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HE ZAHN. The Revolution Is Here 
:ith up to 30 horses of raw power, articulated steering, and a ground speed that blows away the competition, it's simply 
ie greatest trencher ever made. But what makes the Zahn,M so breakthrough is its multi-function ability. In the past, when 
)u bought versatility, or a machine with attachments, you expected to give up performance. But not with the Zahn. With 
5 unique Interchange connection, the front end doesn't just attach to the machine, it becomes the machine. Making it 
ie best dumper, vibratory plow and backhoe ever made. And more. To see for yourself, log on to TheZahn.com. 
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\A\Ditch Witch 
TheZahn.com 



,„ J ! 0 MAKE OUR MEW 
m o d e l s t h e b e s t e v e r , 

WE STUDIED PHOTOSYNTHESIS, 
CUPPING GEOMETRY f ^ D 
THATCH ACCUMULATION. 

- You could say we spent a lot of time watching grass grow ~ 

We are t h e industry standard. 
We know that your business depends on the quality of your equipment. Grasshopper® is 
constantly developing cutting-edge cutting products without cutting corners. Like our DuraMax® 
deck, with a deep cutting chamber that provides superior airflow ensuring even distribution of 
clippings and a clean, manicured cut in a variety of conditions. For 40 years we've spent a lot 
of time watching grass grow, and just as many years cutting it. 

Call 6 2 0 - 3 4 5 - 8 6 2 1 to f ind a dealer near you, 
or v is i t www.grasshoppermower.com 

YOUR NEXT MOWER® 
° 2007 The Grasshopper Company 

USE READER SERVICE # 11 
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e CONSTELLATION. 
O N L I N E M A N A G E M E N T S Y S T E M 

SERIALS 
SOV 
HlCHlGAHt 

30 2007 

Online M a n a g j , , , ^ 

r r f t o r i ^ N H I - ^ M F S p d - . 

for Comrnpraal Furj 

e C o n s t e l l a t i o n saves you 
money... no need to 
purchase irrigation computers, 
software or service plans 

e C o n s t e l l a t i o n saves you 
time... manage your 
sites from office, home 
or anywhere 

e C o n s t e l l a t i o n saves you 
water... automatically adjust 
your irrigation using local 
weather conditions 

e C o n s t e l l a t i o n is easy 
to use... no complicated in-
stallations, programming, 
or upgrades 

* 

Internet Central Control for your irrigation system has arrived! 

With eConstellation™ ET information is delivered automatically to 

adjust irrigation schedules. You can remotely access the same 

controllers from any internet-accessible computer no matter where 

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

on site. In fact, with web-based central control, there are many other 

advantages. The Web-based platform allows contractors to do 

anything they can do on the site, including writing new irrigation 

schedules, performing rain shutdowns, turn individual valves or 

programs on and off, adjust water budgets and receive reports and 

alarms from sensors on the system. 

Call o r visit us onl ine today t o get s tar ted! 

Advanced Technology > 

< Total Control. 

C O N T R O L SYSTEMS, INC. 

4 Mason • Suite B • Irvine • California • 926 I 8 
Toll free: 866.4SIGNATURE 
Local: 949.580.3640 - Fax: 949.580.3645 
Web: www.SignatureControlSystems.com 

http://www.SignatureControlSystems.com


C O N T E N T S A G I E M E D I A P U B L I C A T I O N • V O L U M E 2 8 N U M B E R I I 

' NOVEMBER 2007 
C O V E R S T O R Y 

I t H a p p e n e d T o M e 
(And it could happen to you.) Learn from 
these contractors and prepare your 
business for worst-case scenarios. 
C o v e r image : Jud i th P i s h n e r y 

B U S I N E S S 

5 4 B u s i n e s s O p p o r t u n i t i e s -
S c o o p i n g U p B u s i n e s s 
Pet waste removal services may be the 
right add on for some green industry 
businesses. 

6 9 B e s t o f t h e W e b -
M y E m p l o y e e , M y C o m p e t i t o r 
W h a t do you do w h e n a trusted worker 
sets off on his own? Lawn & Landscape 
Message Board participants struggle wi th 
this conundrum and debate the best w a y 
to keep key talent from becoming a chief 
competitor. 

C O N S T R U C T I O N 

7 6 C o m f o r t a b l e S u r r o u n d i n g s 
The interior of a skid-steer cab has never 
been so inviting. 

I R R I G A T I O N 

8 0 R o t o r R o l e s 
Knowing the differences be tween rotors 
and spray heads plays an important part 
in water-conscious irrigation. 

bwncĤndscape 



Water Management] innovation ervice & Support Education 

There Are More Ways Than Ever 
To Count On Toro. 
We strive every day to provide contractors, distributors and association 
partners with practical irrigation solutions. Our full line of reliable 
irrigation products is just the beginning; we also offer you educational 
opportunities, plus superior service and support. We do all this to help 
ensure your success—today and in the future. For more information, 
call 877.345.TORO or visit www.toro.com. TORO, Count on it. 

http://www.toro.com


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

8 8 P o w e r i n Y o u r P a l m 
Equipment makers are fitting more 
capability into smaller tools. 

9 8 S p r a y S t a t i o n 
Check out the industry's latest irrigation 
sprayheads and rotors. 

1 0 4 C h i p S h a p e 
The selection of chippers is as diverse 
as the types of trees. 

D E P A R T M E N T S 

1 0 Edi tor 's Focus 

1 2 Ins ide t h e I n d u s t r y 

2 4 M a r k e t W a t c h 

1 1 0 N e w Products 

1 1 4 Sales & M a r k e t i n g 

1 1 8 B e n c h m a r k i n g Your Business 

1 2 2 Peop le S m a r t s 

1 2 4 F r o m t h e Field 

1 2 8 W h a t ' s t h e D e a l ? 

1 3 6 H o w W e D o It 

1 3 8 A d v e r t i s e r s ' I n d e x 

f U ^ S p e c i a l S e c t i o n -
* Irr igat ion State of the 

Industry Report < 

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 
start ing after page 24 

P 3 E x p e r t C r e d e n t i a l s 
Media exposure has helped Joel Lerner 
position himself as an expert and reap 
leads as a result. 

P 6 L e s s o n s i n C A D 
Designers share their ups and downs 
in shopping for and using design sof tware . 

P 1 2 D e s i g n D i l e m m a s 
Irrigation systems are vital to maintain healthy 
landscapes, but can create challenges for 
landscape designers. 
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S4 

S6 
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m e d i a 

starting after page 60 

A n E v e r F l u i d I n d u s t r y 
To increase market share, irrigation 
contractors look to education to build 
success. 

G o i n g W i t h T h e flow 
Water restrictions continue to influence 
irrigation contractors and their business 
practices. 

D e v e l o p i n g Y o u r W o r k f o r c e 
Irrigation contractors struggle to attract, 
hire and retain a quality team. 

S p e n d i n g O n A n U p w a r d S l o p e 
As business grows, contractors are 
spending more on irrigation equipment 
and parts. 

S p e c i a l S e c t i o n -
2 0 0 7 B e n c h m a r k i n g Your 
B u s i n e s s Report start ing after page 82 

T i g h t e n i n g t h e B e l t 
Landscape contractors this year have 
worked harder to grow, relying on 
creativity, tenacity and prudent spending. 



Noticeably beautiful lawns. 

They're what referrals are made of. Keep weeds out and customers happy with Barricade® 
the longest-lasting pre-emergence herbicide for crabgrass and more than 30 other weeds. 

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

Syngenta is here to help you in your pursuit of perfection—thicker, healthier, 
hardier lawns. A lawn can never be too eye-catching. 
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T H I S M O N T H O N : 
l a w n a n d l a n d s c 

IRRIGATION 
SHOW NEWS 

Lawn 8c Landscape will report on the latest from the 

International Irrigation Show, Dec. 9-11, in San Diego. 

Catch up on the show details before the event and 

get a recap after the show ends at lawnandlandscape. 

com. See the Events section online for a complete 

calendar of industry events. 

> V I E W T H E W E B C A S T 

Watch Joe Kucik of Real Green Systems deliver 

his marketing message any time by logging onto 

the Lawn & Landscape-sponsored Webcast 

he recently held. Catch the replay by visiting 

lawnandlandscape.com and stay tuned for more 

business-boosting Webcasts, where you can watch 

it live and interact with the presenter. 

G I E + E X P O C O V E R A G E 
Even if you weren't able to make it to the Green 
Industry and Equipment Exposition in Louisville, 
you'll feel like you were on the trade show floor when 
you log onto lawnandlandscape.com and read our 
extensive coverage from the education sessions, the 
show floor and the outdoor demo area. If you were 
at the show, log on to see what you missed and take 
away tips you can use in your business. 

J/2! store. 



Our most ef fect ive cost-cutt ing measure 
w a s buying 58 n e w b lowers ." 
Somet imes you have to spend money to save money. 
That's what Bland Landscaping did by replacing their 
entire fleet of blowers wi th 58 n e w STIHL BR 550's. 
"Our philosophy is to always do the right thing," Kurt 
says, "and that includes environmentally. W e heard 
the fuel efficiency claims of the BR 550 and w e ran 
our o w n tests. They w e r e 4 0 percent more efficient 
than our other machines and w e calculated w e ' d 

save enough on gas to pay for the n e w blowers in 
less than t w o years." Fuel efficiency, low emissions 
- any other benefits, Matt? "The entire line of blowers 
is really powerful. And, my crews can work longer 
before refueling. W e ' r e doing more work, saving 
money and w e ' r e doing it clean." 

www.st ih lusa.com 1 8 0 0 GO STIHL 

STIHL 
USE READER SERVICE # 15 

http://www.stihlusa.com


Benchmark for Financial Health 

Just returning from the Green Industry & Equipment Expo, it seems the skys 

the l imit for what we can do in our businesses and for our industry. 
T h e educational sessions at the conference showed us ways to differenti-

ate our businesses from our competitors, how to improve profits and how 
to make our businesses lean. Additionally, we were exposed to new ideas 
on creating and maintaining order in our office systems, being a boss vs. a 
friend to our employees and removing barriers to communicat ion wi th our 
workers. 

I f you didn't have t ime to attend this year s conference and show, visit our 
Web site www.lawnandlandscape.com for detailed show follow-up. Also, be 
sure and put the event on your calendar for next year. I t wil l be held Oct . 
23 -25 , 2 0 0 8 in Louisville, Ky. 

As we reengage in our businesses following a weeks worth o f learning, i ts 
easy to fall back into the same old traps. Those pages o f notes and dozens o f 
business cards collected from the show are shoved into a drawer until there's 
more time. M o r e time? There's never more time. 

Sure, theres lots to do before the year is out. Fall clean-ups, fall fertil-
ization, irrigation system winterization, winter overseeding, equipment 
maintenance, the list goes on. N o t to mention budgeting for 2008 . 

W h e n you find the t ime - in between quotes and customer follow-up 
- remember that business forecasting and budgeting are keys to both your 
short-tem and long-term success. 

In this issue o f Lawn & Landscape, you'll find our fourth annual Bench-
marking Your Business report. This report, sponsored by John Deere, 
underscores the importance o f business finances for landscape contracting 
business. W h i l e it may sound like a no-brainer, business education is still 
the primary need o f a large number o f contracting businesses. 

O u r research shows that slightly more than 50 percent o f contractors 
receive monthly financial income statements. O f those receiving financial 
statements, only a little more than 25 percent review them. I ts not unti l a 
landscape firm reaches the $ 1 mil l ion echelon that regular review o f financial 
statements becomes routine. 

W i t h an understanding o f a basic financial statement, contractors can and 
should benchmark their firm's numbers wi th other landscape businesses both 
regionally and nationally and wi th in their revenue range and beyond. 

Becoming familiar wi th what falls under overhead, what to pay both 
salary and hourly employees in various job positions, what's a standard work 
week and what company benefits are offered to your employees are all critical 
indicators that wil l help create a strong foundation for future growth. 

A healthy business base also benefits the entire landscape industry as 
these companies generally spend t ime on marketing the benefits o f landscape 
services, pricing their services properly and become more involved wi th their 
industry at a higher level, whether through industry associations, communi ty 
development boards or mentoring programs. 

As you look to next year, take the t ime to check the health o f your opera-
tions and find ways to incorporate one or two new ideas into your business. 
Those ideas may pay dividends. I 

PUBUSHER 
JOE DIFRANCO Group Publisher 

jdifranco@gie.net 

EDITORIAL 
CINDY CODE Editorial Director 

ccode@gie.net 

NICOLE WISNIEWSKI Deputy Editor 
nwisniewski@gie.net 

MIKE ZAWACKI Managing Editor 
mzawacki@gie.net 

MARIS A PALMIERI Associate Editor 
mpalmieri@gie.net 

MARK PHILLIPS Associate Editor 
mphillips@gie.net 

EMILY MULLINS Assistant Editor 
emullins@gie.net 

HEATHER WOOD Web Editor 
hwood@gie.net 

KATIE MORRIS Editorial Intern 
kmorris@gie.net 

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

CREATIVE 

MARK ROOK Creative Director 

HELEN DUERR Director. Production 

SUSAN STROHMAIER Graphics Intern 

SAMANTHA GILBRIDE 
Advertising Production Coordinator 

CHRISTINA HACKEL 
Internet Product Coordinator 

SALES 
DAVID BLASKO National Sales Manager 

dblasko@gie.net 

DAVE ANDERSON Account Manager 
danderson@gie.net 

DREW BREEDEN Account Manager 
dbreeden@gie.net 

MIKE ZAVERL Account Manager 
mzaverl@gie.net 

CHRISTINE ZERNICK Account Manager 
czemick@gie. net 

AMEE ROBBINS Account Manager 
616 Marine Ave.. Manhattan Beach. Calif. 90266 

PH: 310/465 6060 FX: 866/857-5442 
arobbins@gie.net 

TARYN O'FLAHERTY Account Manager 
644 29th St.. Manhattan Beach. Calif 90266 

PH: 310/545-1567 FX: 866/802-0549 
toflaherty@gie.net 

BONNIE VELIKONYA Classified Advertising Sales 
bvdikonya@gie.net 

JANET MARIONEAUX 
Marketing Coordinator 

CONFERENCES 
MARIA MILLER Conference Manager 

mmiller@gie.net 

CORPORATE 

RICHARD J. W. FOSTER CEO 

CHRISTOPHER W. FOSTER President & COO 

DAN MORELAND Executive Vice President 

JAMI CHILDS Director. Business Resources & IT 

MELODY BERENDT Director. Circulation 

KELLY ANTAL Manager. Accounting Department 

& 

EverGreen 

4020 Kinross Lakes Parkway • Suite 201 
Richfield. Ohio 44286 

PHONE: 800/456-0707 FAX: 330/659-0823 
Internet: www.lawnandlandscape.com 

Subscriptions & Classifieds: 800/456-0707 

http://www.lawnandlandscape.com
mailto:jdifranco@gie.net
mailto:ccode@gie.net
mailto:nwisniewski@gie.net
mailto:mzawacki@gie.net
mailto:mpalmieri@gie.net
mailto:mphillips@gie.net
mailto:emullins@gie.net
mailto:hwood@gie.net
mailto:kmorris@gie.net
mailto:dblasko@gie.net
mailto:danderson@gie.net
mailto:dbreeden@gie.net
mailto:mzaverl@gie.net
mailto:arobbins@gie.net
mailto:toflaherty@gie.net
mailto:bvdikonya@gie.net
mailto:mmiller@gie.net
http://www.lawnandlandscape.com


Introducing E v e r G r e e n S o f t w a r e : 
Web-based office management software 

specifically designed for large multi-branch 
lawn care companies 

E v e r G r e e n S o f t w a r e will help you make 
your organization more profitable and productive. 

• T ~ 

v • • 
• 

III 
~ • i i - J i 

/ T S —i— 

Web-based Technology 
Anytime, anywhere access 

• Centralized database for 
multi-office companies 

• Tightly integrated e-mail and 
Web site capabilities 

Enterprise-Level Solution 
• Extensive billing and customer 

relationship management features 
• Scheduling one time services and 

recurring service programs 
• Salesperson and technician 

production and commission 
reporting 

Route Optimization 
• Higher production and revenue 
• Lower gasoline and vehicle 

maintenance costs 
• Happier customers and technicians 

Mobile Solutions 
• More historical account 

information than paper 
sen/ice tickets 

• Better data collection in the field 
• Less data entry work for office staff 

Microsoft 
C E R T I F I E D 

Partner 

^ v r 
Call 1-800-762-0301 t o d a y f o r y o u r FREE E v e r G r e e n S o f t w a r e t r ia l , 

or visit our W e b site a t www.evergreensoftware .com. 

http://www.evergreensoftware.com
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Contractors React to North 
Georgia's Watering Bans 
...pg 19 

Landscaping Gets 
Green Standards 
Amid the growing notoriety for the U.S. Green Building Council's LEED 

rating system for green buildings, many landscape industry members have 
wondered why such a comprehensive program places little emphasis on a build-
ing's landscaping. Some LEED (Leadership in Energy and Environmental Design) 
programs award points for landscape water reduction, for example, but no set of 
specifications focus exclusively on the landscape. Until now. 

Enter the Sustainable Sites Initiative (SSI), a partnership of the American So-
ciety of Landscape Architects, the Lady Bird Johnson Wildflower Center and the 
United States Botanic Garden in conjunction with other stakeholders. Much like 
LEED does for the building sector, SSI will measure the sustainability of designed 
landscapes. Though SSI is a standalone system, the USGBC is lending its support 
to the project and plans to adopt SSI metrics into the LEED system. 

The group's preliminary report, designed to introduce SSI's investigations into 
soils, hydrology, vegetation, materials and human services, was scheduled to be 
made available for download at www.sustainablesites.org on Nov. I and will have 
a 45-day public comment period. 

In addition to the rating system (set to be complete by 201 I) , SSI plans to roll 
out standards and guidelines by 2009, pilot projects that test how well the rating 
system applies to construction and maintenance practices (beginning in 2010) and 
a reference guide, due out in 2012. 

ASLA's Vice President and C E O Nancy Somerville and Fritz Steiner, dean of 
the University of Texas at Austin School of Architecture, introduced SSI in October 
at the ASLA conference in San Francisco. Two years ago, t w o parallel efforts were 
taking shape - one in ASLA's Sustainable Design and Development Professional 
Practice Ne twork and the other at the Lady Bird Johnson Wildflower Center. In 
2005, the t w o groups merged their efforts at a summit in Austin, Texas. During the 
summit, at which 10 stakeholder groups were represented, the sentiment was, 
"We really need something like this yesterday," Steiner says. Last year the U.S. 
Botanical Garden joined as a major partner and a product development committee 
was chosen to guide the initiative and earlier this year the USGBC agreed to in-
corporate the findings of the SSI into future versions of the LEED rating system. 

While the design community focuses on new construction, landscape contrac-
tors have an excellent opportunity to focus on promoting sustainability in existing 
sites, says Jim Martin, president of the Professional Landcare Network (PLANET). 
Sustainability was a hot topic at PLANET's annual Crystal Ball meeting, where 
industry leaders brainstorm opportunities for the future, Martin says. The green 
industry can expect PLANET programming on sustainable practices to expand in 
coming years. Potential features may include a sustainable section on its Web site, 
sustainable conference tracks and an awards category related to sustainability, 
Martin says. - Marisa Palmieri Inside Industry continues on page 16 

http://www.sustainablesites.org
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THE NEW '08 SUPER DUTY.' 
A payload of up to 7 ,230 lbs.* Ford Clean Diesel Technology™ t h a t churns out 3 5 0 hp and 6 5 0 Ib.- f t . 
of torque.** The bold, new look of t h e ' 08 Super Duty. 

c o m m t r u c k . f o r d . c o m 
'Properly equipped. "Available 6.4L Power Stroke9 V8 Turbo Diesel engioe. 
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i n s i d e t h e 

continued from page 12 

L A B O R 

i n d u s t r y 

N o - M a t c h Rule Rel ief 

A federal judge issued a preliminary injunction blocking the 
Department of Homeland Security's "no-match" rule until 
the court has a chance to fully examine all of the issues. 

The ruling, which extends a temporary order issued 
in September, comes after trade groups and labor unions 
filed a lawsuit in late August to stop D H S from using Social 
Security no-match letters for immigration enforcement. The 
rule requires employers to fire workers who can't resolve 
discrepancies in their Social Security numbers after 90 days. 
The plaintiffs, which include the American Nursery & Land-
scape Association and The Essential Worker Immigration 
Coalition, of which PLANET and the A N LA are members, 
opposed DHS's rule on various grounds, arguing that the 
government violated the Regulatory Flexibility Act, which 
seeks to protect small business from overly burdensome 

regulation. 
The injunction will remain until it's overturned on appeal or 

the judge makes a final ruling after trial, which could be months 
away, according to the Los Angeles Times. Homeland Security 
Secretary Michael Chertoff said he would consider mounting 
a legal challenge or issuing a modified rule that addressed the 
judge's concerns, in addition to pursuing other forms of em-
ployer enforcement, like criminal prosecution, the newspaper 
reports. - Marisa Palmieri 

For All Your Spraying Equipment & Parts Needs! 

m 
Commercial Quality Skid Sprayers A Custom Built Sprayers to Fit Your Needs 

Spring is here, call us to immediately fulfill your equipment needs! 

W h e n y o u need 
hose, reels, guns, 

fittings, tanks, 
pumps , o r repai r 

ki ts, look n o 
far ther t h a n 
Westhef fer . 

fSTJk 
Westheffer 

S P R A Y I N G E Q U I P M E N T & P A R T S 
• • • • • • • • • • • • • 

w w w . w e s t h e f f e r . c o m 

Shop O u r 
eBay 
Store 

'sprayerparts" 
Today 

WESTHEFFER PREMIUM SPRAY HOSE 

4 ; green garde 
• 300'or 400' Rolls 
• Attractive Mint^-

Green Color 
• 600 psi 

3/8" ID - $.50' 1/2" ID - $.65' 

Grow 
Your 

Business 
Let Us Show You How! 

View 
Hundreds Of 

Marketing 
Ideas Online 

PLUS Free 
Marketing Handbook 

1 w w w . R N D s i g n s . c o m 1 
1 
h 
RNDSIGNS 
larketing, Design & Print 

1 1 
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These free Marketing Seminars are presented by Joe Kucik, 
owner of Real Green Systems. At this seminar, you can learn first 
hand how Joe, and other businesses that have consulted him, 
have dramatically increased revenue and profitability using his 
proven marketing techniques. If you are interested in growing 
your business, this is an event you cannot afford to miss! 

Coming to a City Near You! 
D e n v e r , C O 

- - — • ^ N o v e m b e r , 6 

A n a h e i m , C A N o v e m b e r , 13 
O a k l a n d , C A N o v e m b e r , 1 4 
I n d i a n a p o l i s , I N J a n u a r y , 8 
C o l u m b u s , O H J a n u a r y , 9 
P i t t s b u r g h , PA J a n u a r y , 1 0 
M y r t l e B e a c h , SC J a n u a r y , 1 7 

Check our website for more 
locations ana upastes 

Attend this FREE Green Industry Marketing Seminar 
to learn proven marketing techniques such as: 
• Building a Marketing List 
• Door-to-Door Sales 
• Telemarketing 
• Block Leading 
• Direct Mail 
• Neighborhood Marketing 
• Internet Advertising 
• Web Site "The 24 Hour Store Front" 

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

Sign up for this FREE 
Seminar Today! 

Call 1-800-422-7478 or 
sign u p at w w w . r e a l g r e e n . c o m 

space is limited, lunch will be provided 

http://www.realgreen.com


i n s i d e t h e i n d u s t r 

L A B O R 

H - 2 B C a p M e t for First Ha l f of FY2008 
U.S. Citizenship and Immigration Services (USCIS) has 
received enough petitions to reach the H - 2 B cap for 
the first half of fiscal year 2008 (FY2008) . T h e cap was 
met Sept. 27 for new H - 2 B w o r k e r petitions requesting 
employment start dates prior to April 1, 2008. 

The program carries a cap of 33,000 workers each half 
of the fiscal year As of press t ime, the amendment that 
exempts returning workers f rom counting against the cap, 
known as T h e Save O u r Small and Seasonal Businesses 
Act, had not passed in Congress. T h e exemption expired 
Sept. 30. 

To th row in another wrench, labor union members 
are backing an amendment to the extension of the 
returning-worker exemption. Sen. Bernie Sanders (l-Vt.) 
introduced legislation Sept. 26, the Increasing American 
Wages and Benefits Act, which includes expanding the 

recruitment process, requiring H - 2 B workers to be paid more 
than the prevailing wage and allowing the Legal Services Corp. 
to represent guest workers in litigation against employers. 

Such requirements could be burdensome to H - 2 B users, says 
Tom Delaney, director of government affairs at the Professional 
Landcare N e t w o r k . 

Whether or not the cap exemption is passed, companies 
should continue to send in H - 2 B requests. The USCIS can ret-
roactively apply exemptions to returning workers. 

M o r e information about the H - 2 B w o r k program is available 
at www.uscis.gov or by calling the National Customer Service 
Center at 800 /375-5283 . 

Looking for the Events Calendar? Beginning with this issue, all industry-related 
events can be found in the Events section of the Lawn & Landscape Web site. 

CHECK OUT THE ENTIRE LINE 
OF LANDSCAPE TRAILERS 

CONQUEST CARG0SP0RT 
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I R R I G A T I O N 

Contractors React to Nor th Georgia 's Water ing Bans 
Citing a drought of historic proportions, the Georgia Envi-
ronmental Protection Division declared "level four" water 
restrictions for the northern third of the state, including metro 
Atlanta, banning nearly all types of landscape irrigation. 

Local governments are required to enforce the ban, and, 
along with water utilities, may impose more stringent watering 
schedules. 

Shortly after the ban was announced at the end of Sep-
tember, Kelly Tohill, owner of Tohill Landscape Management 
in Atlanta, had two aerating and reseeding cancellations. He 
expresses the frustration many property owners and green 
industry professionals feel: "Can somebody dial up Mother 
Nature and let her know w e need rain?" 

Tohill is right - the area needs rain. The water level at Lake 
Lanier, Atlanta's primary source of drinking water, is expected 
to hit a record low level by the end of the year, according to 

the Atlanta Journal-Constitution. The federal Climate Prediction 
Center's forecast for a drier than average winter in the Southeast 
adds to the worry. 

There are a few exceptions to Nor th Georgia's ban, and some 
contractors have seen a slight boost in their installation business due 
to the restrictions. Ben Elliott, owner of Oak Hill Landscape Group 
in the Atlanta area, says he's gained a few installation jobs because 
the restrictions exempt newly installed landscapes. Homeowners 
may irrigate "turf, ornamentals, annuals and containerized plants" 
for 30 days following installation. In addition, landscapes installed 
by licensed professional landscapers are exempt from watering 
bans for 30 days following installation and irrigation contractors 
are exempt during installation and maintenance. 

"We have upsold a few projects by adding phases to spread it 
out by 30-day increments," Elliott says. "So [clients] get exempt 
every 30 days." - Marisa Palmieri 

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

The NEW Z-SPRAY JUNIOR-36 
• 35 W width for gated lawns 
• Redesigned spray tank for lower 

center of gravity 
• All the standard features of 

our current units 
• Powered by Kawasaki 

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

L.T. RICH P R O D U C T S , I N C . Call: 877-482-2040 
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OUR ELITE TRAINING PROGRAM 
IS HIGHLY SELECTIVE. 
(Find the grub? OK, you're in.) 

Point is, you don't have to be a big deal customer 

to get big help from Bayer. We train plenty of 

little guys too. All you have to do is ask, and all 

you need is a passion to grow your business. 

Where do you start? Our Lawn Care Institute, 

B a y e r T r a i n i n g 
S c h o o l 

launched just last year, is a kind of Lawn Care U. 

without the frat 

parties. It's a 

great chance to 

soak up science 

and business, 

confer with 

RYE ZOME? IS THAT LIKE TOi 

We 11 help you impress cudtonw 
with your grasp of plant jciena 

OUR HAPPINESS GUARANTEE 

1 0 0 % 1 w o r ^ L n 9 y ° u r e <*atufied— 
with our products, our training, our everything. 



our peers, build that marketing plan and get 

aining at your location or ours. Closer to home, 

ou can always lean on your Bayer 

ield Sales Rep. They were born 
m 

fith their sleeves rolled up 

res, we checked) and 

ley really know your 

usiness. So when your 

taff needs training, they're 

n the case. And you always 

ave access to the brilliance of our Technical 

OUR REP IS 

YOUR REP. 

teps - scientists, thought leaders, researchers, 

ifesavers. How much does all of this cost? Nothing. 

YOU'RE THE EXPERT. 

WE JUST MAKE YOU EXPERT-ER. 

It comes with the package. After all, we don't cal 

ourselves industry leaders just to impress our 

mothers. When you need us, call your Bayer rep 

or visit BackedbyBayer.com. 

/T\ 
( b a y e r ) 

\ £ / b y 

Bayer Environmental Science, a business division of Bayer CropScience LP, 
2 T.W. Alexander Drive, Research Triangle Park, NC 27709. 

www.BackedbyBayer.com. Always read and follow label directions carefully. 
©2007 Bayer CropScience LP. 
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E N G L I S H T O S P A N I S H P H R A S E S 

Considering that a growing number of 
landscape contractors are employ-

ing Hispanic or H - 2 B workers, improving 
communication is becoming more crucial 
to ensure quality w o r k done right the first 
t ime. 

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

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

1. ENGLISH: W e need to plant flowers here. 

SPANISH: Debemos plantar el helecho aquf. 
(deh-BEH-mohs plahn-TAHR ehl r o h - d o h - D E H N - d r o h ah-KEY.) 

2. ENGLISH: W e need more plants. 

SPANISH: Necesitamos mas plantas. 
(neh-she-see-TAH-mohs mahs PLAHN-tahs.) 

3. ENGLISH: W e need to clean up the job-site daily. 

SPANISH: Debemos limpiar el area de trabajo a diario. 
(deh-BEH-mohs leem-pee-AHR ehl AH-ree -ah deh trah-BAH-hoh 
ah dee-AH-reeoh. ) 

4. ENGLISH: W e need an edge cut out along the bed line. 

SPANISH: Necesitamos realizar un recorte preciso a lo largo del 
borde del cantero/arriate. 
(neh-she-see-TAH-mohs rrreh-ah-lee-SAHR oon rrreh-KOHR-the ah 
loh LAHR-goh dehl BOHR-deh dehl kahn-TEH-roh/ah-rrree-AH the.) 

^ s ^ - D R A W O N VANMAR'S 
COMPLIANCE W I T H O U T COMPROMISE 

FOR L A W N A N D GARDEN 
-A j n r „ 

: anmar's compliance without compromise approach to engine manufacturing will help power any 

piece of equipment from the drawing board to the project site. Created with the same passion for quality 

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

equipment concepts into fully functioning reality. Contact Yanmar today: 847-541 -1900 www.yanmar.com WHAT THE FUTURE LOOKS LIKE 
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mailto:mzawacki@gie.net
http://www.yanmar.com


r r ~ V 

G 

Build your o w n GreenFlee t . 
Green isn't just a color. It's a reputat ion . When you show up at a job wi th a trailer ful l of 
John Deere equipment, you're making a statement about the quality and care you put into every 
job. And now, John Deere is making it easier than ever to go green wi th the GreenFleet purchasing 
program. Simply put, the more green you buy, the more green you' l l save. V i s i t y o u r J o h n D e e r e 
d e a l e r t o s t a r t b u i l d i n g y o u r G r e e n F l e e t — a n d y o u r r e p u t a t i o n — t o d a y . 

v v v v v v . i v i u v v r i u . u u i 11 
John Deere's green and ye l low color scheme, the leaping deer s y m b o l , J O H N DEERE and GreenFleet are t rademarks of Deere and C o m p a n y . JOHN DEERE 



market watch 
U.S. Economy Not in 

Recession, But Close 

Economists at the University of 
California-Los Angeles says the U.S. 
economy is very near recessionary 
levels. The Anderson Forecast 
shows real growth in 2007 will be 
1.8 percent, close to levels in 2002 
when the economy was at near-
recessionary levels of 1.6 percent. 
The economists say the growth rate 
will return to 3 percent by mid-2008 
and that exports and investments 
will help pull the economy from 
the doldrums it was put into by 
the housing and credit crunch. 
A recession is defined as a period 
of general economic decline in the 
Gross Domestic Product for two or 
more consecutive quarters. 
Source: The Anderson Forecast 

GAS IS UP 
Gas prices saw their first rise in two months 
in early September. Self-service regular went 
to an average $2.81 per gallon, after rising 
6.5 cen ts. The finger was poin ted a t crude oil 
prices, which rose morethan 13 cents per gal-

lon from Aug.24toSept. 7.Prices 
aren't expected to go down 
anytime soon, since OPEC 
isn't expected to increase 

J production, which would 
bring down prices. U.S. gas 
inventories recently hit their 
lowest level since just after 

Hurricane Katrina in 2005. The total days 
of gasoline stockpiles are 19.8, which is the 
lowest since the Energy Information Admin-
istration began tracking the data in 1991. 
Sources: CNN, The Wall Street Journal 

Honey I 
Shrunk 

the House 
Thecreditcrunchthathasgripped the United States 
this summer is affecting housing in a different way. 
Home builders report putting up fewer over-size 
homes and are offering smaller floor plans. Experts 
say buyers are unable to justify such large homes 
and are ratcheting back their luxurious plans. 

In the past 30 years, prosperity has ballooned the size 
of newly constructed single-family homes by nearly 45 
percent. The Census Bureau reports the median size of 
newly built single family home is 2,248 square feet, up 
from 1,560 square feet in 1974. That increase in home 
size continued into the first quarter of 2007, to nearly 
2,302 square feet. But by the second quarter, it slipped 
to 2,241 and may be a sign of things to come. 

In July, new-home sales were running at a seasonally 
adjusted annual rate of 870,000 units, down sharply 
f rom 1.3 mi l l ion in 2005. Source: The Wall Street Journal 

A California hotel recently offered 
free 10-week English classes for its 
employees. A total of 20 workers 
signed up for the courses, which 
were offered once a week. The 
hotel also paid for books and other 
materials. Vietnam native Albert 
Tran, the hotels general manager 
and a major proponent of the 
training, is pleased by the ability 
of the workers to better interact 
with staff and guests in English. 
"Language is a major skill in 
life," he says. "Its not just to help 
themselves to do this work in this 
hotel - i ts for their development for 

ture in life." 
Source: Marin (Calif.) Independent Journal 





Take your Landscape business 
m 

m g i 

AQUASCAPE S E M I N A R S COMING TO A LOCATION NEAR YOU! 

> How to Sell Millions in Ponds 
Greg Wittstock, founder of Aquascape, Inc., travels the U.S. sharing 
his secrets to become a millionaire in the pond biz. Find out how to 
execute a practical sales program and increase your profitability! 

> Advanced & Unique 
Construction Techniques 
Learn the latest pond design techniques. Knowledge and experience 
translate into confidence, bringing additional revenue for your 
business! This seminar is a must! 

> Small Water Features 
MicroPondR, MicroPondless* &Decoratives 
Looking to expand your profits? Small water features are perfect for 
customers new to water gardening or that have a limited space to work 
with. Small jobs are profitable, and have a quick turnaround. 

> Stand Out from the Crowd 
With Marketing That Wins Projects 
Build an effective marketing plan. Differentiate yourself from 
look-alike and price-oriented competitors. 

rr» I 
> Networking With Communities 

& Getting Ponds in Public Places 
Making contacts within your community is one of the 
best ways to market your business. We have all heard 
the saying... it's "who" you know! 

"Hllliu 

si -

R V I S I T S 
O U R W E B S I T E F O R T H E 

U W V T E S T I N F O O N S E M I N A R 
D A T E S A N D L O C A T I O N S ! 



expert credentials 
Media exposure has helped Joel 

Lernerposition himself asan expert 

and reap leads as a result. 

W h e n J o e l L e r n e r w a s s t u d y i n g p s y c h o l o g y a t P e n n S t a t e , 
h e r e a l i z e d a bachelors degree in that field and 65 cents could get him a cup of 
coffee. He sought a more practical plan and opted to put his education on hold. So he 
needed a job - quick. With experience in landscaping from summer jobs, a mower and 
a pickup truck, he began a lawn maintenance operation. 

Lerner soon found that his customers expected him to be a horticultural expert. 
"As soon as you do anything in the landscaping field, people think you're a designer," 
Lerner says."They ask,'Why did my tree die? What ideas do you have for my backyard?' 
And I would say'Whoa - I mow lawns for a living.'" 

After 12 years Lerner decided he wasn't going to just mow lawns and "wing it" 
anymore. He enrolled at the University of Maryland to become the expert his clients 
expected him to be, earning a bachelors of science in horticulture and landscape 
design. 

Shortly thereafter he founded Environmental Design, and sought to make a quick 
splash with his company and develop an unmatched list of credentials. A marketing 
consultant recommended he position himself as an expert in the field by writing a 
book. "He told me, if you want to put yourself on the map, write a book," Lerner says. 

So "101 Townhouse Garden Designs" was born. "That is really where the business 
took off?' Lerner says. "I started to get all kinds of phone calls to do interviews." 

After his first book, Lerner was frequently contacted for other media appearances, 

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 



T H E D E S I G N E R F I L E 

J o e l L e r n e r 
F o u n d e r / C E O 
E n v i r o n m e n t a l D e s i g n 
C a p i t a l V i e w P a r k , M d . 

E d u c a t i o n : BS in horticulture/landscape 
design, University of Maryland; 
studied psychology, Penn State 

C l i e n t mix: 9 0 percent residential, 
10 percent commercial 

F i r s t s t e p in t h e des ign p r o c e s s ? "That's 
the checklist - I go over that with the 
homeowner." 
(See "Learning about LERNSCAPING" on page S5.) 

T h e l a s t s t e p ? "Actually, it continues dur-
ing installation. I mark the plants, then move 
them around until they look better, move them 
around again until they look better than that. 
And probably move them around one more 
time. It's an on-going process. And I say it's 
a decade before a design becomes a work 
of art - we're constantly moving, removing, 
transplanting and redoing." 

O n b r e a k i n g a c r e a t i v e b lock: "Designer's 
block is usually handled by calling in the 
reserves. I have just as much of a chance 
of having an agonizing, horrible time as if 
something just comes off the top of my head. 
I'll take a load of pictures and sometimes I'll 
sit and stare at them for two weeks. So I'll 
exchange ideas with the other designers in 
the office and ask what they think and try to 
get some synergy." 

which produced more positive public rela-
tions opportunities and exposure for his 
business. 

