression of woody plants and 
perennial ground covers 

• Results in a more compact growth form and reduced 
need for trimming 

• Contains the active ingredient flurprimidol, which interferes 
with the biosynthesis of a plant growth hormone 

• Stimulates branching and promotes darker green foliage 
• Available in a 40-pound resealable bag or the original 21 -pound pail 
• SePRO Corp. - 800/419-7779, www.sepro.com 
Circle 241 on reader service card 

Gutless 0.33G 
Landscape Growth Regulator 

Syngenta Primo MAXX 

• Slows turf growth 
• Instead of becoming taller, turf becomes thicker, greener and healthier 
• Reduces the amount of mowing and hard work needed 
• Reduces the need to edge 
• Syngenta Professional Products - 866/796-4368, 

www.syngentaprofessionalproducts.com 
Circle 242 on reader service card 
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Adkad Technologies GroundsKeeper Pro Software 

• Features scheduling, routing, billing, customer account maintenance, job 
estimating, customizable customer lists and business expense tracking 

• Easy to navigate 
• Can hold as many as 10,000 customers 
• Includes invoices for regular repeating services and estimates as well as 

special services 
• Adkad Technologies - 800/586-4683, www.adkad.com 
Circle 243 on reader service card 

• Bird-X Woodpecker PRO 

/ A 

• Creates a danger zone using recorded distress cries of flicker and downy 
woodpeckers, yellow-bellied sapsuckers and others 

• Also uses the natural calls of four predators to scare the woodpeckers 
• Cries are programmable for volume, time off periods, hours of operation 

and random or sequential play 
• Weighs 4 pounds 
• Unit covers as much as 4 acres 
• Bird-X - 800/662-5021, www.bird-x.com 
Circle 244 on reader service card 

Bri-Mar Low Profile Heavy-Duty Dump Trailer 

• Designed for a range of applications and capacities 
• Trailer's deck is positioned between the wheels 
• Tires and fenders are outside the frame and body of the trailer for a wider, 

more stable wheelbase and lower center of gravity 
• Each model has an 81.5-inch-wide and a 12-, 14- or 16-foot-long bed 
• Can accommodate small backhoes, skid-steers and mowers plus extra equipment 
• Feature a GVWR or 10,000 to 14,000 pounds and payloads ranging from 6,600 to 9,750 pounds 
• Bri-Mar - 800/732-5845, www.bri-mar.com 
Circle 245 on reader service card 
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Caterpillar D6K Track-Type Tractor 

• Comes standard with a hydrostatic drive train, a SystemOne undercarriage 
and seat-mounted electro-hydraulic controls 

• Powered by a 125-horsepower Cat engine with ACERT Technology 
• Hydrostatic drive allows for maneuverability, power turn capability and 

variable speed control 
• Weighs 28,409 pounds; extended length undercarriage weighs 36,690 pounds 
• Caterpillar - 309/675-1000, www.cat.com 
Circle 246 on reader service card 

. Christy's Easy Lifter 

• Ergonomically-designed wheelbarrow reduces the effort in moving, 
lifting and dumping loads 

• Allows the user to change the position of the wheel to accommodate 
different load sizes and terrain conditions 

• Unit's parallel bar frame improves stability during dumping 
• Allows a complete vertical stance if needed to fully empty the tray 
• Features removable handles that allow for compact transport and storage 
• Made of double-welded steel and includes a 6-cubic-foot tray 
• T. Christy Enterprises - 800/258-4583, www.tchristy.com 
Circle 247 on reader service card 

DewEze All Terrain Mower 

• Hillside mower features a new hood and cowling design 
• Design allows for easier access for maintenance 
• Powered by a 30-horsepower diesel engine 
• Includes a hydraulic deck drive, power steering, propulsion, 

auto leveling and deck fit 
• Split 72-inch deck design follows contours and allows 

cutting v-ditches and crowns 
• Harper Industries - 800/835-1042, www.harperindustries.com 
Circle 248 on reader service card 

John Deere Scrapers 

• Carries up to 42 cubic yards of material per cycle 
• Can be pulled as a single unit or in tandem 
• 10-, I O'/z-, 12-, 14- and 14'/i -foot cut widths are available, 

with a ground clearance of 20 inches 
• Heaped capacities range from 21 to 21 Vi cubic yards, with about 

42 cubic yards for the largest scraper in the line if used in tandem 
• Can be direct loaded or top loaded 
• Ejector models can be push loaded; 10 models available 
• John Deere - 309/765-8000, www.johndeere.com 
Circle 249 on reader service card 

www.lawnam idlandscape.com may 2 0 0 7 lawn & landscape 1 8 3 

http://www.cat.com
http://www.tchristy.com
http://www.harperindustries.com
http://www.johndeere.com
http://www.lawnandlandscape.com
http://www.lawnandlandscape.com


Hunter Root Zone Watering System 

• Features the StrataRoot design, which consists of a series of 
internal baffles 

• Comes pre-assembled 
• Versatile enough to be used with drip or bubblers 
• Vandal resistant due to a enclosed design featuring a grate that 

protects irrigation hardware 
• Available in 10-, 18- or 36-inch lengths 
• Includes versions that accommodate customer-provided irrigation 

hardware or with premium pressure compensating bubblers and swing joints 
• Hunter Industries - 760/744-5240, www.hunterindustries.com 
Circle 250 on reader service card 

National Mower 1-6026 Zero-Turn Riding Mower 

• Features a 60-inch, 3-blade cutting deck 
• Deep-deck design gives the mower the capacity to quickly cut heavy grass 
• Extra-wide discharge tunnel features a rubber chute to expel clippings 
• Cutting height ranges from I to 5 inches 
• Powered by a 26-horsepower liquid-cooled Kawasaki engine 
• Offers a variable ground speed of up to 13 miles per hour 
• National Mower - 888/907-3463, www.nationalmower.com 
Circle 251 on reader service card 

Phoenix Hawk-I Insecticide 

Phoenix 
E N V I R O N M E N T A L C A R E 

• Contains the active ingredient imidacloprid 
• Offers season-long control of grubs 
• Also controls annual bluegrass weevils, black turfgrass ataenius, Japanese 

beetles, oriental beetles, mole crickets and Northern and Southern masked chafer 
• Provides suppression of cutworms and chinch bugs 
• Product can be used on trees, shrubs, flowers and foliar plants around commercial and residential sites 
• Offered in two-pound flowable and 75WSP formulations 
• Phoenix Environmental Care - 888/240-8856, www.phoenixenvcare.com 
Circle 252 on reader service card 

Plants that Work 'Double Knock Out Roses' 

• More compact and upright than the Knock Out 
• Feature full, rich, cherry-red blooms 
• Display a show of color from early June to hard frost 
• Disease and pest resistant; grows in full sun 
• Reaches 4 feet high and wide 
• Hardy in USDA Hardiness Zones 4-9 
• Novalis - 888/845-1988, www.plantsthatwork.com 
Circle 253 on reader service card 
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Multi-Media Classified Marketing! 
Maximize your advertising dollars by reaching: 

• T h e Industry's Largest Print Aud ience . 

