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The true test of a mower 

m 

As conditions change, Toros 7-gauge TURBO 

FORCE" cutting deck can be quickly adjusted 

on the job to deliver an unbeatable quality of 

cut. To see the productivity-enhancing deck 

that professionals are raving about, contact 

your Toro Landscape Contractor Equipment 
No-tools-needed adjustable baffle lets 

you quickly adjust cutting performance. dealer, Or visit W W W . t O r O . C O m / z m a s t e r . 

r 

TORO Count on it. 

http://WWW.tOrO.COm/zmaster


I'VE GOT LOADS OF FEATURES 
ANY LANDSCAPE JOB A GAZILLION TIMES 
EASIER. LIKE FEROCIOUS SHEARS, A ROTATING 
HANDLE WITH SPRINKLER-HEAD ADJUSTMENT 
KEY, A PHILLIPS SCREWDRIVER, A STAINLESS 
STEEL KNIFE, AND A SAW THAT'S MORE 
AGGRESSIVE THAN AN ILL-TEMPERED 
BADGER GETTING PRODDED BY A POINTY TWIG. 
SO IF SCAMPERING TO YOUR TRUCK FOR NEW 
TOOLS MAKES YOU ILL-TEMPERED TOO, 
YOU'LL FIND I'M IRREPLACEABLE. 
UNLIKE MY PRUNING BLADE, WHICH 
YOU CAN REPLACE ANY TIME 
YOU WANT. BUT MY FINEST 
FEATURE JUST MIGHT BE 
MY BUILT-IN BOTTLE OPENER. 
AND WHEN YOU CRACK OPEN 
A COLD ONE AFTER A JOB 
WELL DONE, I THINK ¥ 
YOU'LL AGREE. 

LEATHERMAN 
Now you're ready." 
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90 YEARS. ONE TRUCK 

CHEVY SILVERADO. EATS GRAVEL. SIPS FUEL. With an available 315-hp V8 and an 

EPA est. 20 MPG—the best highway fuel economy of any full-size pickup.12 Si WE GRIP. OTHERS SLIP. 

The gripping power of an available GM®-exclusive automatic locking rear differential.1 5 STARS, IT'S 

NO ACCIDENT. Highest possible frontal crash test rating—5 stars.3 And the safety and security of OnStar.4 I j J L 

X END TRAILER ENVY. The available 367-hp Vortec™ MAX with the MAX Trailering Pack has the best 

towing capacity of any half-ton crew cab —10,400 lbs? FINAL SCORE: WORTH MORE. Highest 

expected resale value of any full-size pickup.6 WE BUILD 'EM BETTER. WE BACK 'EM BETTER. 

t* iy . f jj/oyl*^J! T h e Chevy " 100,000 mile/5-year Transferable Powertrain Limited Warranty.7 No other pickup backs 

you like this. Not Ford. Not Toyota. Silverado® from Chevy. The most dependable, longest-lasting trucks on the road.8 See more 

Silverado advantages at chevy.com THIS IS OUR TRUCK. AN AMERICAN REVOLUTION 

1 Based on 2007 GM Large Pickup segment. 2 Based on Silverado 2WD. Excludes other GM vehicles. 3 Five-star rating is for the driver and front passenger seating positions 
in the frontal crash test. Government star ratings are part of the National Highway Traffic Safety Administration's (NHTSA's) New Car Assessment Program (www.safercar.gov). 
4 Includes one-year Safe & Sound Plan. Call 1-888-40NSTAR (1 -888-466-7827) or visit onstar.com for system limitations and details. 5 Maximum trailer weight ratings are 
calculated assuming a properly equipped base vehicle, plus driver. See dealer for details. 6 Based on Automotive Lease Guide's 2007 Residual Value Awards. Excludes other 
GM vehicles. 7 Whichever comes first. See dealer for details. 8 Dependability based on longevity: 1981-July 2006 full-line light-duty truck company registrations. Excludes 
other GM divisions. OnStar is a registered service mark and the OnStar Emblem is a registered trademark of OnStar Corp. ©2007 GM Corp. Buckle up, America! 

http://www.safercar.gov
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S 1 8 Pol ic ing the P & L 
Not surprisingly, the cost of doing 
business is going up. Contractors do 
what they can to limit their ever-
increasing expenditures. 

S 2 2 Lawn & Landscape's 
Annua l Top 100 List 
Our annual list of the landscape 
industry's top earners, ranked 
by revenue. 