In addition to writing six more books, 
Lerner did a number of radio spots, one 
of which turned into his own show on 
Washington D.C.s WWRC for five years. 
That experience led to a series of TV seg-
ments on Fox 5. 

Next, Lerner s local TV appearances 
drew attention from an editor at the Wash -
ington Post "He was looking for someone 
to do a garden column in the real estate 
section," Lerner says. "I said I'd write one 
column for him, and if he liked it he could 
run it. He did and I have not missed one 
week since October 1996. 

"One thing led to another all the way 
to the Washington Post column," Lerner 
says. "It can be quite a strain, but it has 
developed one heck of a client base for me." 
Though he has never tracked or quantified 
exactly how many leads he's gotten from 
his "Green Scene" column, Lerner knows 
its a good thing that his gardening and 

landscaping advice reaches a potential 
700,000 readers each week. "An awful 
lot of people contact me because of the 
Washington Post. I've gotten many clients 
and speaking engagements from that and 
the books I've written." 

Other designers, too, can increase the 
perceived value of their services by build-
ing such a resume, Lerner says, noting he 
uses his bio sheet to help him close sales. 
Its a one-pager detailing the books he's 
written,his certification from the Associa-
tion of Professional Landscape Designers 
and indirect third-party endorsements 
like his Post column and TV spots. 

"When I give my clients my rates, they 
often say'Let me get back to you,,Mhe says. 
"And I say, just let me fax you a single sheet 
that's often used by my publishers for 
publicity purposes. Then I generally hear 
back from them in fairly short order. That 
type of material on a bio is very impressive 
to a homeowner." 

Lerner emphasizes a designer s need 
to value his or her own work so that cus-



tomers will better value design services 
and not balk at being charged consultation 
fees. Design and consultation fees are an 
essential part of making the designer-client 
relationship beneficial for both parties, 
Lerner says. 
"That's the A1A biggest mistake designers 
make - not charging for their time." 

Lerner lets clients know up front that he 
charges about $200 an hour for his expertise. 
He finds some homeowners simply want 
him to walk their property for an hour and 
make recommendations. If the clients aren't 
interested in having him complete a formal 
design, there are no hard feelings because 
Lerner has been compensated. "So in the 
time we're together, they can stop me after 
an hour if they'd like," he says. "One way or 
another when I leave they have a body of 
information they can take wherever they 
want - whether they want to do it themselves 
or have me do a design for them. The goal 
is purely to achieve what the homeowners 
want for their property." PLD 

A Joel L e r n e r des ign b e f o r e a n d a f t e r . L e r n e r te l ls c l ien ts i t w i l l t a k e t h r e e y e a r s f o r t h e m t o 

l ike t h e i r l a n d s c a p e a n d a d e c a d e f o r a d e s i g n e d l a n d s c a p e t o b e c o m e a w o r k of a r t . 

L E A R N I N G A B O U T ' L E R N S C A P I N G ' 

One major problem many landscape designers make is asking their clients what 
type of design they would like, says Joel Lerner. Quite often clients respond, "I don't 
know, that's why I hired you." 

As a result, over the last 30 years Lerner has developed a system he calls LERN-
SCAPING - a six-page copyrighted checklist he uses to "help the property owner 
get in touch with their property so it can reflect the essence of their personality." 

The idea started as an 11 -question checklist; today there are 
80 points Lerner considers before completing a design for a client. 

"It includes their favorite color, favorite seasons, if they plan to enter-
tain," Lerner says. "All of that feedback is done in plain language, then I 
put that into the language of landscaping." 



Many landscape designers 
seek CAD programs that 
allow them to increase 
productivity. 
Photo: Dynascape 

l e s s o n s i n C A D 
Designers share their ups and downs in shopping 

for and using design software. 

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 



Whether a design program 

already has landscape-ready 

plant symbols is something 

designers consider. Image: 

Dynascape 

A BOUT A DECADE AGO, landscape designer Jim Olson felt swamped and looked to 

increase his productivity."My designs were taking too long for the amount of volume 

we had at the time," says the president of Olson Landscaping, Northbrook, 111. 

Convinced there was a faster way, Olson sought a computer-aided design (CAD) program 
to alleviate the lengthy design and revision processes. 

Sound familiar? In today s world of ever-rising business costs and clients needing instant 
gratification, efficiency is the name of the game. Many designers are switching to landscape 
design software programs that allow them to make revisions without re-drawing an entire 
design and create plant lists with the click of a mouse. 

But some designers are hesitant to make the switch. It can be intimidating for professionals 
to change their ways,especially those who don't consider themselves to be technologically 
savvy, says David Sloan, sales and marketing director for Drafix Software, manufacturers 
of PRO Landscape design software, Kansas City, Mo. "It's the fear of something new and 
not being comfortable with what they're doing" that holds some designers back, he says. 

Another reason is some designers fear the software will stifle their creativity."Drawing is 
something landscape designers and architects enjoy doing - being at the drafting table and 
having the design process as a tactile thing with paper and pencil," says Anne Behner, sales 
manager for Akron, Ohio-based Visual Impact Imaging, makers of Earthscapes Landscape 
Design Software. 

The amount of time they'll have to invest to learn a new program is a concern, too. 
"For myself, one of the holdbacks was the learning curve and the ability to do my work 
while making the transition," says Susan Schlenger, owner of Susan Schlenger Landscape 
Design in Troy, Va. After doing drawings by hand for about five years, Schlenger made the 
decision to "move ahead with the times" five years ago. "After some research, I felt I could 
offer my clients the same kind of detail in the drawings, but the technology would make it 
a lot easier to make changes and save versions," she says. 

Schlenger and other designers who use CAD recommend that designers considering 
digital drafting should simply figure out what works best for them. "What is best for an 
individual company is what is effective and efficient - just like with construction tools and 



B E Y O N D SITE P L A N N I N G 
Digital imaging and 3D modeling are functions commonly included in 
landscape design programs. These tools have grown popular - especially 
among residential designers - as they've sought ways to convey their 
visions to clients who can't conceptualize that a circle represents a 
Bigleaf Hydrangea and a rectangle is a hand-crafted pergola. 

Jim Olson uses digital imaging and watches his clients' faces light 
up when they see a photograph of their own home and what it's going 
to look like when the landscape is installed. "They get really excited when 
they see the imaging," says the president of Jim Olson Landscaping, 
Northbrook, III. He typically includes the digital imaging with the cost of a 
landscape plan - he uses 18 by 24-inch media with the imaging on one 
side and the plan on the other. 

Susan Schlenger prefers 3D modeling to 
digital imaging for its artistic, professional look. 
A few years ago she stumbled upon SketchUp, 
a program now owned by Google. Though she 
wasn't looking for a 3D modeling program, 
she was so intrigued by the program that she 
downloaded the free trial and then eventually 
purchased the professional version. Though 
Schlenger only uses SketchUp about 10 percent 

of the time as an add-on service for clients who are having trouble 
visualizing specific components of their landscapes, she says it's valuable. 
"It's a good tool for both the client and me to get an idea of what 
something will look like when it's built," she says. 

Andrew Garulay, owner of Yarmouth Port Design Group Landscape 
Architects in Yarmouth Port, Mass., understands the draw of these 
tools, but cautions designers not to dupe clients - and themselves - into 
thinking they can make planted and hardscape elements work when 
they're inappropriate for the environment. "As long as you've done the 
design in site-plan view, you know everything fits and you have the right 
skills, it can be a good tool for visualizing," he says. "But people who don't 
know what they're doing are using it 
and thinking it's their key to design. And 
they're going to run into trouble." 

Whatever the method a designer 
decides to use - whether it's hand 
drawing, CAD, 3D or digital imaging, 
Garulay emphasizes there's no 
substitution for a professional's 
knowledge and ability to communicate it 
to his clients. "What makes a difference 
is your knowledge and your selling 
yourself," he says. "They're buying you, 
not your CAD program." 

Susan Schlenger uses 3D modeling to help clients 
visualize their designs. Above is a concept she 
created in SketchUp; the final product is pictured 
at right. Photos: www.susanschlenger.com 

methods," says Andrew Garulay, owner of 
Yarmouth Port Design Group Landscape 
Architects in Yarmouth Port, Mass. "You 
would not bring a track excavator to plant 
annuals and you would not bring a trowel 
to build a pond. It works the same with 
design tools and design staff." 

S A V I N G T I M E . Whatever direction 
a designer chooses, he or she can't ignore 
the efficiencies CAD programs create. 
"I'm much quicker now," Olson says. "I 
can produce a plan much faster and its 
easier to make changes." 

Schlenger touts the fact that she can of-
fer clients several different options without 
redrawing the entire plan by hand. 

Garulay points out the amount of 
time a designer can save by obtaining 
preexisting CAD files from surveyors 
and architects and using them as starting 
points for landscape plans. Especially on 
new construction, theres generally a CAD 
file in existence, says Garulay, who's a site 
planner for a civil engineering office by day 
and runs a residential landscape design 
firm on the side."If a client has a landscape 
designer that wants a CAD file to start the 
landscape plan,as a professional courtesy, 
[architects and surveyors] will generally 
give it to the designer,"Garulay says."Often 

http://www.susanschlenger.com
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Y o u ' v e got t h e ta len t , 
n o w all y o u n e e d to b e 

m o r e s u c c e s s f u l is a 
d is t r ibutor w h o k n o w s 
t h e bus iness , s t o c k s 

t h e r ight p r o d u c t s 
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several hours they employ the programs. 
And Petrosky would know - to make his 
own job easier he developed EZ-Plant, a 
landscape-oriented AutoCAD add-on,in the 
1990s. Most CAD programs are able to create 
plant lists in a matter of seconds, Petrosky 
points out. "Some people bill themselves 
out for $100 or more per hour and if you 
have to add up all the plants on a project by 
hand - that's a lot of time,"he says."You can 
save hours by just hitting one command." 

Using CAD files adds a marketing ben-
efit, too,Garulay says."If you have the ability 
to work with CAD and you're able to help 
an engineer with the permitting process, 
youre getting on the job so early - before 
anybody's even planning to talk with a 
landscape designer," he says. One way to 
help developers with permitting would be 
to assist them with the restoration plant-
ings or wetland mitigation they're so often 
required to conduct during development. 
The easier a landscape designer makes life 
for an architect, engineer or surveyor, the 
more likely these professionals will drive 
future work in their direction. "Obviously, 
everyone involved wants to streamline the 
permitting process, so having a hand-
drawing designer or landscape architect 
in the permitting phase can be more of a 
burden than benefit," he says. 

S H O P P I N G A R O U N D . Luckily for 
designers, there is a large selection of pro-
grams out there to choose from. But all of 
the choices may create confusion. Generally, 
design software programs serve a number 
of functions and may or may not include 
site planning,estimate/proposal generation, 
digital imaging and/or 3D modeling. 

To narrow their choices, designers 
should ask themselves for what functions 
they need the software. "Once you've ex-
plored different software companies, you 
should make a list of what's important to 
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it will include major trees, topography and 
it will have significant features on the site 
located. If you can get that file, that's all the 
more accurate your plan's going to be." 

Dave Petrosky, a registered landscape 
architect with L. Robert Kimball & Associ-
ates, Ebensburg, Pa.,says these time-saving 
elements allow designers to see returns on 
their software investments within the first 
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EdgePro Ultra™ 
you," Schlenger says. "For example, some do cost estimating. I don't 
need that, but someone who's involved in design/build may." 

Both manufacturers and designers who use CAD encourage oth-
ers to take advantage of the free trials most companies offer. Trade 
shows, too, are always good places to demo products. 

Of course price is always a consideration - and there are gener-
ally three levels of programs on the market. There are the lower-end 
products ($ 100 or less from retail electronics stores), which are more 
suitable for hobbyists and homeowners. The mid-tier products 
designed for professional users cost about $1,000 to $2,500 and 
generally feature at least three of the four functions mentioned above. 
They also typically incorporate landscape-specific content,like plant 
photos and symbols. The high-end products like AutoCAD can cost 
$3,000 and up, are typically targeted for engineers/architects and 
may not include landscape-specific content unless you purchase 
add-on modules. 

S U P P O R T S Y S T E M . Software manufacturers offer varied 
levels of training and support, which should be an important part 
in the decision-making process - especially for less-than-confident 
computer users. 

Some type of training is typically included with the software 
purchase, usually in the form of Web-based tutorials. Olson says the 
tutorials are enough training for designers who are computer literate, 
though he recommends reviewing them several times to ensure they're 
retaining the detailed information. Community colleges also offer 
classes, usually based on AutoCAD, and software companies provide 
on-site, instructor-led training for several hundred dollars. 

Complimentary telephone and e-mail support is usually part 
of the software purchase package, at least for the first year. Some 
manufacturers extend the offer through the life of the product; others 
require annual fees."Particularly when you first get started support 
is important - I was calling them all the time," Schlenger says. 

While many manufacturers say users can learn their programs 
in a few days, designers say it takes longer than that to feel re-
ally comfortable with a new program. It took Schlenger about five 
months until she was confident with the program she selected."And 
it probably took a good year to get to know everything I could do," 
she adds."Some people pick up things more slowly, but that doesn't 
mean you're not going to be as good in the long run. So don't expect 
to be up and running in a week's time." 

The challenge for many designers is translating the artistic ability 
they have on paper to the computer screen. It can be done, but it takes 
patience and persistence,designers say."It takes a while to understand 
drawing on a computer is no different than by hand," Garulay says. 
One major mistake he sees landscape designers make in CAD is the 
lack of line weights - something that's second nature when drawing 
with markers and pens. "When people start to use CAD they don't 
intuitively assign line weights," he points out. Another tip forgetting 
comfortable while designing on screen is to do things consistently in 
terms colors and graphics."Use the same symbol for the same plant 
every time until you get things like that down," Garulay says."If you 
do things consistently, the more familiarity you can build into your 
drawing and the more comfortable you are in it." PLD 
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I r r i g a t i o n s y s t e m s a r e 

v i t a l t o m a i n t a i n h e a l t h y 

l a n d s c a p e s , b u t t h e y c a n 

c r e a t e c h a l l e n g e s f o r 

l a n d s c a p e d e s i g n e r s . 

A n i m p o r t a n t p a r t o f a l a n d s c a p e d e s i g n e r ' s job is 
h a v i n g t h e c r e a t i v i t y n e e d e d t o m a k e a landscape more than 
just an arrangement of shrubs and trees. To truly please a client, designers often 
go the extra mile, incorporating individual styles and preferences to make a 
landscape an expression of who the client really is. And, whether they like it or 
not, most designers also have to incorporate irrigation systems - and their often 
unsightly components. Depending on the type of system and its location, this 
can make or break a designers vision. 

For most designers, particularly in the South and West, irrigation systems are 
inevitable additions to landscapes, and play crucial roles in keeping them green 
and healthy. So rather than letting the systems stifle their creativity, designers use 
them to their advantage. "In South Florida, it's basically a given that well have to 
work with an irrigation system in some way because we have two seasons: wet 
and dry," says William Reeve IV, president of Botanical Visions, Boca Raton, Fla. 
"We usually don't allow a system to dictate our plant or landscape design choices 
because we know the water has to be applied." 

W i l l i a m R e e v e , p r e s i d e n t of B o -

t a n i c a l V is ions in B o c a R a t o n , 

Fla . , i n c o r p o r a t e s l o w - v o l u m e 

i r r i g a t i o n i n t o his l a n d s c a p e 

designs t o r e d u c e w a t e r loss 

c a u s e d by h igh w i n d s a n d t o 

c o n s e r v e w a t e r . 

M I N O R M O D I F I C A T I O N S . Reeve estimates that 70 percent of his com-
pany's jobs require working around existing systems vs. installing new ones, 
and he knows some degree of modification will be necessary to sustain the new 
landscape. Usually the changes are minor, like switching from rotors to emitters, 
changing head locations or adding heads to a zone, and can cost at little as $500. 
Compared to the price of some elaborate landscapes, the cost is miniscule and 
clients rarely object. "When working on a project with an existing system, the 
updates and modifications are usually 10 percent or less of the jobs final cost," 
he says. "The changes are a must to ensure proper irrigation of the new plant 
material." 

But sometimes modifications create more problems than they solve. For 
example, many commercial properties go two or three years without properly 
updating their irrigation system, Reeve says. Once a system is updated and ir-
rigating the landscape, the new water pressure can crack brittle pipes or break 
old glue bonds.Tm not a big fan of placing too many band-aids on old systems," 
Reeve says. "The older the system, the more things need fixed." 

In these situations, Reeve says it's important for designers to consider if it 
is more economical to repair an old system or install a new one by factoring in 
how old the system is, how much the repairs will cost and how well the current 
system works. "If the system is only working at 60 or 70 percent, you'll end up 
loosing 30 percent of the landscape," he says. If the repairs equal the cost of a 
new system, Reeve says it makes more sense to recommend a new install, adding 
today's thicker pipes and new technology make systems better than ever. 

To prevent major problems, Reeves company takes a proactive vs. reactive 



"Most of the new technology is not marketed to the consumer 
- it's marketed to the contractor who then has to market it to 
his clients. It can be frustrating to have clients reject technology 
that can actually save them significant amounts of money." -

William Reeve IV 

approach when maintaining its proper-
ties' irrigation systems. The company's 
designated irrigation technician inspects 
its largest jobs about every two weeks. 
Conducting what Reeve calls "wet tests," 
the technician turns on all of a system's 
zones and walks the property checking 
for leaks and other potential problems. 

"This helps find little leaks before 
they're gushing breaks," Reeve says. Be-
cause the technician can address minor 
repairs as they're needed, the inspections 
save Reeve the effort and expense of sub-
bing out major repair jobs to an irrigation 
company. 

To overcome the potential limitations 
of designing around irrigation systems, 
Reeve utilizes the flexibility of drip irri-
gation, most often in beds. South Florida 
is now under tight irrigation restrictions 
when it comes to traditional irrigation.The 
South Florida Water Management District 
limits landscape irrigation to a maximum 
of four hours per day, one day per week in 
some areas. But since drip irrigation is con-

sidered low-volume and can be 30 percent 
more efficient than traditional irrigation, it 
is exempt from any imposed restrictions. 
However, the SFWMD does request that 
contractors avoid watering between 8 
a.m. and 6 p.m. to limit evaporation and 
moisture loss during these hours. 

C E R T A I N C I R C U M S T A N C E S . 
There are a few situations when an 
irrigation system should dictate a 
landscape's design, Reeve says. The most 
notable is when there is no irrigation 
system. While rare in South Florida, 
Reeve has had clients who were sticklers 
for hand-watering. "We have had clients 
who refuse to install an irrigation sys-
tem, and their choice severely regulated 
what we could and couldn't do," he says. 

In these situations, Reeve uses 
container-grown plant material rather 
than field production material. "I try 
to use plants that will slowly but surely 
establish themselves, rather than expect a 
plant recently transplanted from the wild 

S T A R T I N G A N E W . For a 
landscape designer, installing a 
new system allows the designer 
to call the shots and ensure all 
the areas of a landscape receive 
the appropriate amount of 

water. For example, Reeve likes to 
water turfgrass and plant beds on 
separate zones. But because this 
is a recent trend, most systems 
installed in the 1970s and 1980s 
are not designed this way. "When 
an irrigation system is gutted, 
that's the best case scenario," he 
says. "You can design or install a 
system that meets the needs of the 

design created." 
Working with a new system also gives 

designers the opportunity to utilize the 
technology older systems lack. Features 
like automatic shutoff, check valves, 
pressure regulators and smart controllers 
not only save water, but also save clients 
money. It can be a challenge to convince 
clients to embrace new technology, Reeve 
says, but once they do, most are amazed at 
the savings. "Most of the new technology 
is not marketed to the consumer - it's 
marketed to the contractor who then has 
to market it to his clients," Reeve says. "It 
can be frustrating to have clients reject 
technology that can actually save them 
significant amounts of money." 

Whether an irrigation system is old or 
new, landscape designers should look at it 
as a necessity rather than a hindrance."De-
signers should never let irrigation prevent 
them from doing something creative with 
a landscape," Reeve says."It's necessary to 
keep all of their chosen plants alive." PLD 

to survive in a new environment," 
he says. He also installs landscapes 
with monochromatic, native mate-
rial, he says. 

On properties prone to flooding, 
Reeve says excess water creates 
pathogen and disease problems for 
plant material. Designers need to 
think about how water is collected 
on a site, and determine what type 
of irrigation, if any, would be best 
for plant survival, Reeve says. 
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5? 
( A n d it c o u l d h a p p e n to y o u . ) 

In business, like in life, people often hear troubling stories and think "It won t happen to me." So 
they go about their routines, getting by the way they always have, failing to plan as best as they 
can for situations that could put them out of business. 

The reality is shot-in-the-dark circumstances do happen to lawn care and landscape business 
operators every day. The stories that follow are three real-life examples of what happens when a brazen 
employee embezzles, a worker is killed on the job and the IRS comes knocking. Contractors Ross 
Fletcher, Ed Laflamme and John Bannon likey thought "it" wouldn't happen to them, either. But it 
did. They share their experiences with Lawn & Landscape Associate Editor Marisa Palmieri. 

Some of these business owners were well prepared; others admit they could have done more to 
protect their businesses. Are you prepared for the worst? 



Hemlocks 

Landscaping 

OWNER: Ross Fletcher 
HEADQUARTERS: 
Jasper, Ga. 
FOUNDED: 1993 (formerly 
Landmark Landscaping) 
EMPLOYEES: 20 

Like a lot of landscape business owners, I had a college degree in horticulture, but I 
didn't take any business, accounting or finance courses. And so I was really lacking in 
that aspect of business management. 

In 1999 or 2000 I had to spend more time taking care of my elderly parents. 
I spent all my time with the company doing design work and sales and relied more 
on my office manager to handle the office duties. I was not checking on the things I 

should have been. 
Through the years we were growing a lot and making a pretty good amount of profit, but pro-

cedures weren't as good as they could have been. I was dealing with some personal issues with my 
folks; it was a perfect storm to allow the opportunity for the office manager to start embezzling. 

It started in 2000 or 2001. The office manager got behind on some personal bills, started tak-
ing money out of the company and it just snowballed. For a two-and-a-half-year period she had 
embezzled about a half million dollars. 

During that time I knew we were in trouble — we were having issues making payroll and keep-
ing our vendors paid. And all I thought I could do was continue to work harder and sell more, sell 
for better profit and keep our clients happy. I thought things would work out. 

It turns out we were making really good money. She was just taking the majority of it out the 
back door. 

Then my parents both passed away. After my father's death, I came back to work and really 

www.lawnandlandscape.com november 2 0 0 7 lawn & landscape 4 3 

http://www.lawnandlandscape.com


started taking a hard look at where we 
were - we had been on the verge of 
bankruptcy for at least a year or two. 
I said I've got to figure out what the 
heck is going on. 

F I N D I N G O U T 1 called a friend of 
mine who was a CPA and offered her 
a job. She had just taken a new job, 
but she said she would love to take a 
look at our books. 

So I gathered some basic Quick-
Books reports and a few months of 
bank statements and dropped it off to 
her one morning. About two hours 
later she called and says, "You need to 
come and see me." 

I dropped what I was doing and 
went over there. She had laid out 
on a table about 30 checks that she 
suspected were fraudulent. Lo and 
behold they were - they were written 
to people I didn't have accounts with. 
There were checks to GMAC for her 
husband's Corvette and there were 
checks to her mortgage company. 

1 was devastated. She was an em-
ployee but also a friend. I really relied 
on her as all owners do to help me 
judge the health of the company, to 
be my eyes and ears. She had basically 
taken advantage of a horrible personal 

situation for me and had been rob-
bing us blind while my attention was 
elsewhere. 

I stood there looking at the 
checks and it all sunk in. Everything 
started making sense. I knew the 
company was in trouble. We owed 
over $ 100,000 to our vendors. I never 
missed payroll, but was very close. 

I called my attorneys and the 
local sheriff s department and for 
two or three weeks we tried to gather 
as much information as we could 
without raising her suspicions. Instead 
of arresting her immediately we were 
trying to find out as much informa-
tion as we could to build our case. 

The key thing was our Quick-
Books file on the office manager s 
main computer. We had planned to 

download the hard drive to my CPAs 
laptop. A day or two before we did 
that she got tipped off. She had erased 
the hard drive and put a new operat-
ing system on the computer. She said 
her mother had a heart attack and had 
to leave immediately. But all of her 
personal items were gone, so we knew 
she had bolted. 

Within a few days the sheriffs 
department arrested her. 

The worst part was I didn't know 
the IRS was within days of padlock-
ing our office and seizing our assets. 
For two and a half years she had been 
filling out the tax forms, printing the 
checks and bringing them to me to 
sign, but she would never send them 
in. At the height of it, we owed a quar-
ter of a million dollars in back taxes. 

Meanwhile, she had posted bond 
and went out and got a job with an 
interior design firm. She worked for 
them for six months and got them for 
about $65,000. 

I had filed a civil suit against her, 
as did the interior design firm. Their 
suit was heard first, so when mine 
came to be we got her on racketeering 
charges as well, so the damages were 
tripled. We received a judgment from 
our civil case that was over a million 

dollars. That was good, but of course 
we haven't seen a dime and probably 
never will. The criminal trial still 
hasn't occurred and this was almost 
five years ago. We're hopeful it will go 
to trial late this year or in the spring. 

Looking back, in a strange way, 
it was probably one of best things 
that ever happened. It forced me to 
become a much better owner and 
manager. I got the education I needed 
as far as the financial aspects of run-
ning a business, and we run things 
very differently today. 

P R E V E N T I N G FRAUD. I would 
offer the following bullets for fraud 
prevention from an owner's perspec-
tive: One thing is get your mail out of 
the mailbox and open it. The IRS had 

been sending me notices and intent to 
lien and I never knew about it because 
I never opened the mail. 

No. 2 is open bank statements. 
Don't look at the statements after 
they've been opened, you need to 
open them and review every check for 
your signature. My office manager was 
pretty darn good at signing my name. 

The third thing is have a good 
relationship with your bank and track 
very judiciously who has access to 
your accounts. Make sure the bank 
understands you're looking for fraud -
it will help keep them on their toes. 

Another thing is ensuring your tax 
payments are filled out correctly and 
that they're actually mailed. 

Have a checks-and-balances sys-
tem. My company has four separate 
entities look at our books - me, our 
office manager, our CPA who found 
the embezzlement issue and our busi-
ness consultant who also is a CPA. Ev-
ery month we all sit down, go through 
the previous month's numbers, the 
profit/loss and we try to foresee issues 
before they become problems. 

If you do the right things, you can 
catch fraud. The second office man-
ager we had after the embezzlement 
worked for about three months, got 
behind on her bills and wrote herself 
two extra paychecks. She backdated 
them about four months so they 
would be buried back in QuickBooks. 
The bank statement came about three 
weeks later and I was scanning the 
canceled checks and there was a signa-
ture that wasn't mine. She had added 
two extra paychecks and didn't think 
anybody would notice. Again, I was 
amazed. She knew the story - every-
body that comes here knows the story. 
I did not prosecute her and of course 
we fired her, and she paid us back. 

After talking to the Georgia 
Bureau of Investigation and attorneys 
who handle fraud, I would be willing 
to say 15 to 25 percent of small busi-
nesses are getting defrauded somehow. 

Small businesses, especially land-
scapes, generally work on pretty tight 
margins. Fraud can be really devastat-
ing and it adds up quickly. It's very 
crucial that owners and managers re-
ally watch out for the people you least 
expect. A lot of times they are the 
ones you have to watch the closest. 
Thieves don't have any scruples when 
it comes to running your business 
into the ground. The only person who 
can truly look out for fraud is you. 

" L o o k i n g back , in a s t range way, it was p r o b a b l y o n e of t h e 

best things tha t e v e r h a p p e n e d . It f o r c e d m e t o b e c o m e a 

m u c h b e t t e r o w n e r a n d m a n a g e r . " 

- Ross F l e t c h e r 
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"My employee lwas killed 
on the 

OWNER: Ed Laflamme, now of Grass Roots Consulting 
HEADQUARTERS: Bridgeport, Conn. 
FOUNDED: 971 
EMPLOYEES: 125 (at peak) 
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A c c i d e n t s h a p p e n — e v e n 

a t s a f e t y - c o n s c i o u s 

c o m p a n i e s . B e i n g 

p r o a c t i v e m i n i m i z e s t h e 

i m p a c t o f s u c h a t r a g e d y . 

B y E d L a f l a m me 

When I owned my landscape business, a fore-
men and crewmember were delivering flats 
of flowers to a parking garage in Bridgeport, 
Conn. They drove into the garage to deliver 
the flowers, which were going to be stored in 

a side room. They parked, got out and the customer asked them 
to pull up a bit more. 

The driver got in the truck - it was a rack truck - and the 
crewmember jumped on in the space between the rack and 
the front of the truck, facing backwards. As the driver moved 
forward at 4 miles an hour, the crewmember s head got caught 
on the low ceiling. It snapped his neck and he died. 

I remember I was inspecting a property with an account 
manager about 20 minutes away. The call came in from my 
office; they said "You've got to get down to the Hilton parking 
garage right away; there's been a serious accident." 

When I got there it was a mob scene. OSHA was there; there 
were ambulances and police cars and newspapers. The police 
chief was a friend of mine - he took me aside and told me what 
happened. They held my driver and questioned him for quite 
some time. I remember he was shaking. It was so traumatic. 

BEING PROACTIVE. Needless to say I had OSHA all over me. 
This happened only a few blocks from the local OSHA office. 
They investigated for two days. Then they came to my office 
and fine-tooth combed everything - the office, our trucks. 

Before that I never had any really serious accidents. We were 
a very safety-conscious company. We had regular safety meetings 
on all kinds of topics. 

About six months before I had called CONN-OSHA [the 
Connecticut Department of Labor's Division of Occupational 
Safety and Health]. You can call them up and request a free visit 
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where they'll come to your business and provide safety consultation services. They 
filled out a formal report and gave me 60 days to fix the hazards they found, which 
were mostly electrical things and some container labeling issues. 

Then this happened. If I hadn't requested the CONN-OSHA site visit, I think 
I would have literally been put out of business due to fines. Because I showed them 
their own report, I could prove I hadn't been negligent. 

OSHA fined me $5,000 for small things they found during the investigation 
after the accident. The worker's fam-
ily sued us and we found ourselves in 
court several years later. We settled 
out of court and the family was 
granted $250,000, which my insur-
ance company paid. I was exonerated 
from any liability and the insurance 
company's lawyer said we got off easy 
with that settlement. 
Can you imagine if there was any 
negligence on our part? Can you im-
age what the fines would have been? 

What would have happened to my business? 
I'm so glad I took the proactive stand in safety and called OSHA in. Along the 

same lines, I called the fire marshal in on an annual basis so they knew what chemi-
cals we stored and if there was ever a fire, liability would not fall on us because we 
were proactive, and of course they would know exactly what type of materials they 
might be dealing with. 

F O L L O W UP. Right after the incident, we held another safety meeting explain-
ing that you're never supposed to be standing on the back of a truck if it's moving. 
After that it was a really firm company policy that no one ever gets on the back of a 
moving truck. When I travel I always see landscapers with three, four guys riding in 
the back of a truck. That's crazy. A very good friend of mine was killed sitting in the 
back of a panel truck during an accident on the interstate. 

The real point is to take a proactive stand to protect your business. I think every 
state has the OSHA program where you can get the free inspection. 

There was nothing on that particular job we could have done differently other 
than if we had had safety training on that one aspect - not to be on the back of a 
moving truck especially in a parking garage. It was an unusual situation; we never 
drove in parking garages. It happened to us in 1995, but it could happen tomorrow. 
There are many of these same type trucks used in our industry. It could happen to 
anyone. 

Safety doesn't happen by accident. Create meaningful safety programs, be proac-
tive, work hard and try to eliminate all accidents in the workplace. 

take ad vantage of free sa fety consultations 

To take a proactive stance on safety like Laflamme Services did, contractors can request free 
on-site safety consultations from their state governments. This service is targeted at small busi-

nesses and provides professional advice and assistance on correcting workplace hazards and estab-
lishing or improving employee safety and health programs. As the services are completely separate 
from OSHA inspections, the consultations are confidential and no citations are issued or penalties 
proposed during the visits. 

To receive a voluntary consultation, businesses must make a request by calling or writing to their 
state safety agency. Locate your state's appropriate contact by visiting, w w w o s h a . g o v / d c s p / s m a l l -
b u s i n e s s / c o n s u l t _ d i r e c t o r y . h t m l . 

" I f I hadn' t r e q u e s t e d t h e C O N N - O S H A site visit, 

I th ink I wou ld have l i teral ly b e e n put out 

of business d u e to fines.' 

- Ed Laflamme 
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" I I was 
audited 

B y J o h n B a n n o n 

/ / 

J o h n B a n n o n a n d h is 

a c c o u n t a n t j o k e d t h a t h e 

d i d n t ma ke e n o u g h m o n e y t o 

g e t a u d i t e d . T h i s A u g u s t , h e 

g o t a l e t t e r f r o m t h e I R S . 

The fifth or six year I was in business, I 
acquired another company. It just so 
happens I also bought a truck that year. 
I did $160,000 worth of business, but 

because I had purchased a company and truck, I 
only claimed $14,000 profit because I had so many 
major capital expenses when I began to grow. 
So that's what caused a red flag, the IRS said. 

In August they sent me a letter saying I'd been 
selected for examination and that there were three 
years they wanted to look at. In my case it was 
2004, 2005 and 2006. 

T H E PROCESS. The IRS set up an appointment, 
they sent me all kinds of legal mumbo jumbo say-
ing what my rights were and then they sent a list of 
all the things they wanted. 

My accountant and I met with the IRS agent 
and gave them just about everything we had. 
They wanted to see some of the receipts from my 
customers, my business's bank statements and my 
personal statements. Because I'm an LLC on a cash 
basis they wanted to make sure I wasn't hiding any 
money in my personal accounts. 

There were some things I didn't have - I had 
to go back and get more records. It was about a 
40-hour job over six or eight weeks. I had to track 



All the quality at a 
fraction of the price 

bXEJPOLk 

K-Rain 

Same features as Hunteri PGP 
without the premium price. 
Choose the RPS 75™ and enjoy 
the same adjustments, outstanding 
reliability and a better bottom line. 

Try one free: 
www.switch2krain.com 

http://www.switch2krain.com


www.lawnandlandscape.com 

Share your stories and learn from others on the Message Board. 

down the documentation. I had to call my bank and get my 
personal statements for three years and I had to go to a couple 
of my suppliers and get a whole year s worth of records - and 
those things just don't pop up. Some are computerized; some 
are not. I also had to go back to the person I bought a business 
from and reproduce a bill of sale. I had to prove I sold equip-
ment and I paid taxes on it. 

So I gave them everything, and then they did what was 
called sampling, where they went through every single check 
and pulled some out. And if they find one for cash, for ex-
ample, they ask you a series of questions - they actually have a 
three-page questionnaire and you provide them with all of the 
information they want. A lot of it is they pull something out 
and they ask you to explain it. 

Its a huge inconvenience and its very stressful during the 
interviews. My accountant and I were both mentally exhausted 
after the interviews. Its like giving you a ton of homework. I 
took time out of my job and spent numerous hours reproduc-
ing documentation. 

The other difficult thing was gathering all of the documen-
tation I already had. We literally had file cabinets of records to 
give them and they also wanted us to make copies of every-
thing. I would have spent 40 hours at a copy machine, so I just 
gave them the original records. When they go to audit a bigger 
company, they have somebody at the copy machine just mak-
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ing copies of everything. I didn't have the time or the energy 
to do that and run my business, so I just gave them the origi-
nals. It's definitely a learning experience. If you get audited, 
you will learn that you don't want to get audited again. 

LESSONS LEARNED. If you're not organized, you're in 
a lot of trouble. I was pretty organized. There were things 
we couldn't produce, but we came up with logical answers 
for them. You really have to be able to honestly answer the 
questions or give them a reasonable answer if you don't have 
documentation. But there were some things I just had to tell 
them, "It was two years ago and I just really don't remember." 
If I get penalized, I get penalized. 

My advice for people is to get a CPA or really know how 
to keep your books. I couldn't possibly keep track of all this 
stuff. My CPA has all the records, he does all my profit and 
loss statements and he does all the accounts payable stuff. I 
do accounts receivable. If I get a bill he pays it and keeps the 
receipt. He keeps really good records every month and asks 
me: "You wrote a check, what was it for? Where's the receipt?" 

Also keep your receipts and document everything. You 
may not need it, but if you do get audited, it's good to have. 

In the future I'm going to be more stringent. If an em-
ployee purchases anything for the business, I need the receipt. 
If not, he bought it and he paid for it because you have to 
document everything and keep good records to protect your 
business. As long as I'm in business, that's going to be a policy 
with no bending the rules. 

Also, I wouldn't give cash bonuses - because it's taxable 
income. If you give cash to employees and you don't tax it, 
the IRS comes after you. What I'm going to do now is instead 
of giving a cash bonus to one of my employees, I'm going to 
give him health benefits through the winter. There's no tax 
on that because we didn't exchange money. In the past, I've 
given people money and even though I claimed I gave them a 
bonus, the IRS says you're supposed to tax them or they'll tax 
you. It's hard for them to track your employees - it's easier for 
them to track you. 

In the past, I just thought those things were OK and now I 
know its not. 

W H A T HAPPENED? I got lucky, they only examined me 
for one year. After looking at one year they said "That's it" 
because my records were pretty good and they didn't find 
anything criminal, illegal or way out of line. It's like my ac-
countant says, they give it the "sniff test." If it doesn't smell 
right, they keep looking. 

They did make me go back and give 1099 forms to a few 
of the people that worked for me that were self contractors. So 
I had to do that, but it was no big deal. 

It's not over yet, I haven't gotten the bill. It looks like it 
will be less than $2,000. It could have been a lot worse, but 
there might be some late fees and penalties because there were 
a few things that categorized wrong or I couldn't come up 
with a receipt for a purchase. And they do give you the chance 
to appeal, but I'm not going to do that. I want this process 
done as fast as possible. 

My CPA and I always said I wouldn't get audited - there 
wasn't enough money to worry about. But I did. And now we 
know. Some people think they're never going to get caught 
and never going to get in trouble. I would just be aware - I 
think they're targeting small businesses. I 
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There was a time when everyone except 
the very wealthy tended to their own 
yards and cleaned their own homes. 
But today, in the age of do-it-for-me 

consumerism, both landscaping and residential 
cleaning are multi-billion dollar industries. 