• T h e Industry's Largest Med ia W e b Audience . 

• T h e Industry's Largest Classified Sect ion. 

W e offer the industry's lowest costs to be seen in both 
Lawn & Landscape Magazine and 

lawnandlandscape.com 
for one low cost. 

All classified ads must be received seven weeks before the date of publication. 
W e accept Visa, Mastercard, American Express and Discover. Payment must be 

received by the Classified closing date. 

Please contact Bonnie Velikonya at 800-456-0707 or bvelikonya@gie.net. 

Business Opportunit ies 

i a r i i a a f i M : ^ f i w g » y # M 5 r i V i a f i M r t a F R E E T I M E ! 
L A W N P R O F E S S I O N A L S T A K E N O T I C E 

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. 

* Ou r manuals and C D s include proven techniques for: 
Bidding, Service Agreements, Estimating, Snow & Ice Removal, 

Marketing, Advertising, Selling and More 

P R O F I T S U N L I M I T E D LET US HELP YOU 
EARN WHAT YOU DESERVE! 

classified; T 

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

Business Opportunit ies 

S E L L I N G Y O U R B U S I N E S S ! 

FREE 
APPRAISAL 

NO BROKER 
FEES 

P r o f e s s i o n a l B u s i n e s s C o n s u l t a n t s 

P X f CL 
Merger & Acquisition Specialists 

Professional Business Consultants can obtain purchase 
offers from qualified buyers without disclosing their 

identities. Consultants' fees are paid by the buyer. 
CALL: 

708-744-6715 
FAX: 508-252-4447 

Is ORGANIC-BASED 
YOUR FUTURE? 

F i n d O u t M o r e A b o u t t h e 
# 1 N a t u r a l O r g a n i c - B a s e d L a w n 

C a r e O p p o r t u n i t y ! 

• Proven Marketing Accelerates Profitability 
• Differentiate Yourself Using Proprietary, 

Organic-Based Fertilizers 
• Successful Training Tools and Programs 
• 20 Years of Accelerated Success 

We can make it easy for you to join the 
Leader in Organic-Based Lawn Care Team. 

Call Marcus Peters at: 
800-989-5444 

THE LEADER IN ORGANIC-BASED LAWN CARE*1* 
www.nl-amer.com 

Business Wanted 

• - j f -

GOLFscapes 

Reasons To Call Us: 
H u g e P r o f i t s - U p T o 60% 
O n l i n e A d v a n c e d T r a i n i n g 
U t i l i z e E x i s t i n g E q u i p m e n t 
A n E a s y A d d - O n S e r v i c e 
U p s e l l E x i s t i n g P r o d u c t s 
G r e e n s S e l l M o r e L a n d s c a p e s 

FREE VIDEO 
800-334-9005 

www.a l lp rogreens .com 

W A N T E D T O P U R C H A S E 
Chemical lawn & tree care companies, 

any area, any size business reply in strict 

confidence, laurelcompanies@aol.com 

SERIOUS BUYER with excellent reputation seeking 

to acquire commercial landscape maintenance company 

in southern New Hampshire or Middlesex/Essex County, 

Massachusetts. 

All replies held in strict confidence. Expeditious 

closing is possible. 

Please send inquiries to: 

P.O. BOX 226 

Nashua, N.H. 03061-0226 

Pays to advertise in the 
Lawn & Landscape classifieds. 
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F o r S a l e 
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f wa assnec s 
B u s i n e s s F o r S a l e 

FOR SALE IN C O L U M B U S OHIO 
Profitable residential landscape Design/Build and 

maintenance company for sale in Columbus Ohio. 

Expand your existing company or make yours more 

profitable and efficient with our proven 19 years in 

the Residential Design build field. This is a very well 

known, well managed and highly organized turn key 

operation. 2 0 0 6 Gross sales $800 ,000 .00 +. This is a 

excellent opportunity to expand your existing business 

or get into one of the fastest growing businesses in the 

country. Business includes a growing turn key opera-

tion, all key employees, equipment, advertising, etc. 

Call 6 14 -848-6500 . 

BUSINESS FOR SALE 
• Christmas Lighting Franchise 
• Monmouth County, New Jersey 
• Established 5 Years 
• Profitable But Great Untapped Potential 
• Inventory &C Equipment 
• Owner Training Available 

732-591-5200 

LANDSCAPE COMPANY FOR SALE 

Located in Central New Jersey, 25 years in business, 
turn key operation, equipment included, high end 

cliental base. Excellent reputation, grossing millions, 
unlimited growth potential. 

Call for more details, serious inquiries only 

732-610-8732 

H Y D R O S E E D B U S I N E S S IN N H 

8 yr-old existing business. Owner wants 
change, will help with transition. 

Includes all equipment (truck, tractor, 
hydroseeder, 2 large trailers), 

Internet business, Yellow Page ads in 
4 books, and brand name recognition. 

Serving all of NH. $90k . 
Email landbiz4sale@Comcast.net or 

call 603 -479 -7189 . 

R E T A I L N U R S E R Y a n d L A N D S C A P E 
B U S I N E S S 

established in 1970 - equipment and inventory 
included - retiring-will stay on one year 

and assist - 10 miles from fastest growing city 
in Texas - unlimited potential! 

Call 4 0 9 - 2 4 6 - 2 6 0 0 for information... 

L A N D S C A P E BUSINESS/FARM 

Foxboro Ma. 3000 sq. ft. Stately gem presently a 
landscape business/ Gentlemans farm. 6 beautiful 

acres, was a nursery now cows inhabit the land. 
Surrounded by a pond, conservation land and com-
mercial is in the rear of property. $899,900 Offered 

by Century 21 T h e Lovely Agency 
Please call Frank @ 1-508-813-8046. O r by 

email frank.penney@century21.com 

SOD F A R M 
200 Acre Sod Farm 90 miles E of Chicago 

50x170 bldg with offices 

2-40x80 bldgs w/shops - 2 homes 

Sand Sod inventory/Machinery 

Serving major athletic fields 269-695-5505 

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 

IRRIGATION BUSINESS 
Irrigation Business, Chicago market, in operation 

for 15 years with an 80/20 

residential/commercial mix. Recently added 

landscape lighting to services. 

$ 4 0 9 , 0 0 0 Gross, $ 1 0 9 , 0 0 0 net. Asking $ 2 7 1 , 8 0 0 . 