AQUASCAPE SEMINARS 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 
MicroPond*, MicroPondlessR & 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. 

> 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 " w h o " you know! 



T H I S M O N T H O N : 
l a w n a n d l a n d s c a p e 

O N L I N E Q U O T A B L E 
"You can't expect everyone else to fix things for you. You've got to do your part." 

- Chuck Twist, on the Lawn & Landscape Message Board[ responding to a recent 

question posed about advocacy in the industry. 

c o m 

In between issues, log onto lawnandlandscape.com for the latest 

acquisition, legislation or other industry news that affects 

your business. Sign up for our weekly e-newsletter at 

lawnandlandscape.com/enewsletter. 

G I E + E X P O : 
L I V E F R O M T H E 
S H O W F L O O R 

Can't make it to the inaugural Green Industry and 

Equipment Exposition in Louisville, Ky.? Are you 

attending the show Oct. 25-2? but want to find out 

more about the products or educational sessions you 

missed? Log onto lawnandlandscape.com for daily 

coverage of the event and be the first to know. 

> G O G R E E N , S A V E G R E E N 

Did you know there are tax incentives available 

for those who use alternative fuels? Log onto 

lawnandlandscape.com's October issue Onl ine 

Extras section to find out how to qualify. 

B U S I N E S S F O R M S 

G o online for examples of forms you can use 

every day in your business. O u r library includes 

templates for accounting, fleet management and 

estimating forms. In addit ion, check out our ex-

tensive database of M S D S labels - everything you 

need for a thriving business. Find them under the 

Resources bu t ton on the homepage. 

Y O U R I N D U S T R Y 
I H - D E P T U 

, . c tate of the Industry research contin-
uum & Landscape * exclusive ^ ^ October Online Extras 

ues; 
section to gain < 

i a i lawnandli»n<lscaPe'com mdusity-

, e v t n more i n * 



They're not as large, but they measure up. In fact, the new Cat' C-Series Skid Steer and Multi-Terrain Loaders 
offer comfort like the big Cat machines. Noise and dust are reduced thanks to a pressurized and sealed cab 
- an industry first. The optional air ride seat delivers even more comfort. Plus the wide cab opening makes for 
easy entry and exit. And whether you buy or rent, you can count on Cat for the best in dealer support. 
BE PART OF THE LEGACY. 

CAT.COM/LEGACY | 1-800-RENT-CAT | 1-888-OWN-A-CAT 

©2007 Caterpillar Inc. All rights reserved. CAT, CATERPILLAR, their respective logos, "Caterpillar Yellow" and the POWER EDGE trade 
dress, as well as corporate and product identity used herein, are trademarks of Caterpillar and may not be used without permission. 

CATERPILLAR' 
TODAY'S WORK. TOMORROW'S WORLD!" 



For 27 years, Lawn & Landscaped been conducting in-depth research into the professional 

contractor market. With the help of our ardent readers, we collect insight into market 
trends, growth contributors and detractors and pricing tactics. We annually pull this research 
together into a report known as the State of the Industry. 

This month, youll find our report in a special section beginning after page 50. Key find-
ings, regional influences and economic indicators are detailed. Our research is complemented 
by interviews with contractors nationwide as well as charts to help you track patterns. 

The numbers and comments pretty well tell the tale of the tape, but its always interesting 
to me to read the verbatim comments that we collect from our research. Some of the comments 
are amusing - made in jest - while others are contributed in a more reflective state of mind. 
Regardless, the remarks are generally made with profuse truth. 

In answer to the question: What factors are limiting your company's ability to grow or 
diversify? Quality labor, escalating fuel costs and charging bona fide prices topped the list. 
Here's an assortment of other comments: 

"Eroding dealer base; and lack of expertise backing up products." "Finding a profitable 
niche." "Finding the ideal client who is willing to invest in their landscape on a large 
scale." "Commercial truck insurance." 

"H2B programs in jeopardy." "Illegal workers taking jobs away from legitimate compa-
nies." "Keeping immigrant labor and drivers' licenses." 

"If you want me to say gas prices - I'm sorry, my customers pay for the gas I use. My 
most urgent problem is weather." 

"Increased regulation." "Not enough water." "Inflation and people wanting to save their 
money." "Lack of professionalism." "Lack of training." "Lack of profit." 