What will be the next boom in residential 
services? Some companies, including landscape 
firms, are betting on pooper scooper services, 
considering 63 percent of households in the 
U.S. have pets and Americans spent $41 billion 
on their pets last year, according to Doody-
Calls, a Palmyra, Va.-based pet waste removal 
franchise. And as the demand on consumers' 
free time continues to increase, they'll be less 
interested in picking up pet waste and more 
interested in hiring a firm to do it for them. 

"It's becoming a better-known service," 
says Alex West, owner of Total Lawn Care 
Solutions/The Poolice, Independence, Mo. 
West, who operates a year-old one-man firm 
and hopes to expand in 2008, estimates there 
are now five pooper scooper businesses in the 
Kansas City Metro area. 

DoodyCalls founder Jacob D'Aniello sees 
pet waste removal as a natural extension of the 
services green industry companies already offer 
their customers. For one, messy pet waste is a 
nuisance to landscape contractors, and, con-
trary to many homeowners' beliefs, dog poop is 
not a good fertilizer - it may contain round-
worm, hookworm, tapeworm, whipworm 
and giardia, which can be harmful to pets and 
people. 

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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In addition, pet waste removal 
businesses have reverse seasonality, 
which allows contractors to retain 
key staff members during the winter. 
"Our busiest time of year is when 
landscaping slows down - late fall 
through early spring. People call us 
more when the task is less pleasant, 
when i ts nasty, rainy and snowy," 
D'Aniello says. 

Not to mention, landscape 
companies already have the clientele 
who are the typical pet waste removal 
customers, folks D'Aniello describes 
as middle- to upper-class "Starbucks 
drinkers." Growing pooper scooper 
services beyond contractors' current 
client base shouldn't be challenging, 
either, as the operations, marketing 
tactics and skills needed to manage 
mobile work forces are similar. 

Additionally, offering pet waste 
removal services can breed lawn care 
clients, West says. "One of the selling 
points we use is most people with 
dogs have some pretty rough lawns 

because they haven't been picking up 
the waste," he says. "There's nitrogen 
burn on the lawn, brown spots from 
uric acid. So we're able to provide the 
service of rehabbing that lawn." 

P R O C E S S E S A N D P R I C I N G . The 
beauty of adding pet waste removal 
is it's such a simple service, D'Aniello 
says. "It's pretty low tech." 

O n e difference between a pet 
waste operation and a typical land-
scape crew is employees are generally 
working independently, D'Aniello 
says. "Everyone needs to be able to 
do a great job not working under 
direct supervision" he adds. Other 
than that, the process is straightfor-
ward. Essentially, a pet waste removal 
employee, often called the "scooper," 
walks through a clients' yard in a grid-
like pattern, sweeping the waste into a 
dustpan as he or she goes. 

The only equipment needed 
outside of a vehicle is a lobby dustpan 
(available for about $20 from any 

janitorial supply source), a rake, 
garbage bags and a sprayer, used for 
disinfecting the tools with a bleach 
solution in between jobs. 

In addition to cleaning the equip-
ment, West cautions that scoopers 
need to disinfect their shoes and use 
a different bag at each location. "You 
don't want to contaminate someone 
else lawn if one dog is sick," he says. 
"Worms are an obvious problem, and 
there are some other ones that are that 
serious but can still be troublesome." 

O n the administrative end, there is 
some work that needs to be done up-
front before a scooper shows up at a 
client's home. First, pet waste removal 
firms need to consider municipalities' 
disposal rules. Some cities consider 
pet waste to be a biohazard but others 
allow you to simply throw bagged 
waste into the garbage, West says. 
Typically, local governments make 
their municipal codes available on 
their Web sites. 

continued on page 60 
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PRESENTS JAM 
DON'T JUST LEARN THE 
BASICS OF LEADERSHIP 

Mention this ad when you register and 
r e c e i v e a f r e e g i f t f r o m A r i e n s ! 

DISCOVER HOW YOU 
LEAD FIRST! 
Leadership Jams are two day learning events that have helped 
hundreds of landscape foremen, supervisors and managers over the 
past 9 years hone their leadership skills and succeed in helping them 
and their companies W O R K SMARTER This year we will take your 
leaders on a journey of self discovery like never before as we evaluate 
each participant's "Insights Discovery Profile." 

• Unders tand your PERSONAL LEADERSHIP STYLE 
• Learn proven leadership skills that DELIVER RESULTS 
• Discover H O W Y O U W O R K BEST a n d h o w y o u can best 

l ead others 
• Hold yoursel f a n d others ACCOUNTABLE to personal 

a n d c o m p a n y GOALS 
• N e t w o r k a n d share BETTER PRACTICES w i t h your peers 
• R e n e w your ENERGY a n d FOCUS for 2 0 0 8 a n d b e y o n d 

PHOENIX 2 / 1 2 & 13 I ATLANTA 2 / 2 1 & 2 2 I INDIANAPOLIS 3 / 3 & 4 | PROVIDENCE 3 / 1 0 & 11 

REGISTER TODAY 
w w w . j p h o r i z o n s . c o m • 8 7 7 - J P H - J A M S 

P JP Horizons i 
W A I N C O R P O R A T E D 

USE READER SERVICE # 95 

http://www.jphorizons.com


beyond the backyard 

Pet waste removal services don't stop with doggy doo-doo. Many of 
them provide litter box cleaning, too. 

Companies interested in adding pet waste removal should 
note that cleaning up after cats can be more logistically challeng-
ing than picking up dog waste, as litter boxes are typically located 
inside clients' homes. 

"If we're going in multiple times a week, we obviously need 
access to the house," says Alex West, owner of Total Lawn Care 
Solutions/The Poolice, Independence, Mo. In this case, like resi-
dential cleaning firms do, the pet waste professional would need to 
arrange access with clients - usually they provide keys or garage 
codes. More commonly though, West's clients leave litter boxes on 
their porches. He purchases an extra pan and lid, and during the 
visit he "swaps out" the dirty box for a sanitized one filled with new 
litter. 

West visits clients as frequently as they request, charging $10 
per visit plus 20 percent per additional cat. 

Merit Injectable 
The rl tree and slirub inseetieide now 

available in a new Mieroii\jeetion Product. 

Tree Tech1 Microinjection Systems and Bayer Environmental Science present 
Merit Injectable, the latest addition to the Merit insecticide family. Injected directly 

into the tree trunk or root flare tissue, Merit Injectable offers arborists and landscape 
professionals a powerful new weapon in controlling pest infestations and contains 

more active ingredient (17.1%) than other injectable products on the market. 

Merit Injectable is available in leak-proof Tree Tech units in two different dosages, 
depending on tree diameter. Tough-to-control insect pests such as Asian longhorned 
beetles, emerald ash borers and hemlock woolly adelgid meet their match with Merit 

Injectable. Other nuisance insect pests such as aphids, armored scales, Japanese 
beetles, lace bugs, leaf beetles, leafhoppers, mealybugs, psyllids, thrips, tip moths and 

whiteflies also get their due from Merit Injectable treatments. 

W Tree Tech• 
I microinjection systems 

950 SE 215th Ave. 
Morriston, FL 32668 

1-800-622-2831 
e-mail: info@treetech.net 
www.t ree fech .ne t 

USE READER SERVICE # 35 

www.lawnandlandscape.com november 2 0 0 7 lawn & landscape 5 7 

mailto:info@treetech.net
http://www.treefech.net
http://www.lawnandlandscape.com




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. 

MERIT allecTus DULOK 

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. ©2007 Bayer CropScience LP. 

http://www.BackedbyBayer.com


continued from page 57 

A n o t h e r adminis t ra t ive tip: "Ask 
a lot of ques t ions ," D 'Anie l lo says. 
W h e n a client calls DoodyCa l l s 
to sign u p for the service, a sales 
representative runs t h rough a list o f 
ques t ions abou t the clients, their yards 
and their pets to ensure exceptional 
cus tomer service. T h i s i n fo rma t ion is 
passed a long to the scoopers before 

they show u p o n site. Ques t i ons 
inc lude the names a n d breeds of the 
animals , if there's a doggie door , if the 
dogs have allergies, p roper ty size a n d 
p roper ty accessibility issues ( inc luding 
gate combina t ions , if necessary). 

Pooper scooper professionals 
acknowledge tha t deal ing wi th ag-
gressive pets is s o m e t h i n g to consider. 

"You should make sure you have 
s o m e t h i n g in wr i t ing that says the 
owners m u s t have the dogs unde r 
cont ro l w h e n you go in the yard," 
West advises. "Mos t dogs I meet are 
fairly well behaved and like to get to 
k n o w you, b u t there's always a danger 
of a territorial dog that doesn't wan t 
you in their yard." 

Properly pr icing the service can 
be challenging, too. "Obvious ly two 
St. Bernards is d i f ferent than one 
Yorkshire terrier," D 'Anie l lo says. 
H e offers some guidelines: "Pricing 
is a c o m b i n a t i o n of the n u m b e r of 

One major difference between pet waste 
removal services and landscaping is that 
scoopers usually work by themselves, 
rather than in crews. 

dogs, f requency and yard size." His 
c o m p a n y charges clients' credit cards 
month ly , b u t a per-visit price comes 
o u t to between $ 15 to $ 2 3 per visit. 
T h e $ 15 price is typically for clients 
wi th one d o g w h o receive weekly 
service. DoodyCal l s charges more - in 
the $ 2 3 range - for clients wi th sev-
eral dogs w h o receive service less than 
once a week, because there's more 
waste to pick u p each visit. 

West charges a $ 3 5 initial c leanup 
fee and then $ 15 per visit for clients 
wi th one dog. H e adds 2 0 percent for 
each addi t ional dog. West waives the 
initial c lean-up fee if the client signs 
a 3- , 6- , 9 - or 1 2 - m o n t h contract and 
also offers d iscounts between 10 to 
4 0 percent for clients w h o are under 
cont rac t . Mos t clients op t for once-
a-week service, West says, b u t "some 
w a n t it three t imes a week; some just 
w a n t it before the weekend." • 
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R a i n H B I R D 
Water may seem to be the most abundant resource available on earth. But the reality is that 97% of all 
water is saltwater, 2% is held in snow and icebergs and only 1% is fresh water. The world's population is 
growing at such a rate that by 2025, the United Nations predicts that more than 2.7 billion people will 
face severe shortages of fresh water. 

Rain Bird has a philosophy we call The Intelligent Use of Water.™ Offering the most water-efficient 
irrigation products is, of course, a core component. But our commitment goes beyond our products. 
The Intelligent Use of Water is also about educating on the need to use water wisely, partnering with 
organizations to promote water conservation and playing a leadership role in the area of outdoor 
water conservation. 

As a member of both the Alliance for Water Efficiency and the steering committee advising the U.S. 
Environmental Protection Agency (EPA) on its WaterSense labeling program, Rain Bird has partnered 
with like-minded organizations to help promote water-saving technologies and behaviors. But, we've 
also encouraged individuals to partner with us to help conserve the earth's most precious resource. 
Two new initiatives in particular seek to draw attention to the general public's innovations and 
accomplishments in the area of water conservation. 

Through The Intel l igent Use of Water Film Competit ion, Rain Bird has encouraged everyone from 
landscape contractors to aspiring filmmakers to showcase their cinematic talents and shine the light 
on water conservation. Short films were submitted that explored approaches and ideas to intelligently 
utilize water. Finalists' films were screened at an October event at the Los Angeles County Arboretum 
& Botanic Garden, and a panel of distinguished judges with environmental, academic and film 
backgrounds awarded cash prizes. 

A second initiative, The Intel l igent Use of Water Award, honors those persons or organizations 
whose innovation, leadership, ingenuity and overall commitment to improved landscape water 
efficiency has raised the standard for outdoor water conservation. In addition to receiving a cash 
award, the winner of this year's award will also participate as a panelist at Rain Bird's 8" Intelligent 
Use of Water Summit in Pasadena, California on December 31*. 

There has never been a greater need to conserve water. We at Rain Bird want to do more, and with 
your help we can. We encourage you to partner with us to help shape attitudes and change behaviors 
on water conservation. 

l e a d e r s h i p 
E D U C A T I O N 

P A R T N E R S H I P S 
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AN EVER FLUID INDUSTRY 
To increase market share, irrigation contractors look 

to education to build success. 

I 
n an i n d u s t r y w h e r e t he e c o n o m y , 
wea the r a n d t echno logy are 
cons tan t ly chang ing , e d u c a t i o n 
will play a m o r e critical role w i t h 

i r r igat ion con t rac to r s . 
T h e average irr igat ion con t r ac to r ex-

pects his gross revenue to increase 11.4 
percent in 2 0 0 8 , accord ing to Lawn 8c 
Landscapes State o f the Irr igat ion In-
dus t ry research. E d u c a t i o n is critical to 
main ta in this g rowth , says A n d y S m i t h , 
d i rector o f state a n d affiliate relat ions 
for the Irr igation Associat ion. 
" M a n y of the sprinklers, sensors 
a n d cont ro l devices tha t are 
c o m m o n today d id n o t exist 10 
years ago," he says. 

T h e n u m b e r o f con t r ac to r s 
af fec ted by wa te r res t r ic t ions 
a n d regula t ions has increased 
2 pe rcen t f r o m previous years, 
t he da ta says. W h i l e a m o d e s t 
increase, con t r ac to r s are t u r n -

ing to n e w i r r iga t ion pract ices , such as 
d r i p i r r igat ion a n d e v a p o t r a n s p i r a t i o n -
based ( E T ) cont ro l le r s t o conserve 
water . E igh t pe r cen t o f i r r iga t ion 
c o n t a c t o r s believe c o m m u n i t y - b a s e d 
wa te r b a n s a n d res t r ic t ions will have a 
posi t ive af fec t o n the i r business . 

A n t h o n y Paolas biggest cha l lenge 
is e d u c a t i n g cl ients o n s m a r t wa te r -
ing systems. " W e s p e n t a lot o f t i m e 
at mee t ings w i t h cities, t o w n s a n d t he 
state i n t r o d u c i n g t h e m to E T c o n -

THE AVERAGE LANDSCAPE IRRIGATION COMPANY 

Irrigation-dedicated employees 18.82 

Part-time employees 18.86 

Years in business 14.80 

Years providing irrigation services 11.11 

2006 gross revenue $789,720 

2007 gross revenue $1.2 million 

Increase expected in 2008 11.14% 

trollers a n d wa te r reba te p r o g r a m s , " 
says t he o w n e r o f A n t h o n y Paola 
L a w n s p r i n k l e r Co . /Ec l i p se Des ign 
in L inco ln , R. I . "Finally, a few t o w n s 
a n d s ta te off ices have i m p l e m e n t e d 
reba te p r o g r a m s for c u s t o m e r s a n d 
are h a v i n g us install E T cont ro l le r s o n 
n e w a n d exis t ing sys tems." 

M o r e c o n s u m e r - o r i e n t e d e d u c a -
t ion will weed o u t t he inexper i enced 
c o m p a n i e s l o o k i n g to m a k e a fast 
b u c k . " Inexpe r i enced c o n t a c t o r s don ' t 

t h i n k a b o u t spac ing a n d 
u n i f o r m i t y so there 's a lot o f 
b a d sys tems g o i n g in t h a t are 
was t i ng a lot o f wa te r a n d are 
m a k i n g th ings d i f f icu l t for t he 
leg i t imate c o n t r a c t o r s un t i l w e 
have s t anda rds a n d l icens ing," 
says Paul Baker, o w n e r o f 
Oas i s I r r iga t ion in Brunswick , 
G a . " T h e EPA Wate rSense 
p r o g r a m is g o i n g to he lp . " H 
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GOING WITH THE FLOW 
Water restrictions continue to influence irrigation 

contractors and their business practices. 

A M \ t 

s more U.S. cities require rain and freeze sensors 
on irrigation systems, Phil Sheppard, irrigation 

k trainer, Irrigation Systems Solutions, Coppel l , 
Texas, believes it is more impor t an t for contractors to 
design systems with high un i fo rmi ty to save water. "Ir-
rigation cont inues to thrive and the quali ty professional 
irrigators con t inue to get plenty of work ," he says. " H o w 
ever, the industry and profession is changing with water 
conservation issues as they con t inue to grow." 

N e w water restrictions and regulations this year have 
affected nearly half (46 per-
cent) of the irrigation contrac-
tors surveyed, according to 
Lawn & Landscape research. 
T h e n u m b e r of contractors 
w h o have seen new water re-
strictions implemented in their 
areas has increased 2 percent 
f rom 2 0 0 6 and this year 4 
percent of contractors say their 
local governments have banned 
water use in landscaping. 

Whi l e not a dramat ic spike, 
the numbers reflect an upward 
t rend. "In our area water 
restrictions were very rarely 

W a t e r P r a c t i c e s 
What impact has new water restrictions and regulations 

had on your irrigation practices? 

heard of," says A n t h o n y Paola, owner of A n t h o n y Paola 
Lawnsprinkler Co./Ecl ipse Design in Lincoln, R.I. " N o w 
they're as c o m m o n as the weekly trash pickup." 

Whi l e 42 percent claim water use restrictions have not 
influenced their businesses, the research shows those who 
do business in water-restricted regions are installing 15 
percent more dr ip irrigation systems and 12 percent more 
smart products . 

T h e increase in water use regulations and restrictions 
also has affected contractor sales for residential system up-

grades, replacements and 

I M P A C T % O F C O N T R A C T O R S 

We install more irrigation systems 8.76% 

We install fewer irrigation systems 4.61% 

We install more drip irrigation 15.21% 

We install more automatic shut-off 
devices 

5.09% 

We install more self-adjusting or 
smart products 

12.44% 

It has not affected our business 
practices 

42.40% 

Other 10.60% 

new installations. T h e 
data shows 12 percent of 
these upgrades have been 
in response to increased 
regulations in 2007 , a 
3 percent increase f rom 
the previous year. W i t h 
regard to commercial sys-
tem upgrades in 2007, 9 
percent of sales have been 
in response to increased 
regulations and restric-
tions, a rate remaining 
steady f rom the previous 
year, the data says. I 



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 per formance 
and reliability every t ime. Thanks to all the contractors w h o have d o n e the 

same, making Rain Bird spray heads and nozzles the d o m i n a n t choice. 

Visit w w w . r a i n b i r d . c o m / 1 8 0 0 and tell us w h y you trust your reputat ion 
to Rain Bird. 

RAIN^BIRD 
USE READER SERVICE # 37 

http://www.rainbird.com/1800


DEVELOPING YOUR WORK FORCE 

Irrigation contractors struggle to attract, hire and retain 
a quality team. 

M any contractors consider a solid labor force the 
founda t ion to a successful irrigation opera-
t ion. And to attract and retain these quali ty 

employees, irrigation contractors mus t offer higher wages 
and more educat ional oppor tuni t ies . 

It's difficult to compete against irrigation contrac-
tors w h o employ cheap, illegal foreign laborers, says 
Paul Baker, owner of Oasis Irrigation in Brunswick, Ga. 
"They are paying those workers $8 an hour and they 
don' t expect to retain them," he says. " T h e problem is 
they're pu t t ing in irrigation systems and yet they can't 
read the plan and half of them can't speak English." 

T h e only way to gain a compet i t ive advantage in 
this si tuation is to increase wages, Baker adds. Irrigation 
contractors are increasing wages, according to 
Lawn &C Landscape irrigation research. Entry-
level irrigation technicians wi th less than three 
years of experience make an average of $ 11.66 
an hour, a slight increase f rom last year, and 
an irrigation technician with more than three 
years experience makes an average of $15.81 an 
hour, the data says. O n average, an irrigation 
foreman earns $30 ,970 . 

However, a compet i t ive salary is only part 

of keeping employees, says Paul Love, owner of Love Irriga-
tion in Ridgeland, Miss. Cont rac tors view educat ion as a 
way to get employees more involved in the business. Greater 
quali ty educat ion with an emphasis on water conservation 
is more effective in at t ract ing quality irrigation profession-
als, says Phil Sheppard, irrigation trainer, Irrigation Systems 
Solutions in Coppel l , Texas. 

Irrigation contractors are using various methods to 
educate and train their workers. More than 87 percent of 
contractors use on-site learning and in-the-field observation 
as their main t raining technique, the data says. T h e research 
also shows more than 4 3 percent of contractors use instruc-
t ion manuals and nearly 4 0 percent use professional training 
or certification classes. I 

T e a c h i n g T e c h n i q u e s 
How do you train your employees on irrigation maintenance and installation? 

T R A I N I N G M E T H O D % O F C O N T R A C T O R S 

Learn on the job, observing others 87.10% 

Professional training and/or certification classes 39.17% 

Instruction manuals 43.32% 

Online services 11.06% 

Other 5.07% 



SPENDING ON 
AN UPWARD SLOPE 

Y o u r S h o p p i n g L i s t 
What percentage of your irrigation equipment and parts in 

2007 came from the following items? 

As business grows, contractors are spending more on irrigation equipment and parts. 

When it comes to purchasing componen t s and parts for 
irrigation systems, contractors are steadily spending 
more f rom year to year. In fact, contractors ' annual 

expenditures for 2 0 0 7 increased 13.5 percent f rom 2006 , according 
to research conduc ted by Lawn &C Landscape. C o n t a c t o r s an-
nual expenditures averaged about $39 ,800 for 2 0 0 7 compared to 
$26 ,300 in 2006 . Irrigation companies expect spending to increase 
again in 2 0 0 8 and project their annual expenditures for irrigation 
systems and c o m p o n e n t s to be a round $47 ,500 , the data says. 

T h e spending t rend is seen across the nat ion. For example, ir-
rigation contractor Tom Foch tman is still investing in c o m p o n e n t s 
and parts for basic irrigation installation and maintenance . Th i s 
year the co-owner of Denver-based C o C a l Landscape spent abou t 
10 percent more on irrigation equ ipmen t such as pipes, rotors, 
spray heads, controllers and valves. "We brought more irrigation 
systems and c o m p o n e n t s this year due to our internal growth and 
the corresponding growth in our irrigation revenue," he says. 

A n t h o n y Paola, owner of A n t h o n y Paola Lawnsprinkler Co . 
and Eclipse Design in Lincoln, R.I., purchased 5 percent more this 
year in products and componen t s for basic irrigation installation 
and maintenance . H e at tr ibutes the increase to projects carried 
over f rom last fall f rom people w h o were bui ld ing addi t ions or 
installing pools. "This is work you cannot predict f rom one year to 
the next," he says. "But the increase was due to people w h o are still 
spending money on h o m e improvements ." 

J D s Sprinkler Systems in Bozeman, Mont . , also purchased more 
irrigation supplies as a result of more installations and services, says 
owner Shawn Cole. "We purchased 11 percent more in dollars, 
some of which is higher prices and the rest more volume," he says, Ll 

SYSTEM C O M P O N E N T % OF PURCHASES 

Pipe 17.85% 

Rotors 18.36% 

Spray Heads 20.17% 

Controllers 11.82% 

Valves 11.87% 

Drip Systems/Components 8.29% 

Other 5.40% 

Rain Moisture Sensors 3.60% 

Pumps 2.64% 

Source: Lawn & Landscape research 

PRICING 
P R I C I N G D E T A I L S R E S I D E N T I A L S ITE ( 1 / 3 A C R E ) C O M M E R C I A L S ITE (1 A C R E ) 

1 
A v e r a g e pr ice for c o m p l e t e 
d e s i g n a n d insta l la t ion o f a n 
i r r igat ion sys tem ( inc lud ing 
labor, mater ia ls a n d m a r k u p ) 

$ 4 , 0 1 1 . 7 6 $ 1 0 , 9 4 0 . 4 3 | 

• , . i 
A v e r a g e cost per h o u r for 
service calls or m a i n t e n a n c e 

$ 5 1 . 2 7 $ 5 5 . 7 1 | 

Source: Lawn & Landscape research 



"If there is magic on this planet , it is contained in water." 
- Loren Eiseley 

RainHBIRD 

An intriguing thought, and one that mot ivated us to author Irrigation for a Growing World, 
which discusses causes for the global water crisis and offers potential solutions. Everything Rain Bird 
does revolves around water. Along wi th developing irrigation products and technologies that manage 
this resource wisely, w e also provide educational and training programs that encourage The Intelligent 
Use of Water.™ W e w a n t to d o even more, so let's partner together . Visit www.ra inb i rd .com/ IUOW. 

The Intelligent Use of Water.™ — [ L E A D E R S H I P . E D U C A T I O N . P A R T N E R S H I P S . P R O D U C T S 

RAIN^BIRD 
U S E R E A D E R S E R V I C E # 38 

http://www.rainbird.com/IUOW


best of tl he we b 

compet i tor 
Wh at Jo you Jo when a trusted w ork er sets o f f on A / s own? L a w n & L a n d s c a p e 

Message BoarJ participants struggle wi th this conunJrum anJ debate the best 

way to keep key talent from becoming a ch iet competitor. 

On e day an e m p l o y e e is e a r n i n g 
a paycheck a n d t h e next he's 
low-ba l l ing a j o b e s t ima te a n d 
n u d g i n g his f o r m e r e m p l o y e r 
o u t o f t he m a r k e t . 

I t s n o t an u n u s u a l sce-
nar io , a c c o r d i n g to l andscape 

con t r ac to r s f r e q u e n t i n g t h e Lawn &C Landscape 
Message Board . O n e o f t he greatest risks c o n t r a c -
tors, o r a n y e n t r e p r e n e u r for t h a t mat te r , t ake 
in cu l t iva t ing n e w worke r s is h a v i n g skilled a n d 
ta len ted peop le s t r ike o u t o n the i r o w n . O f t e n this 
c o m e s i n to conf l ic t a n d in di rec t c o m p e t i t i o n w i t h 
his o r her f o r m e r employer . 

Jan ice W a t e r m a n , t he o w n e r o f F r i e n d s h i p 
G a r d e n L a n d s c a p i n g & L a w n Service in Fa i rhope , 
Ala., recent ly h i red a w o r k e r w h o a f te r five m o n t h s 
t o o k an active interest in bus iness p rocedu re s a n d 
h o w a landscape c o m p a n y f u n c t i o n s . 

W a t e r m a n q u e s t i o n e d t he e m p l o y e e s mot ives 
b e h i n d his quer ies , t o w h i c h t he e m p l o y e e swore 
u p a n d d o w n tha t he was n o t p l a n n i n g to s tr ike 

o u t o n his o w n . W a t e r m a n d idn ' t learn un t i l a f t e r 
t h e e m p l o y e e left t ha t he h a d a l ready o p e n e d his 
o w n l andscape c o m p a n y . 

" N o w he's p u t t i n g o u t flyers t h a t s ta te b e t w e e n 
h i m a n d his p a r t n e r t hey have 10 years o f exper i -
ence w o r k i n g fo r o t h e r l andscape c o m p a n i e s , " 
W a t e r m a n says o f t h e n e w c o m p e t i t i o n . " I 'm 
w o n d e r i n g if h e is te l l ing peop le t o go look at t h e 
jobs I des igned a n d ins ta l led ." 

W a t e r m a n q u e s t i o n s w h e t h e r f u t u r e employees 
s h o u l d sign n o n - c o m p e t e a g r e e m e n t s (see Pro tec t -
ing Yourself, page 72 ) . 

M a n y c o n t r a c t o r s pos t t o t h e message b o a r d 
tha t t hey have all n e w employees sign n o n - c o m -
pe te fo rms , a n d they suggest c o n s u l t i n g an a t to r -
ney if they believe a f o r m e r e m p l o y e e has b r e a c h e d 
this a g r e e m e n t . It's also a g o o d prac t ice to c o n -
sult an a t t o r n e y w h e n d r a w i n g u p n o n - c o m p e t e 
ag reemen t s , c o n t r a c t o r s pos t , because m a n y states 
have vary ing r i g h t - t o - w o r k laws tha t d ic t a t e t h e 

continued on page 72 



INTRODUCING THE ALL-NEW 2 0 0 8 DODGE 
RAM 4 5 0 0 & 5 5 0 0 CHASSIS CABS. 
Your bus iness is about to sh ine . Thanks to a 6 . 7 L C u m m i n s 0 Turbo Diesel w i th an in tegra ted exhaust 
brake and 6 1 0 Ib-ft of to rque that comes wi th a 5 - y e a r / 1 0 0 , 0 0 0 - m i l e Cummins Diesel Engine Limited 
Warranty , Ram 4 5 0 0 and 5 5 0 0 Chassis Cabs make other trucks pale in compar ison. With commercia l 
grade per formance and eng ineer ing to provide max imized upt ime , it sheds l ight on a whole new way to 
work . For more informat ion, go to dodge.com/chass is_cab or call 8OO-4ADODGE. 
The Cummins diesel engine Is protected by a separate Diesel Engine Limited Warranty covering the engine for 5 years or 100,000 miles, whichever comes 
first. See your Dodge dealer for complete details. 
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l imi t a t ions a n o n - c o m p e t e a g r e e m e n t 
b e t w e e n e m p l o y e r a n d employee . 

G e o r g e I a n n a c c o n e suggests l and -
scape c o n t r a c t o r s keep t h e a g r e e m e n t s 
basic a n d to t he p o i n t . 

"For example , for m a n a g e m e n t 
a n d sales peop le , don ' t t o u c h cus-
t o m e r s fo r six m o n t h s t o a year, 
don ' t t o u c h p rospec t s for th ree to six 
m o n t h s a n d stay away f r o m e m p l o y -
ees fo r six m o n t h s , " says t h e d i r ec to r 
for o p e r a t i o n s at Innova t ive Des igns 
& M a i n t e n a n c e in Syosset, N.Y. "For 
p r o d u c t i o n employees , I w o u l d n ' t 
even bo the r . Let's be real. If y o u r big-
gest p r o b l e m is m a i n t e n a n c e f o r e m a n 
M i k e s teal ing y o u r cus tomer s , t h e n 
s o m e t h i n g is ter r ib ly w r o n g . " 

S o m e c o n t r a c t o r s pos t t hey 
regular ly o p e n the i r b o o k s o r pos t 
t he c o m p a n y ' s m o n t h l y expenses fo r 
employees t o see. W h i l e t hey won ' t 
pos t i n c o m e o r prof i ts , it's i m p o r t a n t 
for worke r s to gain an apprec i a t i on 
for t he cost in r u n n i n g a l andscape 
business . 

O t h e r c o n t r a c t o r s believe n o n -
c o m p e t e a g r e e m e n t s d o very li t t le 
to c u r b c o m p e t i t i o n f r o m f o r m e r 
employees in t he l andscape m a r k e t . 

"A n o n - c o m p e t e isn't g o i n g to s t o p 
peop le , " says A n d r e w Aksar, p res iden t 
o f O u t d o o r Finishes, Walkersvil le , 
M d . "I t w o u l d cost t ens o f t h o u s a n d s 
o f dol lars t o p u r s u e this in c o u r t . A n d 
even if t he j u d g m e n t is in y o u r favor, 
t ha t doesn ' t m e a n you' l l get a n y t h i n g . " 

N o n - c o m p e t e a g r e e m e n t s i n f o r m 
n e w worke r s t h a t they c a n n o t chase 
the i r o w n bus iness pu r su i t s b e h i n d 
an employer ' s back o r steal his o r he r 
cus tomer s , pos ts C h a d Stern , o w n e r 
o f M o w i n g & M o r e in C h e v y C h a s e , 
M d . Jus t t he th rea t o f legal ac t ion m a y 
be e n o u g h to ex t ingu ish an employee ' s 
en t r ep reneu r i a l a m b i t i o n s , he says. 

" H a v i n g a n o n - c o m p e t e is g o o d 
b u t it is p r o b a b l y n o t w o r t h t r y ing 
to en fo rce , " S te rn says. "I t is be t t e r 
to speci fy a geog raph i c area w h e r e 
employees c a n n o t c o m p e t e . If y o u say 
they can n o t c o m p e t e anywhere , y o u 
are d e n y i n g t h e m t h e r ight to earn a 
living. So y o u m i g h t w a n t to say they 
c a n n o t c o m p e t e w i t h i n so m a n y miles 
f r o m y o u r s h o p . " 

O f t h e f o u r f o r m e r employees 
t ha t left his bus iness t o s tar t the i r 
o w n l andscape c o m p a n i e s , on ly 
t w o are still act ive a n d d o i n g well , 
says Bill S m a l l w o o d , o w n e r o f W. I. 
S m a l l w o o d L a n d s c a p i n g in Sa lem, 
N . H . E n t r e p r e n e u r s e m e r g i n g at t he 

There's a good chance a contractor's key employees know intimate 
and business-sensitive details about his landscape operations. Also, 
that contractor may have made significant investments in both time 
and money to cultivate key personnel's professional development. 

Contractors are vulnerable in scenarios where their chief people 
become their top competitors. Non-compete agreements set param-
eters for what employees can and cannot do once they leave their 
employer. The National Federation of Independent Business outlines 
the key aspects of a non-compete agreement. 

R E A S O N S . Explain why the non-compete agreement is necessary. 
For example, the employee may have access to sensitive competitive 
information, or considerable expense was involved in training and/or 
receiving specialized certification. 

F U T U R E E M P L O Y M E N T Clearly detail the length of time during 
which an employee, after leaving, cannot work for another landscape 
company. Two years is standard. Include a list of local companies 
and/or types of related industries for which the non-compete agree-
ment applies. 

F U T U R E B U S I N E S S O P P O R T U N I T Y Outline the specific 
amount of time that must pass before an employee can start his or 
her own competing landscape company. 

expense o f the i r f o r m e r employe r s is 
n o t u n u s u a l in t he l andscape indus t ry , 
o r in o t h e r indus t r i es fo r t ha t mat te r , 
h e posts . 

"You are always t r a in ing y o u r 
c o m p e t i t i o n , " S m a l l w o o d says. "Tra in 
t h e m to b id p rope r ly a n d y o u can 
c o m p e t e o n qua l i ty a n d ability. Tra in 
t h e m to be decep t ive a n d t h a t is w h a t 
y o u will be b i d d i n g aga ins t . " 

C h a s i n g a f te r f o r m e r employees 
w h o are n o w c o m p e t i t o r s is a was te 
o f t ime , r evenue a n d resources, pos ts 
Rick Brauneis , o w n e r o f Vis ion D e -
signs in O r l a n d o , Fla. 

" I f t hey g rab an install o r t w o t h e n 
let it be , " Braune is says. " I f they t o o k 
a c u s t o m e r o r th ree f r o m you , t h e n 
those c u s t o m e r s really weren ' t keep ing 
y o u a r o u n d fo r y o u r services." 

O t h e r l andscape con t r ac to r s a d o p t 
a "they'll get what ' s c o m i n g to t h e m " 
p h i l o s o p h y w h e n f o r m e r employees 
b e c o m e c o m p e t i t o r s . 

For example , D a v e Reynolds , 
t he o w n e r of Alp ine Spr inklers a n d 
L a n d s c a p i n g in Kalispell, M o n t . , posts 
these ind iv idua ls will eventual ly m a k e 
mis takes a n d s h o w thei r inexper ience. 

"I w o u l d send o u t a let ter to m y 
c u s t o m e r s a n d explain to t h e m what 's 
g o i n g o n , " Reyno lds says. " I f they 
were b i d d i n g against o u r c o m p a n y o n 
a p ro jec t , I w o u l d m a k e sure tha t t he 
peop le involved u n d e r s t o o d clearly 
h o w l o n g they really have been in 
business ." 

N icho l a s Espos i to , t he o w n e r 
o f M o h e g a n C o u n t r y G a r d e n s in 
M o h e g a n Lakes, N.Y., believes m a n y 
o f these f o r m e r laborers t u r n e d 
l andscape business owners are, for the 
m o s t pa r t , shor t - l ived opera tors . 

" W h a t k i n d o f e q u i p m e n t , un i -
fo rms , t rucks o r m o n e y d o they have? 
H o w profess ional are they" Espos i to 
says. " S o u n d s like a s h o r t - t e r m t h i n g 

» IB to m e . 
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b y m a r k p h i l l i p s | a s s o c i a t e e d i t o r 

comfortable surroundings 
T h e i n t e r i o r o f a s k i d - s t e e r c a b h a s n e v e r b e e n so i n v i t i n g . 

W i t h f e a t u r e s l ike q u i c k - d e t a c h c o u p l e r s a n d a t t a c h m e n t s t h a t p e r -
f o r m a hos t o f tasks , t h e r e ' s l i t t le excuse t o g e t o u t of a s k i d - s t e e r ' s 
o p e r a t o r ' s sea t . 
P h o t o : C a t e r p i l l a r 

Overhead i n s t r u m e n t panels , e c o n o m i c a l l y de-
s igned a rmres t s a n d scu lp ted seats. T h r o w in an 
eff ic ient heater , de f ros te r a n d air c o n d i t i o n i n g a n d 
y o u have a w o n d e r f u l vehicle for a c ross -coun t ry 
drive. Bu t h o w a b o u t p l a n t i n g trees, p u s h i n g 

s n o w a n d backf i l l ing holes? 
Skid-s teers have c o m e a l o n g way since the i r i ncep t ion in the 

late 1950s , a n d m a n y o f t h e c rea tu re c o m f o r t s f o u n d in t o d a y s 
luxury vehicles are f o u n d in these l andscape powerhouses . M a n y 
o f these c rea tu re c o m f o r t s have c o m e a b o u t because skid-steer 
ope ra to r s are s p e n d i n g m o r e t i m e in the i r cabs. 

"For a l o n g t ime , peop le said, 'I pay m y o p e r a t o r to d o their 
job , ' a n d t he c o m f o r t o f t h e o p e r a t o r wasn ' t as i m p o r t a n t , " says 
M i k e T o m l i n s o n , sen ior m a r k e t i n g p r o d u c t m a n a g e r for Peoria, 
111.-based Caterp i l la r . " N o w c o m p a n i e s are realizing thei r peop le 
need to be c o m f o r t a b l e because i t s ha rd to find g o o d opera tors . 
A c o m f o r t a b l e o p e r a t o r is a p r o d u c t i v e opera to r . " 

W i t h fea tures like q u i c k - d e t a c h coup le r s a n d a t t a c h m e n t s 
t ha t p e r f o r m a hos t o f tasks, there's l i t t le reason for an ope ra to r 
to leave his seat. So w i t h ope ra to r s literally in t he h o t seat for 
h o u r s at a t ime , o p e r a t o r c o m f o r t is p a r a m o u n t . C o m f o r t a b l e 
l andscape c o n t r a c t o r s will w a n t to c o m e to w o r k each day, o w n -
ers say. "Pre fe rence is i m p o r t a n t t o m e as well as the ope ra to r 
be ing c o m f o r t a b l e a n d w a n t i n g to c o m e to w o r k every day," says 
Pat r ick Healy, o w n e r o f Arch i te r ra , Boulder , C o l o . 