Contact Ed Kozak, V R Business 

A P P L I C A T I N G / L A W N M A I N T E N A N C E 
C O M P A N Y 

L o c a t e d in the B e a u t i f u l R o c k y M o u n t a i n s ! 

Owners retiring after 15 years in business. Well estab-

lished company in a booming & fast growing market. 

G o o d qual i ty equipment-Excel lent Reputat ion-

many multi-year contracts. Owner will help train. 

Lawn S p r a y - T r e e S p r a y - D e e p R o o t Feed-Pest 

Control -Noxious Weeds-Lawn Mowing/Irrigation 

maintenance program. Gross over $ 5 0 0 K / in 7 

months.(May - October.) Serious Inquires only. Call 

( 9 7 0 / 9 0 4 - 1 8 9 0 ) 

FOR SALE: 
SOUTHERN MARYLAND COMMERCIAL 
LANDSCAPE CONTRACTOR BUSINESS. 

Amazing opportunity to own a well established 

reputable and profitable landscape business in 

Maryland. Leased acreage for equipment, materials 

and office type trailer. Asking Price is $ 1 , 3 0 0 , 0 0 0 

which includes inventory and equipment. Call 

Absolute Business Solutions, at 4 4 3 - 5 3 4 - 7 1 3 6 ask 

for Shelly or email absShelly@msn.com. 

S RS A INC 
WESTERN PA SNOW REMOVAL 

BUSINESS 

In business since 1979. 118 commercial 

customers. Over 300 sites. Gross revenue for 

'06 - '07 season $785,000. Gross Net 40-45%. 

All subcontractors, no equipment. 

O n e Personnel Director. 

O n e top notch Sales Person. 

Serious inquires only. 

CALL 724-847-2027 

Lawn Mower Parts 
Specials 

Oil filters For Most Engines 
as low as $ 2.99 

Gator Mulcher Blades 
as low as $7.99 MITON MULCH«« 

Stick Edger Blades 
as low as $0.69 

Save on all your Preseason Parts At 

Mowtownusa.com 

F O R M S A N D D O O R H A N G E R S . Invoices, 

proposals, work orders and more. Fast service and 

low minimum quantities. Order online and save. 

4WorkOrders.com Shorty's Place in Cyberspace. 

800-746-7897. 

Stop guessing square footage! Measure area quickly 

and accurately. Just wheel the D G - 1 around any 

perimeter and instantly know the area inside. 

$ 3 9 9 + $ 7 ship. C A add tax. 

www.measurearea.com 7 6 0 - 7 4 3 - 2 0 0 6 . 

RED BOSS tree >ades..TREE PLANTERS 
TREE BOSS 

TREE 
E Q U I P M 1 B&ON 

infoY/ treeequip.com 

877-383-8383 
STUMP DIGGERS • www.treeequip.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 
SVE Sales, Ine www.trakmata.com 
Charlotte, NC 28216 email: salea@trakmata.com 

SPRINKLER SUPPLIES 
Check out our new Web Store 

www.sprinklersupplies.net 

Great Savings on Rain Bird Sprinkler parts 

And Goulds pumps 

MasterCard and VISA accepted 

Free shipping on orders $ 5 0 0 . 0 0 and up 

View Classifieds Online 

www.lawnandlandscape.com 
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classified; T 
All Natural-Organic 

Safe Lawn 
Weed and Feed for 

Lawns and Gardens 

Made from Granulated 

Corn Gluten Meal 
Call now for Spring Shipping. 

8 7 7 - 7 8 7 - 7 8 2 7 

w w w . c o r n g l u t e n m e a l . c o m 

D I S C O U N T S P R A Y E R P A R T S 

R E P L A C E M E N T PARTS & P U M P S F O R : 

• 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. 

C a l l T O L L F R E E : 8 8 8 - S P R A Y E R 

F o r a f r e e c a t a l o g . 

E m a i l : s p r a y p t s @ b e l l s o u t h . n e t 

W e b s i t e : S p r a y e r P a r t s D e p o t . c o m 

Spreader-Mate™ 
This self-contained Hdrop-inH sprayer 

converts your commerc ia l broadcast spreader 

to a fully functional sprayer in minutes. 

SPRAYING 
EQUIPMENT 

Toll tree - 800.706.9530 
Phone - 585.768.7035 

Fax - 585.768.4771 
Sales@GregsonClark.com 

www.GregsonClark.com 

L A N D S C A P E 
D E S I G N S T A M P S 

Rubber stamp symbols of trees, shrubs, 
plants, rocks, pavers, ponds, and more. 
Easy to use. CHECK OUR WEB SITE. 
www.amer icans tampco.com 

AMERICAN STAMP CO. 
r TOLL FREE 877-687-7102 Local 916-687-7102 

Call Tue Wed or Thur 8-4 30 PM Pacific Time for Info 

$ave on Treated Timbers. Good-Excellent Cond. 
6"x8"x 5'9" & T Also: 6"x6' Round. Pics Avlb. 

RFQTruckload Dlvd. 800.618.7604 www.usedrail.com 

Magnetic Schedules for Landscapers 

kbKUBOTA.com 

D E L I V E R Y O N 

K u b O Î O . P A R T S 

Order Parts at kbKUBOTA.com or call toll free at... 
1-877-4KUBOTA 

This website "kbKUBOTA.com" is operated 
by Keller Bros. Tractor Company, an authorized dealer 

of Kubota Tractor Corporation since 1972. 

Kuboto. 

" T h e D u a l S p r e a d e r C a r r i e r " 
For All Lawn Care Companies 

C a l l 5 0 8 - 8 5 2 - 5 5 0 1 

For more information & pricing go to 
www.paramountglobalsolutions.com 

Express Blower Trucks 
For Sale or Rent 

M o d e l R B 2 0 H D w i t h S I S S y s t e m 

H o s e a n d H a r d p i p e A v a i l a b l e 

Call 866-654-0700 
or: 330-270-0700 ext.117 

b s h i e l d s @ g r o u n d t e c h - i n c . c o m 

Landscape Equipment 
TREE S T A K E S 

D o w e l e d L o d g e p o l e P i n e 

C C A P r e s s u r e T r e a t e d 

2 " D i a m e t e r , V a r i o u s L e n g t h s 

E c o n o m i c a l , S t r o n g a n d A t t r a c t i v e 

P h o n e : 8 0 0 - 2 3 8 - 6 5 4 0 

F a x : 5 0 9 - 2 3 8 - 4 6 9 5 

J A S P E R E N T E R P R I S E S , I N C . 

W e s h i p n a t i o n w i d e . 