"Macro market factors in the housing industry.""Liberal Congress." 
"Our need to be truly a green industry." "Overhead costs." 
"Rolling capital and high energy costs." "Uneducated customers and fly-by-night 

companies." "Underbidding. Prices are significantly lower than they should be for landscape 
installation and maintenance." 

We also asked our readers: What is the most urgent problem facing the lawn and 
landscape professional? 

"A business plan." "Advertising costs." "Debt." "Cash to advertise more. Labor is abun-
dant as I sub everything out." 

"Ability to find and retain strong middle management." "Capital or finance to purchase 
better equipment in order to grow." 

"Cost of land for storing equipment." "Finding supervisors with drivers' licenses." 
"Finding new customers and a marketing program that has a direct correlation of 

dollars spent to getting new customers." "I have lost trust in employees and am just burnt 
out." 

"I'm growing like crazy; just not enough hours in the day." 
"Inability to attract quality designers to a small company." 
"Lack of experience with setting up business books correctly. I am too fussy with my 

work and underestimate." 
"Making the jump to a year-round operation." "Working capital." 
Understanding your costs, operating your businesses efficiently and making a 

profit are the core strategies of the editorial content in Lawn & Landscape. In the coming 
months, we'll take an in-depth look at the key factors limiting your ability to grow and suggest 
how you can keep the needle moving forward. 

Thanks for sharing your concerns with us. Please contact me - any time - with ideas, 
concerns or just to say hello. You can reach me at ccode@gie.net. I t 
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Introducing EverGreen Software: 
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. 

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 
service 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 

Call 1-800-762-0301 today for your FREE EverGreen Software trial, 
or visit our Web site at www.evergreensoftware.com. 

http://www.evergreensoftware.com
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I M M I G R A T I O N U P D A T E 

D H S No-Match Letter 
Rule Delayed 

Landscape professionals who feared a tangle of red tape from government 
"no-match" letters after the Department of Homeland Security announced 

its new immigration enforcement measures can breathe a sigh of relief. However, 
it may be only temporary. 

In response to a suit filed by the AFL-CIO, the ACLU and other labor groups, 
a federal judge issued an order temporarily blocking the government from imple-
menting the new DHS measures that rely on error-prone social security records 
as a tool for immigration enforcement. 

"It's a stopgap measure for now," says Tom Delaney, the Professional Landcare 
Network's director of government affairs. "We're just saying the government didn't 
do their homework before they proposed this rule and they didn't check the effect 
it would have on small business." The Essential Worker Immigration Coalition, of 
which PLANET and the American Nursery & Landscape Association are members, 
filed papers to join the case early last month. 

The new rule makes the employer liable for failing to respond to "no-match" 
letters, although it's common for discrepancies to occur because of innocent fac-
tors like typographical errors, name changes due to marriage or divorce and the 
use of multiple surnames, according to the ACLU. In fact, according to the Office 
of the Inspector General in the Social Security Administration, 12.7 million of the 
17.8 million discrepancies in SSA's database - more than 70 percent - belong to 
native-born U.S. citizens, according to an ACLU news release. 

The judge's ruling also stopped the SSA from sending out no-match letters to an 
estimated 140,000 employers on Sept. 14. As of press time, a formal court hearing 
on the permanent suspension of the DHS rules was set to take place Oct. I. 

"This is a crucial and significant first step in challenging this rule, which would 
be a bureaucratic and costly nightmare for employers and many U.S. citizens and 
other legally authorized workers," said Lucas Guttentag, director of the ACLU's 

Immigrants' Rights Project. 
- Marissa Palmieri 



H-2B Users Push Congress for Bill 

S a n d y Munley , execut ive director of the 
Oh io Landscape Associa t ion , encour-
ages f ly - in par t ic ipants to cont inue their 
lobby ing efforts. 

Lawn and landscape professionals are encouraged by their visits to members of 
Congress and their aides during a fly-in to Washington, D.C. Sept. 6. About 80 

contractors, along with more than 100 members of other industries that use the H-
2B guest worker program, visited the nation's capitol to urge their representatives 
to co-sponsor Senators Barbara A. Mikulski (D-Md.) and John Warner's (R-Va.) Save 
Our Small and Seasonal Businesses Act of 2007 (S. 988). 

Among those who flew in were more than 30 green industry representatives from 
Ohio who spent the day meeting with their representatives and staff members. The 
contractors and other advocates feel an urgency to get the cap exemption bill passed 
because Ohio is one of the top five states that uses the program. And, because of 
the state's northern location, the national cap of 66,000 people is nearly met by the 
time Ohio's landscaping and maintenance season starts, making the returning worker 
exemption even more important to them. 