A b o u t 11 pe rcen t o f con t r ac to r s b o u g h t a skid-steer in 2 0 0 6 , 
s p e n d i n g , o n average, m o r e t h a n $ 2 7 , 0 0 0 o n each un i t , accord-
ing t o Lawn Sc Landscape research, a n d a b o u t 14 pe rcen t expect 
to pu rchase o n e th is year. 

W h i l e the re are p l en ty o f anci l lary features , s o m e are d e e m e d 
crucial . Hea te r s are priceless, says R icha rd Ar l i ng ton , o w n e r o f 
A r l i n g t o n Lawncare , Erie, Pa., a n d each o f his skid-steers has 
one . "Every piece o f e q u i p m e n t we use d u r i n g the s u m m e r is 
also used fo r s n o w removal , " h e says. " H e a t is invaluable ." 

In a d d i t i o n to hea t , A r l i n g t o n needs his m a c h i n e s e q u i p p e d 
w i t h an a m p l e n u m b e r o f auxi l iary p o w e r ou t le t s to r u n the 
radios, s t robe l ights a n d spot l igh ts used in s n o w fighting. H e 
negot ia tes t he p o w e r ou t l e t s i n to t h e pu rchase deal , he says. 

A l o n g w i t h k e e p i n g con t r ac to r s w a r m , m a n u f a c t u r e r s are 
o f f e r i n g l andsacpe c o n t r a c t o r s sealed a n d pressurized cabs. T h e 
result is a cleaner, qu i e t e r in te rna l e n v i r o n m e n t t ha t allows the 
o p e r a t o r t o c o n c e n t r a t e o n the task at h a n d . 

C o m f o r t isn't jus t a luxury any m o r e - it's a r e q u i r e m e n t , 
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says Kent Pellegrini, a Caterpi l lar 
skid-steer specialist. O n e dealer told 
Pellegrini he's o f fe r ing satellite radio 
at the request of some landscape 
contractors . But some owners w o n t 
s u c u m b to in-cab en t e r t a inmen t . "I 
w o n t buy a skid-steer wi th a radio 
and I w o n t add o n e to it ," Ar l ing ton 
says. "I w a n t m y opera tors paying 
a t t en t ion w h e n they're in the cab, n o t 
rocking o u t to tunes ." 

Features such as s ea t -moun ted 
joysticks allow opera tors to ad jus t 
controls to their individual prefer-
ences and allow w o r k to be d o n e wi th 
less ef for t , Pellegrini says. O v e r h e a d 
displays have recently added a m o r e 
h igh- tech appearance to cabs. T h i n g s 
like speed, a t t a c h m e n t sett ings 
a n d t empera tu re can be m o n i t o r e d 
t h rough the displays. 

Con t ro l s tha t move wi th the 
seat make an operator 's life m u c h 
easier, Toml inson says. Previous to 
this advancemen t , the seat moved 
independen t ly of the controls . Now, 
the controls fol low the operator . "If 
you lean fo rward in your seat, you 
won' t have to reach backward for the 
controls ," he says. "If you sit in there 

R e n t i n g a s k i d - s t e e r p r i o r t o p u r c h a s i n g gives a 
c o n t r a c t o r t h e m o s t rea l is t ic t e s t of t h e m a c h i n e ' s 
capabi l i t i es a n d h o w i t c a n f i t i n t o his o v e r a l l l andscape 
o p e r a t i o n . P h o t o : N e w H o l l a n d 

for eight to 10 hours , you feel a lot 
bet ter at the end of the day." 

Joystick controls are light years 
ahead of their m a n u a l b re thren , says 
Brad Lemke, di rector of new p r o d u c t 
deve lopmen t at ASV, G r a n d Rapids, 
M i n n . "Joysticks d o the same work , 
there's just n o effor t needed ," he says. 
" O n an older mach ine , you'd feel the 
force c o m i n g back in the levers. You 
literally have to use your muscles to 
push a n d if you have foot controls , 
you have to d o the same th ing wi th 
your feet. Mos t manufac tu re r s have 
got ten away f r o m tha t since people 
w a n t the lower effor t and c o m f o r t . " 

Add-ons , such as cab s o u n d 
insulat ion, can m a k e an opera to r even 
m o r e comfor tab le , Lemke says. "Fif ty 
percent of o u r mach ines we sell go 
o u t wi th tha t , " he says. "It's opera to r 
preference. S o m e people are m o r e sen-
sitive to s o u n d than o thers and prefer 
to have s o u n d insula t ion." 

A skid-steer op t ion m a n y cont rac-
tors deba te is h a n d vs. foot controls 
to opera te the bucket . "It's just a 
personal preference," Ar l ing ton says. 

W h i l e skid-steers m a k e cont rac-
tors m o r e product ive , the machines 

are ge t t ing faster. T h e 
advent of two-speed 
allows the opera tor 
to move materials 
f r o m po in t to po in t 
at twice the no rma l 
speed. For example , 
if a machine 's t op 
speed is 10 m p h , it 
can be doub led to 2 0 
m p h wi th the feature. 
"People are b e c o m i n g 
m o r e aware of it, b u t 
it's s o m e t h i n g tha t 
hasn't really c o m e to 
f ru i t ion , " Lemke says. 
"But once you have it, 
you can't give it up. If 
you have two-speed, 
you can literally cu t 
your t ransfer t ime 
d o w n by half." 

A n t h o n y Vitari , 
area manager for Yardmaster, Paines-
ville, O h i o , appreciates mach ines tha t 
a c c o m m o d a t e tall and shor t workers . 
A n adjus table seat and h a n d and foot 
controls are crucial. "If I have a very 
tall person opera t ing a skid-steer a n d 
then I have to use an employee w h o 
is m u c h shorter, the skid-steer has to 
a c c o m m o d a t e h i m as well," he says. 

W h i l e less a c o m f o r t issue a n d 

m o r e of a product iv i ty issue, non -
inflat ion tires lessen worries of a 
product ivi ty-ki l l ing flat. Similar to 
run-f la t tires on automobi les , these 
are ha rd - rubber tires wi th holes 
drilled in to their s t ructure . Arl ington 
b o u g h t t h e m for his company 's three 
skid-steers because his machines were 
rout inely get t ing flats o n cons t ruc t ion 
sites. "You still have the c o m f o r t of an 
air tire," he says, "bu t you never have 
to wor ry abou t get t ing a flat." 

Hoses o n skid-steers have got ten 
bet ter over the years, too, Arl ington 
says. In the past, it wasn't u n c o m m o n 
to b low a hose at a job site which 
wou ld shut d o w n the mach ine for the 
day. "They 've c o m e u p wi th some dif-
ferent ways to route the hoses to help 
alleviate tha t p rob lem," he says. 

Skid-steers have got ten consider-
ably easier to main ta in . M a n u f a c t u r -
ers n o w are placing vital and o f ten-
serviced areas, such as critical engine 
and service c o m p o n e n t s , wi th in reach. 
" M y 9-year-old skid-steer is certainly 
m o r e diff icul t to work on compared 
wi th the new ones," Ar l ington says. 
"Manufac tu re r s have made it so you 
don' t have to take apart one par t of 
the engine to get to the o ther par t . " 

TRY BEFORE YOU BUY. Testing a 
skid-steer t h rough a d e m o is the best 
way to fully experience a machine's 
capabilities. M a n y times, dealers or 
dis t r ibutors will let a cont rac tor d e m o 
a mach ine for two days or a week or 
more . "Any dealer is going to love to 
give you a d e m o , " Healy says. "What ' s 
interest ing is w h e n you get all the ma-
chines l ined u p next to each other ." 

Preconceived no t ions abou t a 
part icular mach ine are dispelled or 
reinforced after i t s been tested. "I had 
two guys w h o t hough t one part icular 
mach ine wou ld be awesome," Healy 
says. "But then they tried ano ther 
mach ine and agreed that one was the 
bet ter one for the job. You get 20 guys 
in a r o o m and they all have different 
ideas abou t wha t they like. A lot of us 
get set in our ways. I let m y operators 
make the final decision. I tell t hem 
to try ou r all the machines and tell us 
which o n e they like." 

Healy's c o m p a n y sets a lot of boul-
ders, so the skid-steer is the workhorse 
of his opera t ion . Selecting the right 
mach ine for this job is a top priority. 
"Li f t ing capacity is very impor t an t to 
us," he says. "We're always looking to 
maximize tha t . " 
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This KIOTI is the best 

I've ever owned 

"I was in need of one piece of equipment 

that would handle the challenge of multi-

ple applications - material moving, tree 

planting, mowing and more. My new KIOTI is 

well built and helps me handle all these chores." 

Next time you're looking for a multi-tasking landscape tractor, stop by your 

local KIOTI dealer. KIOTI is now celebrating over 20 years in North Amer ica ! 
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I n t r o d u c i n g a 
N e w Series of V i d e o 

T ra in ing D V D s 
fo r Professional 

Landscaping C r e w s 

Landscape Professionals' Video Workshop 

P r e m i e r i n g a t t h e 
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in Louisville, KY 

Six titles are currently available 
(wi th more to come): 

LVW01 Basics of Handheld Equipment 
LVW02 Basics of Walk-Behind Mowers 
LVW03 Basics of Zero-Turn Mowers 
LVW04 Basics of Chainsaw Safety 
LVW05 Safe Pesticide Handling 
LVW06 Sun Safety 

Provide your crew with consistent, 
documented safety and equipment operations 
training with the new Landscape Professionals' 
Video Workshop. Each title comes with both 

English and Spanish versions on DVD, along with 
a study workbook and testing materials on CD. 

GIE Show Special: Order all six titles before 
December 31, 2007, and receive a 25% discount! 

Order today! Call 1-800-938-4330, ext. 0 
for more information. 

Produced in partnership with: 

Lawndandscape EPIC 
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construction equipment 

C o n t r a c t o r s c o n s i d e r i n g n e w 
services benef i t t he m o s t f r o m a skid-
steer d e m o o r renta l . For example , 
a c o n t r a c t o r t h i n k i n g o f a d d i n g tree 
p l a n t i n g m i g h t d e m o o r ren t a t ree 
spade a t t a c h m e n t to d e t e r m i n e if t h e 
w o r k is prof i t ab le . "It 's abso lu te ly t h e 
way to go , " Hea ly says. " I t s i m p o r t a n t 
t o d e m o e q u i p m e n t d o i n g a task t ha t 
y o u d o o f t e n , so t h e exercise isn't a 
was te o f t ime . '' 

O p e r a t o r s tes t ing skid-steers a n d 
a t t a c h m e n t s s h o u l d k n o w w h a t to 
expect w i t h t he m a c h i n e . " M y ope ra -
t ions m a n a g e r firmly believes t h a t o u r 
dealer s h o u l d let us d e m o a skid-s teer 
at least for a week be fo re we agree to 
b u y o n e , " A r l i n g t o n says. 

R e n t i n g provides t h e m o s t realistic 
test o f a m a c h i n e , L e m k e says. " W h e n 
y o u ren t a m a c h i n e , y o u can see h o w 
well it's he ld u p b e i n g a ren ta l , " h e 
says. "Ren ta l m a c h i n e s are bea t u p 
p re t ty badly. So y o u can ren t s o m e -

l a b o r s a v e r 

Skid-steer attachments enhance the machine's versatility and make a 
contractor's life a whole lot easier on a job site. 

A combination bucket is a true workhorse attachment giving the con-
tractor the ability to doze, dig, grapple and grade - all from one attach-
ment. Combination buckets can tackle tasks such as ripping out brush 
and backfilling to cutting edges around a back wall. Pallet forks can carry 
palletized materials, like sod or paving stone. With soil conditioners, con-
tractors can turn over, even out and dry soil that's been rain-soaked. 

A skid-steer ranges from $150 to $200 a day to rent, or about $1,500 to 
$2,000 per month. The more complex an attachment, the more costly it is 
to rent. Whatever the cost, says Patrick Healy, owner of Architerra, Boul-
der, Colo., the cost is worth it and beats manual labor any day. "It's better 
living through hydraulics," he says. "It saves us on chiropractic bills." 

According to equipment dealers, here are some examples of attach-
ments and approximate rental charges: 

H Y D R A U L I C B R E A K E R S - $100 per day, or $350 a week, $1,000 month 

A U G E R S - $50 day, $130 a week, about $400 per month 

S O I L C O N D I T I O N E R S , T R E E S P A D E S - $120 per day, about $400 
week, about $1,000 a month 

P A L L E T F O R K S - About $70 a day, $220 a week, $580 a month 
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t h i n g w i t h 1 ,000 h o u r s o n it a n d see 
if it's he ld u p o r fallen apa r t . " R e n t i n g 
at $ 2 5 0 a day is c h e a p c o m p a r e d to 
b u y i n g a $ 5 0 , 0 0 0 m a c h i n e , he adds . 

T h e best way t o choose a skid-
steer for pu rchase is to c o n c e n t r a t e o n 
t h e i n t e n d e d job , Hea ly says. " T h e 
con t r ac to r s need to u n d e r s t a n d w h a t 
pa r t o f the i r m a c h i n e gives t h e m their 
b read a n d b u t t e r a n d c o n c e n t r a t e o n 
t h a t , " h e says. 

W h e n t ak ing o n add i t iona l work , 
A r l i n g t o n advocates ren t ing . " W e use 
a lot o f r en t ed skid-steers d u r i n g t he 
win te r , " he says. "As we take o n m o r e 
w o r k , w e rent m o r e skid-steers a n d 
hi re m o r e people . W h e n t he w o r k 
slows, we just h a n d the m a c h i n e s back 
to t he dealer ." H 

F o r more insight on skid-steers, visit t he onl ine 

message board . 

http://www.lawnandlandscape.com
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M I N I T R A C K LOADER C O M P A C T T R A C K L O A D E R A L L - W H E E L STEER L O A D E R 

Nothing eliminates hand labor on the jobsite like Bobcat ' equipment. Squeeze into backyards 
and leave the wheelbarrow behind. Maximize your fleet and add a new aspect to your business 
by adding dozens of attachments to help you do the work of an entire crew. 

One Tough Animal 

Ingersoll Rand 
Compact Vehicle Technologies 

1 866 8 2 3 7 8 9 8 e x t 689 www.bobcat.com/landscape 
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irrigation 

P h o t o : H u n t e r 

Sprayheads a n d rotors may look similar, b u t they play very d i f ferent roles in proper 
irr igation. W i t h water conservat ion one of the t op issues in the industry, it is impera-
tive irrigation cont rac tors are well versed o n the p roper use and p lacement of various 
c o m p o n e n t s . " T h e r e is a real awareness to go green to the po in t where the average 

person can m a k e a di f ference," says D o n Fisher, p r o d u c t and marke t ing manager wi th T h e 
Toro C o . s irr igation division, Riverside, Calif . "A lot of t h o u g h t is going in to m a k i n g irriga-
t ion systems d o w h a t they're supposed to d o w i t h o u t wast ing precious resources." 

W h i l e ident i fy ing the basic differences between rotors and sprayheads is the first step, 
cont rac tors need to recognize the emerg ing t rends and advancements tha t a im to take ef-
ficiency o n e step fur ther . A n d to get the mos t o u t of an irrigation system, cont rac tors mus t 
first k n o w the size a n d type of p roper ty they're irr igating to decide whe the r a sprayhead or 
rotor wou ld be the best op t ion . "Each type of spr inkler is in t ended for d i f ferent applica-
t ions," says M a r t i n T h o m a s , owner of Hydroscapes , West Car ro l l ton , O h i o . "But virtually all 
projects will require b o t h types." 

WHAT'S THE DIFFERENCE? T h e di f ference comes d o w n to distance. Rotors are ideal for 
areas 15 feet a n d larger, whi le sprayheads are best for areas 15 feet a n d smaller, says G e n e 
Smi th , sprayhead p r o d u c t manager for H u n t e r Industr ies , San Diego. Rotors can be classi-
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irrigation 

fied even fu r the r as shor t - range, m a d e 
for areas 15 to 3 0 feet, mid- range , for 
areas 2 5 to 4 0 feet a n d long-range, for 
areas 4 0 to 100 feet. 

A sp rayheads emission is static, 
whi le a rotor, well, rotates. Rotors 
move in full a n d partial circular 
pat terns . Sprayheads are o f t en used 
to water o r n a m e n t a l beds and small 
areas, like patches of grass be tween 
walkways, T h o m a s says, a d d i n g a 
rotor's spray s t rength will knock the 
b looms off annua ls and perennials . 
Sprayheads usually run at 3 0 psi, 
while rotors run f r o m 4 5 to 55 psi, 
wi th precipi ta t ion rates of 1.5 inches 
per h o u r a n d 0 .5 inches per hour , 
respectively. As a result, rotors are in-
tended to water large patches of turf . 

Because of their t endency to p u t 
d o w n too m u c h water too quickly, 
sprayheads have gained the repu ta t ion 
of be ing the m o r e inefficient way to 
irrigate. Manufac tu re r s agree a spray-
head can only run for a shor t a m o u n t 
of t ime before run -o f f occurs, par-
ticularly in n o n a b s o r b e n t areas wi th 
thick, clay-like soil. Rotors are k n o w n 

to have a lower precipi ta t ion rate, 
and can be 2 5 percent m o r e efficient 
than sprayheads by using less water in 
the same a m o u n t of t ime wi th higher 
uni formi ty , Smi th says. 

I t s c o m m o n to p u t d o w n too 
m u c h water too fast wi th a sprayhead, 
says Hea the r Kraus, p r o d u c t manager 
for commerc ia l rotors, Rain Bird, 
G lendora , Calif. Rotors give tu r f a 
chance to absorb the water tha t wou ld 
instead fo rm a pudd le , she says. 

W h i l e rotors are m o r e efficient, 
the popular i ty of the two p roduc t s 
varies no t only based o n the size of 
the area be ing irrigated, b u t also 
accord ing to the region, Smi th says. 
Rotors are more popu la r in the N o r t h 
a n d Nor theas t where lawns are larger, 
whi le sprayheads are m o r e c o m m o n in 
the Sou th and Southwes t where lawns 
tend to be smaller, he says. 

T h o m a s has a 3- to-1 ratio of ro-
tors vs. sprayheads for installations. 
" T h e major i ty of o u r jobs here in 
O h i o are on half-acre lots or larger, 
wh ich is probably a m u c h bigger 
area than the lawns you'd find in the 

Sou th , " he says. "If we wou ld try to 
comple te ou r jobs wi th sprayheads 
instead of rotors, we'd have to use four 
t imes as m a n y parts ." 

EXTRA OPTIONS. Size and type of 
job de t e rmine if a rotor or sprayhead 
is the best choice. W h e t h e r contrac-
tors use sprayheads or rotors, Fisher 
says m a n y tend to choose one p roduc t 
and use it for all of their jobs, regard-
less of differences in landscapes. 

T h i s s t ick-with-what-works men-
tality is inf luenced by past experiences 
or by a manufacturer ' s low prices. 
"Con t rac to r s have a tendency to 
choose o n e p roduc t , stick with it and 
use it for all of their jobs," Fisher says. 
" T h e y should look at the vast array 
of p roduc t offerings that could allow 
t h e m to different ia te themselves f rom 
o ther contractors ." Cont rac to r s w h o 
use various sprinkler advancements 
can use tha t as a marke t ing tool and 
o u t b i d the compe t i t ion . 

For example, a rotor and a spray-
head hybr id , technically k n o w n as a 
mul t i - s t ream, mul t i - t ra jec tory rotat-
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ing sprinkler, or a "sprotor" for short , 
offers the flexibility of water ing 4- to 
30- foo t areas, which can't be achieved 
by a rotor or a sprayhead. "A hybrid 
takes on the benefits of rotors and 
sprayheads and combines them into 
one p roduc t line," Smith says. 

Pressure regulation is a relatively 
new rotor advancement , a l though 
this feature has been available in 
sprayheads for some time, Kraus says. 
A pressure regulator, a small valve 
located in the p o p - u p stem, prevents 
mist ing and fogging by allowing a ro-
tor to run at an opt imal 45 psi, rather 
than typical city water pressure of 50 
to 60 psi. " T h e water pressure may 
be too high coming in, bu t a pressure 
regulator breaks up the stream into a 
nice, even dis t r ibut ion," Kraus says. 

Another advancement in the ro-
tor market is the shift toward taller 
p o p - u p heights, a response to taller 
tur f heights, Kraus says. Rotors made 
10 years ago reached heights of 3 to 4 
inches, while today's s tandard is 5 to 

6 inches. Th i s height is tall enough to 
spray over turf and shrubs. 

Sprayheads come in heights of 2 to 
12 inches, Smith says, adding shorter 
p o p - u p heights are used in the South-
west where shorter m o w heights and 
less workable soils are prevalent. " T h e 
variety of heights allows the sprinklers 
to pop over shrubs that would other-
wise be in the way," he says. "Pop-up 
sprinklers help manufacturers provide 
equ ipment that is as transparent in the 
landscape as possible." 

Check valves also cont r ibu te to 
water savings by prevent ing excess 
water f rom dra in ing ou t of a system's 
lateral lines once a system shuts off. 
Th i s no t only saves water, bu t it also 
avoids a consistently wet, m u d d y area 
in a client's lawn. Some cities require 
check valves, so most sprinklers either 
come with this feature or provide the 
op t ion as an upgrade. However, check 
valves are not necessary on every zone, 
T h o m a s says, add ing he only installs 
t hem in elevated or hilly areas. "Mos t 

of the sprinklers we install have check 
valves, bu t not 100 percent of them," 
he says. "There's really no need to 
install them on flat, level areas." 

Check valves can extend the life of 
a rotor by a few years by preventing 
excessive air h a m m e r when the system 
starts, Smith says. W h e n the system 
starts back up, it has to extract that 
air, which weakens a sprinkler's parts 
over t ime. "Most rotors will last 10 
years or more ," he says. "But elimi-
nat ing unnecessary star t-up impact 
by using check valves and runn ing 
the system at the appropriate psi can 
extend that life to 12 or 15 years." 

Flow stop is growing in popular-
ity, particularly when it comes to 
main tenance needs, Fisher says. Th is 
feature enables contractors to turn 
off one sprinkler while others are still 
running , allowing them to work on 
the system wi thou t gett ing wet or 
in ter rupt a lawn's watering schedule. 
Some rotors come with a trajectory 
feature that allows contractors to 
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irrigation 

change the angle of a spray. Mos t 
s tandard nozzles emi t water at 24- and 
28-degree angles, Fisher says, wh ich 
can create p rob lems in h igh-wind . 
Angles ranging f r o m 7 to 13 degrees 
m o r e effectively fight w i n d , he says. 
"If you're in a w i n d y s i tuat ion, spray-
ing at too high an angle will result 
in a lot of b low back a n d lost water ," 
Fisher says. "A weaker radius will fight 
s t rong winds m o r e effectively." 

T h e extra efficiency of a ro tor does 
c o m e wi th a price. Rotors cost five to 
six t imes m o r e than sprayheads, Fisher 
says, b u t wi th various d i scounts and 
manufac tu r e r relat ionships, cont rac-
tors may only pay three to four t imes 
more . A single-stream rotor costs $ 15 
to $20 , Smi th says, whi le sprayheads 
usually go for $ 3 or $4. Pop -up 
sprinklers cost $ 3 to $ 1 0 d e p e n d i n g 
o n height , a n d "sprotors" cost f r o m 
$4 to $8. C h e c k valves can add $2 
to $ 3 to b o t h sprayheads and rotors, 
he adds. " M o s t rotors have their pros 
and cons ," Smi th says. " W h i c h o n e a 

con t rac to r chooses will largely d e p e n d 
o n price, features and manufac tu r e r 
relat ionships." 

Con t r ac to r s should choose 
sprinklers based o n factors o the r than 
price. Fisher suggests m a k i n g a broad 
compar i son of d i f ferent p roduc t s side 
by side before dec id ing o n one . "By 
uti l izing the advancemen t s available 
or t ry ing s o m e t h i n g new, a con t rac to r 
could really start to make a n a m e for 
himself in the industry ," he says. 

FUTURE FEATURES. Rotors have 
drastically improved over the years, 
part icularly in durabil i ty. "They ' re 
easier to work wi th a n d they are even 
m o r e durab le now than before ," 
T h o m a s says. 

A durab le ro tor is i m p o r t a n t , 
part icularly in commerc ia l settings. 
Rotors can fall vict im to vandal ism or 
s imple wear and tear f r o m being in a 
publ ic place, Kraus says. "A durab le 
rotor will c o n t i n u e to opera te even if 
d i s tu rbed , " she says. 

Nozzle pe r fo rmance to apply water 
as un i fo rmly as possible is ano the r 
area manufac tu re r s are striving to 
improve, Smi th says. 

W i t h the recent focus on wa-
ter conservat ion, contractors seek 
improved ma tched precipi tat ion rates 
in b o t h rotors and sprayheads, Kraus 
says. " M a t c h e d precipi tat ion rates are 
ge t t ing bet ter all the t ime," T h o m a s 
says. "But op t ions that help avoid 
overwater ing could be improved." 
Lastly, cont rac tors w a n t rotors that 
work well and c o m e at a great value, 
Smi th says. "Mos t irrigation sprinklers 
are designed to be easy to install and 
work wi th , " he says. "For the most 
par t , if they're used wi th in a manufac -
turer's guidelines, they should remain 
durab le and pe r fo rm as expected. " • 

Do you have landscape irrigation questions? 
Post them to your industry colleagues at the 
online message board. 
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Power in Your Palm 
Equipment makers are fitting more capability into smaller tools. 
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Corona's hand pruners, saws, loppers, 
hedge shears and tree pruners are 
engineered for long-lasting performance. 
Corona puts more than 80 years of 
experience into every tool, forging each 
efficient design out of top-grade steel 
and other quality materials. Superior 
cutting blades and ergonomic handles 
make your work easier. And with 
resharpenable blades, replacement parts 
and a lifetime warranty, you'll never want 
to buy anything other than Corona. 
Season after season, year after year, 
Corona is the top-performing brand 
landscape professionals trust. 

To find the Corona dealer nearest t o you, call 1 - 8 0 0 - 8 4 7 - 7 8 6 3 
or send an e-mail t o s a l e s @ c o r o n a . b e l l o t a . c o m • w w w . c o r o n a c l i p p e r . c o m 

USE READER SERVICE # 50 

C U T A F T E R 
C U T , C O U N T 
O N C O R O N A . 

mailto:sales@corona.bellota.com
http://www.coronaclipper.com


r o u c o t I i g h t 

J o h n D e e r e B P 6 5 L E B a c k p a c k B l o w e r 

P o w e r e d by a 64 .7 -cc Kawasaki two-cyc le engine 

Features a low-emission, m o r e fuel-efficient engine 

Provides a 190-mi le -per -hour m a x i m u m air velocity at the tube 

M a x i m u m air vo lume is 6 3 0 cubic feet per minute 

Large muff ler allows for quieter operat ion 

Pistol-type throt t le is t u b e - m o u n t e d for easy operat ion 

Weighs 21 .4 pounds 

John D e e r e - w w w . j o h n d e e r e . c o m 

C i r c l e 2 0 2 o n r e a d e r s e r v i c e c a r d 

H o n d a H H T 3 5 S T r i m m e r 

• Features Honda's 360 -degree inclinable G X 3 5 mini four-stroke engine 

• Provides the advantages of a four-stroke engine w i th a weight similar 

to a t w o - s t r o k e engine mode l 

• Available w i th the traditional loop handle o r w i th a U-shaped, bicycle-

style handle for increased leverage 

• Includes Honda's Flex Shaft system for strong torsional strength and 

the ability to absorb shock 

• Debr is def lector shield lends to increased opera tor visibility 

• Soft loop handle helps w i t h opera tor comfor t 

• H o n d a P o w e r Equipment - w w w . h o n d a p o w e r e q u i p m e n t . c o m 

C i r c l e 2 0 3 o n r e a d e r s e r v i c e c a r d 

U p d a t e A l l N e w G r a p h i c I n t e r f a c e 
f o r 2 0 0 7 P | U S 

L o a d s o f A d d e d F e a t u r e s • 

? • 
H* Content! Exit 

M 
HaMtrunc* 

t f 
StartKt 4 About 

a i 
M a M 

I 
<J£ 

PanoH 
I 

SOFTWAH 
Invoicing 
Scheduling 
Estimating 
Routing 
T & M 
Contracts 
Email Invoices 
Chemical Application Reports & More 

S o f t w a r e d o e s n t g e t a n i j 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 
FREE Trial C A L L or D O W N L O A D 

w w w . a d k a d . c o m / f r e e d e m o . h t m 
USE READER SERVICE # 5 1 

Your One-Stop Lighting and 
Decorating Resource 

jfJtt • • • • r 
. r J E H I »%\ Z M O . v v . 

Christma 
Lights Et 

Authorized Distributor: 
D l G E N • Emerald Innovations i LioHTiNo # |ntermayc® pr(Hlutts s 
205 Curie Dr., Alpharetta, GA 3(KK 
Fax: 1-866-7904253 
sales@christmaslighLsetc.com 

("hristmiLs Lights Etc. saves you time and 
money with one-stop wholesale shopping for 
your holiday lighting, installation accessories 
and decorating needs. 

Named one of America s 500 
fastest-growing private companies 

by Inc. magazine in 2006 

w h o l e s a l e . c h r i s t m a s l i g h t s e t c . c o m 

866-XMAS-ETC 

http://www.johndeere.com
http://www.hondapowerequipment.com
http://www.adkad.com/freedemo.htm
mailto:sales@christmaslighLsetc.com


H u s q v a r n a 4 5 0 C h a i n s a w 

_ (h)HUSI 
P o w e r e d by X - T O R Q engine technology 

Features a 50 -cc , 3 . 2 - h o r s e p o w e r engine 

• Reduces fuel consumpt ion by as m u c h as 2 0 p e r c e n t and 

emissions by as m u c h as 6 0 p e r c e n t 

• Includes t h e o n e - t o u c h , a lways-on choke /s top cont ro l 

• L o w V i b technology is standard 

• Husqvarna - 7 0 4 / 5 9 7 - 5 0 0 0 , w w w . u s a . h u s q v a r n a . c o m 

Circ le 2 0 4 on r e a d e r service card 

/nusqvarna 

K a w a s a k i B l a d e - C a p a b l e T r i m m e r 

• P o w e r e d by a 2 6 . 3 0 - c c engine 

• We ighs 10.8 pounds 

• Produces l o w noise and v ibrat ion 

• Features an e r g o n o m i c design 

• Includes a conven ient cont ro l locat ion 

• 16 .9 -ounce fuel tank capacity 

• C A R B T i e r III a p p r o v e d 

• Includes a l i fet ime e lectronic ignition m o d u l e w a r r a n t y 

• Kawasaki P o w e r Products - w w w . k a w p o w r . c o m 

Circ le 2 0 5 on r e a d e r service card 

USE READER SERVICE # 53 

^ MistAway 
c u c t o m c * systems^ 

Outdoor taMCt Control 
V> 

MistAway^ Systems is the leading manufacturer 
of outdoor misting systems that effectively control 

mosquitoes, no see ums and other annoying insects. 

W e are actively seeking L a w n & Landscape 
Professionals to become M i s t A w a y 

dea le rs . 

Contact us today to receive 
a free no obligation 

informative DVD. ' • m i & t -

i>yi<§) m a ^ j y t r i j t M Q i i i 

http://www.usa.husqvarna.com
http://www.kawpowr.com


G \ v e s B a c k 
We're raising $150,000 to help orphans in a small East African village 
so they can have food, water, clothing, medicine and education. 
PermaGreen is pledging $75,000, plus we will add 50C to every dollar 
you donate*. Together, we can make a huge impact! Donate online at 
permagreen.com or CaringPlaceMinistries.org or by phone. 

* u p t o t h e $ 1 5 0 , 0 0 0 goal 

A a r o n T. J e s s e n , D i r e c t o r o f M a r k e t i n g & S a l e s a t P e r m a G r e e n , a n d h is w i f e , K e n d r a , h a v e f o u n d e d 
a g r a s s r o o t s , 5 0 1 ( c ) ( 3 ) n o n - p r o f i t , C h r i s t i a n o r g a n i z a t i o n c a l l e d C a r i n g P l a c e M i n i s t r i e s I n t e r n a t i o n a 
t o h e l p H I V / A I D S a f f e c t e d a n d i n f e c t e d o r p h a n s i n B u g o n z i V i l l a g e , n e a r M a s a k a T o w n i n t h e East 
A f r i c a n c o u n t r y o f U g a n d a . C a r i n g P l a c e a b s o r b e d a s t r u g g l i n g o r p h a n a g e i n t h i s p o o r v i l l a g e , which 
s e r v e s a s a h o m e a n d d r o p - i n f a c i l i t y f o r 7 5 c h i l d r e n . 

j k A a r o n & K e n d r a h a v e a l r e a d y r a i s e d e n o u g h m o n e y t o c o n d u c t H I V t e s t i n g , i n s t a l l a 1 0 , 0 0 0 - L i t e r 
- f r e s h w a t e r t a n k , b u i l d a m o r e a d e q u a t e l a t r i n e a n d e x p a n d t h e c h i l d r e n ' s d i e t t o i n c l u d e m e a t 

^ f c / P a n d m o r e f r u i t s a n d v e g e t a b l e s . B u t t h e n e e d is st i l l g r e a t ! 

H t t j L * ^ H T h e c h i l d r e n c u r r e n t l y s l e e p 3 o r 4 t o a b e d , a n d t h e o n l y m e a n s f o r c o o k i n g is a n o p e n f i r e , w h i c h 
M is d i f f i c u l t t o m a i n t a i n d u r i n g U g a n d a ' s 9 - m o n t h - l o n g r a i n y s e a s o n . T h e f a c i l i t i e s h a v e n o e l e c t r i c i t \ 

_ a n d t h e r e is n o t r a n s p o r t a t i o n t o t h e n e a r b y t o w n . A n d t h e r e a r e h u n d r e d s o f c h i l d r e n in t h e a r e a 
w h o st i l l n e e d a h o m e a n d t h e c h a n c e f o r a b r i g h t f u t u r e . C a r i n g P l a c e n e e d s y o u r h e l p t o p r o v i d e 

m W T t h e s e c h i l d r e n w i t h t h e bas ics o f s u r v i v a l ! 

R o b e r t L u w a l i r a , t h e n a t i v e U g a n d a n t h a t f o u n d e d t h e o r p h a n a g e , is t h e D i r e c t o r o f O p e r a t i o n s i n B u g o n z i . H e p r o v i d e s p r o p e r m a n a g e m e r 
o v e r t h e a c t i v i t i e s o n t h e g r o u n d a n d e n s u r e s t h a t e v e r y d o l l a r is s p e n t f o r t h e b e n e f i t o f t h e c h i l d r e n . 

W e need your donations to make this project a success! 
$ 5 0 p r o v i d e s a c h i l d w i t h f o o d , w a t e r , m e d i c i n e , e d u c a t i o n a n d h o u s i n g f o r a m o n t h 
$ 1 0 0 c a n b u y c h i c k e n s o r g o a t s a n d p a y f o r m a t t r e s s e s a n d m o s q u i t o n e t s 
$ 5 0 0 c a n p a y a t e a c h e r ' s s a l a r y f o r a n e n t i r e y e a r 
$ 1 , 0 0 0 h e l p s w i t h o p e r a t i n g c o s t s f o r a m o n t h o r c a n g o t o w a r d b u i l d i n g d o r m i t o r i e s , 
b u y i n g a v e h i c l e , b u i l d i n g a k i t c h e n , i n s t a l l i n g e l e c t r i c i t y o r m a n y o t h e r m a j o r i m p r o v e m e n t s 

T h e G r e e n I n d u s t r y is n o t j u s t a g r e e n p l a c e . . . i t ' s a C a r i n g P l a c e ! P l e a s e c o n s i d e r g i v i n g t o d a y ! 
C a r i n g P l a c e is a r e g i s t e r e d 5 0 1 ( c ) ( 3 ) n o n - p r o f i t . A l l c o n t r i b u t i o n s a r e t a x - d e d u c t a b l e . 

visit p e r m a g r e e n . c o m / c a r i n g p l a c e or Car ingP laceMin is t r ies .o rg or call 8 0 0 . 3 4 6 . 2 0 0 1 for m o r e i n f o r m a t i o n 





r o d u c t o t I i t 
M a r u y a m a H T 2 3 0 0 D R H e d g e T r i m m e r 
• P o w e r e d by a 2 2 . 5 - c c M a r u y a m a LE c o m m e r c i a l engine 

• We ighs 10.9 pounds 

• Features a rotat ing handle 

• Includes a 24 - inch double -s ided blade 

• Induct ion -hardened c h r o m e steel blades a re polish g r o u n d 

sharpened o n all t h r e e cutt ing surfaces 

• M a r u y a m a - w w w . m a r u y a m a - u s . c o m 

Circ le 2 0 6 on r e a d e r service card 

* Introductory otter 

R e d M a x E B Z 3 0 0 0 R H 
Backpack B l o w e r 

• O p e r a t e s w i t h a 30 -cc , 

S t r a t o - C h a r g e d engine 

• Provides 4 6 3 cubic fee t pe r m i n u t e 

• M a x i m u m air speed is 131 miles 

pe r hour 

• We ighs 13 pounds 

• Enhanced fuel capacity p r o m o t e s 

longer use 

• R e d M a x Z e n o a h A m e r i c a -

8 0 0 / 2 9 1 - 8 2 5 1 , w w w . r e d m a x . c o m 

Circle 2 0 7 on reader service card 

S h i n d a i w a E B 8 5 2 0 
Backpack B l o w e r 

• P o w e r e d by a C 4 technology, 

79 .7 -cc , 4 . 5 - h o r s e p o w e r engine 

• Pushes air at 2 2 4 miles per hour 

and 7 6 2 cubic fee t pe r m i n u t e 

• Features a t w o - t h u m b s c r e w fi l ter 

c o v e r and a heavy-duty sealed air 

f i l ter system 

• Includes a 4 - b o l t , c h r o m e - p l a t e d 

cyl inder and a t w o - r i n g piston 

• N e w l y designed intake cover 

min imizes t h e risk o f overheat ing 

f r o m leaf blockage 

• O n e - p i e c e t h r o t t l e cable included 

• N e w style f r a m e and backpack 

system is designed for g rea te r 

o p e r a t o r c o m f o r t 

• Shindaiwa - 5 0 3 / 6 9 2 - 3 0 7 0 , 

w w w . s h i n d a i w a . c o m 

Circle 2 0 8 on reader service card 

USE READER SERVICE # 55 

http://www.maruyama-us.com
http://www.redmax.com
http://www.shindaiwa.com


THE ONE-TWO PUNCH 

One - Control of early-season adults 
and surface-feeders 

Two - Long-lasting systemic 

Arysta LifeScience is developing a more powerful combination with clothianidin, the active ingredient in ARENA®, for a 
new product called ALOFT™ that will knock out adults, surface-feeders and grubs better than ever before. 