W e b s i t e : w w w . j a s p e r - i n c . c o m 

GPS Vehicle Tracking 
N o m o n t h l y f e e s 

C a l l 8 0 0 - 7 7 9 - 1 9 0 5 

w w w . m o b i l e t i m e c l o c k . c o m 
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Help Wanted 

V A - M D B D C - D E - PA - N J - N Y - C T - M A - N H 
Landscape Managment • Design & Installation • Irrigation Services 

ound Management Internships 
• K 

G R E E N S E A R C H 

GreenSearch is recognized as the premier provider 

of professional executive search, human resource 

consulting and specialized employment solutions 

exclusively for interior and exterior landscape com-

panies and allied horticultural trades throughout 

North America. Companies and career-minded 

candidates are invited to check us out on the 

Web at http://www.greensearch.com or 

call toll free at 

888-375-7787 or 

via e-mail info@greensearch.com. 

Natural High 
A r e you en l ivened by landscaping? Empowered 
by excelling? Motivated by managing? Tuned in 
to teamwork? Turn your energy' into a successful 
long-term career at one of Southern CA's 
premier firms and help us reach new heights. 

We are looking for the fol lowing posit ions in 

our Landscape Maintenance , Plant Hea l th Ca r e 

and Tree Ca re Departments : 

• Account Manage r s 

• B r anch Manage r s 

• Sa l e s Represen ta t ives ^ 

Branches in Los Angeles. , ^ 

San Fernando Valley. 

Santa Clarita 

and Ventura. 

email: humanresources@staygreen.com 
Fax: 877-317-8437 Website: www.staygreen.com 

Join 

T H E W O R K F O R C E 

o f N A T U R E ! 

ValleyCrest Companies has 
m a n a g e r i a l a n d f ield o p p o r t u n i t i e s 

in b r a n c h o p e r a t i o n s , a c c o u n t 

m a n a g e m e n t , p r o j e c t m a n a g e m e n t , sa les , 

f ie ld s u p e r v i s i o n , gol f m a i n t e n a n c e , 

n u r s e r y a n d m o r e , a c r o s s all levels. 

F o u n d e d in 1 9 4 9 , 

Va l l eyCres t C o m p a n i e s is a 

l e a d i n g n a t i o n w i d e p r o v i d e r of 

l a n d s c a p e d e v e l o p m e n t a n d 

m a i n t e n a n c e services . 

C o m e w o r k w i t h t h e bes t . 

Bi l ingual a p lus . 

P lease s e n d y o u r r e s u m e t o 

t h e a t t e n t i o n of M s . L o p e z a t 

o p p o r t u n i t i e s @ v a l l e y c r e s t . c o m 

o r f a x t o 8 1 8 - 2 2 5 - 2 3 3 4 

G 
ValleyCrest 
C O M P A N I E S 

www.valleycrest.com 

GOTHIC LANDSCAPE, INC. & 
GOTHIC GROUNDS MANAGEMENT, INC. 

Since 1984, we have been creating long-term relation-

ships with clients through outstanding personalized 

service and problem solving. We are one of the largest 

landscape contractors in the southwestern US operating 

in the greater Los Angeles, San Diego, Phoenix and Las 

Vegas markets. The Company specializes in landscape 

construction and maintenance for residential master-

planned community developers and industrial com-

mercial developers. We offer an excellent salary, bonus 

and benefits package. Outstanding career opportunities 

exist in each of our fast growing branches for: 

• Account Managers 

• Estimators 

• Irrigation Technicians 

• Project Managers 

• Sales Personnel 

• Foreman 

• Spray Technicians (QAC, QAL) 

• Superintendents 

• Supervisors 

For more information, visit: www.gothiclandscape. 

com or Email: hr@gothiclandscape.com 

Ph: 6 6 1 - 2 5 7 - 1 2 6 6 x 2 0 4 

Fax: 661 -257-7749 

P R O J E C T M A N A G E R 
Contracting and landscape Company seeking F/T Project 

Manager for the South Florida area, minimum 3 years 

experience in plant purchasing and installing must speak fluent 

English. Salary is based on experience. Please fax resume to 

303-818-2428, contact our office at 305-818-2424/305-512-

0079 or apply in person 9700 NW 79 Ave Hialeah Gardens, 

Florida. Visit our website: www.sfmservices.com 
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n Help Wanted r 
Great jobs in the landscape industry 

are hard to find... 

...unless someone else 

finds them for you! 

At JK Consultants, we are expert 
recruiters for the landscape 
industry. We offer access to job 
opportunities you can't find 
anywhere else. We currently 
have openings for the following 
positions: 

• Vice President 
• Branch Manager 
• Sales Manager 

To confidentially learn more 
about these and other rewarding 
opportunities, contact us today! 

j< 
^ ^ Consultants 

Phone: (209) 532-7772 
Email: contact@ JKSuccess.com 

www.JKSuccess.com 

Where Professional Friendships 

Are Valued 

H I G H G R O V E 
P A R T N E R S 

HighGrove Partners, LLC is growing and 
we need Leaders who want to grow 
with us and have fun along the way. 

Atlanta career opportunities 
are available in: 

• Director of Design Build 

• Landscape Design 
• Irrigation 

Grow Your Bright Future Today! 
Contact us at 678/298-0550 

Or careers@highgrove.net 
www.highgrove.net 

SWINGLE 
When It comes to your outdoors, 

choose Swingle.. 

EXPLORE YOUR PASSION 
IN COLORADO 

Ready to take the next step in your career? 
Swingle Lawn, Tree & Landscape Care, 

established in 1947, provides career 
opportunities for professionals who are 

passionate about what they do. We're looking 
to add key members to our outstanding teams 

in our Denver and Fort Collins locations: 
• Lawn Care Technicians 
• Plant Health Care Technicians 
• Lawn & PHC Supervisors 
• Certified Arborists with 

removal experience 
Swingle offers year-round employment plus top 
industry wages and benefits, including 401(k) 
with company match. We also provide great 

opportunities for college graduates and student 
interns. If you are a results-oriented individual 
looking for a growing company known for our 

legendary service, we want to talk to you! Visit 
our website at www.myswingle.com to learn 

more or to apply online. 
Or call Dave Vine at 303-337-6200 or email 

dvine@swingletree.com. 
When it comes to your career.. .choose 

Swingle! 

ValleyCrest Tree Care Services, 

ValleyCrest Tree Care Services provides award-winning 

arborist services on a wide range of properties throughout 

the nation. Rather than focusing on isolated management 

techniques, our certified arhorists approach the tree as an 

entire biological system. 

We have full-time opportunities available for our following 

positions: Account Manager, Operations Manager, Business 

Developer/Estimator, Crew Leader/Foreman, C D L Driver, 

Production Specialists, and Spray Technicians. 