One of the group's victories was a meeting with Senator Sherrod Brown (D-Ohio), 
which led to Brown's co-signing the bill. He replaced republican Mike DeWine, an 
H-2B supporter, after last fall's election. 

continued on page 16 

GREEN INDUSTRY REMEMBERS STUART SPERBER 

Stuart Sperber cultivated not only tree saplings, but countless 
friendships over the course of his life. The CEO of ValleyCrest 
Tree Co. died Sept. 7 after a two-year battle with throat cancer. 
More than 1,200 people attended his funeral. 

"Friends, relatives, employees, customers, competitors 
and ex-employees came," says his brother, Burton Sperber, 
founder and CEO of ValleyCrest. "Ten people came up to me 
and said, 'I was Stuart's best friend.' He was probably as loved 
as any man I have ever met." 

Burt worked side-by-side with Stuart for 50 years at the 
family's business. Stuart's nephew, and president of ValleyCrest, 
Richard, worked with the brothers for 25 years. 

Stuart was considered by many to be a pioneer in the 
industry because he was one of the first to grow trees in con-

tainers - instead of the ground - so they could be used for 
landscaping year-round. Throughout his career, he stayed 
active in the industry. Cal Poly Pomona, his alma mater, 
honored him earlier this year with both the distinguished 
alumnus of the year and an honorary doctorate in recogni-
tion of his continuing contributions to the school and to 
the industry at large. He also received the first Award of 
Distinction from the school's College of Agriculture. 

Stuart is survived by his wife of 44 years, Leslie. "Stuart 
was engaged after the first date with his wife," Burt says. 
He is also survived by his children Rochelle and Tadd, Adam, 
Julie and Rob, his seven grandchildren, Garrett, Mallory, 
Jerremy, Arielle, Maia, Lucas and Brady and his twin sister 
Deanna. - Heather Wood 
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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. W e 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 

100% 
OUR HAPPINESS GUARANTEE 

We don 7 «4top working until you re datufied— 
with our product**, our I raining, our every thing. 

RYE ZOME? IS THAT LIKE T0AS1 

We '11 help you imp re J J customer 
with your grasp of plant dciene\ 



our peers, build that marketing plan and get 

raining at your location or ours. Closer to home, 

ou can always lean on your Bayer 

:ield Sales Rep. They were born 
m 

vith their sleeves rolled up 

yes, we checked) and 

ney really know your 

siness. So when your » 

taff needs training, they're 

)nthe case. And you always 

ave access to the brilliance of our Technical 

OUR REP IS 
YOUR REP. 

teps - scientists, thought leaders, researchers, 

'esavers. 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 call 

ourselves industry leaders just to impress our 

mothers. When you need us, call your Bayer rep 

or visit BackedbyBayer.com. 

U by 

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. 

CP 
B a y « 

L a v i o 

H o s * o o \ ^ 

http://www.BackedbyBayer.com


i n s i d e t h i n u s t 
continued from page 13 

Chris Hayes of Groundmaster of Loveland, Ohio, has derived as much as 
70 percent of his workforce from the H-2B program at times during his 10 
years with the company. Among the representatives he visited was Marcy 
Kaptur (D-Ohio), who was on board as a bill co-signer. "I gauge today as a 
success," he says. 

The bill provides a five-year extension for the returning worker provision 
that was included in similar legislation originally passed in 2005. The provision 

USE READER SERVICE # 15 

was set to expire on Sept. 30. 
"I told small businesses they could 

count on me to keep fighting, and to-
day they are bringing the fight to their 
elected representatives," Mikulski said 
in a statement. "Without these seasonal 
workers, many businesses would not 
survive - forced to limit services, lay off 
permanent U.S. workers or, worse yet, 
close their doors." 

Some members of Congress were 
reluctant to sign as co-sponsors of the 
bill because they fear it might make them 
appear to be soft on immigration, said 
Sandy Munley, executive director of the 
Ohio Landscape Association. But the ad-
vocates reached many representatives 
during the fly-in and tried to convince 
them that the bill was more of a small 
business matter than an immigration 
matter. In fact, the bill promotes bor-
der security by conducting background 
checks of the workers, Munley told a 
representative's staff member. 