PERFORMANCE POWERED BY 

CLOTHIANIDIN 
A l w a y s r e a d a n d fo l low label d i rect ions ARENA a registered trademark ot Arysta LifeScience North America Corporation. ALOFT is a trademark of Arysta LifeScience North America Corporation. 

The Arysta LifeScience logo is a registered trademark of Arysta LifeScience Corporation. © 2 0 0 7 Arysta LifeScience North America Corporation C L 0 - 0 0 3 

Harmony In Growth 

Arys ta L i feSc ience 



r o u c t t I i g h t 

S o l o 1 2 9 H S H e d g e T r i m m e r 

\ • Features an adjustable cutt ing blade 

• P o w e r e d by a Solo 29 -cc d isplacement 2 -cyc le gas engine 

• Adjust ing gear offers a 1 3 5 - d e g r e e opera t ing range 

• Includes a 21 - inch- long cutt ing blade 

• We ighs less than 14 pounds 

• Solo - 7 5 7 / 2 4 5 - 4 2 2 8 , w w w . s o l o u s a . c o m 

Circ le 2 0 9 on r e a d e r service card 

JONES OUTDOOR SERVICES 

S T I H L M M 5 5 Y a r d Boss 

• Ideal for light landscaping 

• Versat i le , mult i - task too l 

• Features f ron t and rear carry handles 

• Includes an integrated t h r o t t l e cont ro l 

w i t h an on /o f f swi tch 

• A t t a c h m e n t s include pick and 

bolo t ines cult ivators, b e d edger, lawn 

a e r a t o r and brush 

• S T I H L - w w w . s t i h l u s a . c o m 

Circ le 2 1 0 on r e a d e r service card 

He found an illuminating way 
to eliminate downtime. 

With hands-on training, guidance and support from VISTA Professional 

Outdoor Lighting, you can profitably expand your list of services 

and also fill the void between irrigation and landscape projects. 

VISTA experts will show you how to utilize the skills you already 

possess to install outdoor lighting solutions at moneymaking margins. 

M | VISTA 
PROFESSIONAL 

r A l OUTDOOR 
7/1\\ LIGHTING 

Light up your bo t tom line. 
Call 8 0 0 - 7 6 6 - V I S T A or visit w w w . v i s t a p r o . c o m today. 

• M B S f l R H K K j r a ^ 

USE READER SERVICE # 57 

T a n a k a P o l e S a w 

• C u t s branches up t o 8 inches 

in d i a m e t e r 

• P o w e r e d by Tanaka's 25 -cc , 

1 . 3 - h o r s e p o w e r Pure Fire engine 

• Features a 23 - f lu id -ounce , see-

th rough fuel tank 

• Includes a p a d d e d D handle 

• Solid-steel dr ive shaft included 

• C a n accept opt ional t w o - and 

t h r e e - f o o t extensions 

• We ighs 11.4 pounds 

• N i k k o Tanaka U S A -

w w w . t a n a k a p o w e r e q u i p m e n t . c o m 

Circ le 2 1 1 on r e a d e r service card 

o f 
* 

http://www.solousa.com
http://www.stihlusa.com
http://www.vistapro.com
http://www.tanakapowerequipment.com


{err J*// vr zl^+rf-
H^ / f t * ^ 

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. 

W I T H T H E W R I G H T S T A N D E E S N E W R A P I D 

HEIGHT A D J U S T M E N T , YOU C A N C H A N G E DECK 

H E I G H T S W I T H O U T B R E A K I N G A S W E A T . 

T H A T ' S W H A T IT M E A N S T O R I D E W R I G H T . 

/ - j A j ' /c. 
c <r>vy> ^ A , So j t^ 

yirvvt «V\ /e$s . 

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. 

>m 

Power, performance, and a little exci tement . That 's the Wright w a y to mow. 

THE WRIGHT WAY TO MOW. 
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USE READER SERVICE # 58 

f r i g h t 
^ ^ ^ c o m m e r c i a l p r o d u c t s 
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USE READER SERVICE # 58 

For more information, call 
1 . 3 0 1 . 3 6 0 . 9 8 1 0 or find our dealer 
locator at www.wrightmfg.com. 

http://www.wrightmfg.com


p r o d u c t s p o t l i g h t 

Spray Station 
Check out the industry's latest irrigation sprayheads and rotors. 

compiled by heather wood | web editor 

H u n t e r 1 - 3 5 S i e r r a R o t o r 

• W a t e r s f r o m 4 7 t o 7 0 fee t 

• Features full- and part -c i rc le o p e r a t i o n in a single r o t o r 

• Returns t o its original arc regardless of w h e r e t h e t u r r e t is t u r n e d 

• C o - m o l d e d r u b b e r body cap helps t o p r e v e n t injury 

• F loStop technology gives t h e user cont ro l 

• T h r e e - p o r t nozz le offers t h r e e levels of w a t e r i n g precision 

• 6 - inch r ider clears tall tur f 

• H u n t e r Industries - 7 6 0 / 7 4 4 - 5 2 4 0 , w w w . h u n t e r i n d u s t r i e s . c o m 

Circle 2 1 2 on reader service card 

L i t t l e T u f f y T U F 4 a n d T U F 6 P o p - U p S p r i n k l e r s 

• Avai lable in 4 - and 6 - inch sizes 

• Provide m o r e uni formi ty 

• El iminate 5 - , 8 - and 12-inch nozzles, overspraying, misting, '/4-inch dr ip 

tubing, e m i t t e r s and all f o r m s of pressure regulat ion 

• Pop-up stems stay up w h i l e flushing until t h e w a t e r is shut off, even w i t h 

t h e nozz le r e m o v e d 

• Available w i t h check valves and low-screens for dr ip and 

micro -spray application 

• Va lvet te Systems - w w w . v a l v e t t e s y s t e m s . c o m 

Circle 2 1 3 on reader service card 

I / l l l l l l a f t M , 

TUF6 

http://www.hunterindustries.com
http://www.valvettesystems.com


J O H N D E E R E 
LANDSCAPES E S C O 

We've Joined 
Forces To Serve 
You Better! 
John Deere Landscapes and LESCO have joined 
forces to serve you better. With more complete 
product lines and inventory, a branch network of 
over 615 locations, plus an expanded delivery 
fleet, our full staff of knowledgeable green industry 
professionals can help you get the products you 
need, when you need them. 

• Irrigation Supplies 
• Landscape Lighting 
• Pumps 
• Pipe 
• Fittings 
• Pavers 
• Tools 
• Landscape Materials 
• Seed 
• Fertilizers 
• Soil Amendments 
• Nursery Stock 
• Control Products & Combination Products 
• And much more Starter 

Fertilize* 

For a location near you, visit us online at www.JohnDeereLandscapes.com or www.LESC0.com. 
USE READER SERVICE # 6 0 

http://www.JohnDeereLandscapes.com
http://www.LESC0.com


i HOOK-ALL HOOKLIFTS 
I nc rease Your Truck Ut i l i za t ion by Using One Truck for M u l t i p l e Purposes . 
Units available for single axle, tandem axle and triaxle trucks. 

Lift, Load, 
Leave or 
Dump! 

800-851-8938 
COME VISIT US AT WWW AMERICANROLLOFF COM 

MANUFACTURED EXCLUSIVELY BY: 

AUTOMATED WASTE EQUIPMENT 
PO Bo. 5757. J TtfwWa Court. TV*nfon. MJ O M J I 

USE READER SERVICE # 62 

o r o d u c t spo t l i gh t 

• • • 
R a i n Bird R o t a r y N o z z l e 

• Effective range is 13 to 24 feet 

• Mul t i -s t ream, rotat ing nozzle fits the 

needs of smaller yards and landscapes 

• Fits on conventional spray bodies but 

transforms the spray into a ro tor 

• Aesthet ic appeal makes it an attractive 

opt ion for h o m e o w n e r s 

• Rain Bird - 8 0 0 / 7 2 4 - 6 2 4 7 

w w w . r a i n b i r d . c o m 

C i r c l e 2 1 4 o n r e a d e r s e r v i c e c a r d 

U n d e r h i l l M - 1 6 0 Spor ts 
Turf R o t o r 

• Features a 164- foot th rowing radius 

• Includes a piston-driven w a t e r cannon 

• Provides full- o r part-circle operat ion 

• Measures 23 .6 inches high 

• Has an above-grade pop-up height 

of 2 VA inches 

• Arc coverage can be adjusted f r o m 

3 0 t o 3 6 0 degrees 

• Underhi l l - www.underhi l l .us 

C i r c l e 2 1 5 o n r e a d e r s e r v i c e c a r d 

SELL BETTER PLAN BETTER BID BETTER 

USE READER SERVICE # 6 1 
november 2 0 0 7 www.lawnandlandscape.com 

» 

EASY TO USE ... PROFITABLE ... 

AND N o w W I T H 

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. 

I NEW 3D 
I ' J f f e f e 

I H L . 

t f t PRO 13 
W Landscape i- _. 

Easy-to-Use CAD Customer 
Proposals 

drafix software in 

PRO 
Landscape 
Tht Standard in Drugn Software for Landicop* Profrntonali I 

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

60-Day Money-Back Guarantee 

7 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 

http://www.rainbird.com
http://www.underhill.us
http://www.lawnandlandscape.com
http://www.prolandscape.com
mailto:prolandscape@drafix.com


I S U Z U 
T R U C K 

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 

F O R M E R L Y K N O W N A S K E L L E Y C O M M E R C I A L T R U C K C E N T E R 

ntc* * *r 

Z 4 

@ m a % M M ! $ $ w m f m m m $ * * I 
* * S t I L L A VAILABLE! * * 

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 

$32344 

2 0 0 6 ISUZU NPR DIESEL 
Auto, A / C , 18ft Landscape 
Body, Pwr Windows & Locks 
Cruise Control 

$29966 2 0 0 8 ISUZU NPR HD 
CREW CAB DIESEL 
Auto, 16ft Landscape Body $684mo 

48 MONTHS 

mm mi ®mm 
1 f a» m m r m m m mi 

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

'PRICES AND PAYMENTS 
SUBJECT TO CHANGE 

FAX: 770-270-6774 
email: TKPisciotta4@aol.com 

www.adobetrucks.com 

PROORAMSC U R R I M T "Call our Parts Department for Overnight Nationwide Shipping 
E E S 

mailto:TKPisciotta4@aol.com
http://www.adobetrucks.com


p r o d u c t s p o t l i g h t 

Toro M a t c h e d P r e c i p i t a t i o n R a t e N o z z l e s 

• O f f e r cons is tent spray c o v e r a g e f o r increased ef f ic iency 

• T h r e e n o z z l e t r e e s avai lable: 2 5 - , 3 0 - o r 2 5 - f o o t radius 

• C o l o r c o d e d by radius f o r easy ident i f icat ion 

• F o u r s t a n d a r d arcs - '/4, '/a, Vi a n d full - a r e ind ica ted in 

large l e t te rs 

• Al l n o z z l e s o f a g iven radius wi l l app ly w a t e r a t 

a p p r o x i m a t e l y t h e s a m e p r e c i p i t a t i o n r a t e 

• D e s i g n e d t o w o r k o n t h e T R 5 0 L a w n - p o p , s h r u b a n d 

h i g h - p o p m o d e l s 

• T o r o - w w w . t o r o . c o m 

C i r c l e 2 1 6 o n r e a d e r s e r v i c e c a r d 

WE CUT CIRCLES AROUND THE COMPETITION. 

OLDHAM 
C H E M I C A L S C O M P A N Y , I N C . 

O V E R 4 0 Y E A R S O F R E L I A B I L I T Y 

I T ? 7 T n r \ T r T T * j 
|Jt\-L l J L Y J L l / l ^ V ^ l l 

OL'R NAME SAY'S IT ALL! 

E - Z T r e n c h B e d s c a p e r s m a k e t h e 

s m o o t h e s t e d g e s a n d t i g h t e s t t u r n s . 

Caster Steering • Zero Turn Radius 
Compact Machine • Easy Maneuverabi l i ty 

F o r a d e a l e r n e a r y o u : 

( 8 4 3 ) 7 5 6 - 6 4 4 4 o r 

www.ezt rench.com 

mm T T ^ 

BEDSCAPER 
MODEL BE310-A BED EDGER 

m .".v, v A ' 

— DURABLE & DEPENDABLE SINCE 1982 — 

USE READER SERVICE # 64 

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

1-800 888-5502 
PO BOX 18358 

3701 NEW GETWELL ROAD 
MEMPHIS, TN 38118 

• Z H 9 

200 G A L L O N L A W N 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. 

http://www.toro.com
http://www.eztrench.com


PRODUCTIVITY I UPTIME I LOW DAILY OPERATING COSTS 
M J O H N D E E R E 

N o t h i n g R u n s L i k e A D e e r e " 

This little guy is big on attitude. T h e e n e r g e t i c J o h n D e e r e 3 1 3 a n d 3 1 5 s m a l l - f r a m e s k i d s t e e r s 

m a y be c o m p a c t a n d n i m b l e . But t h e r e ' s m u s c l e b e h i n d th is h u s t l e . O p e r a t o r s dig t h e e x c e p t i o n a l v is ib i l i ty 

a n d b e s t - i n - c l a s s stabi l i ty . O w n e r s a r e i m p r e s s e d by t h e re l i ab i l i t y a n d s t r o n g d e a l e r s u p p o r t t h a t c o m e 

w i t h t h e J o h n D e e r e n a m e - at a p r i c e to m a t c h t h e i r m o d e s t s i z e . S o s e e y o u r d e a l e r o r c a l l 1 - 8 0 0 - 5 0 3 - 3 3 7 3 

to put t h e s e v e r s a t i l e l i t t le g o - g e t t e r s to w o r k f o r you . 

w w w . J o h n D e e r e . c o m / P i p S q u e a k 

http://www.JohnDeere.com/PipSqueak


p r o d u c t s p o t I i g h t 

Chip Shape 
The selection of chippers is as diverse as the types of trees. 

compiled by heather wood | web editor 

Band i t 6 5 X L C h i p p e r 

• Features 6 - inch d i a m e t e r capacity 

• Includes a sel f -propel led Caterp i l lar t rack undercarr iage 

• 12-inch ch ipper opening and p o w e r f u l single feed pulls and crushes 

f o r k e d and c r o t c h e d mater ials 

• Available w i t h a n u m b e r of opt ions 

• Bandit Ch ippers - 8 0 0 / 9 5 2 - 0 1 7 8 , w w w . b a n d i t c h i p p e r s . c o m 

Circle 2 1 7 on reader service card 

JP C a r l t o n W o o d Ch ippers 

• Line includes 6 - , 9 - , 12- and 18-inch mode ls 

• C h i p p e r s features a f o r m - w e l d e d f r a m e 

• Torf lex axle strength and const ruct ion-grade t ires are standard on all mode ls 

• Hydraul ic system includes a single integrated mani fo ld for cont ro l and convenience 

• H a n d crank swivel discharge al lows users t o adjust chip f l o w 

• JP C a r l t o n - 8 6 4 / 5 7 8 - 9 3 3 5 , w w w . s t u m p c u t t e r s . c o m 

Circle 2 1 8 on reader service card 

M o r b a r k T y p h o o n 2 0 C h i p p e r 

U n i t features a 20 - inch capacity 

D r u m and feed w h e e l are 2 8 V i inches w i d e 

Six knife pockets a l low t h r e e full cuts per revolut ion, increasing efficiency 

Available in 2 5 0 - o r 3 2 5 - h o r s e p o w e r opt ions 

Equipped w i t h a 4 - b y - 8 - i n c h cen te r b e a m and a 66Vi-by-AO ' /2-inch infeed chute 

M o r b a r k - 8 0 0 / 8 3 1 - 0 0 4 2 , w w w . m o r b a r k . c o m 

Circle 2 1 9 on reader service card 

104 lawn & landscape november 2 0 0 7 www.lawnandlandscape.com 

I 

http://www.banditchippers.com
http://www.stumpcutters.com
http://www.morbark.com
http://www.lawnandlandscape.com


BEAST RECYCIERS 

i + . 

r f c H r* ss 

MODEL 4 0 0 0 
WITH STUMP GRINDER 

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! 

BANDIT 
INDUSTRIES, INC. 

ON THE WEB: WWW.BANDITCHIPPERS.COM 
USE READER SERVICE # 67 

ABOVE: MODEL 4680 BEAST RECYCLER 
T0WABLE UNIT • SHOWN GRINDING LOGGING & CLEARING WASTE 

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. 

CAU TOIL FREE TODAY! ( 8 0 0 1 9 5 2 - 0 1 7 8 
LOCAL / INTERNATIONAL CALLS: 1-989-561-2270 

http://WWW.BANDITCHIPPERS.COM


p r o d u c t s p o t l i g h t 

P e q u e a C h a m p i o n C X - 8 5 1 C h i p p e r 

• 19-inch feed rol ler opera tes w i t h t r a c t o r hydraulics and uses a cont ro l 

valve t o regulate t h e rol ler speed 

• Feed system has a 22 - inch feed height and a 3 6 - b y - 3 6 - i n c h h o p p e r open ing 

• 8 - inch t o p discharge chute rotates 3 6 0 degrees 

• Available w i t h opt ional sel f -contained hydraulics for t ractors w i t h high hydraulic f l o w 

• Pequea - 8 6 6 / 6 8 4 - 0 3 9 3 , w w w . p e q u e a . c o m 

C i r c l e 2 2 0 o n r e a d e r s e r v i c e c a r d 

Rayco RC 1 6 . 5 Brush C h i p p e r 

• D r u m - s t y l e ch ipper has a 17-inch capacity 

• Includes smar t features designed t o m a x i m i z e product iv i ty 

• Features a 50-gal lon fuel capacity 

• P o w e r e d by a 1 4 0 - h o r s e p o w e r Caterp i l lar diesel engine 

• Includes fuel saver technology and a hydraulic clutch that 

engages w i t h t h e push of a bu t ton 

• Rayco Mfg. - 8 0 0 / 3 9 2 - 2 6 8 6 , w w w . r a y c o m f g . c o m 

C i r c l e 2 2 1 o n r e a d e r s e r v i c e c a r d 

T u r b o i u r f 
HYDRO SEEDING SYSTEMS 9 • 

Hydfo Seeding Systems 
hanicaI 

The HARV series (pictured above) has hydraulic driven reversible paddles. 
A gear pump that will pump heavy slurries though long hoses, poly tank for fast 

and easy clean up, electric hose reel and flush tank are standard. 

Small pull type systems Dual engine models with the Affordable and powerful 
start at $ 1695.00 best mixing and power landscaper units starting 

of any jet machine. at $ 3995.00. 
For a FREE video and hydro seeding info pack call: 

TURBO TECHNOLOGIES, INC, 
1-800-822-3437 www.TurboTurf.com 

USE READER SERVICE # 68 

4 QUICK QUESTIONS Will 
REVEAL A SUCCESSFUL 

OPERATING PHILOSOPHY 
A s k T h e m a n d S a v e Years 

of Gr ie f a n d Frus t ra t ion 
1 . A r e y o u r e a l l y f o l l o w i n g a 
s y s t e m o r j u s t f l y i n g b y e a c h d a y ? 

2 . H o w v a l u a b l e w o u l d it b e t o 
h a v e a c o n s u l t a n t b a s e d c o m p a n y 
w i t h i n m y e x i s t i n g o p e r a t i o n s ? 

3 . D o y o u h a v e a l a r g e a n d Jf 
r e c u r r i n g c u s t o m e r b a s e t h a t 
o f t e n p r e p a y s f o r s e r v i c e s ? J 

4 . D o a l l o f y o u r b u s i n e s s ^ ^ 
i n t e r e s t s r e p r e s e n t a n i n d u s t r y 
t h a t is b o o m i n g ? 

(888) 321-9333 
in fo@weedmanusa .com 

TOP 50 Franchises in the 
$50k to $150k Range 

http://www.pequea.com
http://www.raycomfg.com
http://www.TurboTurf.com


V e t 

tree 
T R E E G E A R . T R E E P E O P L E . 

WE HOLD 
RELIABILITY 
TO A HIGHER 
STANDARD. 
YOURS. 

Vermeer M 



p r o d u c t s p o t l i g h t 

V e r m e e r B C 6 0 0 X L Brush Ch ipper 

• P o w e r e d by a 2 7 - h o r s e p o w e r K o h l e r C o m m a n d gas e n g i n e 

• F e a t u r e s a 6 4 - i n c h - w i d e f e e d t a b l e 

• Inc ludes t h e s t a n d a r d A u t o F e e d II m a t e r i a l f e e d s y s t e m 

• B o t t o m f e e d s top bar enab les t h e o p e r a t o r ' s legs t o s t o p t h e bar 

a n d shut o f f t h e f e e d in tent iona l ly o r a u t o m a t i c a l l y in an e m e r g e n c y 

• V e r m e e r - 8 8 8 / 8 3 7 - 6 3 3 7 , w w w . v e r m e e r . c o m 

C i r c l e 2 2 2 o n r e a d e r s e r v i c e c a r d 

s i tuat ion 

The Machint forAllStasons, 

M U L C H M O R E P R O M T S 
Purchase a NEW 2008 Mulch Mule 
during the GIE - EXPO and get... 

or $5000 OFF 
a FREE G O A T 

LeafVacuumPLUSNO 
Payments & NO Interest 
till M a y 1st 2008 

O f f e r g o o d O c t . 2 4 t h t h r u N o v . 1 s t 2 0 0 7 
( a t t e n d a n c e t o t h e S h o w n o t r e q u i r e d ! 

'S5000 off a 2008 MEGA or Mulch Mule / $4000 off a 2008 Mini Mule OR a FREE Vacuum Valued at $5.99900 is good from Oct 25th 07-Nov 1st 07 
NO Payments & NO Interest till May 1 st 2008 is with approved financing through Huntington Commercial Finance bank, some restrictions apply, call for more details 

Green Industry Innovators 
330-875-0769 m u l c h m u l e . c o m 

USE READER SERVICE # 7 1 

http://www.vermeer.com


BEAUTIFYING THE WORLD. 

4 TONS AT A TIME 
If your truck isn't pulling its weight, then it's slowing you down. That's why you need the new Sterling Bullet™ with 

the powerful Cummins ISB turbo diesel engine. This hard-working truck comes in manual or automatic, includes 

a quad cab for your entire crew and enough trailer capacity to haul all your gear and equipment. And if that weren't 

enough, you can also expect unmatched parts availability and exceptional support from Sterling Trucks - the 

company that knows how heavy your job is. Learn more at www.nothingstopsthebullet.com or call a work truck 

expert at 1-800-STL-HELP. 

5 T / M C - A - 6 1 0 0 2 0 0 7 , Freightliner LLC. All rights reserved. Sterling Truck Corporation is a member of the Freightliner Croup. Freightliner LLC is a DaimlerChrysler company. 

T R U C K S 

All day. Every d a y / 
USE READER SERVICE # 72 

http://www.nothingstopsthebullet.com


r o d u c t 

T u r f T r a c k e r T i m e M a c h i n e X L 

• Features a V o r t e c 6- l i ter , V 8 engine w i t h 3 2 5 h o r s e p o w e r 

• Includes a H y d r a - M a t i c four -speed au tomat ic transmission w i t h lockup t o r q u e c o n v e r t e r and o v e r d r i v e 

• C h o i c e of four whee lbases 

• C a n a c c o m m o d a t e 10- t o 2 0 - f o o t body lengths and body-pay load combinat ions ranging f r o m 6 , 8 2 9 t o 9 ,41 I pounds 

• G V W ratings a re at 12 ,000 and 14 ,500 pounds 

• Isuzu C o m m e r c i a l Truck of A m e r i c a - 8 6 6 / 4 4 1 - 9 6 3 8 , w w w . i s u z u c v . c o m 

Circle 2 2 4 on reader service card 

P o w e r e d by a 1 3 - h o r s e p o w e r Kohler C o m m a n d engine 

• Features a 2 0 0 - p o u n d capacity spreader 

• Includes large, heavy-duty f ront forks and t ires 

• 2 5 - f o o t coil hose w i t h handgun is included 

• Includes a stainless steel side def lec tor 

• C & S Turf C a r e E q u i p m e n t - 8 0 0 / 8 7 2 - 7 0 5 0 , w w w . c s t u r f e q u i p . c o m 

Circle 2 2 3 on reader service card 

I s u z u N - S e r i e s G a s - P o w e r e d T r u c k s 

v / J i T M 
iUV<, Hi 

P 

To Order RINO-TUFF Products Call: 

Sunbel t ( 8 0 0 ) 4 3 8 - 0 6 6 0 
Gardner ( 8 0 0 ) 8 4 8 - 8 9 4 6 
Billious ( 8 0 0 ) 2 4 5 - 5 4 6 8 
Dixie Sa les ( 8 0 0 ) 7 5 3 - 4 9 4 3 
N H C ( 8 0 0 ) 2 2 2 - 8 4 0 9 
S & W Engines ( 8 0 0 ) 7 8 6 - 1 5 7 2 
Marr Brothers ( 8 0 0 ) 6 2 7 - 7 2 7 6 

S U N B E L T ! 

C ffl 
S D r d n c i 

Lill iou's 

Line Breaks = Line Changes 
Line Changes = Time + Money 

Rino-Tuff Line & Heads SAVES You Time 
& Cuts to Your Bottom Line! 

% Tou 

\ 

Tough Cover 

Soft Inner Core 

PUSH BUTTON 
FEED LINE & CUT! 

M O S T D U R A B L E T R I M M E R L I N E 
O N T H E M A R K E T ! 

USE READER SERVICE # 73 

http://www.isuzucv.com
http://www.csturfequip.com


Six new ways to grow 

greener 

thicker 

weedless 

grubless 

bugless 

healthier 
. turf • t 

ft 24-0-8 
+ Insect Control 

ft 26-2-9 
3-Way for St. Augustine 

The Scotts Advantage® keeps on spreading with the additional micronutrients for better results in deficient 
introduction of new combination fertilizers from Scotts® soils. Feed turf, trees and ornamentals the advanced 
Landscaper PRO™ Each offers three to four months of nutrition of Scotts Landscaper PRO: four original 
proven Poly-S® nutrition. Five save you time and labor granular turf and ornamental fertilizers, and now 
by adding pest-control ingredients; one offers six new combination products. 

Contact your Scotts Territory Manager or Distributor, call 1-800-492-8255 or visit www.scottsprohort.com. 

ft Landscaper PRO 
© 2007 The Scotts Company LLC, Worldwide Rights Reserved. 

http://www.scottsprohort.com


r o d u c t s 

G r a s s h o p p e r A e r a - V a t o r 

• Oscil lating, fo rged steel t ines p e n e t r a t e and f rac ture soil, encouraging r o o t d e v e l o p m e n t 

• Improves drainage in l o w spots 

• Relieves c o m p a c t i o n and aerates tur f w i t h o u t pr ior irr igation 

• Turf is available immedia te ly af ter use 

• Leaves no cores t o clean up 

• P T O - d r i v e n 4 0 - and 60 - inch mode ls a re available 

• C o m p a t i b l e w i t h Grasshopper m o d e l 6 1 8 and all 7 0 0 and 9 0 0 Series True Z e r o T u r n F r o n t M o u n t p o w e r units 

• Grasshopper C o . - 6 2 0 / 3 4 5 - 8 6 2 1 , w w w . g r a s s h o p p e r m o w e r . c o m 

C i r c l e 2 2 5 o n r e a d e r s e r v i c e c a r d 

M u s t a n g Pressur i zed C a b O p t i o n 

• Available for t h e M T L I 6 , M T L 2 0 and M T L 2 5 c o m p a c t t rack loader mode ls 

• Features pressurizat ion, el iminat ing en t ry of dust, d i r t and debr is 

• N o i s e is kep t t o a m i n i m u m 

• Includes a G e n e r a t i o n II air cond i t ioner /hea te r 

• Six adjustable louvers a l low t h e o p e r a t o r t o cont ro l t h e a m o u n t and d i rect ion of air f l o w 

• Mustang Mfg. - w w w . m u s t a n g m f g . c o m 

C i r c l e 2 2 6 o n r e a d e r s e r v i c e c a r d 

f 

inno vat ionpower 
v aluep e r fo rman c e 
Demand more. Because good enough i s n ' t good enough. 

Demand Maruyama. Because ex t r ao rd i na r y q u a l i t y , proven 

d u r a b i l i t y and s u p e r i o r pe r fo rmance s t i l l m a t t e r . 

Because commitment to s e r v i c e and support s t i l l count. 

Because we b u i l d the t o o l s of your t rade, the t o o l s you 

depend on, everyday. Demand Maruyama. Because anyth ing 

l e s s j u s t i s n ' t good enough. A l l commercial outdoor 

power equipment i s not c r e a t e d e q u a l . 

maruyama. extraordinary. 
P R E M I U M O U T D O O R P O W E R E Q U I P M E N T 

w w w . m a r u y a m a - u s . c o m 

PREFERRED S U P P L I E R OF PORTABLE OUTDOOR POWER EQUIPMENT 

U N I V E R S A I ^ M ^ 

USE READER SERVICE # 75 

http://www.grasshoppermower.com
http://www.mustangmfg.com
http://www.maruyama-us.com


How to Get 
R e q u e s t a 
D V D & C a t a l o g -

To l l F r e e 8 6 6 . 9 9 9 . 9 5 0 6 o r 
w w w . t y g a r m f g . c o m 

Phone 770.345.6625 
Fax 770.345.6637 

A t t e n d a D e m o D a y 
o n t h e 1 s t M o n d a y 

of e a c h m o n t h . 
C a l l t o d a y t o r e s e r v e y o u r s p o t ! 

425 Wilbanks Drive 
Ball Ground, GA 30107 
USE READER SERVICE # 76 

http://www.tygarmfg.com


s a l e s a n d m a r k e t i n JL 

Follow Your Heart 

America t ruly is the land of oppor tun i ty , 
a n d for p roof we need on ly to look as far 

as lawn care professional James Duffy . 
I m e t D u f f y a shor t t ime back w h e n I 

was addressing an indus t ry g r o u p in Sou th 
Caro l ina . I'd like to share his s tory wi th you 
because I 'm conf iden t you'll learn f r o m it as 
m u c h as I d id . 

S o m e years ago, D u f f y f o u n d himself 
work ing in sales for an ups ta te N e w York 
metal c o m p a n y where he enjoyed a good terri-

tory, a nice paycheck a n d a c o m p a n y car. H i s 
wife, Doro thy , was h a p p y and their fou r chil-
d ren - Bryan, T imo thy , Scott a n d A m a n d a 
- lived c o m f o r t a b l y a n d were d o i n g well. But 
for D u f f y s o m e t h i n g was missing. H e w a n t e d 
to be his o w n boss, r u n his o w n business a n d 
spend m o r e t ime ou tdoor s . His present job 
was okay, b u t at 4 8 years old he didn ' t w a n t to 
spend the rest of his w o r k i n g life d o i n g it. 

Faced wi th a similar s i tua t ion , m a n y 
people assume they are t r apped . If the pay is 

m a r t y g r u n d e r is a speaker, c o n s u l t a n t and author, as wel l as o w n e r o f G r u n d e r 

Landscap ing C o . , M i a m i s b u r g , O h i o . Reach h i m at 8 6 6 / 4 7 8 - 6 3 3 7 , 

landscapesales@gie .net or via w w w . m a r t y g r u n d e r . c o m . 

EDUCATION: THE ULTIMATE R.0.1. 
I n v e s t i n y o u r c o m p a n y ' s m o s t p r e c i o u s r e s o u r c e : i t s p e o p l e . 
Educated employees = Engaged employees. Enhancing the job satisfaction of your workforce reduces turnover and 
increases the professionalism and productivity displayed on each job site, minimizing call backs to save time, labor, and 
money. We're committed to serving as the leading Green Industry Education Provider, and ultimate source of product 
knowledge for landscape and irrigation professionals. Take advantage of Ewing's quality educational sessions to improve 
your staff morale and your bottom line. Visit www.EwingEducationServices.com to find seminars near you. 

your source /w, 
conservation 
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ELllinG 

You Can See 
the Difference 

W e ' r e s e e k i n g e x p e r i e n c e d l a w n c a r e 
p r o f e s s i o n a l s t o p r o v i d e q u a l i t y 
s e r v i c e i n o u r N Y , N J , C T , M A , PA a n d 
V A l o c a t i o n s . S a v a L a w n o f f e r s a n 
e x c e l l e n t b e n e f i t s p a c k a g e i n c l u d i n g 
a c a r e e r a d v a n c e m e n t p r o g r a m a n d 
t u i t i o n r e i m b u r s e m e n t . O u r t e a m is 
v i s i b l y g r o w i n g b e t t e r e v e r y d a y . 

I f p r o f e s s i o n a l g r o w t h is i m p o r t a n t 
t o y o u , c o m e a n d s e e t h e 
d i f f e r e n c e a t S a v a L a w n ! 

T H E R E S P O N S I B L E C H O I C E ® 

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

www.sava t ree .com •••J 

mailto:landscapesales@gie.net
http://www.martygrunder.com
http://www.EwingEducationServices.com
mailto:careers@savatree.com
http://www.savatree.com


At Walker Manufacturing this is how we think about what we do—we don't make lawn mowers, we make 
beautiful places. That thought has inspired us for nearly 30 years on our quest to design and build the best 
possible machine to make a beautiful place. And the Walker is made for landscape contractors who have 
the same thought—we don't "mow grass", we make beautiful places. Ask to see a Walker demonstration if 
you are not using Walker and would like a little help in making your own beautiful places. 



s a I e s a n d m a r k e t i n g 

good and the work steady, many th ink i t s 
too m u c h of a risk to give up their jobs just 
to try their hands at someth ing else. M a n y 
consider career satisfaction as expendable -
work is work, and while we may not like it, 
we still have to d o it. 

Th i s is a terrible way to go th rough life, 
for the only difference between a rut and a 
grave is the dep th . 

But unlike so may of us, D u f f y used his 
rut as a launching pad for change. Unwil l ing 

" T h i s is a t e r r i b l e w a y t o g o t h r o u g h l i f e , f o r t h e o n l y 

d i f f e r e n c e b e t w e e n a r u t a n d a g r a v e is t h e d e p t h . " 

to remain unhappy, D u f f y researched busi-
nesses he could own and run and quickly 
came upon Lawn Doctor , one of the coun-
try's largest lawn care franchises. Excited by 
the prospect, he s tudied the company and 
the lawn care industry more closely. A r o u n d 
this same t ime, D u f f y happened to visit Fort 
Meyers, Fla., and fell in love with the city. 

You can see where this is heading. D u f f y 

purchased the Lawn Doc to r franchise for the 
Fort Meyers /Nor th Naples-Boni ta Springs 
region. After extensive t ra ining at the company 's 
N e w Jersey headquarters , D u f f y drove off in 
his first service van to his new h o m e in Florida. 
Every t ime he s topped for gas, he looked at the 
logo on the van and though t , " W h a t have I 
done? I don't even have a client yet." 

Well, the rest, as they say, is history. Th i s 
year, after only four years in business, D u f f y 
posted more than $ 4 0 0 , 0 0 0 in sales and he has a 

strategic plan in place to get 
his operat ion to $ 3 mill ion. 
His sons are involved in the 
business and D u f f y plans to 
hand it off to t hem when he 
retires in eight years at the 
age of 60. A n d for the first 

t ime in a long t ime, D u f f y is happy and fulfilled 
in his work. 

So no mat ter where you are in life and no 
mat ter how u n h a p p y you may be, know there is 
always a way out . Discover your passion and fol-
low your heart . James Duffy 's heart wasn't in the 
metal business; it was in the green industry. H e 
had the courage to follow it and we're all better 
for it. B 

CALL THE WORLD'S #1 
_ GMC TRUCK DEALER! 

^ ^ S a ^ f e FOR YOUR LANDSCAPE TRUCK NEEDS! 

NIC ( - 5 5 0 0 FLATBED j o 1 " GMC C-7500 CREWCAB 
Auto, AC, 25,950 LB GVW, 18 ft Dum| 

30" Fold Down Sides, 2- 60" Underbody 
Toolboxes, Shovel Racks, Pre-Emissions & More' 

^ S A V I N G S p ^ w w w . c a r l b l a c k k e n n e s a w . c o m 

r ^ A / ^ g m c f l e e t t r u c k s @ b e l l s o n t h . i i e t 

USE READER SERVICE # 80 

http://www.carlblackkennesaw.com


MAUGET 
Micro-Injection Fertilizers 

And Simply 3 Months 
A P R I L 2 0 0 4 

A t T i m e of T r e a t m e n t 

Frost 
Damage & Recovery 

M A Y 2 0 0 4 

J U N E 2 0 0 4 

J U L Y 2 0 0 4 

Powerful Fertilizers That Are: 

L E A S T E X P E N S I V E 
E A S I E S T T O U S E 

Mauget's nutrients can help trees stay heathier; 
providing them with elements needed to reach 
there full potential. 
Trees will be less susceptible to environmental 
stresses, disease and insect problems, and will 
have a fuller life than similar, poorly fertilized trees. 
Mauget's micro-injected fertilizers go to work 
quickly with zero loss to Soil, Weather or Mistakes 

Designed TUST FOR TREES. 

- I ^ E 
r ^ p U 

Y O U ' L L ^ Q V E Y O U R 
B O T H ^ M L I N E 

""Vmaugetiw 

USE READER SERVICE # 8 1 

/Wcwxgzt^ 
800-TREES Rx (800-873-3779) 



b e n c h m a r k i n g y o u r h u s i n e s s 

Duel Overhead Recovery 

The fourth of the six estimating methods 
used in the green industry that we want to 

identify and benchmark is the dual overhead 
recovery system or DORS. It calculates general 
and administrative (G&A) overhead in a bid 
or service price by multiplying two predeter-
mined percentages by the material and labor 
costs. A complex formula - that I will not 
explain - utilizing an overhead weighting factor 
(OWF) is used to calculate the two percentages. 
Company-owned equipment costs are included 
in the G&A overhead. 