Branches Include: Livermore, Sacramento, Santa Ana, 

Gardena, Ventura, Phoenix, Tampa, Sarasota, Venice, 

Orlando and Atlanta 

For consideration, please email resumes to: 

treecarejobs@valleycrest.com 

or fax to (818) 225-6895 . 

FIND YOUR JOB TODAY 

www.Greenlndustry-Jobs.com 

Land-Tech Enterprises, Inc. is one of the 
Delaware Valleys largest multi-faceted 
landscape firms. Serving commercial 

clients throughout PA/NJ/DE. 
Our continued growth presents exciting 

career opportunities with unlimited 
growth potential! 

Career opportunities in management, 
production, supervision and 
crew level are available in the 

following work disciplines: 
• Landscape Management 
• Landscape Construction 

• Erosion Control 
• Business Development-Estimating 

Contact Human Resources at 
2 15 .491 . 1470 or fax resume to 

215 .491 . 1471 
careers@landtechenterprises.com 

www.landtechenterprises.com 

OKLAHOMA / ( ) 7 / ) 
7 LANDSCAPE 

LANDSCAPE ARCHITECTS: 

Oklahoma Landscape, Inc. is a design build firm 

specializing in medium to upper level residential 

& commercial projects in & around the Tulsa, 

Ok area. Since 1985, we have been building 

long term relationships with our clients through 

unbelievable customer service, creative landscape 

solutions & problem solving. Continued growth 

presents key opportunities within our company. 

We are currently seeking a career minded 

Landscape Architect with a min. 2 years experi-

ence to join our growing team. LA registration 

preferred or in process. Successful candidate will 

he interested in building a dynamic career & 

enthusiastic about working with other design 

profs., project mgrs. & clients to develop cre-

ative & forward thinking landscape concepts & 

master plans. If you are interested in being 

a part of something great, then we would 

like to hear from you. 

Contact Aaron Wiltshire, President at 

9 18 -834-4337 ; or email resume to 

aaron@oklandscape.net; fax # 918 -835 -6624 . 
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BRICKMAN 
Enhancing the American Ixindscape Since ¡939 

B r i c k m a n i s l o o k i n g f o r l e a d e r s 

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

c a r e e r s w i t h a g r o w i n g c o m p a n y . 

N a t i o n w i d e c a r e e r a n d i n t e r n s h i p 

o p p o r t u n i t i e s a v a i l a b l e i n : 

• L a n d s c a p e M a n a g e m e n t 

• L a n d s c a p e C o n s t r u c t i o n 

• I r r i g a t i o n 

• A c c o u n t i n g 

• B u s i n e s s A d m i n i s t r a t i o n 

Start growing your career at: 
brickmangronp.com 

K E Y E M P L O Y E E S E A R C H E S 

Florapersonnel, Inc. in our third decade of 

performing confidential key employee searches for 

the landscape industry and allied trades worldwide. 

Retained basis only. Candidate contact welcome, 

confidential and always free. Florapersonnel Inc., 

1740 Lake Markham Road, Sanford, Fla. 32771 . 

Phone 407 -320-8177 , Fax 407-320-8083 . 

E-mail: Hortsearch@aol.com 

Website: http//www.florapersonnel.com 

T V I G N O C C H I 
_ J Landscape Architects & Contractors 

Are you looking for a work culture motivated 
by creativity, hard work and a passion for your 

profession? If so, inquire now about the following 
opportunities to join our dynamic team. 

construction superintendent 
irrigation superintendent 

mechanic 
estimator 

sales 

25865 West Ivanhoe Road 
Wauconda, IL 60084 
dvignocchi@iltvignocchi com 
www iltvignocchi com 

phone 847 487 5200 
fax 847.487.5265 

RUPPERT NURSERIES 
Part of an organization that has been growing 

successful companies since 1 9 7 7 , Ruppert 

Nurseries is expanding and has L A N D S C A P E 
C O N S T R U C T I O N , L A N D S C A P E 

M A N A G E M E N T and T R E E G R O W I N G 
opportunities available in the mid-Atlantic and 

southeast. Fax 3 0 1 - 4 1 4 - 0 1 5 1 or 

email careers@ruppertcompanies.com 

for more information. 

E x c i t i n g C a r e e r O p p o r t u n i t i e s 
F o r S e r v i c e I n d u s t r y M a n a g e r s 

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, IL 

Responsible for managing day-to-day operations, 

including the supervision of field personnel. Busi-

ness/Horticultural degree desired with a minimum 

of 2 years experience working in the green industry. 

Qualified applicants must have proven leadership 

abilities, strong customer relations and interpersonal 

skills. We offer an excellent salary, bonus and ben-

efits packages, including 401(k) and company paid 

medical coverage. 

For career opportunity and confidential consid-

eration, send or fax resume, including geograph-

ic preferences and willingness to relocate to: 

DeAngelo Brothers, Inc., 

Attention: Carl Faust, 

1 0 0 North Conahan Drive, Hazleton, PA 1 8 2 0 1 . 

Phone: 8 0 0 - 3 6 0 - 9 3 3 3 . Fax: 5 7 0 - 4 5 9 - 5 3 6 3 or 

email-cfaust@dbiservices.com 

EOE/AAP M-F 

U.S. LAWNS 
NO ONE K N 0 W 8 THE 

LANDSCAPE MAINTENANCE 
INDUSTRY LIKE WE DO. 

Use your experience as an Account Manager. 
Operations Mgr.. Branch Manager or 

Regional Manager to work for you. 

E-mail resume to hrêusiawns.net or 
tax to 407/246-1623. 

Are you looking for a job or looking for qualified 

employees to: 

• Climb it • Grow it 

• Design it • Landscape it 

• Plant it • Sell it? 

JOBS In Horitculture, Inc. 

Employment Advertising 

In Print and Online 

800-428-2474 

www.hortjobs.com 

WANTED 
Landscape Architect, Designer, Sales Person 

wanted for a Charleston, S C landscape company. 

Please fax resume to 8 4 3 - 8 8 6 - 4 9 1 8 

J o i n t he company w h e r e 

P e o p l e Matter . . . 
Our motto is Our business is people 
and their love for trees*4. We offer 
excellent career opportunities at all levels. 

We value safety first, provide ongoing 
training, and have an excellent 
compensation and benefit package 
that indudes a 401K with company 
match and ESOP. 