Kurt Kluznik of Mentor, Ohio, em-
ploys about 85 H-2B employees out of 
a total of 275 Yard master employees. 
He stressed to representatives that the 
workers come to the U.S. without their 
families and don't take up permanent 
residency here. 

"To lump them in with illegals is not 
the correct way to do it," he says. "As an 
industry, we support secure borders and 
regulating illegals." - Heather Wood 



N E W S 

Grassroots Efforts Start at the Local Level 
Grassroots advocacy was the message heard loud and clear 
by attendees at the 17th annual RISE meeting held recently 
in New Orleans. "Like no time before - we are in a situation 
where legislative proposals will be moving from local to 
federal and from federal to state to local. And like no time 
before - we must grow our grassroots network to address 
challenges at all levels of government," says Allen James, 
president of the Responsible Industry for a Sound Environ-
ment. "Right now we're ahead of the game on fertilizer 
issues; however, we still have catching up to do on pesticide 
issues - this year we saw more than 500 pesticide bills pro-
posed in states - expect more in 2008 along with those at 
the federal level." RISE members include suppliers, formula-
tors, distributors and national and state associations. 

With the green movement touted daily in the media 
- particularly House Speaker Nancy Pelosi's quest for an all-
organic or "green" Capitol grounds and buildings - members 
of the industry in conjunction with RISE need to expand 
efforts to promote the benefits of the industry and demon-
strate enhanced industry stewardship. 

James re-caped important themes from the week-long 
meeting: 
• "For the first time there were more attacks on the use of 
our industry's products than on agriculture. We experienced 
almost continuous activity in state legislatures and the media." 
• "This year we were successful in preventing many unneces-
sary pesticide bills in the states and we brought considerable 
resources to fertilizer issues in key states, including Florida and 
New York." 
• "This year one thing became abundantly clear, science is not 
selling at the state or local and now federal level." 

Despite challenges at all levels to enact bans on pesticides 
and fertilizers, the outlook for the industry is positive, says Josh 
Weeks, vice president, Bayer and incoming RISE chairman. 
While fertilizer issues are not prevalent at the federal level, 
they are becoming the predominant issue on the local front. 

"Both the political climate and technology are changing, 
changes that call for new ways of thinking, " he says, "but 
we're still poised to reach our big audacious goal and we do 
have a righteous cause." - Cindy Code 

immiMnm 
Orlando, FL 
Louisville, KY 
Houston, TX 
Dallas, TX 
Denver, CO 
Anaheim, CA 
Oakland, CA 
Indianapolis, IN 
Columbus, OH 
Pittsburgh, PA 
Myrtle Beach, SC 

October, 16 
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October, 29 
October, 30 

November, 6 
November, 13 
November, 14 

January, 8 
January, 9 

January, 10 
January, 17 

Check our website for more 
locations anil updates 

S Y S T E M S 

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! 

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! 

Visit: www.realgreen.com/seminar.asp 
or Call: 1-800-422-7478 ext.172 
space is limited, lunch will be provided 
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The Case of the Fraudulent Foreman 
For eight months, upper management at Landscape 
Florida in Naples was unaware that a trusted employee 
was stealing money from right under their noses. 

By the time the crime came to light, Martin Cavazos 
was accused of embezzling nearly $36,000 from the com-
pany by cashing paychecks made out to fake employees. 
"It was a complete surprise," says Craig Hutchinson, vice 
president of operations at Landscape Florida. "He was 
a very trusted employee who had been promoted from 
foreman to a management position." 

Cavazos was responsible for managing timecards, 
distributing paychecks and hiring and firing. "Employees 
were being terminated, but their timecards were not being 
monitored carefully by those who should have been moni-
toring them," Hutchinson says, adding another employee 
was believed to have been Cavazos' accomplice. 

According to an 
article in the Naples 
News, a handwrit-
ing expert determined 
the signatures on the 
employee applications 
did not match the sig-
natures on the most re-
cently cashed paychecks. Cavazos pled no contest to organized 
fraud in late August. His sentence is yet to be determined. 

To prevent this type of situation, Hutchinson stresses land-
scape business owners "double check, double check, double 
check." In addition to terminating all employees suspected to 
be associated with the crime, the company has since established 
a new management system to better monitor "who's coming 
and going." - Emily Mullins 

THE BEST JUST KEEPS GETTING BETTER! 

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

Check out our full line 

of Ride-On Spray 

Systems and Aerators 

at www.z-spray.com 

vj.. 