T H E S C E N A R I O . I'll use the two jobs from 
the October issue as examples as to why the 
DORS method is inaccurate for pricing your 
jobs or services. 

T H E S A M P L E C O M P A N Y . G&A overhead 
cost is $10,000 per month, $120,000 per year. 
Entire field labor force with burden is $13,000 
per month, $156,000 per year. The goal for 
net profit is a 10 percent markup. I've calcu-
lated the markups on material and labor to be 
.332 and .85, respectively. 

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

BQBDEBUUE. 
STAMP USA, INC. ^ 

The original machinery that changed the face of concrete. 

2 5 Years in the Indus t ry ! 
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... 
S I M P L Y T H E B E S T 

Askfordvd, pricing, 
and brochures. 

Call 602-402-1501 
ANYTIME! 

Patented! 

machines 
in 3-D 
on our 
web site. 

w w w . b o r d e r l i n e s t a m p . c o m 
USE READER SERVICE # 82 

EZSI 

- CONTROL! 
Auto-Lok Differential 

For Walk-Behind 
Equipment 

Bi-Directional 
Differential 

For Utility Vehicles 

The Hilliard Corporation 
S p S 100 West 4th St 
i H ^ Elmira, NY 14902 

H l l i n r i f l 607-733-7121 
n i i i u i u www.hilliardcorp.com 

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


Providing The Most Powerful Suite of 
Tools to Manage and Grow Your Business 

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

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

S O F T W A R E 

• LA.Net 
• Lawn Assistant III 
• Mapping Assistant 
• Customer Service 

Assistant 

T O O L S 

• Pocket LA.Net 
• GPS Truck Tracking 
• Handheld Data Collection 
• Voice Turn By Turn 

Directions 

s 1 r 8 0 0 r 4 2 2 : 7 4 7 8 • w w w . r e a l g r e e n . c o m 
* RealGreen 
^ ^ S Y S T E M S 

S E R V I C E S 

• Mailing Services 
• Marketing List Creation 
• Custom Printing 

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

http://www.realgreen.com


h k e n c n m a r k i n g y o u r b u s i n e s s 

Job A {material-intense, one month) 
Materials: $ 3 3 , 2 0 0 
Labor wi th labor b u r d e n : $ 1 1 , 0 5 0 
E q u i p m e n t * : 0 
Subcont rac tors : 0 
Total direct costs: $ 1 1 3 , 0 0 0 
Total G & A overhead to recover: $ 4 4 , 2 5 0 
Break-even po in t : $ 1 5 7 , 2 5 0 
N e t p rof i t m a r k u p ( 1 0 % ) : $ 1 5 , 7 2 5 
Price: $ 1 7 2 , 9 7 5 

GE Money 

Relax. We're right there with you. 

When you offer GE Money financing, you get a team of experts who will 
help you every step of the way We'll never leave you out there, trying to 
figure it out by yourself. 

We'll show you how to attract more customers, sell more and increase 
profits with great consumer financing programs that are fast, flexible 
and easy to use. 

To learn more about our programs, or to enroll, visit 
www.gemoney .com/ landscap ing or call us a t 1 - 8 6 6 - 8 3 8 - 0 6 5 4 . 
And then relax, because you'll never walk alone. 

imagination at work 

Job B (labor-intense, four months) 
Materials: $ 1 3 , 2 8 0 
Labor wi th labor b u r d e n : $ 4 4 , 2 0 0 
E q u i p m e n t * : 0 
Subcont rac tors : 0 
Total direct costs: $ 9 2 , 0 0 0 
Total G & A overhead to recover o n job: 

$ 5 7 , 4 8 0 
Break-even po in t : $ 1 4 9 , 4 8 0 
N e t p rof i t m a r k u p ( 1 0 % ) : ... $ 1 4 , 9 4 8 
Price: $ 1 6 4 , 4 2 8 

*Note : C o m p a n y o w n e d e q u i p m e n t is 
inc luded in the G & A overhead recovery 
percentages. 

W H Y DORS DOESN'T WORK. Job A 
is a o n e m o n t h job. It requires the ent i re 
field labor force for o n e m o n t h . T h e r e -
fore, its price shou ld inc lude o n e m o n t h 
of G & A overhead cost o r $ 1 0 , 0 0 0 . 
However , t he D O R S m e t h o d adds 
$ 4 4 , 2 5 0 to the b id for G & A overhead. 
It overstates G & A overhead costs by over 
$ 3 4 , 0 0 0 . 

N o w look at J o b B, a f o u r - m o n t h 
job. It requires the ent i re field labor force 
for fou r m o n t h s . T h e G & A overhead 
costs for job B shou ld total $ 4 0 , 0 0 0 b u t 
D O R S adds $ 5 7 , 4 8 0 to the b id to cover 
G & A overhead costs. It overstates G & A 
overhead costs by over $ 1 7 , 0 0 0 . 

ANALYSIS. I c o u l d s h o w y o u a th i rd 
j o b w h e r e t h e D O R S m a r k u p s o n 
mater ia l ( . 332) a n d labor ( .85) costs ac-
cura te ly ca lcula te G & A overhead costs. 

Ba t t i ng . 3 3 3 m i g h t be g o o d in 
baseball b u t it isn't in e s t i m a t i n g a 
l andscape j ob o r a des ign bu i ld pro jec t . 
You n e e d to be accura te 100 pe rcen t o f 
t h e t ime , n o except ions . T h e p r o b l e m , 
t h o u g h , isn't w i t h these specific m a r k u p 
dec imals . It is w i t h t he D O R S m e t h o d 
t h a t a t t e m p t s to tie G & A overhead 
a l loca t ion to b ids by m e a n s o f mul t ip ly -
ing t w o c o m p o n e n t s o f di rect j ob costs 
(mater ia ls , field l abor w i t h b u r d e n , 
e q u i p m e n t a n d s u b c o n t r a c t o r costs) by 
percen tages (or dec imals ) . T h i s is t he 
s a m e mi s t ake m a d e by fac to r ing a n d 
t he S O R S (single ove rhead recovery 
sys tem) m e t h o d s I've covered in this 
c o l u m n over t he last few m o n t h s . 

In m y next c o l u m n I will c r i t ique 
t h e m u l t i p l e ove rhead recovery system 
( M O R S ) m e t h o d a n d its n u m e r o u s 
m a t h e m a t i c a l mis takes . H 

To read Jim Hustons previous columns access the 
issue archives online. 
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Isuzu N P R H D C r e w C a b 
w i t h 19* D o v e t a i l L a n d s c a p e r B o d y 

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

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

Isuzu NPR with 1Dovetai l Landscaper Body 
300 HP Gas or 190 HP Diesel Engine, Automatic Transmission, 

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

(Other Options And GVW Ratings Available) 

I suzu N P R H D w i t h 1 2 ' D u m p B o d y 
300 HP Gas Engine, Automatic Transmission, 14,500 lb. GVWR, 19.5 Tires, 
AM/FM CD Player, A/C, P/S, Power Windows & Lodes, Floor Mat, Tilt Wheel, 
Tow Podcoge & Brake Control, (Other Options A ^ G V W Ratings Available) 

I suzu N P R w i t h 1 8 ' Enclosed L a n d s c a p e B o d y 
300 HP Gas Engine, Automatic Transmission, 12,000 lb. GVWR, 

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

T W O TRUCKS IN ONE, 
14' Dump Truck with 

5' Removable Dovetail! 

I suzu N P R H D w i t h 19* Revo lu t ion B o d y 
300 HP Gas Engine, Automatic Transmission, 14,500 lb. GVWR, 19.5 Tires, 
AWFM CD Player, A/C, P/S, Power Windows & Locks, Floor Mat, Tilt Wheel, 

Electric Hoist, (Other Options And GVW Ratings Available) 
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Trco 
J Hea vy-du ty A ttachmen ts 

for Commercial Mowers 

Snow Clean-up with 
a mid-mount ZTR! 

i 

1 
Jrco 

S n o w Plow 
www.jrcomc.com 

Call for Dealer 800.966.8442 
USE READER SERVICE # 87 

Billing 
is Made Even Easier! 

G R A $ $ L a n d s c a p e r Billing a u t o m a t e s your 
landscap ing a n d lawn m a i n t e n a n c e billing 
with a handhe ld termina l . It a lso e n a b l e s you 
to m a n a g e all of your accounts onl ine. 

• G e t Paid F a s t e r 
• S a v e T i m e & E f fo r t 
• B i l l s G o O u t O n T i m e 
• E l iminate Bil l ing H e a d a c h e s 

Landscaper Billing 

Request a free sample bill 
and brochure by calling: 

800-464-6239 
USE READER SERVICE # 86 

p e o p l e s m a r t s 
jEbfS 

Can Turkeys Fly? 
Many of my fondest memories in life 

surround theThanksgiving holiday 
and my nine years living in Southwest 
Ohio in the late 70s and early 80s. It was 
a great time in my career, I met a lovely 
woman from Tipp City who defied logic 
and chose me to marry (she stands firm 
by that decision after 28 years). I always 
credit my marriage's success to my wife's 
good judge of character. 

How many business owners know 
the reasons why so many managers 
and supervisors just don't seem to fit 
once they enter the workplace? When 
choosing new employees, are the owners 
good j udges of character? And what about 
those employees who seem to start off 
on a very positive note only to transform 
overnight into a Class A turkey of a 
landscape worker? 

As with any problem solving analysis, 
examine the reasons for a bad hiring 
decision and identify the errors in the 
selection process. The following points 
may help you avoid this vicious circle of 
ongoing replacement hiring. 

D E F I N E T H E R O L E . A business 
owner must develop a specific profile 
of what they expect from the position 
they want to fill. Invest the time to: 

1. D E V E L O P JOB S P E C I F I C A T I O N S 
- such as certifications, background 
and the experience desired; 

2. D E V E L O P A JOB D E S C R I P T I O N 
- include the job's primary duties and 
responsibilities; 

3. D E V E L O P C R I T I C A L S U C C E S S 
F A C T O R S - those inherent behavioral 
characteristics a candidate must pos-
sess to be successful. 

A C H I E V E C O N S E N S U S Make sure 
the other managers who will work with 
the candidate are on the same page with 
regard to job specifications, descrip-
tion and critical success factors. It's not 
uncommon for the hiring principals 
to differ on these key elements, often 
resulting in confusion. By conducting an 

internal "double-check," a greater degree 
of consensus is achieved prior to the 
recruiting and selection process. 

E S T A B L I S H A N I N T E R V I E W P L A N . 
Sounds simple, but how often does 
this phase of the process have any real 
organization or flow? Make sure the 
most appropriate internal decision mak-
ers are talking to the candidates. This 
requires sufficient time for the interview 
and discussion about job expectations, 
company philosophy, etc. Make note 
of the characteristics each candidate 
displays during their interviews. It helps 
to supply each interviewer with a rating 
sheet to complete immediately after the 
interview. The team would then use these 
notes to gauge the next steps toward a 
selection decision. 

C H E C K R E F E R E N C E S . I cannot stress 
enough the value in performing refer-
ence checks. Contact a candidate's past 
supervisors who can comment on his 
work quality and job performance. 
This insight is invaluable. Do not be 
dissuaded from performing this step 
because you believe a former employer 
won't be up front and honest with you 
about a candidate's prior performance. 
This is not true in most situations, es-
pecially if you are well networked and 
respected in your industry, are known to 
check references and have mastered this 
technique. Also, verify a job candidate's 
educational achievements, salary history 
and industry certification credentials. 
These are the most common work his-
tory details a candidate will purposely 
exaggerate. 

Finally, if you do not have a suffi-
cient amount of time, or are unqualified 
to adequately hire new employees, you 
can contract with any number of third-
party companies that specialize in job 
placement services. 

Committing the necessary time and 
determination to this process will ensure 
better hiring practices and will save the 
turkeys for Thanksgiving. |L 

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. 
PeopleSmartsK is a registered trademark of GreenSearch. 

http://www.jrcomc.com
mailto:peoplesmarts@gie.net
http://www.greensearch.com


Mid-America Horticultural Trade Show 
January 16-18, 2008 
McCormick Place, Chicago, Illinois 

Mid-Am is in full bloom with 
• Hundreds of Exhibits 
• 70+ Hours of Education 
• Innovation Showcase - new products! 
• Free Daily Demonstrations 

Register Now! 
midam.org 

For exhibiting information visit exhibitmidam. org midam.Org 

Mid Am 
T R A D E S H O W 



Root-Zone Feeding for Trees and Shrubs 

Fall is an ideal time to prepare customers' trees 
and ornamental shrubs for the next spring. 

Like turfgrass, trees and shrubs need all of the 
essentials - light, water, oxygen and nutrients — 
to survive the rigors of winter and prepare them 
for a sold head start come spring. 

Trees and shrubs need to feed to remain 
healthy. Although surface applications may 
provide adequate fertilization, root-zone feed-
ing allows the plant to immediately absorb the 
nutrients. This allows the trees and shrubs to 

c o n t i n u e g r o w i n g a n d a b s o r b i n g n u t r i e n t s l o n g 
a f te r t he leaves have fal len. R o o t - z o n e f eed ing is 
t he best way to keep y o u r c u s t o m e r s trees a n d 
s h r u b s heal thy. 

STRETCHING OUT. S ince a tree 's feeder roots 
e x t e n d b e y o n d its d r i p l ine, r o o t - z o n e f e e d i n g 
hydraul ica l ly in jects ferti l izer in a gr id p a t t e r n o n 
2 - o r 3 - f o o t cen te r s f r o m b e y o n d t he d r i p l ine t o 
w i t h i n 4 to 5 feet f r o m the base o f t he tree. 

T h i s hyd rau l i c process creates a soil cav-

. b . t o o r i s h a n d b r i a n k e 11 e y 
are part of LESCO/John Deere Landscapes. They can be reached at fromthefield@gie.net or at 800/321-5325 ext. 
6150 to answer technical questions. 

Landscape Design Software 
thai makes an impact! 

v 1 
w 
Y \isual impact imaging 

I a m l s c a p e D e s i g n S o f t w a r e 

Plots your site plan automat ical ly! 

w > v > v ^ i s i i a l i m p a c t i i i l a g i n g x o i i i 
Visit our website for a free demo or call 330.665.9080 

PuMcabonTaa LAWN & LANDSCAPE 
PubkcaMon Number 1046-154X 
FAng Data 10-1-2007 
i t w t ol Frequency MONTHLY 

5 Nun*af otto 
i Frae to OuaMtod 

Complete Mi<nB M d r t u ol Headquarter* or General Bcmna— OWtoe ol Pubtahar (Not Printer). G E N 
Lakes Parkway 8201 RchAato. OH 44296 

Telephone 8004S6-0707 

PuDBcakon TMa LAWN ft LANDSCAPE 

w - PubHaher Joa DtFrenco. GlE Medte Inc.. 4020 
Kkvoaa Lake* Partway «201 RcMlaM OH 44286 Edtor Canty Coda. GlE Madia, h e . 4020 Kkvoaa Lakes Partway >201. RicMaW. OH 
44286 Managng Ednor M*a Zawacki GlE Madia. Inc . 4020 Kmrou Lakes Parkway. «201 AcMaM. OH 44286 

Owner • Fui name Richerd J W Foster Owner. 4020 Kjnrou Lakes Parkway «201. RkMoU. OH 44286 

78.584 

76.267 

76.323 

1.281 

o(al Numbar ol Copiae (Nat praaa run) 
Legomato Part and/ or Requested O a M 

(1) MMdua l Paid/Requested Mai Subscription* Staled On PS Form 3541 (include 

(2) Copes Requested by Employers tor Dtttoubon to Employees by Name or 
Powbon Staled on PS Form 3541 
(3) Sales Through Dealers and Carrier*. Street Vendors Counter Sale* and Other 
Patd or Requested Oalrtbubon Outwit USPS 
(4) Requested Copm Dwlnbuied by Other Ma* Ctaaeae Throu*» the USPS (e g 

id Cketrtxjt m o» 15b (1). (2). (3). and (4)) 

(2) Norvequaatod Copras Dotnbuted Through the USPS by OVter Claaaea ol Mai 
(e g Firs! Class Mai Nonrequester Coptes maiad in excess ot 10% Umi mai at 

(3) Norvequesied Copies Dwtrtbuted Outsrde the Mai (Include Pickup Stand*. Trade 
Show*. Showroom* and Olher Somee) 
Total Nonraqueatad Oatrtbubon (Sian cf 1M (1). A (3U 
Total OtatrtouBon (Sum ol 19c and 15a) 
Copiai not Oabtoutod 
ToM (Sun OI19I and g) 

id ClrcuteBon (19c dMded by 191 time* 100) 
78.584 

• 7 7 4 * 
7V 202 

97 90% 
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M A R K Y O U R C A L E N D A R 

STRATEGIES FOR VICTORY 
S E C O N D A N N U A L S N O W I N D U S T R Y E X P O S I T I O N & C O N F E R E N C E 

4 th- 6 th 

Indianapol is 

Convent ion Center 

Did you miss the industry's most 

talked about event in 2007? Our 

inaugural Snow Industry Exposition & 

Conference was a tremendous success, 

from our uniquely focused business 

management educational program 

to the networking opportunities on the trade show floor and at the 

Indianapolis Motor Speedway. 

M a k e sure y o u don ' t m i s s next y e a r ' s e v e n t , b a c k by 
popu la r d e m a n d in I n d i a n a p o l i s , f e a t u r i n g : 
• Prominent industry professionals as speakers and program leaders 
• Proven business and marketing strategies for growth 
• Networking opportunities to share ideas with colleagues and 

industry leaders 
• An exposition hall featuring the latest product and service offerings 

to help maximize efficiency 

Here's just a sampling of what attendees had to say about this 
year's inaugural event: 

"It was GREAT the best industry "I learned about ways to drastically "I definitely took away strategies and 
event I've ever attended!" improve my bottom line!" tactics to improve my business." 

w w w . s n o w m a g a z i n e e x p o . c o m iSN©W 

http://www.snowmagazineexpo.com


f r o m t h e f i e l d 

i ty a n d depos i t s t h e fert i l izer i n t o t he cavity. 
T h r o u g h this process oxygen is increased i n t o 
t h e soil prof i le , b r i n g i n g t h e feeder roots i n t o 
these areas. T h e closer y o u get t o t he t r u n k o f 
the tree, t h e larger t h e roo ts are. T r a n s p o r t i n g 
mater ia l i n to t he m a i n c a m b i u m sys tem in t h e 
t r u n k is the i r m a i n f u n c t i o n . 

However , in heavy clays t h e roo ts will be 
closer t o t h e surface , d u e to t he lack o f oxygen 
in t igh t soils. C l a y soils are very dense , w h i c h 
m e a n s they have very t iny pores in w h i c h oxygen 
a n d wa te r are loca ted . Trees g r o w i n g in clay 
soils will have very sha l low roo t sys tems. T h i s 
p resen ts chal lenges to t he trees in the i r abi l i ty 
to pul l essential mater ia ls i n t o the i r sys tems to 
ensu re g o o d hea l th . 

E q u i p m e n t costs are based o n a con t rac to r ' s 
needs . For example , a 200 -ga l l on space saver 
t a n k will cost a c o n t r a c t o r a b o u t $ 3 , 5 0 0 a n d 
a t ree roo t i n j ec to r typical ly r u n s a b o u t $ 2 1 5 . 
O f course , these costs will vary w i t h t h e size 
a n d scope o f t he o p e r a t i o n . Mate r i a l cost varies 
based o n t h e type o f fertilizer, a n d there are 
m a n y p r o d u c t s available o n t h e m a r k e t . 

AMPLE FEEDING. Wa te r so luble ferti l izers 
w o r k best w h e n t ry ing to feed t he roo t zone . 

Use a p r o d u c t w i t h a ba l anced 3 :1 :1 rat io , low 
b u r n po t en t i a l a n d a b o n d i n g charac ter i s t ic t ha t 
keeps t he ferti l izer in t h e roo t z o n e for an e x t e n d e d 
pe r iod o f t i m e w i t h li t t le l eaching . Because o f 
t h e l o w - b u r n po ten t i a l , th is t ype o f ferti l izer can 
be used at a 2-year rate a n d can be used by t he 
c o n t r a c t o r at a n y t i m e o f t h e g r o w i n g season. 

T h e s low release al lows t h e p l a n t t o take in 
n u t r i e n t s as n e e d e d , w h i c h provides t h e p l an t 
w i t h an even g r o w t h p a t t e r n . N o t p r o d u c i n g flush 
g r o w t h results in a r e d u c t i o n in insect a n d disease 
act ivi ty a n d requires less p r u n i n g . R o o t - z o n e feed-
ing al lows feeder roots t o a b s o r b n u t r i e n t s , wa te r 
a n d oxygen . O n c e in j ec t ed , t he feeder roo ts will 
e x p a n d i n t o these areas a n d a b s o r b t h e fert i l izer 
i n to the i r sys tems. T h e m o r e feeder roo ts a p l an t 
has t he be t t e r its abi l i ty t o s u p p o r t itself t h r o u g h 
n o r m a l f u n c t i o n s a n d n e w g r o w t h . 

T h e best t i m e to engage in r o o t - z o n e f eed ing 
is fall a n d sp r ing w h e n roo t sys tems are actively 
g rowing . However , d o i n g this in t he fall al lows t h e 
t ree to pul l mater ia l s in a n d synthes is t h e m i n t o 
c a r b o h y d r a t e s a n d p ro t e in s to p repa re for next 
spring 's n e w g r o w t h . S p r i n g f eed ing replenishes 
the i r ene rgy reserves for n o r m a l m a i n t e n a n c e , 
g r o w t h a n d t h e stresses t h a t will o c c u r d u r i n g 
t he s u m m e r . B 

IF YOU'RE 
SELLING... 
...YOU 
SHOULD 
BE J A M M I N ' 
W I T H U S ! ! ! ! ! 

S o V o f l *• 

***** 

\o 

^ree 

Register Today! SOLD OUT THE PREVIOUS FIVE YEARS! 

v ^ . j p h o r i z o n s c o m I J p H o i i Z O I l S 
o 7 7 - J P r l - J A / V 1 5 W A I N C O R P O R A T E D 

fhfi^ -
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THIS MONTH, WIN A FULL PALLET OF EDGEPRO 
PAVER RESTRAINT WORTH OVER $4,000 

Proven professionals nail d o w n the i r paver jobs w i t h EdgePro Paver Restraint . 
Our u n i q u e one-p iece restra int system is heavier a n d m o r e durab le , ye t f lex ib le 
e n o u g h t o preserve t h e curves t h a t y o u create . 

O t h e r k e y f e a t u r e s a re : 
• D u r a b l e P V C w i l l n o t c r a c k , r o t 

o r d e t e r i o r a t e . 

D e s i g n e d f o r b o t h s t r a i g h t a n d 
r a d i u s i n s t a l l a t i o n s w i t h o u t 
s n i p p i n g a n d c u t t i n g . 

C o m p a c t 7Vi f o o t d e s i g n is c o n v e n i e n t 
a n d e f f i c i e n t f o r s t o r a g e a n d h a u l i n g . 

F o r m o r e i n f o r m a t i o n o n E d g e P r o P a v e r R e s t r a i n t a n d t h e o t h e r l a n d s c a p e p r o d u c t s 
t h a t D i m e x C o r p o r a t i o n m a n u f a c t u r e s , v i s i t w w w . e d g e p r o . c o m o r c a l l 8 0 0 / 3 3 4 - 3 7 7 6 . 

• Chances to Win New Products 
• Daily News 
• Archived Magazine Articles 
• Message Boards 

Questions? 
Call 800/456-0707 

;ed My Lawn&Landscape Account 

http://www.edgepro.com


w h a t ' s t h e a i ? 

LawncrLandscape d e P L e r 

THIS MONTH'S QUESTION: "Are zero-interest rates a good deal? 
Are they enough to make a sale happen?" 

T H E C O N T R A C T O R : 
Richard A. Cafaro, Owner, LMS Greenhouse and Nurs-

ery, Allison Park, Pa. 

H o w m u c h does cash cost? For a n u m -
ber of years i t s been free! O t h e r than a 
recent purchase of a used truck, I can't 
r emember the last t ruck, tractor, or 
e q u i p m e n t purchase that didn't come 
with zero-percent financing. The re are 
periods where zero-percent financing 
is not available, so I wait. I really d o n t 
care whose money it is - a bank, a 
manufacturer , as long as it's available. 
Zero-percent has become the n o r m and 
someth ing I expect. I can't see it going away anyt ime soon. 
T h e r e is more compet i t ion for our money and so many 
choices of quali ty equ ipmen t . 

W h o m e v e r first offered zero-percent financing to win 
business probably didn't fully consider the mons te r it created 
in the consumer and me. It's firmly planted in my m i n d that 
I'll never pay to rent money on new equ ipmen t . 

T H E DEALER: 
Brian McQuern, Owner, Outdoor Power Unlimited, 

Frankfurt, Ind. 

We d o qui te a bit of zero-percent financing for our 
customers . It all really depends on the equ ipmen t 
being financed. After the 12 mon ths , you still have 
to finance it anyway, unless you pay it off in full, 
which a lot of people don't do. 

W h e t h e r a contrac tor chooses to use zero-
percent depends on if it's a $5 ,000 machine or 
a $ 1 0 , 0 0 0 machine . There's a fee for the dealer 
involved, usually $500 , which figures into the 
equat ion . T h a t cost gets passed on to the customer 

and is divided u p into the payments each m o n t h . 
If you're a car salesman and can swing it, zero-percent works 
great for them. But I 'm a pret ty s traightforward guy. I see the 
zero-percent financing as more of a sales g immick and rely on 
my relationship with the contrac tor to sell equ ipmen t than 
an interest rate. T h e r e is no such th ing as a free lunch. T h e 
major i ty of zero-percent is used by residential customers, w h o 
buy commercial equ ipmen t , because of the cost. 

If you'd like to share your thoughts for fu tu re issues, please call or e-mail Mark Phillips at 2 1 6 - 9 2 5 - 5 0 0 8 or mphillips@gie.net. 

U.S. LAWNS 
^ / NO ONE K N O W S THE LANDSCAPE NUUNTENANCE RUUSTRY LIKE WE UO. 

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

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

Bur four ideals, Trust Quality Service an Value h a 
"No Job Is Too Big or Too Small" philosophy, make U. S. Lawns 
a "cut above" the rest. 

• Superior Financial Management 
» Low Capital Investment 
• Financial Assistance 

» Protected Territories 
• Ongoing Support 

• Corporate Purchasing Power 
• Sales & Marketing Guidance 

mailto:mphillips@gie.net
mailto:info@uslawns.com
http://www.uslawns.com


Multi-Media 
Classified Marketing! 

B u s i n e s s O p p o r t u n i t i e s 

S E L L I N G Y O U R B U S I N E S S ! 

M a x i m i z e y o u r a d v e r t i s i n g 
d o l l a r s b y r e a c h i n g : 

• The Industry's Largest Print Audience. 

• The Industry's Largest Media 
Web Audience. 

• The Industry's Largest Classified Section. 

Please contact Bonnie Velikonya at 
800/456-0707 or bvelikonya@gie.net. 

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 K 
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 

B u s i n e s s O p p o r t u n i t i e s 

INCREASE YOUR PROFITS 
Let us help you earn wha t you deserve! 

Work SMARTER, 
Not HARDER! 
If you don't change anything today, 
nothing will he different tomorrow. 

EASY to use & 
GUARANTEED! 

Manuals 
And CDs 
Available 

"Simply put, our net profit 
went from 7.66% to 33.3% 
after applying Profits 

Unlimited strategies." 

Mike Rogers, Care Takers 
Ground Maintenance 

Since 1990 PROFITS UNLIMITED 800-845-0499 
www.Prof i tsareus.com 

I s O R G A N I C - B A S E D 
Y O U R F U T U R E ? 

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 

T H E L E A D E R IN O R G A N I C - B A S E D L A W N C A R E " 
www.nl-amer.com 

Expand 
with more 
Revenue 

Christmas 
Lighting & 

Decor 
•Proven System 
•Low Start-Up 
•Trainings Support 
•Territories Available 

www.DecoratinqElves.com 

866 445 6202 

..DECORATING 
S I ELVES" 

n 

GOLFscapes 

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

FREE VIDEO 
800-334-9005 

w w w . a l l p r o g r e e n s . c o m 

Representatives Wanted 
4L Successfully Control Mosquitoes 
* Residential Misting Systems 
^ Auto Mist since 1985 

Insect ControTSystem 

Call 1 -800-950-4883 
www.automist.com 

mailto:bvelikonya@gie.net
http://www.Profitsareus.com
http://www.nl-amer.com
http://www.DecoratinqElves.com
http://www.allprogreens.com
http://www.automist.com


B u s i n e s s O p p o r t u n i t i e s B u s i n e s s F o r S a l e 
• 

FREE 4 - C D M a r k e t i n g R e p o r t 
Reveals How to" D o u b l e Your L a n d s c a p e or 

T ree Service's Prof i ts In Six M o n t h s Or 
Less Even in a Tough Economy!!" 

Introducing one of the ONLY Truly PROVEN 
SYSTEMS For Turning Your Tree or Landscape 
Business Into A Mega-Profit Money Machine 
- If you intend to stay in business, this will be 
the most important information you will ever 
get your hands on. You pay ONLY $5.72 s/h. 

Call Cindy at 817-834-1440 and mention Code 
LLCL, and get yours on the way. 

A t t e n t i o n S n o w Subcontractors: 
Advanced Snow and Ice Solutions, a leading 
nationwide snow removal and ice control 
management firm, is seeking well-qualified service 
providers. Contractors must be fully insured and 
have experience in snow plowing and ice control 
services. Ideal candidates will be able to provide 
the following services: 

• Snow plowing 
• Snow pushing with equipment such as push 

boxes, loaders, backhoes and skid steers 

• Snow relocation 
• Ice control for asphalt and concrete 
• Shoveling crews 

We are seeking contractors throughout the 
continental U.S., as well as Alaska. If you are 
interested in joining a dependable firm, please 
contact us for available opportunities. Simply log 
onto www.advancedsnow.com, click on "Join Our 
Team", and fill out and submit the online form. Or, 
contact Heather Morse at 1.888.629.PLOW, ext 103. 

1 .888 .629 .PLOW ( 7 5 6 9 ) 
www.advancedsnow.com 

B u s i n e s s W a n t e d 

WANTED TO PURCHASE 

Large southwest Landscape Maintenance Company is 
interested in purchasing smaller companies (S750K - $3 
mil annual revenue) located in southwestern states. Inter-
ested in companies whose primary clients are developers, 
HOA's and commercial properties. 

Send confidential reply to: SWlandscapemaint@aol.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 

F O R S A L E I N C O L U M B U S O H I O 
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. This is 

an excellent opportunity to expand your existing 

business or get into one of the fastest growing 

businesses in the country. Business includes a 

growing turn key operation, all key employees, 

equipment, advertising, etc. 

Call (614) 848-6500. 

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 

Loca ted in the B e a u t i f u l Rocky M o u n t a i n s ! 
Owners retiring after 15 years in business. Well estab-
lished company in a booming &c fast growing market. 
Good quality equipment-Excel lent Reputa t ion-
many multi-year contracts. Owner will help train. 
Lawn Spray-Tree Sp ray -Deep Root Feed-Pest 
Con t ro l -Nox ious Weeds-Lawn Mowing/ I r r iga-
tion maintenance program. Gross over $500K/ in 
7 months.(May - October.) Serious Inquires only. 
Call (970-904-1890) 

L A N D S C A P E BUSINESS, 
S A N T A C R U Z , C A . 

Gross $325,000 / year. Strong customer base. 
Residential and commercial mix. 30% main-

tenance contracts. Tools, trucks included. Call 
Chris Balthasar, broker, 831-246-0296. 

S O U T H E R N C A L I F O R N I A L A N D S C A P E 
M A I N T E N A N C E C O M P A N Y 

Based in South Bay area for 20 years. $500k+ gross revenue. 
Turn-key operation with high-end clientele. Sale price: 
$160,000. Call 562-425-4444 for more information. 

2 1 0 0 A c r e s C a b o , M e x i c o , 
B a j a , C A 

Todo Santos, subdividable, Legal Title, American 
Title Insurance, Water & Electric, 

Major Road Frontage, Ocean Views. 
Only $1.5 Million Larry Bentley 

760-519-8521 

S O D 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 

FOR SALE : Thriving lawn fertilizer service 
considering offers to purchase our company. 

We have an excellent reputation in Lake, Geauga and 
Cuyahoga Counties among others in Ohio. 

Annual sales $500,000.00. 
Contact Lisa 440-413-4169. 

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 a couple 
of million, unlimited growth potential. 

Call for more details, serious inquiriesonly 

732 -610 -8732 

L A N D S C A P E C O N T R A C T I N G BUSINESS 
Established 12 years in the still booming 

SW Chicago Suburbs. Turnkey operation with 
$260,000 of equipment included. Client base 

strictly high-end homes, no maintenance work. 
2006 Gross Revenue in excess of $1.45 million. 

Asking $890K. Owner willing to finance. 
Conservatively, revenues expected to grow at 

11% over next 3 years. 
Contact Ed Kozak/VR Business Brokers. 

630-705-3055. 
Additional nursery acreage available. 

I R R I G A T I O N B U S I N E S S 
Irrigation Business, Chicago market, in operation 

for 15 years with an 80/20 
residential/commercial mix. Recently added 

landscape lighting to services. 
$409,000 Gross, $109,000 net. Asking $271,800. 

Contact Ed Kozak, VR Business 
Brokers, 630/705-3055. 

N U R S E R Y A N D 
G A R D E N C E N T E R 

FOR SALE located on 1-1/2 acres on main road. 
Fastest growing area in South Carolina. Business 
is a nursery, landscape and hardscape company. 
Owner is willing to work for new owner until 
acclimated to area. Call nights 843-706-2546. 

www.outdoorgardens.net 

To Advertise Call Bonnie Velikonya 
At 800/456-0707 

http://www.advancedsnow.com
http://www.advancedsnow.com
mailto:SWlandscapemaint@aol.com
http://www.outdoorgardens.net


Lawn&Landscape FREE SUBSCRIPTION & 
PRODUCT INFORMATION 

] YES, I w o u l d like to r e c e i v e / c o n t i n u e to rece ive Lawn & Landscape f ree of c h a r g e . 

] N o , I w o u l d not like to renew. 

H o w d o y o u w a n t to rece ive your subscription? 

] Print O n l y Q Dig i ta l O n l y ( N o print c o p y rece ived) 

Signature Da te_ 

N a m e Title_ 

Com p a n y 

Address 1 A d d r e s s 2 

City S t a t e Z i p / P o s t a l C o d e C o u n t r y 

Phone F a x 

E-mai l 
GIE M e d i a 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 3 r d parties, 

please check here. 

What is the best w a y to contact you for future renewals? • Email • Fax I I Telephone 

1. W h o t is y o u r p r i m a r y bus iness 
a t t h i i loca t ion? (choose only o n e ) 

I. CONTRACTOR or SERVICES 

0 1 landscape Contractor 
• 2 Chemicol Lawn Core Compony 

(excluding mowing maintenance service) 
0 3. lawn Maintenance Contractor 
• 4 Or no mental Shrub & TrM Service 
• 5. Irrigation Contractor 
• 6 landscape Architect 
• 7 Other Contract Services 
(please describe/ 

N. I N - H O U S E L A W N / C A R E 
M A I N T E N A N C E 

• 8 In-House Maintenance including: 
Educational Facilities, Health Core 
Facilities, Government Grounds, Paris & 
Military Installations, Condominium 
Complexes, Housing Developments, 
Private Estates, Commercial & Industrial Paris 

i . D I S T R I B U T O R / M A N U F A C T U R E R 
• 9 Dealer • 11 Formulator 
• 10 Distributor • 12 Manufacturer 

IV. OTHERS ALLIED T O THE FIELD: 
• 13 Extension Agent (Federal, State, 

County, City, Regulatory Agency) 
• 14. School, College. University 
• IS. Trode Association, library 
• Others (please describe/ 

2. W h a t services d o e s y o u bus iness o f f e r ? 
• 1 Landscape Design landscape Installation 
• 2 Seeding or Sodding 
• 3 Turf & Ornamental Installation 
• 4 Bedding Plants A Color Installation 
• 5. Irrigation Installation 
• 6 londscope lighting 
• ~ ' " • 
• 8. Water Features 

L a n d s c a p e M a i n t e n a n c e 
• 9 landscape Renovation • 13. Tree & Stump Removal 
• 10 Turf Fertilization • 14. Irrigation Maintenance 
• 11 Turf Aeration 
• 12 Tree & • 15. Erosion Control 

Ornomentol Core 

Pest ic ide A p p l i c a t i o n 
• 16 Turf Disease Control 
• 17 Turf Insect Control 
• 18 Turf Weed Control 
• 19 Tree & Ornomentol Pesticide ^ ' . k c i K - i 
Other 
• 2 0 Mowing 
• 21 Hydroseeding 
• 2 2 Snow Removal 
• 23 Interior landscape Services 
• 24 Structural Pest Control 
• 25 Holiday lighting 
• 2 6 Other 

7« W h a t p e r c e n t a g e of g r o w t h d o y o u 

3 . W h a t is t h e serv ice m i x % ? 

Mowing/Moint Design/Build 

Chemical Application 

5 . Is C h e m i c a l A p p l i c a t i o n w o r k 
• 1 Outsourced • 2 Done by own employees 

6* W h o t o r e y o u r c o n t p o n y ' s 
a p p r o x i m a t e a n n u a l g ross r e v e n u e s ? 

• 1 less than $ 5 0 , 0 0 0 
• 2 . $ 5 0 , 0 0 0 to $ 9 9 , 9 9 9 
• 3 $ 1 0 0 , 0 0 0 to $ 1 9 9 , 9 9 9 
• 4 $ 2 0 0 , 0 0 0 to $ 2 9 9 , 9 9 9 
• 5 $ 3 0 0 , 0 0 0 to $ 4 9 9 , 9 9 9 
• 6 $ 5 0 0 , 0 0 0 to $ 6 9 9 , 9 9 9 
• 7 $ 7 0 0 , 0 0 0 to $ 9 9 9 , 9 9 9 
• 8 $ 1 , 0 0 0 , 0 0 0 to $ 1 , 9 9 9 , 9 9 9 
• 9 $ 2 , 0 0 0 , 0 0 0 to $ 3 , 9 9 9 , 9 9 9 
• 10 $ 4 , 0 0 0 , 0 0 0 to $ 6 , 9 9 9 , 9 9 9 
• 1 1 . $ 7 , 0 0 0 , 0 0 0 or more 

t . W h a t y e a r w a s y o u r bus iness 

9 . W h a t is y o u r bus iness m i x ? ( % ) 
Commercial O t h e r _ 

1 0 . Is th is a H e a d q u a r t e r s o r 
B r a n c h loca t ion? 