Ñ 

C ^ , 
/>>e»nlBTh*c* 
"<"»01, ,ou I"0 

thecareoftrees . 
877.724.7544 

b. 847.459.7479 
Apply online at 

w w w . t h e c a r e o f t r e e s . c o m 

Chicago, New York, Philadelphia, San Francisco, Washington, D.C 

Landscape Bil l ing 

Get your bills out on time 
and 

Get Paid faster 
with 

Landscaper Billing 
Call for a free sample bill and brochure 

800-464-6239 
T o A d v e r t i s e C a l l B o n n i e V e l i k o n y a A t 8 0 0 - 4 5 6 - 0 7 0 7 
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Insurance 
C O M M E R C I A L I N S U R A N C E 
F O R T H E G R E E N I N D U S T R Y 

Competitive rates, comprehensive coverage 

and payment plans designed for your 

specific business needs. 

If you provide any of the following services we can 

design a program for your company: 

• Installation 

• Snow Removal 

• Renovation 

• Fertilization 

• Herb./Pest. App. 

' Right of Way 

• Holiday Lighting 

• Irrig. Install./Serv. 

• Mowing & Maint. 

• Tree & Shrub Serv. 

• Spill Clean Up 

Contact one of our Green Industry 

Specialists for a quote at 

800-886-2398 or by fax at 

740-349-6778 

M.F.P. Insurance Agency, Inc. 

rick@mfpinsure.com 

I r r igat ion 

ATTENTION IRRIGATION CONTRACTORS!!! 
How Would You Like To Eliminate The Following: 

• C r t o n e n Missing Service Appointments' • Watting Money & Time Waiting For CePomert! 
• Trying To Reschedule Appointments Dering The Busiest Times Ot The Seiton! 

• Taking Time Oft Installation Protects Because Service His To Be Done To Accomodate 
Year Customers Schedule. 

Now! All Those Business Hurdles Can be Avoided With The: 
IRRI-STOP MOTORIZED BALL VALVE 

U 
Th* l RBI-STOP MOTORIZED BALL 
VALVE N • Fu« Port Bui Valve wtwcti 
can b« activated by a Remote Con-
trol Panel The Valve « plumbed in tha 

opened or dosed without access to ths 
buSdmg saving you time end money! 
3/4" NPT Kit $100.00 plum tax 
1 1/4" NPT Kit S110.00 plus tax 

SPECIFICATIONS: 

ORDERING INFORMATION: 
To place an order by phono call (401) 725-396« Mon.-Fri. 8:00 am to 5:00 pm (EST) 

To Place an order by E-Mail contact us at: eclipsedesign2®coi net 
For Added Convenience we accept Visa. Mastercard. American Eipress A Discover 

• • I 
P a y s t o a d v e r t i s e i n t h e 

Lawn & Landscape C l a s s i f i e d s 

GROW YOUR BUSINESS 
With One or Both Of These 

Great Service Offerings! 

^ N I T E T I M E 
D E C O R " 

Landscape and Architectural Lighting 

* M T" 
I I f i l l Ì ». I I I t » 

T ra in ing - P roduc ts - Support 
w\vw. ni te t i medecor .com 
1-877-552-4242 

ßm 1 1 
375 L o c a t i o n s in 48 S t a t e s 

$2000 Da i l y P r o d u c t i o n 
Per C r e w ! 

F ^ r ' / ' i ^ k 
* ' I : 

C a l l T o d a y ! 

1-800-687-9551 
w w w . c h r i s t m a s d e c o r . n e t 

Web Designers 
Web Design, Brochures, Logos, Lettering and 

Printing Services for Landscapes. Your single 

source for marketing your landscape business. 

Samples online: www.landscapermarketing.com 

or call 888-28-DSIGN. 

classified; T 
Sof tware 

W v ^ K Í « ^ ™ 
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! 
w w w . w i n t a c . n e t 1-800-724-7899 

how to 

simplify 
your life? 

AvailSuite Business Software 
f o r l a w n c a r e c o m p a n i e s : 

s Manage your customers 

s Schedule your technicians 

s Track your expenses, account 
receivables and payables 

s Control your inventory 

S Share data with QuickBooks® 

F o r F R E E t r ia l C D a n d 
s p e c i a l o f f e r t o L & L r e a d e r s 

w r i t e u s a t s a l e s @ a v a i l s u i t e . c o m 

www.availsuite.com/LL ' 512 782 9977 

View Classifieds Online 
www.lawnandlandscape.com 

l i W J U M ' J 
I T :-: l-.1 : r. : : ] 

SHAPE UP OVERAGE 
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Landscape Unlimited 
Secures Sales With Blogs 

The author is president 

of Landscape Unlimited, 

based in Long Island, N.Y. 

He can he reached at 

631/732-1368 or 
landscapingunlimited@yahoo.com 

Most people doing business in the 
landscape c o m m u n i t y realize 
the potential inherent on the 

Internet. A n d at this point , the savvy 
owner o f a successful landscaping out f i t 
fu l ly utilizes an interactive W e b site 
and e-mail to connect wi th clients and 
strengthen his market ing message. 

Besides m y company's W e b site 
(www.landscapingunl imited.com), I've 
had success wi th a facet o f the Internet 
k n o w as "blogs," or personal W e b logs. 
W h i l e not a new concept, the fo rmat 
has on ly recently begun to gain modest 
interest f r o m the landscape communi ty . 
As an added bonus for me, outside o f 
the t ime spent creating content , is that 
I've developed the blogs at no cost. 

For me, this onl ine initiative began 
a year ago w h e n I signed on for Yahoo's 
web-host ing services. As part o f m y 
service package, I could create a blog 
for free. A t the time, though, I had no 
idea what blogs were all about . So I did 
some research and learned that blogs 

are no longer a non-tradit ional market-
ing method. In fact, they've become a 
mainstream market ing tool. 

W h i l e I did not contract wi th a W e b 
deve lopment firm to assist in creating 
m y blogs, I consulted a f r iend, w h o is a 
green-industry consultant, w h o advised 
me on the correct w a y to build success 
through the content on both m y W e b 
sites and m y developing blogs. 

M y first step was to name m y blogs. 
A f t e r some research I discovered there 
were no landscape-oriented blogs listed 
on the Internet for m y geographic 
market, which is the Su f fo lk County/ 
Long Island, N.Y. region. I wanted to 
achieve the same name recognition and 
market ing results wi th the blog that 
I've generated wi th m y W e b site. To do 
this I created two blogs, Su f fo lk C o u n t y 
Landscaping Blog and Long Island 
Landscaping Blog. 

Next, I developed the onl ine content 
for the blogs, which involved very few 
setbacks or problems. Essentially, if you 

5 K e y s t o a S u c c e s s f u l O n l i n e B l o g 

1. Set goals. What do you want to accomplish with this online forum? Should it be 
a place for tips and ideas, an industry-only site for area colleagues to discuss busi-
ness issues or a combination of both? 

2. Spread the word . Make sure your clients know you have an active blog. Work 
the topic into conversation, have a link to the blog from your business Web site and 
include its Web address on your company stationary, business cards and e-mail 
signature file. 