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 

W.T. RICH P R O D U C T S , I N C . Call: 877-482-2040 
USE READER SERVICE # 17 

http://www.z-spray.com
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Don't leave cash in unprotected places. 

Don't use signature stamps for checks. 

Minimize the number of employees who have signature authority on 
bank accounts. 

Make nightly deposits so excess funds aren't left onsite. 

Cross-train employees so multiple people can audit each other's work. 

Have an accountant conduct regular spot checks 

Issue separate check cards to each employee. 

Bond with employees who handle money. 

Conduct background checks on employees to uncover any past 
financial problems. 

Assign the responsibilities of preparing paychecks, receiving customer 
payments, making bank deposits, signing checks and handling bank 
reconciliation to different employees. 

N E W S 

City Sued Over 
Landscape Truck Ban 
A Massachusetts landscape contractor says his city 

is putting him out of business. 

Leonard Russo, owner of Russo Earth Care, istaking 

the city of Haverhill to court over a recent ordinance 

that bans his work vehicles in his neighborhood, 

the Eagle-Tribune reports. The law bans commercial 

vehicles weighing more than 3 tons from two streets 

in his neighborhood, one of which he lives on. Some 

neighbors don't want Russo operating in the area, 

however his family has run a commercial business in 

the neighborhood since the 1950s. 

Russo's lawsuit requests a temporary injunction 

to stop enforcement of the law until his case can be 

heard in court. - Mark Phillips 

RealGreen 
S Y S T E M S 

"The Most Complete Software System for The Service Industry. 

SOFTWARE FEATURES 
• 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 
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Small Business Vote Still Undecided 
For the small-business world - and the green industry in particular 
- the 2008 election will be as pertinent as ever, with mega-issues 
like health care and immigration still unresolved. 

While the 2008 general election is still more than a year away, 
presidential campaigns are in full swing with candidates attempt-
ing to stake their claims in Iowa and New Hampshire. But many 
small-business owners haven't yet made up their minds about 
who'll they'll vote for. According to a recent Fortune Small 
Business/Zogby International poll: 

• 28 percent of respondents selected "none/not sure" when 
asked who they thought was the candidate mostly likely to help 
small business. 
• Republican Mitt Romney received 21 percent of the vote, 
followed by Democrat John Edwards at 19 percent. 
• Thirty-six percent of respondents said Democrat Hillary 

Clinton would do the least for small business. 

Though party affiliations of entrepreneurs in the study were 
37 percent Republican, 35 percent Democrat and 28 percent 
independent/minor party, Fortune Small Business noted an 
up-tick in respondents describing their politics as "progressive" 
or "liberal" - 30.4 percent this year vs. 24 percent in a similar 
poll in 2004. The percentage of moderates reduced to 22.9 per-
cent, down from 30.5 percent, and there was no change among 
conservatives/libertarians at 46.6 percent. 

Health care reform topped the list of entrepreneurs' policy 
concerns, followed by taxes and immigration. Regarding the type 
of health care reform they'd like to see implemented, 34 percent 
of respondents said federally-administered universal health insur-
ance; 29 percent favored consumer-driven programs like health 
savings accounts, the survey says. - Mansa Palmieri 

THE BEST GROOMED LANDSCAPE TRAILERS. 

CONQUEST CARGOSPORT JOURNEY 

USE READER SERVICE # 19 



E N G L I S H TO 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-2B workers, improving 
communication is becoming more crucial 
to ensure quality work done right the first 
time. 

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

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

1. ENGLISH: Very good, thank you. 

SPANISH: Muy bien, gracias. (mooEE bee-EHN, GRAH-seeahs.) 

2. ENGLISH: You have a good crew of men. 

SPANISH: Tiene un buen equipo de hombres. (teeEH-neh oon 
bwehn eh-KEY-poh deh OHM-brehs.) 

3. ENGLISH: Drug use is not tolerated. 

SPANISH: No se permite utilizar drogas. (noh she pehr-ME-teh 
oo-tee-lee-SAHR DROH-gahs) 

4. ENGLISH: Get someone to help you. 

SPANISH: Consiga a alguien que lo ayude. (kohn-SEE-gah ah 
AHL-gee-ehn keh loh ah-YOO-deh.) 

5. ENGLISH: The port-a-pot is out back. 

SPANISH: El bano portable esta alii atras. (ehl BAH-neeoh 
pore-TAH-bleh ehs-TAH ah-YEE ah-TRAHS.) 