• 1 Headquarters • 2 Branch • 3 Single Office 

1 1 . W h a t b e s t descr ibes y o u r t i t le? 
1 Owner till. Argonomist 
2 President • 12 Entomologist 
3 Vice-President • 13 Horitculturist 
4 Corporate Officer • 14 Plant Pathologist 
5 Portner • 15 Consultant 
6 Managers • 16 Technician 
7 Director • 17 Serviceman 
8 Superintendents • 18 Other (please describe) 

• • • • • • • • • 
• 10. Specialist 

12* W h i c h o f t h e f o l l o w i n g t y p e s o f p r o d u c t s a n d / o r 
services a r e y o u c o n s i d e r i n g a d d i n g / u p g r a d i n g in t h e 
n e x t 1 2 m o n t h s ? (CHECK ALL THAT APPLY) 

O 1 Construction Equipment (attachments, skid steers, loaders, 
tractors, etc) 

• 2 Mowers 
• 3 Chemical Equipment (pumps, tonks, hoses, reels) 
Q 4 .Hand Held Equipment (trimmers, edgers, blowers, chain 

saws) 
• 5 Engines 
• 6 Tree Equipment 
• 7 Chippers / Shredders 
• 8 Fertilizers 
• 9 Chemicals (insecticides, herbicides, fungicides) 
• 10 Gross Seed 
• 11. Nursery /F lowers 
• 12 Irrigation Equipment 
• 13 Financial Services (insurance, payroll, finonce) 
• 14 Uniforms (including hats and gloves) 
• 15 Business Software / Hardware 
• 16 Design Software 
• 1 7 H 2 B Services 
• 18 Hordscape Products (lighting, pavers, water features) 
• 19 Renovation Equipment (seeders, aerators, dethatchers, 

I n f o r m a t i o n is e a s y ! 
C o m p l e t e t h e s u b s c r i p t i o n a n d p r o d u c t i n f o r m a t i o n 

f o r m , f o l d , a n d m a i l b a c k t o us . 
NA^e're p a y i n g t h e p o s t a g e ! 

If y o u p r e f e r y o u m a y f a x u s a t 3 3 0 - 6 5 9 - 4 0 4 3 

F o r e v e n f a s t e r s e r v i c e v is i t u s a t : 

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

1 2 3 4 S 6 7 8 9 10 11 12 13 14 15 16 1 / 18 19 2 0 

21 2 2 2 3 24 25 2 6 2 7 2 8 2 9 3 0 31 3 2 3 3 3 4 3 5 3 6 3 7 3 8 3 9 4 0 

41 4 2 4 3 4 4 45 4 6 4 7 4 8 4 9 50 51 52 53 54 55 56 5 7 5 8 5 9 6 0 

61 62 6 3 64 65 6 6 6 7 6 8 6 9 7 0 7 1 72 7 3 74 7 5 7 6 7 7 78 7 9 8 0 

81 82 8 3 84 85 8 6 8 7 8 8 8 9 9 0 9 1 9 2 9 3 9 4 95 9 6 9 7 9 8 9 9 1 0 0 

101 102 103 104 105 106 107 108 109 110 111 112 113 114 115 116 1 1 7 118 119 1 2 0 

121 122 123 124 125 126 127 1 2 8 129 1 3 0 131 1 3 2 1 3 3 134 1 3 5 1 3 6 1 3 7 1 3 8 1 3 9 1 4 0 

141 142 143 144 145 1 4 6 147 148 149 150 151 152 153 154 155 156 157 158 159 1 6 0 

161 162 163 164 1 6 5 166 167 168 169 1 7 0 171 1 7 2 1 7 3 174 175 1 7 6 1 7 7 178 1 7 9 1 8 0 

181 182 183 184 185 186 187 188 189 1 9 0 191 1 9 2 1 9 3 194 1 9 5 1 9 6 1 9 7 1 9 8 1 9 9 2 0 0 

201 2 0 2 2 0 3 204 2 0 5 2 0 6 2 0 7 2 0 8 2 0 9 2 1 0 2 1 1 2 1 2 2 1 3 2 1 4 2 1 S 2 1 6 2 1 7 2 1 8 2 1 9 2 2 0 

221 2 2 2 2 2 3 224 2 2 5 2 2 6 2 2 7 2 2 8 2 2 9 2 3 0 2 3 1 2 3 2 2 3 3 2 3 4 2 3 5 2 3 6 2 3 7 2 3 8 2 3 9 2 4 0 

241 2 4 2 2 4 3 244 2 4 5 2 4 6 2 4 7 2 4 8 2 4 9 2 5 0 251 2 5 2 2 5 3 2 5 4 2 5 5 2 5 6 2 5 7 2 5 8 2 5 9 2 6 0 

261 2 6 2 2 6 3 2 6 4 2 6 5 2 6 6 2 6 7 2 6 8 2 6 9 2 7 0 271 2 7 2 2 7 3 2 7 4 2 7 5 2 7 6 2 7 7 2 7 8 2 7 9 2 8 0 

281 2 8 2 2 8 3 284 2 8 5 2 8 6 2 8 7 2 8 8 2 8 9 2 9 0 2 9 1 2 9 2 2 9 3 2 9 4 2 9 5 2 9 6 2 9 7 2 9 8 2 9 9 3 0 0 

301 3 0 2 3 0 3 3 0 4 3 0 5 3 0 6 3 0 7 3 0 8 3 0 9 3 1 0 3 1 1 3 1 2 3 1 3 3 1 4 3 1 5 3 1 6 3 1 7 3 1 8 3 1 9 3 2 0 

321 3 2 2 3 2 3 3 2 4 3 2 5 3 2 6 3 2 7 3 2 8 3 2 9 3 3 0 3 3 1 3 3 2 3 3 3 3 3 4 3 3 5 3 3 6 3 3 7 3 3 8 3 3 9 3 4 0 

341 3 4 2 3 4 3 3 4 4 3 4 5 3 4 6 3 4 7 3 4 8 3 4 9 3 5 0 3 5 1 3 5 2 3 5 3 3 5 4 3 5 5 3 5 6 3 5 7 3 5 8 3 5 9 3 6 0 

F o r F R E E i n f o r m a t i o n o n t h e 
a d v e r t i s e r s in this issue c i rc le t h e 
p r o d u c t n u m b e r s t h a t i n t e r e s t 
y o u . 

http://www.lawnandlandscape.com


FAST^F REE 
FREE SUBSCRIPTION 

& 
P R O D U C T I N F O R M A T I O N 
F O L D A N D M A I L Y O U R C O M P L E T E D S U B S C R I P T I O N 

A N D P R O D U C T I N F O R M A T I O N R E Q U E S T 
W E ' R E P A Y I N G T H E P O S T A G E ! 

V I S I T W W W . L A W N A N D L A N D S C A P E . C O M 
F O R F A S T E R S E R V I C E 

Fold a l o n g d o t t e d l ine a n d t a p e . 

BUSINESS REPLY MAIL 
FIRST-CLASS MAIL PERMIT NO. 10 RICHFIELD OH 

NO POSTAGE 
NECESSARY 

IF MAILED 
IN THE 

UNITED STATES 

POSTAGE WILL BE PAID BY ADDRESSEE 

GIE MEDIA 
PO BOX 532 
RICHFIELD OH 44286-9926 

1.1.. 1.1.. I.. I. II..I..II..1.1..I.I.... 1.1. II. .II... I 

http://WWW.LAWNANDLANDSCAPE.COM


B u s i n e s s F o r S a l e F o r S a l e 

R E S I D E N T I A L L A N D S C A P E 
C O M P A N Y F O R S A L E 

Located north of Seattle WA, Established in 1983 
Turn Key Business, Equipment and Inventory 

Included Growth Potential with an Average of 15% 
Increase last 5 years 

$3 Million + with both Maintenance and Installation 
Excellent Reputation, High end Client Base 

Contact Tom Rose @ Thomas Center 425-402-8316 
or tomrose@thomascenter.com 

F O R S A L E 
Well respected, 25 year old lawn care company 

with nearly untouchable 96 to 97 percent 
retention rate, season to season. 

1,000 subscribers. South and 
West suburbs of Pittsburgh. Contact Lawn Care, 

P.O. Box 16081, Pittsburgh, PA 15242. 

LAWN APPLICATION 
COMPANY IN WEST 
CENTRAL INDIANA 

Profitable lawn application business for 
sale in west central Indiana. Owner has 

been in industry for more than 
35 years and is willing to assist buyer for 

up to nine months during 
transition period. Customers include 

mix of residential and commercial 
accounts and a small tree/shrub 

application component. 

• 700 customers 
• Yearly revenue: $212,000 
• Owner take-home income: 

approximately $70,000 
• Loyal customer base acquired 

primarily through word-of-mouth 
(25% of revenues in prepayments) 

• Solid growth potential with active 
advertising strategy 

• Perfect size for 2-3 employees 

Asking Price: $75,000 
(with option to buy equipment) 

( 8 1 2 ) 2 0 8 - 5 4 9 7 

Centennial, Colorado 
Tree and Lawn Care fertilizing, and 

spray business for sale. 
Renewable revenue with five to seven 

application programs. 
Equipment, marketing, support, 

and labor available. 
Asking $170,000. 

Email inquiries to tlc@idcomm.com 

HOMELITE & POULAN PARTS 
C h a i n s a w , T r i m m e r s a n d s o m e c u t o f f p a r t s . 

O b s o l e t e & C u r r e n t - N E W & U S E D . 
D i s t r i b u t o r f o r F a i r P l a y G o l f C a r t s 
H a w k i n s & Mi lner , LLC 

S h e l b i n a , M O 6 3 4 6 8 
Ph: 5 7 3 - 5 8 8 - 4 7 3 1 Fax: 5 7 3 - 5 8 8 - 4 3 4 8 

HYDROSEED BUSINESS IN NH 
8 yr-old existing business. Owner needs change, will help 

with transition. Includes all equipment (truck, tractor, 

hydroseeder, 2 large trailers), website, Yellow Page ads in 3 

books, and brand name recognition. Serving all of N H . 

Email landbiz4sale@Comcast.net or call (603) 479-7189 

or visit ht tp: / / t inyurl .com/2R90LL 

LAWN CARE COMPANY 
Serving Waukesha and Jefferson Counties in Southeastern 

Wisconsin, this 25 year-old company has a reputation for 

quality and service. Growing customer base of 2000 clients, 

approximately 85% residential and 15% commercial. Present 

gross of $600,000+ includes lawn services, landscape care such 

as pruning and fertilizing, tree care such as applescab and borer 

treatments. Contact Glenn 262-966-0739. 

F o r S a l e 
Stop guessing square footage! Measure area 

quickly and accurately. Just wheel the DG-1 
around any perimeter and instantly know the 

area inside. 
$399 + $7 ship. CA add tax. 

www.measurearea.com 760-743-2006. 

TREE E Q U I P M E N T 
Nursery and Landscaping Equipment from TREE 
EQUIPMENT DESIGN in New Ringgold, PA: 
RED BOSS Tree Spades, TREE BOSS moving 

systems, TREE PLANTERS and more. 
Over 20 years in business. 

877/383-8383 info^treeequip.com. 
www.treeequip.com 

LANDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of trees, shrubs, 

plants 4 more. 1/8* scale, 
Stamp sizes from 1/4* to 1 3/4 
PRICE $118 + S /H* tax In CA Prict »ub|ect to Chang* without notic* 

A M E R I C A N S T A M P C O . 
CALL NOW 877-667-7102 TOLL FREE 

Of 9 1 6 - 6 8 7 - 7 1 0 2 Local Cal ls 
«w« amtricaoitampco com Tue Wed Thur 8-4 30 Picric Time 

CALL N O W TO O R D E R or for YOUR FREE B R O C H U R E 

FORMS AND DOOR HANGERS. Invoices, 

proposals, work orders and more. Fast service and 

low minimum quantities. Order online and save. 

4WorkOrders.com Shorty's Place in Cyberspace. 

800-746-7897. 

Landscapers' Magnetic Job Stage Tracker 

L a n d s c a p e r s * m a g n e t i c w h i t e b o a r d k i ts t o m a n a g e Wally Krapf CEO 
j obs , c r e w s , e q u i p m e n t a n d t ime O n l i n e a t : m a g n a t a g . c o m / l s h 

M A G N A T A G ' C a l l 8 0 0 6 2 4 4 1 5 4 I d d J > g | g 1 F g f g | 

TrakMats 
Ground Cover Mats for Professionals 

* Tough , L igh twe igh t 
* Cleats for Traction 
* U V protected 
* Light color prevents 

burnt grass 
* Hand cutouts for 

lifting 

800-762-8267 
SVE Sales. Inc. 
Char lot te . NC 28216 

www.trakmata.cooi 
email: aa lea@trakmata .com 

All Natura l -Organic 

Safe Lawn 
Weed and Feed for 

Lawns and Gardens 

Made from Granulated 

Corn Gluten Meal 
Call now for Spring Shipping. 

877-787-7827 
www.cornglutenmeal.com 

mailto:tomrose@thomascenter.com
mailto:tlc@idcomm.com
mailto:landbiz4sale@Comcast.net
http://tinyurl.com/2R90LL
http://www.measurearea.com
http://www.treeequip.com
http://www.trakmata.cooi
mailto:aalea@trakmata.com
http://www.cornglutenmeal.com


L a n d s c a p e E q u i p m e n t H e l p W a n t e d 

G r e a t j o b s in the landscape industry 

are h a r d t o f i n d . . . 
...unless someone else 

f i n d s t h e m for you! 

F o r S a l e 

1986OSHKOSH 
HEAVY-DUTY 

SNOW PLOW TRUCK 
ALL WHEEL DRIVE, CATERPILLAR DIESEL. 
ALLSION AUTOMATIC. FRINK ROLLOVER 

SNOW PLOW, DUMP BODY, P.S., AIR 
BRAKES. FULLY REMANUFACTURED BY 

OSHKOSH. PRICE: $26,500.00 

814-834-1018 

S H U M A T E T R U C K C E N T E R 

Isuzu, Chev and Ford spray rigs 
gas and diesel, some wi th Mid-Tec 

spray control & f low monitor 

our 46 th year, Tampa, Fl 
1 - 8 8 8 - 8 7 4 - 8 7 5 7 

emai l : shumatetrk@verizon.net 

S p r a y e r P a r t s 

DISCOUNT SPRAYER PARTS 
REPLACEMENT PARTS & PUMPS FOR: 

• FMC (John Bean) • Hypro • 
• F. E. Myers • Udor • 

• Comet and General Pumps • 
Also Spraying Systems Tee-Jet 

and Albuz spray nozzles. 
We have a complete line of 
sprayer accessories such as 

spray guns, hoses & hose reels. 

Call TOLL FREE: 888-SPRAYER 

For a free catalog. 
Email: spraypts@bellsouth.net 

Website: SprayerPartsDepot .com 

T R E E S T A K E S 
Doweled Lodgepole Pine 

CCA Pressure Treated 
2" Diameter, Various Lengths 

Economical, Strong and Attractive 
Phone: 800-238-6540 

Fax: 509-238-4695 
JASPER ENTERPRISES, INC. 

We ship nationwide. 
Web site: www.jasper-inc.com 

H e l p W a n t e d 
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. 

GOTHIC LANDSCAPE, INC. & 
GOTHIC GROUNDS MANAGEMENT, INC. 

Since 1984, we have been creating long-term 
relationships 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 An-
geles, San Diego, Phoenix and Las Vegas markets. 
The Company specializes in landscape construction 
and maintenance for residential master-planned 
community developers and industrial commercial 
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.gothicland-
scape.com or Email: hr@gothiclandscape.com 

Ph: 661-257-1266x204 
Fax: 661-257-7749 

RUPPERT NURSERIES 
Part of an organization that has been growing 

successful companies since 1977, Ruppert 
Nurseries is expanding and has LANDSCAPE 

CONSTRUCTION, LANDSCAPE 
MANAGEMENT and TREE GROWING 

opportunities available in the mid-Atlantic and 
southeast. Fax 301-414-0151 or 

email careers@ruppertcompanies.com 
for more information. 

A t J K C o n s u l t a n t s , w e a r e e x p e r t 
r e c r u i t e r s fo r t h e l a n d s c a p e 
i n d u s t r y . W e o f f e r a c c e s s t o j o b 
o p p o r t u n i t i e s y o u c a n ' t f i n d 
a n y w h e r e e l s e . W e c u r r e n t l y 
h a v e o p e n i n g s fo r t h e f o l l o w i n g 
p o s i t i o n s : 

• Div is ion Pres ident /Operat ions 
Manager , Landscape, 
Sou thern Cal i fornia 

• V P Sales and Market ing, 
Landscape Southern Cal i fornia 

• V P Operat ions, Landscape, 
Nor thern Cal i fornia 

• Director of Opera t ions 
• Branch Manager , Landscape 
• Account Manager , Landscape, 

Sou thern Cal i fornia 
• Control ler, Cal i fornia, Landscape 

To c o n f i d e n t i a l l y l e a r n m o r e 
a b o u t t h e s e a n d o t h e r r e w a r d i n g 
o p p o r t u n i t i e s , c o n t a c t u s t o d a y ! 

j < 
Consultants 

Phone: (209) 532-7772 
Emai l : contact@ JKSuccess .com 

w w w . J K S u c c e s s . c o m 

W h e r e P r o f e s s i o n a l F r i e n d s h i p s 

A r e V a l u e d 

LANDSCAPE DESIGNER/ARCHITECT POSITION 
Central WI Design/Build Landscape Firm 

looking to fill position in contract sales. 

Knowledge in landscape installations helpful. 

Computer knowledge in design/estimating. 

Responsibilities include designing and selling residential 

and commercial landscapes. 

2-4 Year degree in Landscape Design or 

Landscape Architecture required. 

email: gschalow@schalows.com 

or 

call: 715-591-3478 

mailto:shumatetrk@verizon.net
mailto:spraypts@bellsouth.net
http://www.jasper-inc.com
http://www.greensearch.com
mailto:info@greensearch.com
mailto:hr@gothiclandscape.com
mailto:careers@ruppertcompanies.com
http://www.JKSuccess.com
mailto:gschalow@schalows.com


• 
H e l p W a n t e d 

F I N D Y O U R J O B T O D A Y 

w w w . G r e e n l n d u s t r y - J o b s . c o m 

Val leyCrest Tree Care S e r v i c e s , 

ValleyCrest Tree Care Services provides award-winning 

arborist services on a wide range of properties throughout 

the nation. Rather than focusing on isolated management 

techniques, our certified arborists approach the tree as an 

entire biological system. 

We have full-time opportunities available for our following 

positions: Account Manager, Operations Manager, Business 

Developer/Estimator, Crew Leader/Foreman, CDL Driver, 

Production Specialists, and Spray Technicians. 

Branches Include: Livermore, Sacramento, Santa Ana, 
Gardena, Ventura, Phoenix, Tampa, Sarasota, Venice, 

Orlando and Atlanta 

For consideration, please email resumes to: 
treecarejobs@Valleycrest.com 

or fax to (818) 225-6895. 

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 For 
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 tremendous 
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. Business/ 
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 benefits packages, including 
401 (k) and company paid medical coverage. 

For career opportunity and confidential consid-
eration, send or fax resume, including geographic 

preferences and willingness to relocate to: 

DeAngelo Brothers, Inc., 
Attention: Carl Faust, 

100 North Conahan Drive, Hazleton, PA 18201. 
Phone: 800-360-9333. Fax: 570-459-5363 or 

email-cfaust^dbiservices.com 
EOE/AAP M-F 

^ S w i n g l e 
When It comes to your outdoors, 

choose Swingle.. 

E X P L O R E Y O U R P A S S I O N 
I N C O L O R A D O 

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! 

Sposato Landscape C o . , 
Inc. established in 
1 9 9 2 offers full 
service landscaping 
with clients throughout 
the Eastern Shore 
areas of D e l a w a r e 
and M a r y l a n d . 

O u r rapidly growing company is 
offering career opportunities in the 
following positions: 

• Landscape Mgt . a n d Construction 
• Branch M a n a g e r s 
• Account M a n a g e r s 
• C r e w Leaders 

• Designers 
• Irrigation Technicians 

W e offer a competitive salary with 
benefits package including 4 0 1 (k) 
with company match. 

For more information, visit 
www.sposato landscape.com 

Email: 
careers@sposatolandscape.com 

Phone: 3 0 2 - 6 4 5 - 4 7 7 3 

Fax: 3 0 2 - 6 4 5 - 5 1 0 9 

Come join 

t h e W O R K F O R C E ® 

o f N A T U R E / 
( I.S. LAWNS 

NO ONE KNOWS THE 
LAN08CAPE MAINTENANCE 

r m 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 hr@uslawns.net or 
lax to 407/246-1623. 

US. LAWNS 

K E Y E M P L O Y E E S E A R C H E S 
Florasearch, 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. Florasearch Inc., 1740 

Lake Markham Road, Sanford, Fla. 32771. Phone 
407-320-8177, Fax 407-320-8083. 

E-mail: search@florasearch.com 
Website: www.florasearch.com 

V a l l e y C r e s t C o m p a n i e s h a s e x c i t i n g 
j o b s o p e n r i g h t n o w a c r o s s t h e c o u n t r y 
a t a l l l e v e l s f o r p r o f e s s i o n a l s w h o w a n t 

t o w o r k w i t h t h e b e s t . 

F o u n d e d i n 1 9 4 9 , w e a r e 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 o f 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 s e r v i c e s 

B i l i n g u a l a p l u s . 

P l e a s e 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 o f M s . S a n c h 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 . 

ValleyCrest 
C O M P A N I E S 

www.val leycrest .com 

http://www.Greenlndustry-Jobs.com
mailto:treecarejobs@Valleycrest.com
http://www.myswingle.com
mailto:dvine@swingletree.com
http://www.sposatolandscape.com
mailto:careers@sposatolandscape.com
mailto:hr@uslawns.net
mailto:search@florasearch.com
http://www.florasearch.com
mailto:opportunities@valleycrest.com
http://www.valleycrest.com


H e l p W a n t e d 

TRUGREEN LandCare 
I^s^iMMuki 

M a n a g e m e n t Schoo l C a n d i d a t e 
R e g i o n a l M a n a g e r 
Branch M a n a g e r 

S a l e s M a n a g e r 
Area M a n a g e r 
L a n d s c a p e D e s i g n e r / A r c h i t e c t 

E-mail: RayCuttino@landcare.com • Office: 301-924-7883 Fax: 301-924-7782 

BRICKMAN 
Enhancing the American lAindncupe Since 19.19 

B r i c k m a n i s l o o k i n g for l e a d e r s 
who a r e i n t e r e s t e d in g r o w i n g the i r 
c a r e e r s wi th 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 in : 

• 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: 
brickmangroup.com 

C O M M E R C I A L C O N S T R U C T I O N 
E S T I M A T O R 

Candidate must be fluent in Excel with 3 years experi-
ence in doing "take offs" from landscape plans. Good 
math skills a MUST along with good communication 

skills with Vendors and General Contractors. 
Located in the City of Chicago 

Please email resumes to patsy@christywebber.com 

L A W N & O R N A M E N T A L SPRAY & 
I R R I G A T I O N T E C H N I C I A N S 

wanted for Orlando, Kissimmee and Lake Buena 
Vista areas. Experience and valid Florida drivers 
license a must. Competitive wages & benefits. 

WES, Inc. 1 -888-44weber 

1 VIGNOCCHI 
L a n d s c a p e Arch i tec ts & C o n t r a c t o r s 

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 

const ruc t ion s u p e r i n t e n d e n t 
irr igat ion s u p e r i n t e n d e n t 

m e c h a n i c 
e s t i m a t o r 

s a l e s 

25865 West Ivanhoe Road 
Wauconda, IL 60084 
dvignocchi@iltv»gnocchi com 

phone 8 4 7 4 8 7 . 5 2 0 0 
fax 8 4 7 4 8 7 5 2 6 5 

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 

w 
W I N F I E L D LANDSCAPE SERVICES 

Winfield is seeking professionals interested in 
expanding their careers with a growing landscape 
design, construction and maintenance company 
with career opportunities available in Kentucky: 

• Landscape/Turf Management 
• Pasture Management 
• Landscape Design/Construction 
• Account Management 
• Irrigation Construction 

Interested parties may direct resumes and salary 
requirements, to us either via email 

info@winfieldstud.com or facsimile 859.263.2970. 

mailto:RayCuttino@landcare.com
mailto:patsy@christywebber.com
http://www.hortjobs.com
mailto:info@winfieldstud.com


H e l p W a n t e d I r r i g a t i o n L i g h t i n g 

G R A N T 8* P O W E R 
* LANDSCAPING 

ARE YOU LOOKING FOR A 
PLACE TO CALL HOME? 

C A R E E R A N D G R O W T H 
O P P O R T U N I T I E S 

Grant and Power Landscaping is Located 
in the Chicagoland Market. Our Extremely 

Successful 
30 Year Old Landscape Design Build and 

Maintenance Company Is Looking for 
Additional Team Members. 

Grant and Power Landscaping Offers you a 
Great Opportunity for You to Enhance and 

Grow Your Career in the Landscape Industry. 

• Account Managers for Commercial 
Maintenance and Snow Removal 

• Landscape Sales Personnel 
• Project Managers 

• Landscape Architects 
• Supervisors 

• Foreman 
• Internships 

No Glass Ceilings We Promote From Within 
- Our Associates Love it at Grant & Power 
Landscaping. Our Average Associate has 

Over 5 Years 
with the Company. 

Please e m a i l your interests t o g e n e g r a n t @ 
g r a n t a n d p o w e r . c o m . 

We Look Forward to Hearing From You. 

The Start of S o m e t h i n g Beaut i fu l 
( 6 3 0 ) 2 3 1 - 0 0 6 9 

w w w . g r a n t a n d p o w e r . c o m 

I n s u r a n c e 

C O M M E R C I A L I N S U R A N C E 
F O R THE 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 
740-549-6778 

M.F.P. Insurance Agency, Inc. 
rick@mfpinsure.com 

ATTENTION IRRIGATION CONTRACTORS!!! 
How Would You Like To Eliminate The Following: 

• Customers Mining Service Appointments' • Witt ing Montr I Time Wilting For Customers1 

• Trying To Reschedule Appointments [hiring The Busiest Timts 01 Th« Season1 

• Tak»«g T in t Oil I n t i l l a t i M Proitcts Btcause Strvtci His To Bt Oont To Accomodate 
Your Customers Schedule 

Now! All These Business Hurdles Can be Avoided With The: 
IRRI-STOP MOTORIZED BALL VALVE 

t -
0 

Th® IRRI-STOP MOTORIZED BALL 
VALVE M a FuM Ron Ban Valva wt*ti 
can t» acttvaead by a Ramota Con-
trol Panat Tha Valv* « plumbad m tha 

«atotha 
bu*Jmg Mvmg you ttfna and monay! 
3/4" NPT Kit $100.00 plua tax 
1 1/4" NPT Kit $110.00 plua taa 

ftPICIFICATIOM* 

• (May OpvtM C a W ' m i 

O R D E R I N G I N F O R M A T I O N : 
I t place an «rt«r by phon. call (401) 7?S-3M8 Mon -Frt 8 00 am to 8:00 pffl (EST) 

To Place an order by E-Mail contact u< at: ecliptedeti|n20coi net 
For Added Convenience we accept Vita. Maitercard, American Express A Ditcover 

S o f t w a r e 

The U1 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 

T u r f G o l d S o f t w a r e 
Save time, streamline your business, and make 

more money with customer relationship 
management software for the green industry! 

FREE Demo Video at www.TurfGold.com 

Or call 800-933-1955 today! 

W e b D e s i g n e r s 
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. 

G P S V e h i c l e T r a c k i n g 
N o m o n t h l y fees 

Ca 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 

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 

375 Locations in 48 States 
$2000 Daily Production 

Per Crew! 

Call Today! 
1 - 8 0 0 - 6 8 7 - 9 5 5 1 

w w w . c h r i s t m a s d e c o r . n e t 

D o H o m e o w n e r s W a n t 

C o m m e r c i a l - G r a d e f < 

H o l i d a y L i g h t i n g ? y V 
— — — — — — JP 

Residential-grade just doesn't make 
it here. At Creative Displays, we specialize 
in commercial-grade lighting and supplies 
that are rated up to 80 ,000 hours - all at 
wholesale prices. 

For your free copy of our 2007 catalog, 
contact paul@creat ivedisp lays.com or 

_call 8 0 0 - 7 3 3 - 9 6 1 7 Visit our website at 
creativedisplays.com. J 

M V G 
R D I S P L A Y S ! 

c o a r o i A T S D l •M 

http://www.grantandpower.com
mailto:rick@mfpinsure.com
http://www.TurfGold.com
http://www.landscapermarketing.com
http://www.mobiletimeclock.com
http://www.christmasdecor.net
mailto:paul@creativedisplays.com


h o w w e d o 
- f k b o u t T h e A u t h o r 

A l l e n t u c k L a n d s c a p i n g 
C o n t r i b u t e s To I ts 
C o m m u n i t y . 

Bruce Al lentuck is President of < > 

Al lentuck Landscaping C o . in 

Clarksburg, Md. , and 

can be reached at 

brucea@allentucklandscaping.com ^ 

or 303/515-1900. 

The desire to share our success by giving back to the community we serve 
has always been an important part of the culture at Allentuck Landscap-
ing Co. 

For about 15 years, Allentuck Landscaping has set aside a day of service in 
October called "Company Day," which benefits a local nonprofit organization. 
Company Day involves a major volunteer project, such as planting gardens at 
a hospice or cleaning up gardens and planting trees and shrubs at a school. The 
day is augmented with breakfast, a picnic lunch, a company soccer game and a 
family evening celebration. 

These shared activities have enabled us to develop solid relationships with 
each other while helping those in our Montgomery County, Md., community. 

This year though, to commemorate Allentuck Landscapings 20th anniver-
sary, we have taken on a truly awesome project with Giving Tree 2007 - Doing 
20 Good Things for our Community. 

Initially we decided on several types of projects of interest. Because we have 
worked with many nonprofit organizations over the years, we had some insight 
as to which organizations we would like to focus on. We also received sugges-
tions from the Corporate Volunteer Council of Montgomery County with 
which we have been involved for many years. 

Although we wanted to do some landscaping, we wanted to experience 
volunteerism in other ways, too. We outlined projects that we definitely wanted 
to do and other potential ideas that we would consider. We budgeted for each 
project as well as allowed reasonable time for completion. After all, we still 
had to make sure the business was profitable and that our customers were well 
serviced. 

While we dont convene a formal committee to organize volunteer projects, 

I 

Al lentuck 
L Landscaping Co. 

20th /knniv^sai-y 
GIV ING TREE 2007 

rDOING 2 0 G O O D THINGS 
FOR OUR rOMMUNIT. ' 

To c o m m e m o r a t e its 2 0 t h ann iversary , A l l e n t u c k L a n d s c a p i n g focused o n a n u m b e r of v o l u n t e e r p r o j e c t s . 
Pho tos : A l l e n t u c k L a n d s c a p i n g 

mailto:brucea@allentucklandscaping.com


TRADt? ! • • 
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ruoa jorr IRADCR 
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To d a t e , A l l e n t u c k Landscap ing 's 31 e m p l o y e e s h a v e v o l u n t e e r e d f o r 16 n o n p r o f i t o r g a n i z a t i o n s in its c o m m u n i t y . 

we d id m a k e sure t he p ro jec t s are u n -
d e r s t o o d a n d o f interes t t o eve ryone 
w i t h i n t he c o m p a n y . Inc lus ion a n d 
pa r t i c ipa t ion in a v o l u n t e e r p ro j ec t is 
o p e n to all o f o u r crews, a n d all p ro j -
ect detai ls are exp la ined in Engl i sh 
a n d in Span i sh . 

V o l u n t e e r p ro jec t s t ake place d u r -
ing bus iness hou r s , so emp loyees are 
pa id for the i r t ime . W e cons ide r these 
costs an i n v e s t m e n t in o u r c o m p a n y 
a n d in o u r staff. E m p l o y e e m o r a l e 
improves w i t h every p ro j ec t w e c o m -
plete. N o t o n l y d o w e get t o d o s o m e 
n e w th ings , b u t we also get t o see t h e 
smiles o n the faces o f those w e he lp . 

T o da te , o u r 31 employees have 
vo lun t ee r ed fo r 16 n o n p r o f i t o rga-
n iza t ions in o u r c o m m u n i t y . S o m e 
examples o f p ro jec t s have i n c l u d e d 
l andscape m o w i n g , c l e a n u p s a n d 
p lan t ings , d o n a t i o n s o f n e w b o o k s 

to school l ibraries, s o u p d o n a t i o n s 
to e lder ly res idents d i sp laced by 
flooding, d o n a t i o n s o f b i n g o prizes 
t o a n u r s i n g h o m e a n d a m a j o r f o o d 
co l lec t ion . 

Even t h o u g h it p re sen ted a chal-
lenge to organize , t h e f o o d col lec t ion 
has been t h e m o s t r e w a r d i n g p ro jec t 
because we inv i ted o u r m a i n t e n a n c e 
c u s t o m e r s to p a r t n e r w i t h us. C o m -
mercia l c u s t o m e r s were given flyers 
to h a n d o u t a n d boxes to fill. W e also 
del ivered packe t s c o n t a i n i n g a le t ter 
o f e x p l a n a t i o n , a b a g o f m i c r o w a v e 
p o p c o r n a n d plast ic co l lec t ion bags 
to 7 1 res ident ia l c l ients . A week later, 
c rews p i cked u p an a m a z i n g a m o u n t 
o f f o o d . E m p l o y e e s also generous ly 
d o n a t e d a great var ie ty o f f o o d . 

It is very i m p o r t a n t t o c o m m u -
nica te w i t h o u r employees , as well 
as w i t h o u r c u s t o m e r s , to m a k e this 

p ro jec t , a n d a n y o t h e r vo lun t ee r p ro j -
ect we u n d e r t a k e , such a b ig success. 
T h e e n t h u s i a s m a m o n g b o t h s taff 
a n d c u s t o m e r s has been t r e m e n d o u s 
a n d has been great for o u r c o m p a n y 
image , as well as for o u r mora l e . 

A l t h o u g h A l l e n t u c k L a n d s c a p i n g 
does n o t actively seek o u t r ecogn i t ion 
for its vo lun t ee r p r o g r a m , recent ly we 
were h o n o r e d w i t h t he smal l bus iness 
2 0 0 7 C o r p o r a t e C o m m u n i t y Service 
Award f r o m the C o r p o r a t e V o l u n t e e r 
C o u n c i l o f M o n t g o m e r y C o u n t y . 

As w e c o m p l e t e o u r year o f giving, 
we are g ra te fu l t o o u r s taff for will-
ingly m a k i n g these p ro jec t s a success 
a n d fo r the s u p p o r t o u r c o m p a n y 
receives f r o m t h e c o m m u n i t y in 
w h i c h w e live a n d w o r k . W e have 
learned m u c h a b o u t t h e needs o f o u r 
n e i g h b o r s a n d are f o r t u n a t e to be in a 
pos i t ion to he lp m a k e a d i f fe rence . I 



a d i n d e x 

Company Name Web Address Page # RS# Company Name Web Address Page # RS# 

Adkad Technologies www.adkad.com 90 51 

Adobe Commercial Truck www.adobeequipment.com 101 63 

American Roll-Off www.americanrollofF.com 100 62 

Ariens/Gravely www.gravely.com 13, 56. 126 17, 95, 90 

Arysta LifeScience www.arystalifescience.com 95 56 

Bandit Industries www.banditchippers.com.. 105 67 

Bayer Environmental Science www.backedbybayer.com 20, 21, 58, 59 

Bobcat www.bobcat.com 79 41 

Borderline Stamp www.borderlinestamp.com 118 82 

Brite Ideas www.briteidea.com 52 94 

Carl Black GMC www.cariblackgmc.com 116 80 

Carson Industries www.hosenclose.com 86 47 

Christmas Lights. Etc www.christmaslightsetc.com 90 52 

CLC Labs 86 48 

Compact Power www.boxerequipment.com 139 92 

CONEXPO-CON/AGG www.conexpoconagg.com 83 43 

Corona Clipper www.coronadipper.com 89 50 

CST y www.maxxis.com 85 46 

DIG Irrigation Products www.digcorp.com 84 45 

Ditch Witch www.ditchwitch.com 1 10 

Dodge Truck www.dodge.com . 70, 71 

Dow AgroSciences www.dowagro.comAurf 53, 73, 75 

Drafix www.drafix.com 100 61 

EverGreen Software www.evergreensoftware.com 11 16 

Ewing Irrigation www.ewing I .com 114 77 

Exaktime www.jobclock.com 45 59 

Express Blowers www.expressblower.com 60 36 

EZ Trench www.eztrench.com 102 64 

Ford www.ford.com 14. 15 

GE Consumer Finance www.gemoney.com 120 85 

GMC Truck www.gmc.com 55 

Grasshopper www.grasshoppermower.com 2 12 

HilliardCorp www.hilliardcorp.com 118 83 

Hunter Industries www.hunterindustries.com 81 42 

JJ Mauget www.mauget.com 117 81 

John Deere www.johndeere.com 23. 83 23. 44 

John Deere Construction www.johndeere.com 103 66 

JRCO www.jrcoinc.com 122 87 

Kioti Tractor www.kiotitractor.com 77 39 

Kohler www.kohler.com 140 93 

K-Rain www.k-rain.com 51 33 

Leatherman www.leatherman.com 47 32 

LESCO www.lesco.com 99 60 

LT Rich Products www.z-spray.com 19 22 

LVW Electronics www.lvw.com 78 40 

Maruyama www.maruyama-us.com 112 75 

Mid-Am Trade Show. www.midam.org 123 88 

MistAway Systems www.mistaway.com 91 53 

Mulch Mule www.mukhmule.com 108 71 

Neely Coble www.neelycoble.com 121 96 

Obex Data Services www.obexdata.com 122 86 

Oldham Chemicals Co www.oldhamchem.com 102 65 

Pace American www.paceamerican.com 18 21 

PBI Gordon www.pbigordon.com 87 49 

Pferma-Green Supreme www.permagreen.com 92, 93 54 

Real Green Systems www.realgreen.com 17, 119 20, 84 

RedMax www.redmax.com 49 34 

RND Signs..... www.rndsigns.com 16 19 

SavaLawn www.savalawn.com 114 78 

Scotts Co www.scottsprohort.com 111 74 

Shakespeare Co www.shakespearemonofilaments.com... 110 73 

Sterling Trucks www.steriingtrucks.com 109 72 

STIHL www.stihlusa.com 9 15 

Syngenta www.syngentaprofessionalproducts.com ... 7 14 

Toro Irrigation www.toro.com 5 13 

Tree Tech Microinjection Systems www.treetech.com 57 35 

TrynEx 94 55 

Turbo Technologies www.turboturf.com 106 68 

Tygar Mfg www.tygarmfg.com 113 76 

U.S. Lawns www.uslawns.com 128 „....9I 

Vermeer Mfg www.vermeer.com 107 70 

Vista Outdoor Lighting www.vistapro.com 96 57 

Visual Impact Imaging www.visualimpactimaging.com 124 89 

Walker www.walkermowers.com 115 79 

Weed Man www.weed-man.com 106 69 

Westheffer www.westheffer.com 16 18 

Wnght Mfg www.wrightmfg.com 97 58 

Yanmar America Corp www.yanmar.com 22 24 

Professional Landscape Design A d Index 
Company Name Web Address Page # RS # 

Aquascape www.aquascapeinc.com s2 25 

California Landscape Lighting www.callite.com slO 28 

Compact Pbwer www.boxerequipment.com si 5 30 

Dabmar www.dabmar.com s9 26 

Dimex www.edgepro.com s 11 29 

Pine Hall Brick www.pinehallbrick.com slO 27 

Vitamin Institute www.superthrive.com s i6 31 

S t a t e of t h e Indust ry I r r iga t ion A d Index 
Company Name Web Address Page # RS # 

Rain Bird www.rainbird.com S5.S8 37,38 

B e n c h m a r k i n g Your Business R e p o r t A d Index 
Company Name Web Address Page # RS # 

John Deere www.johndeere.com J16 100 

John Deere Construction www.johndeere.com .' J7 98 

John Deere Credit www.johndeerecredit.com J11 99 

John Deere Landscapes www.johndeerelandscapes.com J2 97 

This listing provided as a courtesy to Lawn & Landscape advertisers. 