3. Choose content wisely. People frequenting your blog will have various interests, 
so keep the content varied with various landscape topics. 

4. Remember t o link. When applicable and appropriate, link to other online 
forums, industry-related Web sites and online directors to drive traffic to your blog. 

5. Keep it current . Give clients a reason to check out your blog on a regular basis. 
Provide valuable information, such as practical helpful tips, and updates to your 
service offering. In addition, use the blog to advertise special seasonal offers. 
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In addition to his 

company's Web site, Sal 

Mortilla, the president of 

Long Island, N.Y.-based 

Landscape Unlimited, has 

had success with generat-

ing new business 

company's blogs. 

Photo: Kenneth Hild 

are proficient wi th a word processor 
you can create a blog. For a blog to 
be effective it must hold the readers 
interest. Because the people f requent-
ing m y blogs have various interests, 
i t s impor tant to maintain up-to-date 
onl ine content that covers a variety 
o f landscape topics and issues. I also 
added a n u m b e r o f photos along 
wi th payment opt ions to purchase 
software directly f r o m the blogs. 

O n c e the blogs w e n t live I in-
fo rmed m y clients o f their existence 
through e-mail , regular mail and 
direct phone calls. I also p r o m o t e m y 
blogs on m y landscape company's 
W e b site. 

Next, I added a n u m b e r o f links 
to m y site and to other blogs, which 
increased m y page ranking wi th vari-
ous onl ine search engines. 

W i t h blogs, it's all about l ink-
ing to one another. O t h e r blog-
gers love the practice, as do search 
engine spiders, or onl ine programs 
that automatical ly fetch W e b pages 

for search engines based on specific 
content . M y landscape blog is l inked 
to m y software forum/message board 
for customers to use and support . 
Likewise, m y sof tware site is l inked 
to that blog and visa versa. 

M y customers like the blogs and 
they appreciate receiving updates on 
special of fers and new services via 
m y blogs. Likewise, I was surprised 
by the a m o u n t o f new business the 
blogs have generated. M y landscape 
business on ly provides design/build 
services. Last season, m y landscape 
blog (http//landscapingunlimited. 
com/blog/) resulted in signing 1 5 
design/build projects and six pond 
and waterfal l systems. T h e software 
blog (http//landscapedesignimaging-
software.com/blog/) was responsible 
for four sof tware sales wi th in the first 
week it was active. 

A t this t ime, I don't specifically 
track blog traffic. However, user 
traff ic to the blog has grown consid-
erably over the last year because o f 

the n u m b e r o f inquires I've received 
f r o m people asking h o w to subscribe 
to m y blogs. 

M y blogs have one purpose, and 
that is to generate new business. In 
the future, I plan to use both the 
blogs and m y W e b sites as m y o n l y 
means o f marketing. 

Landscape contractors, regardless 
o f their specialty, should take full 
advantage o f any m e d i u m that, o ther 
than the t ime it takes to develop and 
update content , is as product ive as 
onl ine blogs. - Sal Mortilla M 

• i f r i 
W e Want Your Feedback 
D o you have a successful business system at 
your company that you would like to talk about 
in our H o w W e D o It section? If you do and 
you re willing to share details about how and 
why you implemented this system, as well as 
the costs associated with it, contact Lawn 
& Landscapes M ike Zawack i at 8 0 0 / 4 5 6 -

0 7 0 7 or mzawacki@gie.net. 
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d i n d e x 

Company Name Web Address Page # RS# Company Name Web Address Page # RS# 

Adkad Technologies www.adkad.com 124 . 
Adobe Commercial Truck www.adobeequipment.com 173 . 
AGCO Corp www.agcocorp.com 127 . 
Bandit Industries www.banditchippers.com 159 . 

...92 

.121 

...95 

.114 
Bayer Environmental Science...www.bayerprocentral.com 7. 41, 50. 51. 105* 
Borderline Stamp www.borderiinestamp.com 36 . 
Bri-Mar Dump Trailers www.bri-mar.com 131 . 
Carl Black GMC www.cariblackgmc.com 106 . 
Carson Industries www.hosendose.com 140 . 

...29 

.238 
„..74 
.102 

Caterpillar www.cat.com 13, 39.... 15, 32 
CE Attachments www.ceattach.com 90 58 
Corona Clipper www.coronadipper.com 129 96 
Cub Cadet www.cubcadetcommercial.com 103 71 
Cutter's Choice www.cutterschoice.com 28 22 
Ditch Witch www.ditchwitch.com 125 94 
Dixie Chopper www.dixiechopper.com 37 31 
Dixon ZTR www.dixon-ztr.com 108 76 
Dodge www.dodge.com 139 
Dow AgroSciences www.dowagro.comAurf 132*. 133* 
Drafix Software www.drafixsoftware.com 167 118 
DuPont 

www.proproducts.dupont.com 30, 31, 32, 33 .... 24, 25, 26, 27 
Easy Lawn www.easylawn.com.. 
Ensystex www.ensystex.com... 
Ewing Irrigation www.ewingI .com .... 
Exaktime www.jobdock.com... 
Exmark www.exmark.com 

.100 
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...99 

...59 

...75 

...48 

...78 

...63 
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.115 

.88* 
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138. 
47. 

107. 
EZ Trench www.eztrench.com 70 . 
First Products www. I stproducts.com NO. 
Flail-Master www.flailmaster.com..... 94 . 
FMC Corp www.pestsolutions.fmc.com 123 . 
Ford www.ford.com 26, 27 
Gempler's www.gemplers.com 122 . 
Grasshopper www.grasshoppermower.com 161 . 
Great Dane www.greatdanemowers.com 121*. 
Hannay Reels www.hannay.com 54 . 
Hunter Industries www.hunterindustries.com 137. 
Hustler Turf Equipment www.hustlerturf.com 116, 117 
Irrigation Direct www.irrigationdirect.com 93 . 
Jameson www.jamesonllc.com 96 . 
John Deere www.johndeere.com 23, 99 ....20, 69 
John Deere Construction www.johndeere.com 135 97 
JRCO www.jrcoinc.com 110 79 
Kawasaki Power Products www.kawpowr.com 5 12 
Kioti Tractor www.kiotitractor.com 119 86 
Kohler www.kohler.com 196 124 
Kubota Tractor www.kubota.com 111 80 
Lawn Care Solutions Commercial Products 

www.lawnsolutionscp.com 98 68 
Lebanon Turf www.lebanonturf.com 3, 69, 11311, 47, 82 
LESCO..... www.lesco.com 61, 67.. 125, 46 
Little Beaver www.littlebeaver.com 90 57 
Little Wonder www.littlewonder.com 28 21 
LT Rich Products www.z-spray.com 49, 56 ....36, 42 
Magna-Matic Corp www.magna-matic.com 94 64 
Marathon Data Systems www.marathondata.com 11 14 

..62 

.66 

Marsan Turf www.sprinklers4less.com 36. 48, 57, 142 ....30. 35. 44, 105 
Maruyama www.maruyama-us.com 171 . 
Maxxis Wheel Co www.maxxis.com 145 . 
MistAway Systems www.mistaway.com 52 . 
Mitsubishi Fuso www.mitfuso.com 9 . 
Morbark www.morbark.com 63 . 
Neely Coble www.neelycoble.com 153 . 
Nufarm Turf & Specialty 

www.turf.us.nufarm.com 15, 55, 157, 175. 
Oldham Chemicals Co www.oldhamchem.com 154 . 
Oregon Cutting Systems www.oregonchain.com 19 . 
Race American www.paceamerican.com 40 .. 