"Autumn 
iriscaping. Inc. 
[03-794-6993 , 

C u s t o m 
S h a p e s 

MARKETING TOOLS 
Printing Services 
• Brochures and Mailers 
• Doorhangers and Flyers 
• Custom Design and ~ 
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Mitsubishi Fuso trucks 
carry one thing 

no other trucks do. 

A 5-Year Powertrain Limited Warranty! 

Compare every medium-duty t ruck out there. Nobody else's warranty delivers this kind 
of longevity. Only Mitsubishi Fuso vehicles carry the best protect ion in the business -
5 Years/175,000 Miles on FE/FGs and 5 Years/250,000 Miles on FM/FKs. And that 's 
on top of our 3-Year bumper- to-bumper and 4-Year rust- through limited warranties*. 
That's dependabi l i ty that' l l carry your business for years to come. 
* See your dealer for complete warranty details. 

F U S O 
www.mitfuso.com THE R IGHT T R U C K FOR THE J O B 

A 

http://www.mitfuso.com


market watch 
LATE MORTGAGE 
PAYMENTS RISE 

Mortgage delinquencies jumped again 
in August Nationwide, 3.56 percent of 
mortgages were at least 30 days past 

due, according to The Wall 
Street Journal. 

Delinquencies have 
climbed since August 
2006 in all 50 states, and 

10 states have posted an 
increase of more than 

one percentage point. Until recently, 
rising home prices meant it was easy 
for many borrowers who had trouble 
paying their bills to refinance or sell 
their homes, the Journal says. 

This year, the world experienced record-

breaking weather extremes on nearly every 

continent, and global land temperatures 

reached their highest levels since records 

began in 1800. But all the heat might not be 

attributed to human-inflicted global warming, 

the United Nation's World Meteorological 

Organization says. Floods, drought, heat 

waves and storms could just be the cyclical 

nature of the earth's climate. 

Source: The Financial Times 

South Florida Water 
Restrictions Eased 
The South Florida Water Management District 
recently relaxed rules regarding lawn and landscape 
irrigation. The new rules lift the one-day-per-week 
watering rule to allow homeowners to water their 
lawns and landscapes twice each week for up to 
four hours each of those two days. A variance 
secured by the Florida Nursery, Growers & Land-
scape Association which expands the number of 
days to six and hours to three to irrigate newly in-
stalled landscapes, remains in effect. 

$15.2 billion 
The estimated value of 
Florida's green industry sales. 
Source: Florida Nursery, Growers & Landscape Association 



All the quality at a 
fraction, of the price 
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switch and $ave 

K-Rain 

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

Try o n e free: www.switch2krain.com RAIN 

http://www.switch2krain.com


O C T O B E R - N O V E M B E R 

OCT 16-18 International Construction and Utility Equipment Exposition, Louisville, Ky. 
Contact: www.icuee.com, 866/236-0442 

OCT 25 - 27 Green Industry and Equipment Exposition 2007, Louisville, Ky. 
Contact: www.gie-expo.com 

OCT 25 - 27 Jim Huston's Brainstorming Meeting: Building a Great Company, 
Sherman Oaks, Calif. Contact: 800/451-5588 

NOV. 8 - 10 Tree Care Industry EXPO, Hartford, Conn. 
Contact: www.tcia.org, 800/733-2622 

C a l e n d a r Not< 

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

NOV. 9 Chesapeake Conservation Landscaping Council's 2007 "Turning a New Leaf" 
Conference, Annandale, Va. Contact: www.chesapeakelandscape.org, 410/634-2847 
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Your One-Stop Lighting and 
Decorating Resource 

Christma Lights Et 
Authorized Distributor: 
D l G E N • Emerald Innovations • 

r Q H T , N ° • Intermatic® Products j 

205 Curie Dr., Alpharetta, GA 300C 
Fax: l-866-"'lX)-().!S •> 
sales@christmaslightsetc.com 

Christmas 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 

wholesale.christmaslightsetc.com 

866-XMAS-ETC 
USE READER SERVICE # 30 

LAWN AND LANDSCAPE 
COMPANIES HAVE 
GENERATED OVER 

IN SALES FROM 
C L C L A B S S O I L 

T E S T I N G ! 

LET US SHOW YOU HOW! 