Please visit us at lawnandlandscape.com 

http://www.gravely.com
http://www.backedbybayer.com
http://www.dodge.com
http://www.dowagro.comAurf
http://www.ford.com
http://www.johndeere.com
http://www.realgreen.com
http://www.uslawns.com


t GO BEYOND THE LIMITS WITH 0 % INTEREST FOR MONTHS 
^ T i J ^ W i t h U N B E L I E V A B L E f i n a n c i n g t o b a c k Boxer 's U N M A T C H E D h o r s e p o w e r t h e p o t e n t i a l is l imit less! : f i n a n c i n g 1 

• Q u i c k R e t u r n O n I n v e s t m e n t 
• P o w e r f u l 2 0 H P K o h l e r E n g i n e 
• O v e r 1 , 2 0 0 l b s . T i p C a p a c i t y 
• O v e r 5 0 A t t a c h m e n t s 
• S y s t e m T r a i l e r s t o M e e t Y o u r N e e d s 

horsepower the potential is 

Buy a Boxer 3 2 0 N O W : 
0 % fo r 1 2 months* 
2 . 9 % for 2 4 months* 
4 . 9 % for 3 6 months* 

V i s i t o u r w e b s i t e t o d a y a t www.boxerequipment.com o r c a l l 1 -800-476-9673. 
* OAC. One payment at delivery. Monthly payments thereafter. Offer not valid with any other specials or finance packages. Valid to US customers only. Offer Ends 12/31/2007. 

3 Q > < E R 
IG P O W E R I N A L L P L A C E S 
i w w . b o x e r e q u i p m e n t . c o m 

1 -800-476-9673 A DMSION OF 

http://www.boxerequipment.com


The new 40 hp KOHLER® C o m m a n d PRO 
A whole new high for horsepower. Again. 

J|i| KOHLER 
a j M v y y i j PttOt 4 0 

WCHO& M ilMO $ U M M O 

• 

Relentless Power. 
Legendary Performance 

KohlerEngines.com 





J O H N D E E R E 
LANDSCAPES ESCO 

We've Joined 
Forces To Serve 
You Better! 
John Deere Landscapes and LESCO have joined 
forces to serve you better. With more complete 
product lines and inventory, a branch network of 
over 615 locations, plus an expanded delivery 
fleet, our full staff of knowledgeable green industry 
professionals can help you get the products you 
need, when you need them. 

• Irrigation Supplies 
• Landscape Lighting 
• Pumps 
• Pipe 
• Fittings 
• Pavers 
• Tools 
• Landscape Materials 
• Seed 
• Fertilizers 
• Soil Amendments 
• Nursery Stock 
• Control Products & Combination Products 
• And much more Starter 

Fertilizer 

For a location near you, visit us online at www.JohnDeereLandscapes.com or www.LESC0.com. 

http://www.JohnDeereLandscapes.com
http://www.LESC0.com


^ ^ t J o h n D e e r e , we fu l l y u n d e r s t a n d the m a n y 

economical and life-enrichment benefits that the Green 

K industry provides for all of us. 

m a m We appreciate what you do every day 

f to beautify the land we live, work and 

^ play on. That's why we are proud, once 

again, to be the sponsor of your 2007 Benchmarking Your 

Business Report. It is our expectation that each business 

owner reading this material will be able to utilize some 

of the research findings to strengthen his/her business 

operations. 

When we consider the tough economic and weather 

conditions under which you had to run your business in 

2007, we realize that this past cycle has not been an easy 

one to get through. At John Deere Company, we continue 

to search for ways to help you become more successful 

even in the tough times. This is why, for the second year 

in a row, we were the Green Industry Conference (GIC) 

Platinum Sponsor for PLANET and the Gold Sponsor for 

PGMS. The classes offered at the GIC helped you with 

industry certification as well as helped you find solutions 

to a multitude of business operation challenges. This year 

we also signed a National Account Contract with PLANET. The 

contract will allow PLANET members easy access to competitively 

set prices on commercial equipment ranging from Z-Trak mowers 

to tractors, to utility vehicles and much more. 

You will be glad to know after John Deere Company acquired 

LESCO, we spoke to a variety of landscape contractors over a 

variety of major markets and asked them what their expectations 

were of a full-service supplier to the landscape contractor market 

These customers identified areas for us to work on that are critical 

to their success. We have begun to work on an extensive project 

list to integrate LESCO under the existing John Deere Landscapes 

organization. We hope the work we do in 2008 and beyond will 

move us closer toward becoming your preferred destination in your 

search for total solutions to help you succeed in your business 

Even after 170 years, our business is not much different from 

yours. We are continuously changing, adapting and implementing 

new processes in order to build a better business for all of our cus 

tomers. We look forward to seeing you soon, whether at an industry 

event, or even at one of our facilities. Have a great 2008! 

"Our business is not that 

much different from yours. 

We are continuously 

changing and adapting to 

build a better business." 

- Gilbert Pena 

J Gilbert Pena 

Strategy Manager, B2B Segment 
John Deere 





b y K r i s t e n H a m p s h i r e | C o n t r i b u t i n g E d i t o r 

T i g h t e n i n g t h e B e l t 
Landscape contractors this year have worked harder to grow relying on creativity, 

tenacity and prudent spending. 

An unforgiving economy forces all busi-
ness owners to take stock of their op-
erations and focus on ways to tighten 
expenses and clean up sloppy systems, 

whether that's efficiency on the job or the way 
sales personnel follows leads. Rather than running 
rampant in the field, landscape contractors must 
stop and ask, "What's going on at home?" 

What do the numbers actually look like? 
"I find that a lot of landscape contractors curdle 

up during hard times," says Jim Huston, president 
of J.R. Huston Enterprises in Englewood, Colo. 
"They retreat within themselves and that's why 
they don t grow." 

They tighten the belt around their neck rather 
than squeezing the waste. They cut prices, reduce 
marketing efforts and rush to do more work faster, 
sacrificing quality. They focus on cash flow rather 
than long-term profitability. And in doing so, they 
unintentionally give their businesses a double 
handicap: They're operating out of a hole in a 
stagnant economy. 

"When you're in a down economy, you have to 
do everything better," Huston emphasizes. 

In tough times, the tough try harder. And some 
find that business is even better for it. Across the 
board, landscape contractors are working harder 
this year to maintain sales and cover rising costs 
of health insurance, fuel and supplies. Still, based 
on results from Lawn & Landscapes 2007 Bench-
marking Your Business study, 66.6 percent of 
respondents project a revenue increase from 2006 
to 2007. 

Growing businesses have not landed in that 
position by accident. 

"You have to go from intuition to an analytical 
approach," Huston says of managing in a down 
economy. "You have to ask, 'What is this getting 
me in return?' So, you have to measure perfor-
mance." 

In this fourth annual report, landscape contrac-
tors discuss where to cut back and how to build 
muscle to maintain their businesses in a challeng-
ing market. For the most part, the secret is simply 



having the knowledge to answer that question, "How 
are things at home?" 

T H E BIG P I C T U R E . The housing market is a dark 
cloud threatening businesses that rely on new devel-
opment and contracts with condo and homeowners' 
associations in a number of markets. "Forty percent 
of the houses for sale in Broward County are in fore-
closure," says Jim Ziesler, partner, Greensleeves in 
Miami, Fla. 

There's a condo boom, but Ziesler sees 40- and 
50-story buildings that are mostly unoccupied. "A 
lot of us here joke around that it is good that they 
are empty because if they were full, how would 
we drive around?" he comments. 

Ziesler knows that some of these condo associa-
tions cant afford to pay service bills for landscape 
maintenance. How can they when there are so few 

tenants paying condo fees? "IVe been cautious about 
who I work for," he says. "I weaned myself out of the 
developer market." 

Greensleeves installs plants for some of the high-
rises in town and provides garden maintenance ser-
vices, but no mowing. "We moved ourselves out of 
that market several years ago because there was too 
much competition for too little money." 

Huston says that the slow housing market has 
inspired workers out of construction jobs to start up 
mow-and-blow operations that skew pricing. At the 
same time, landscape contractors who once focused 
on installation jobs for new housing developments are 
now bidding on other municipal contracts. 

"I was talking to a client last week in Reno, Nev., 
who does municipal parks and athletic fields," Huston 
relates. "He used to see two other bidders on a project 
and he would win 50 to 70 percent of the contracts. 
Now, he sees 10 other bidders." 

Still, Huston says the vacation home market where 
high-end customers demand installation projects is 
strong. "Any place where you have a second-home 
market - resorts, places where people have that dream 
home - those markets are resilient," he observes. 
People with money are still spending it. 

Another macro factor in the economic pres-
sure landscape contrac-
tors are feeling is good, 
old-fashioned inflation. 
Kenny Krenshaw, presi-
dent of Herbi-Systems 
in Bartlett, Tenn., sus-
pects companies will 
raise prices the typical 
3 to 5 percent looking 
forward to 2008. "I don't 
know that we will," he 
quickly adds. 

In comparison to the 
"misery index" of the 
1970s where an average 
10- to 15-percent infla-
tion rate accompanied a 
10-plus percent unem-

ployment rate and interest rates that neared 20 percent, 
weve got it easy, Krenshaw says. "The economy is in 
good shape here, at least in my opinion," he states. "It's 
just not on fire." Then again, Krenshaw also notices that 
the Memphis, Tenn., area is historically stable because 
of industry diversity - a healthy mix of rail, river, agri-
culture, health care and corporations like FedEx. While 
the housing market suffers the same "mortgage mess" 

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

H o w do you project your gross sales revenue to change f rom 2005 to 2006? 

Increase Increase Change 

5 5 % Mean: 2 5 . 4 % 

Increase Change by Region 

South/Southeast Nor theast /Midwest West /Southwest 

2 4 . 7 % 2 1 . 3 % 3 3 . 6 % 

Decrease Decrease Change 

1 7 . 1 % Mean: 1 5 . 6 % 

Decrease Change by Region 

South/Southeast Nor theast /Midwest West /Southwest 

1 7 . 6 % 1 4 . 8 % 1 4 . 2 % 

N o Change 

1 6 . 3 % 
Source: Lawn & Landscape research 



This little guy is big on attitude. T h e e n e r g e t i c J o h n D e e r e 313 a n d 3 1 5 s m a l l - f r a m e s k i d s t e e r s 

m a y be c o m p a c t a n d n i m b l e . But the re 's m u s c l e b e h i n d th is hust le . O p e r a t o r s dig the e x c e p t i o n a l visibi l i ty 

a n d b e s t - i n - c l a s s stabil ity. O w n e r s a r e i m p r e s s e d by the re l iabi l i ty a n d s t r o n g d e a l e r s u p p o r t that c o m e 

w i t h the J o h n D e e r e n a m e - at a pr ice to m a t c h t h e i r m o d e s t s ize . So s e e y o u r d e a l e r or ca l l 1 - 8 0 0 - 5 0 3 - 3 3 7 3 

to put t h e s e v e r s a t i l e l itt le g o - g e t t e r s to w o r k for you. 

w w w . J o h n D e e r e . c o m / P i p S q u e a k 
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Do you employ a mechanic? 
as the rest of the country, Krenshaw doesn't 
service that struggling population base, for the 
most part. "My collections are no different this 
year than any other year," he notes. 

In Michigan, the picture is different. "Oh, 
boy," remarks D.J. Vander Slik, president 
of D.J.s Lawn Service in Grand Rapids, 
Mich. The automotive industry rules this 
state, and he has noticed more amateurs 
entering the landscape industry with their 
$30,000 buyout packages as startup capital, 
which inundates the maintenance sector 
with price wars that aren't worth fighting. 

Also, the state legislature passed a new law 
to tax services, and landscaping is one of them. 
That 6-percent tax will not please customers, 
Vander Slik says. "If I want to add a 3-percent 
increase for cost of living, that's a total 9 per-
cent" 

Meanwhile, weather put the kibosh on phone 
calls in spring and late summer at Estate Garden-
ers in Elkhorn, Neb. Michael Becker, president, said 
"sales are way off" this year. But he doesn't blame the 
economy. "I'm under the impression that people are 
sick and tired of being sick and tired." 

Becker credits the 24/7 culture, political burnout 
and anxiety about the future for why customers cant 
seem to make a decision to sign a contract. 

"They're taking their time and not making any 

18.5% 
YES 

8 1 . 5 % 

NO 

A v e r a g e N e t Prof i t Region 
after overhead and taxes S/SE NE/MW W/SW 

10.7% 1 1% 10.5% 10.8% 
Source: Lawn & Landscape research 

big spending decisions," Becker says of clients in the 
greater Omaha, Neb., area. The sales cycle is much 
slower, he thinks, because people are shopping around. 
"We used to get a contract within 30 days and now it 
takes two to three months for people to decide." 

Huston notices that a high-pressure economy also 
causes landscape contractors to second guess their gut 
reactions to issues from pricing to equipment pur-

O f t h o s e s a y i n g y e s , 8 . 6 e m p l o y a 
f u l l - t i m e m e c h a n i c , w h i l e 9 . 9 e m p l o y a 
p a r t - t i m e m e c h a n i c . 

Source: Lawn & Landscape research 

chases. "It really shakes up your intuition," he says. 

R E A C T I N G T O C H A N G E . The way landscape con-
tractors measure performance and respond by making 
spending choices ultimately determines their success. 
This is especially the case in a competitive market. 

Not knowing the numbers is the biggest mistake a 
business owner can make. "We run off our intuition, 
and in good times, the assumption is that everything is 
going to keep getting better, so maybe you buy a piece 
of equipment and you can keep it busy and billable," 
Huston says. "The problem is, you get into bad times 
and this wont necessarily work." 

Rather than buying a new zero-turn mower because 
business "feels" busy enough to support it, an owner 
must do the math. Same goes for hiring employees, 
investing in technology and purchasing trucks, trail-
ers and even work boots for staff. "You have the big 
picture and the little picture," Huston explains. 

The big picture includes measuring whether there 
are enough jobs lined up to meet the annual budget. 
Is the firm on track to meet sales goals? 

Next, owners must address efficiency on those indi-



vidual jobs. "If you bid out six hours, you want to 
make sure that job comes in on budget," Huston 
says. "That is your biggest variable - hours bid to 
actual hours on the job. 

"You have to price it right, bid it right and 
produce it right," Huston adds. 

The problem is, some contractors focus on cash 
flow rather than long-term profitability. Huston 
describes a case in which a landscape contrac-
tors suppliers called constantly to collect. The 
contractor couldn't pay. His wife wondered when 
he would bring home a paycheck, but his business 
was in no position to make a salary withdrawal. 
When the contractor bid on a maintenance con-
tract for a fraternity house, Huston assisted with 
the numbers and estimated that $96,000 would 
cover the costs and provide about $10,000 in 
profit - a healthy 10-percent margin. 

"This guy was in dire straits for cash flow," 
Huston describes. "He was hemorrhaging and 
everyone was screaming at him for money." 

The general contractor knew this contractor 
was in debt, so he said, "Do the job for $76,000 
and 1 11 give you a check for that amount today." 

"This is an unfair scenario," Huston continues. 
"The contractor thinks, 'I will have that $76,000 in 
my hand and I can get these suppliers off my back 
and take home a paycheck.' I told him he would 
dig himself in a deeper hole tomorrow. 

"This happens all the time in a down economy," 
Huston relates. "People are concerned about 
bringing cash in the front door regardless of what 
the job costs and how profitable it might be." 

Slashing prices is no way to react to change. 
However, carefully trimming overhead costs 

that are not in balance with sales numbers will 
help owners reel in expenses. That way, the work 
produced feeds the business rather than chip-
ping away at hard-earned profit and sinking the 
company into debt. 

Huston offers this formula: Overhead = 25 per-
cent of sales. Labor = 50 percent of overhead. So, a 
company that does $1 million in sales should aver-
age $250,000 in overhead expenses. This includes 

A S n a p s h o t of E q u i p m e n t , Par ts , S e r v i c e a n d 
L a b o r in t h e C o n t r a c t o r M a r k e t p l a c e 

E q u i p m e n t Purchases: 

Planned: 6 6 . 5 % 
Unp lanned: 
3 3 . 1 % 

H o w E q u i p m e n t E x p e n d i t u r e s B r e a k O u t : 

Parts: 1 9 . 0 % E q u i p m e n t : 
3 1 . 7 % 

Serv ice: 
2 3 . 4 % 

H o w m a n y h o u r s p e r w e e k , o n a v e r a g e , d o y o u r 
h o u r l y w o r k e r s w o r k d u r i n g t h e season? 

55-60 hours: 5 . 4 % 

50-54 hours: 7 . 5 % 

45-49 hours: 
18.6% 

More than 60 hours: 
. 4 % 

Less than 40 hours: 
27 .2% 

40-44 hours: 
39 .9% 



S E R V I C E M I X : P E R C E N T A G E O F A N N U A L S A L E S 

rent, computers, salaries, etc. Of this, 
$125,000 pays for labor. This includes 
executive management, salaried labor 
and part-time staff. Everyone. 

"Now, let s say you get into this tough 
economy and, bingo, you can get the 
sales and you are at a half-million in 
sales," Huston suggests. "If you dont 
reduce overhead from $250,000 to get 
it in line with the $500,000 in sales, you 
are in big trouble." 

Smaller companies with revenues 
less than $200,000 are the most nimble 
in tough times, Huston says. "The own-
er will work harder and put in longer 
hours. He'll probably grow in a down 
economy." 

But companies with more layers of 
labor must struggle with the decision 
to cut quality labor that is so hard to 
find, or ride out the rough year. "The 
company that is $1.5 million or more 
has heavily invested in a team," Huston 
describes. "This firm has more over-
head, more people, and you hate to lose 
people so you hold on to them hoping 
the economy will turn around." 

Stick to that 12 percent labor rule, 

4 1 . 3 % L A W N M O W I N G / M A I N T E N A N C E 

C O N S T R U C T I O N / D E S I G N - B U I L D 

L A W N CARE 

O T H E R 

I R R I G A T I O N 

5 % TREE & O R N A M E N T A L CARE 

4 . 2 % S N O W & ICE R E M O V A L 

The South/Southeast region reported lawn mowing/maintenance as the boon of its annual sales at 
48.5 percent. Irrigation services are strongest in the West/Southwest (11.5 percent of annual sales). 
Construction/design-build was evenly split across all three regions. 

Huston emphasizes. Be sure that paychecks are half of 
overhead expenses, and that overhead is just 25 percent 
of sales. 

This formula worked for D. J.s Lawn Service. Owner 
D.J. Vander Slik increased revenues by 25 percent so 
far in 2007, with 10 percent growth in summer work 
and 50 percent in snow. 

R E V E N U E S A C R O S S R E G I O N S 

In w h a t r a n g e d o y o u p r e d i c t y o u r c o m p a n y ' s a n n u a l r e v e n u e t o b e in 2 0 0 7 ? 

Revenue Total N E / M W 

Less than $ 5 0 , 0 0 0 2 0 . 1 % 2 1 . 5 % 2 2 . 9 % 1 2 . 9 % 

$ 5 0 , 0 0 0 - $ 9 9 , 9 9 9 1 9 % 2 2 . 6 % 1 8 . 2 % 1 5 . 7 % 
$ 1 0 0 , 0 0 0 - $ 1 9 9 , 9 9 9 1 6 . 4 % 1 4 . 9 % 1 8 . 5 % 1 5 % 

$ 2 0 0 , 0 0 0 - $ 2 9 9 , 9 9 9 9 . 8 % 1 1 . 8 % 8 . 4 % 9 . 3 % 

$ 3 0 0 , 0 0 0 - $ 4 9 9 , 9 9 9 8 . 7 % 6 . 7 % 8 % 1 1 . 4 % 

$ 5 0 0 , 0 0 0 - 749 ,999 5 . 9 % 5 . 1 % 5 . 1 % 9 . 3 % 

$ 7 5 0 , 0 0 0 - $ 9 9 9 , 9 9 9 5 . 6 % 4 . 1 % 6 . 2 % 6 . 4 % 

$1 mil - $1 .9 mil 5 . 9 % 8 . 7 % 4 . 4 % 5 . 7 % 

$ 2 mil - $3 .9 mil 5 % 3 . 6 % 4 . 4 % 8 . 6 % 
$4 mil - $6 .9 mil 1 . 4 % 0 . 5 % 2 . 2 % 1 . 4 % 

$ 7 mil or m o r e 2 . 1 % 0 . 5 % 1 . 8 % 4 . 3 % 



From the start-up company 
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John Deere Credit has the financing tools to keep you growing. 
Whether you're a business with deep roots or a sapling by comparison, John Deere 
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"We were able to keep our controllable expenses 
at the same percentage of sales (as last year)," Vander 
Slik explains. He budgeted overhead based on last 
year's revenues and despite growth, he maintained this 
conservative spending so he could increase profit. 

Salary increases were conservative across the board, 
according to the survey. An average 21.5 percent of 
companies increased salaries for executive manage-
ment, and 24.8 percent hiked pay for salaried labor. 

Ziesler is the extreme in this scenario. The first thing 
to go in his budget was his own paycheck. "I haven't 
been getting one and neither does my partner, Debra," 
he says. He'd rather give more to his employees. 

T I G H T E N R I G H T . "We have absolutely tightened the 
belt this year," Becker says, remarking that he found 

m o n t h l ly c h e c k - u p s 

Landscape contractors w h o regularly track their per formance can adjust 

expenses according to actual sales. T h e prob lem is, nearly half of survey 

respondents - 4 7 . 7 percent - do not receive monthly financials. 

In the $1 million-plus revenue category, 90 .7 percent do receive finan-

cials, and of those, 96 .6 percent rev iew t h e m carefully. T h e likelihood of 

running monthly numbers decreases along w i th annual revenue: 58 percent 

of companies $ 3 0 0 , 0 0 0 to $ 9 9 9 , 0 0 0 receive monthly statements, fo l lowed 

by 48.1 percent in the $ 100,000 to $ 2 9 9 , 0 0 0 category and only 36 .6 per-

cent that earn $ 100,000 or less. 

more slack than he expected. By cutting in the right 
places, he preserved his profit and plans to grow. 

"This economy has forced us to really look at the 
efficiency," Becker says. "We cut waste out of sheer 
necessity, but our feeling now is that we are primed. 
We are in a position to improve profitability because we 
have done a lot of work addressing inefficiencies." 

In fact, the type of jobs Estate Gardeners pursues 
has changed since Becker noticed that the commit-
ment of garden maintenance contracts is a more secure 
way to boost sales. Essentially, he flip-flopped his ap-
proach to ushering clients into new services. Rather 

than selling maintenance to design/build customers, 
he sells enhancement projects to existing maintenance 
clients. 

"We never pursued [garden] maintenance as much 
as we did design/build, and we are thinking that was 
a mistake," Becker says. Besides, the sales cycle for 
design/build projects is longer. And because he refuses 
to cut prices or offer design services for free as many 
companies in his area do, Becker needed to find a more 
predictable way to maintain revenues. 

Meanwhile, Becker reduced expenses thanks to 
natural labor attrition and the elimination of some 
middle-management positions. He takes good care 
of equipment, so replacements weren't necessary this 
year. His mindful spending approach modeled that of 
survey respondents, who for the most part were not 

making significant equip-
ment purchases. Vander Slik 
shopped around for better 
phone and business insur-
ance rates this year. "We are 
aggressive with safety to keep 
our [workman's comp] prices 
down," he adds. 

Also, he increased his 
automobile deductibles and 
decided not to upgrade cer-
tain technology in the office. 
Vander Slik saved on phone 
bills by switching providers. 
As for health insurance, he 
got creative with a "self-insur-

ance" program. He opted for a health reimbursement 
account (HRA) so his company only pays for coverage 
that employees use. 

Payroll is Vander Slik's greatest expense, so he 
examined ways to improve efficiency and the costs as-
sociated with labor. "We saw our fuel costs jump from 
2 percent of sales five years ago to 5 percent of sales 
in 2007," he notes. "Obviously, fuel is not something 
I can say, 'We won't buy it this week.' Instead, we can 
tighten routes and take a methodical approach." 

During weekly staff meetings, Vander Slik says he 
"hammers on expenses" His employees understand 



streaml ine overhead 

Before cutting benefits, marketing and equipment purchases - three categories 

landscape contractors should probably not eliminate from their expense records 

- evaluate sales. Jim Huston, president of J.R. Huston Enterprises in Englewood, 

Colo., suggests referring to this key benchmark. 

O v e r h e a d = 25 percent of sales 

L a b o r = half of overhead, or 12 percent of sales 

The most practical area to cut is labor. "Consider letting go of employees 

who aren't producing billable hours on the field," Huston suggests. 

how costs add up to less profit for the business. Ulti-
mately, this affects compensation. 

Krenshaw recognizes the importance of retaining 
quality labor in a market where big companies dole out 
cushy benefits. He could quickly lose one of his good 
guys to the competition. "If you don't offer health in-
surance, you are not going to compete for employees," 
he says simply. 

Herbi-Systems covers employees premiums, which 
is $150 per month per person. "We've got to be good 
to people who have been here a long time," Krenshaw 
says. Some years, he raises the co-pay or deductible. 
"Other years, we might look at our insurance package 
and say, 'We can do more (for employees) without 
raising the cost too much,'" he says. 

But only 23.9 percent of survey respondents provide 
health care insurance for management; 18.6 include 
the benefit for salaried labor. There is a disparity in 
health insurance offering across revenue categories. 
For example, 3.7 percent of firms in the $100,000 or 
less group offer health insurance, while 82.7 percent 
of firms $1 million-plus provide the benefit. 

"We are big enough now that we get someone's 

attention when we shop 
(health insurance), but a 
guy with less than 10 em-
ployees is in a tough posi-
tion - and you're still in a 
bad position if you have 
less than 20 employees," 
Krenshaw notes. 
There are other ways to cut 
expenses. Ziesler is taking 
advantage of the housing 

market. His company purchased a "green" building 
with heavy insulation, energy-efficient lighting and 
top-of-the-line air conditioning. He no longer pays 
rent and significantly cut utilities expenses. 

"I just got my first electric bill and it was less than 
$400," Ziesler says. "I jumped. My air conditioning 
cools 3,000 square feet." Green is a great investment. 

But Huston stresses that landscape contractors must 
revisit the No. 1 overhead cost - labor - and assess their 
true needs based on actual sales. While owners can 
trim and clip away dollars here and there, managing 
labor costs is critical. The first employees to go should 
be the bureaucrats, he says. 

Sometimes, those managers and office personnel 
are family, which makes the cut session even more 
painful, he acknowledges. "Maybe it's your spouse or 
your brother-in-law," Huston says. "Giving them the 
pink slip is a real emotional grinder. But you have to 
be tough about it and say, 'The reality is, we don't have 
the work to support this staff.'" 

Also consider cutting part-time workers or reduc-
ing salaries until the market improves. The fact is, you 
can't cut your rent or gas bills. But if your people aren't 

W H A T IS Y O U R C O M P A N Y ' S S T A N D A R D W O R K WEEK? 
T O T A L S/SE NE/MW W/SW 

less than 4 days 10.3% 12.2% 11.7% 5.9% 

4 days 9.5% 14.9% 6.8% 6.6% 

5 days 58.7% 50% 60.9% 65.4% 

5 days but plan to move to 4 days 5.5% 6.9% 4.9% 5.1% 

other 16% 16.0% 15.8% 16.9% 
Source: Lawn & Landscape research 



busy, neither is their assigned equipment. You're 
paying their workman's compensation, salary (or 
hourly wage), benefits in some cases and a slew 
of other costs that add up. 

"Say you have three crews," Huston says, as-
suming that three people comprise one crew. 
"Thats nine people in the field. Reduce the num-
ber of crews and keep efficient employees." 

Krenshaw can make up the loss he bears from 
increasing health insurance costs by squeezing 
more productivity from fewer employees. 

"If youve got a technician that's 50 percent 
more efficient than your competitor, for every 
three technicians he has, you only have two in 
the field," Krenshaw explains. "So the way to save 
on health insurance (and other expenses) is not 
to have as many technicians. And the way to hire 
fewer is to be sure they are efficient. Hire quality 
people, pay them well and keep them." 

STAY S T R O N G . While contractors must scru-
tinize labor as a "versatile" overhead expense 
during tough times, there are certain expenses 
that successful companies should not cut. Think 
twice before you nix the marketing budget. 

Instead, focus on targeting quality clients. Bill 
Lillie, co-owner of Sprigs & Twigs Landscapes 
in Gales Ferry, Conn., has improved the way he 

I N A D A Y ' S W O R K . . . 
How many paid days off does your company provide? 

H O U R L Y / S E A S O N A L L A B O R 

Paid vacation - 3 days 

Paid personal days - .7 days 

Paid sick days - .7 days 

Paid holidays off - 2 .4 days 

S A L A R I E D L A B O R 

Paid vacation - 5.5 days 

Paid personal days - 1 . 7 days 

Paid sick days - 1.9 days 

Paid holidays off - 3 .7 days 

E X E C U T I V E M A N A G E M E N T T E A M 

Paid vacation - 8 .6 days 

Paid personal days - 2.1 days 

Paid sick days - 3 .9 days 

Paid holidays off - 3.6 days 

H O W M U C H O N AVERAGE, D O Y O U R C O M P A N Y ' S EMPLOYEES E A R N I N E A C H POSIT ION? 
A N N U A L S A L A R Y ( F i g u r e s a r e p r o j e c t e d , a s s u m i n g f u l l - t i m e , y e a r - r o u n d ; p r e s i d e n t / C E O / o w n e r f i g u r e s a r e a c t u a l . ) 

T O T A L R E G I O N R E V E N U E 
R E S P O N D E N T S S/SE NE/MW w/sw Less than $ 100k $IOO-$299k $300-$999k $1 million + 

Entry-level mower operator Mean $17,855 $17,730 $18,294 $17,149 $18,019 $17,574 $18,179 $17,572 
Senior mower operator Mean $23,607 $22,443 $24,466 $23,377 $23,097 $23,580 $24,850 $22,696 
Entry-level spray technician Mean $20,521 $20,136 $21,813 $19,136 $19,075 $20,806 $20,182 $21,470 
Senior spray technician Mean $28,492 $25,732 $29,208 $29,689 $26,300 $27,268 $30,333 $29,035 
Entry-level irrigation Mean $19,323 $17,778 $19,792 $20,155 $18,267 $17,952 $20,744 $18,847 
Senior-level irrigation Mean $28,673 $24,292 $28,208 $31,894 $24,800 $25,132 $32,238 $27,847 
Entry-level laborer Mean $17,586 $17,455 $18,102 $16,833 $16,956 $17,371 $18,341 $17,502 
Senior laborer Mean $24,214 $22,797 $24,998 $24,577 $24,921 $23,816 $24,481 $23,637 
Crew foreman/supervisor Mean $32,352 $28,753 $30,790 $38,564 $39,250 $28,923 $33,019 $31,196 
Field supervisor/account Mean $34,427 $32,019 $36,826 $34,712 $31,875 $36,767 $32,048 $36,848 
Equipment mechanic Mean $34,013 $31,000 $36,667 $32,087 $32,111 $40,250 $33,476 $33,462 
Landscape Mean $60,435 $64,300 $51.269 $77,538 $59,667 $62,585 $66,176 $48,000 
Salesperson Mean $35,482 $36,800 $32,857 $39,795 $30,000 $31,818 $34,143 $42,134 
Operations manager/vp Mean $51,529 $52,000 $51,143 $51,438 N/A $62,667 $44,000 $60,577 
President/CEO/owner* Mean $74,202 $77,399 $63,160 $82,375 $57,806 $57,805 $67,713 $105,025 

Source: Lawn & Landscape research 



W H I C H O F T H E F O L L O W I N G B E N E F I T S D O E S Y O U R C O M P A N Y P R O V I D E T O S A L A R I E D L A B O R ? 

T O T A L R E G I O N R E V E N U E 
NE/MW W/SW Less than $ 100k $IOO-$299k $300-$999k $1 million + 

Paid vacation 28.5% 44.4% 26.8% 21.1% 2.5% 38.2% 41.8% 61.5% 

Paid personal days 14.5% 26.5% 10.4% 13.4% 2.5% 30.2% 16.4% 11.5% 

Paid sick days 16.8% 26.3% 13.6% 15.9% 0% 32.4% 20.2% 26.8% 

Paid holidays off 27.6% 49.2% 26.6% 15.7% 2.5% 42.2% 30.5% 69.1% 

Health insurance 22.7% 35.2% 24.2% 12.9% 2.5% 27.8% 26.9% 69.1% 

Dental insurance 7.6% 2.1% 11.6% 5.1% 0 % 12.0% 2.4% 34.6% 

Vision insurance 6.8% 0 % 10.7% 5.1% 0% 12.0% 2.4% 26.8% 

Life insurance 5.0% 0% 5.1% 7.8% 0 % 0 % 8.2% 26.8% 

Disability insurance 5.3% 2.4% 6.7% 5.1% 0% 8.0% 4.3% 19.0% 

401 (k) plan 10.5% 8.4% 16.5% 2.7% 0% 8.0% 13.0% 46.8% 

Profit sharing 4.2% 0% 8.6% 0 % 0 % 4.0% 7.2% 1 1.8% 

Company-supplied uniforms 29.9% 22.4% 33.2% 29.4% 0 % 32.9% 60.1% 53.9% 

Use of company car 10.8% 33.1% 7.0% 2.7% 0% 22.0% 15.7% 7.7% 

Use of company cell phone 21.9% 20.3% 26.6% 15.9% 0 % 26.5% 35.5% 54.0% 

Raise/salary increase in 2005 34.9% 47.1% 39.0% 21.1% 2.5% 50.2% 57.6% 53.8% 

Performance bonus 15.5% 32.9% 16.9% 2.5% 0 % 26.0% 20.1% 30.9% 

Year-end holiday bonus 31.5% 45.0% 38.3% 13.0% 2.5% 39.8% 59% 46.0% 

targets and qualifies customers. "We're reaching 
the right customers with the right product." 

His company has a presence at local home 
and garden shows, but he doesn't pursue re-
lationships with every interested person who 
wants an elaborate landscape. "We are getting 
better at saying 'no,'" he says. He immediately 
learns whether the homeowner has set a budget, 
and if not, this is a red flag. 

Sprigs & Twigs advertises in high-end coastal 
magazines that reach his target market, and he 
steers them to the Web site to learn more about 
services. "Each year, weve seen a doubling of the 
number of serious hits on the site," Lillie says. 
"That's a 24/7 marketing program without us 
doing anything." 

Sales are up 30 percent this year, and Lillie 
expects to finish 2007 with more than $400,000 
in revenue. "Word of mouth advertising just 
continues to grow as our reputation continues 
to grow," he says. "This is our tenth year in busi-
ness, so we are relatively young, but it feels like 
we have hit the tipping point because people are 
becoming aware of us." 

Reputation is never more important than in a 
rough economy, Huston says. Landscape contrac-
tors must work to maintain a positive image so 
they can retain customers and show homeowners 
why they must pay fair prices for services. 

"In this economy, your reputation is worth its 

Source: Lawn & Landscape research 

weight in gold," he remarks. "Contractors with 
bad reputations aren't getting referrals." 

Control quality and be sure that equipment 
can handle the job. While landscape contractors 
may be tempted to skimp on repairs or put off 
equipment purchases for another year, doing so 
could hinder productivity and project results, 
Huston notes. 

"If they turn over equipment every three to 
five years, it saves tremendous repair costs and 
downtime," Huston says. 

He returns to the motto business owners 
should adopt in challenging times: under-
promise and over-deliver. Those willing to work 
harder will surface from hard times without 
missing profit or tarnishing their reputation with 
customers. 

"Weve had to work harder to get the custom-
ers we have," Lillie acknowledges. "But weve had 
a good year. The customers are out there." 

Jim Huston is a monthly columnist in Lawn 
8c Landscape addressing key benchmarking 
parameters for the professional landscape 
contractor. See his column on page 118. 

Hampshire is a freelance writer based 
in Bay Village, Ohio. Reach her via 
www.kristenhampshire.com. a 

http://www.kristenhampshire.com


S c o t t S w a y z e t h o u g h t 
a l l d e c k s c l o g in t a l l , w e t g r a s s . 

T h i s o n e c h a n g e d h i s m i n d . 

See more of what Scott Swayze has to say at www.mowpro.com J O H N D E E R E 
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