.120 

.108 

...37 

...13 

...45 

. I I I 

....16,40, 113, 122 

...67 

...18 

...33 
PBI Gordon www.pbigordon.com 91, 109, 141 60. 77, 104 

23 
...73* 
.116* 
...119 

41 
...123 

87 

Perma-Green Supreme www.permagreen.com 29 . 
PLNA www.plna.com 105* . 
Plowboy Landscapes www.plowboyinc.com 163* . 
Project EverGreen www.projectevergreen.com 169 . 
Prospects Plus www.prospectsplus.com 56 . 
Rain Bird www.rainbird.com 195 . 
Rainbow Tree Care www.rainbowtreecare.com 120 . 
Robert Kershaw, Attorney at Law www.workvisausa.com 124 93 
Scag Power Equipment www.scag.com ....53 38 
Scotts Turf-Seed www.turf-seed.com 95 65 
SePRO Corp www.sepro.com 165 117 
Shakespeare Co www.shakespearemonofilaments.com 88 55 
Sheffield Financial www.sheffieldfinancial.com 151 110 
Signature Control Systems www.signaturecontrolsystems.com .... 143 106 
STIHL www.stihlusa.com 17 17 
Syngenta www.syngentaprofessionalproducts.com... 100, 101... 70 
Texas Nursery & Landscape Association 

www.txnla.org 155 112 
Toyota www.toyota.com 44, 45 34 
Tree Tech Microinjection www.treetech.com 118. 
Turbo Technologies www.turboturf.com 122 . 
Turf America www.turfamerica.com 57 . 
Tygar Mfg www.tygarmfg.com 89, 115. 
U.S. Lawns www.uslawns.com 92. 
Vermeer Mfg www.vermeer.com 147 . 
Vitamin Institute www.superthrive.com 86 . 
Walla Walla Sprinkler www.mprotator.com 144 . 
Weed Man www.weed-man.com 140 . 
Wright Mfg www.wrightmfg.com 2 . 
Yanmar America Corp www.yanmar.com 112. 
Zum Wilkins www.zum.com 104 . 

85 
89 
43 

.56. 83 
61 

109 
54 

107 
103 
10 
81 
72 

Professional Landscape Design Ad Index 

Aquascape www.aquascapeinc.com S2 49 
Aqua Master www.aquamasterfountains.com S5 50 
Kichler Lighting www.kichler.com S8 52 
Pine Hall Brick www.pinehallbrick.com S6 51 
Vista Professional 

Outdoor Lighting www.vistapro.com SI I 53 

For tke latest industry news, cfreck out 

zjd w w w . l a w n a n d l a n d s c a p e . c o m 

* Denotes regional advertising. This listing provided as a courtesy to Lawn & Landscape advertisers. 
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Bill Knight 
Knight-Scapes, LLC. 

The bottom line: there is no better spray head 
on the market than the Rain Bird* 1800* Series/ 

Install Confidence.® Install Rain Bird 1800 Series Spray Heads and Nozzles. 
Professional irrigation contractors like Bill Knight and his sons choose Rain Bird to keep their customers 

happy. They minimize changeouts and callbacks by installing the best in performance 
and reliability every time. Thanks to all the contractors who have done the 
same, making Rain Bird spray heads and nozzles the dominant choice. 

Visit www.rainbird.com/1800 and tell us why you trust your reputation 
to Rain Bird. 

PA/M&B/RD, 
USE READER SERVICE # 123 

http://www.rainbird.com/1800


Relentless Power, 
legendary Performance. 
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KohlerEngines.com 
USE READER SERVICE* 124 



Cbalk-up ife Savmys 

Technician's 
Handbook 

This field guide to turf & ornamental 
insect identification & management 
provides lawn and landscape techni-
cians with unequaled information on 
the biology, behavior and physical 
characteristics of more than 60 
commonly encountered insect 
pests in both turfs and ornamentals. 
You'll find pest identification tips 
and detailed individual pest profiles 
with accompanying illustrations, as 
well as a full-color photo identifica-
tion section featuring more than 50 
insects. 

Perfect for lawn care operators, 
training professionals, training 
directors, entomologists, regulatory 
officials, and technicians! 

Please send me sets of the Lawn & Landscape 
Technicians Handbook. I will be charged $60.00 along 
with $10.00 Shipping & Handling per set I order. 

Please send me copies of the Lawn & Landscape 
Technician's Handbook. I will be charged $14.95 plus 
$6.00 Shipping & Handling for the first item and $2.00 
for each additional item that I order. 

PLEASE FILL OUT ORDER FORM COMPLETELY 

Name 

Title 

Company 

Address 

City State Zip Code 

Phone Fax 

E-mai 1 

PAYMENT INFORMATION 
• Check Enclosed Made payable to GIE Media 

(drawn on U.S. bank, in U.S. dollars) 
• I authorize GIE Media to charge my credit 

card in the amount of $ 
• VISA • Mastercard 
• American Express • Discover 

Card Number 

Expiration Date 

Signature 

ON THE WEB:Purchase online at www.lawnandlandscape.com/store 
BY PHONE: Call 800/456-0707 and ask for a store representative 
BY MAIL: Complete form and mail with payment to Lawn & Land-
scape Bookstore 4020 Kinross Lakex Pkwy. #201, Richfiled, OH 44286 
BY FAX: Complete form and fax with credit card information 
to 216/961-0364 

Please Note: All products will not be shipped until payment information is 
received. All faxed and phone purchases must include credit card informa-
tion. Check must be in U.S. dollars and drawn from a U.S. bank. There will 
be a $25 fee for returned checks. 

http://www.lawnandlandscape.com/store


Don't Delay Renew Today!!! 

To Learn More About 
The Green industry 

visit Our Online store at 
www. lawnandlandscape. com/store 

It's Easy to Order 
Online 

Shop Today! 