Call 614/888-1663 Today for your 
Soil Testing & Marketing Information 

CLC LABS 
325 Venture Drive 
Westerville, OH 43081 
614 888-1663 
FAX 614 888-1330 

Exclusive laboratory services for the 
Turf & Ornamental Professional. 

http://www.icuee.com
http://www.gie-expo.com
http://www.tcia.org
mailto:hwood@gie.net
http://www.chesapeakelandscape.org
mailto:sales@christmaslightsetc.com


AN ABUNDANCE OF WORK BENEATH THE SURFACE IS THE FOUNDATION FOR TRUE GROWTH. 

Just as plants w o n t thrive without a strong root system below them, your business needs support 
behind it to sustain long-term success and growth. Hortica has spent the last 120 years as a green 
industry advocate, providing business insurance and employee benefits for many hort icultural 
industries. Now, businesses that generate up to 100% of their revenue f rom landscape operations 
qualify for industry-specific insurance programs f rom Hortica. We will work with you to identify 
your needs and risks before designing a comprehensive, yet affordable insurance and employee 
benefits plan. 

To learn more, visit www.hortica-insurance.com 
or call us directly at 800.851.7740. INSURANCE & EMPLOYEE BENEFITS 

To guide and provide 

http://www.hortica-insurance.com




Contractors who choose alternative fuels 

are taking the road less traveled and, 

despite obstacles, are unveiling rewarding 

and profitable results. 

When it comes to alternative fuels, James McNew cuts to the chase. "Right 
now, everything is sort of a mess," he says. The vice president of technical and 
marketing services for the Outdoor Power Equipment Institute, Old Town 
Alexandria, Va., McNew is more than skeptical about the use of alterna-
tive fuels like propane, ethanol and biodiesel to power landscape trucks and 
equipment. Its not that he doesn't support the environment or a domestic, 
renewable fuel supply. Its just that he's yet to see the proof that it will work 
- and work well. "Our position on alternative fuels is that they're not bad if 
introduced in the right places and in the right ways," he explains. "Renew-
able fuel is the right thing to do in this country, but we need to be smart 
about it and make sure we're not creating more problems than solutions." 

Alternative fuel is a hot topic right now as many people look for ways to 
lessen their environmental footprints. A myriad of bills addressing the issue 
are currently floating through Congress, and state regulations are pop-
ping up left and right controlling emissions of everything from blowers 
to buses. After weeding through the governmental jargon, it seems most 
everyone agrees that gas prices and the country's dependency on foreign 
oil are too high. Coming to an agreement on when and how to combat 
this problem is the hard part. "This issue is in its infancy, so it's difficult to 

gauge the future demand and what it will evolve to," says Garry Bus-
boom, director of research and development, Exmark, Beatrice, Neb. 
"It's hard in an emerging market to look into a crystal ball and see what 
will happen down the road." 

But solid proof does exist that alternative fuels can run vehicles 
and equipment just as well as gasoline or diesel, and landscape indus-
try pioneers in this area can speak on the pros and cons of making 
the switch. Most admit that, initially, some flexibility, homework 
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and financial investment are required. 
But after the kinks are worked out, 
operating a business in a greener, 
more responsible way is relatively easy, 
not to mention rewarding. "I don't 
call myself owner of a green company, 
but a greener company," says Kurt 
Bland, owner of Apex, N.C.-based 
Bland Landscaping, and an avid user 

of biodiesel. "I haven't changed 
everything; I've just made one 

more responsible decision." 

IN THE BEGINNING. The 
use of alternative fuels spans 
back farther than many 
people may realize. For 
example, a 2006 exhibit at 
the Los Angeles Petersen 
Automotive Museum 
showcased a 1917 Woods 
dual-power car with a 
gasoline engine coupled 
with an electric motor-gen-
erator, similar to a modern-
day hybrid car. While the 
current rise against global 
warming has motivated 
many people to be "green," 
one can argue that alterna-
tive fuels became a fore-

front issue with the Clean 
Air Amendment of 1990. 
With this bill, Congress 
overtly acknowledged for 
the first time that changes 
in motor fuels and their 
compositions contribute to 
reducing exhaust pollu-
tion. The act created two 
new gasoline standards to 
reduce fuel emissions in 
highly-polluted cities, and 
also required gasoline to 
contain fuel oxygenates, or 
cleaner-burning additives. 

Ethanol is one such 
additive that contributes 
to cleaner-burning gaso-
line and is arguably the 
oldest alternative fuel, 
used in the Ford Model 
T back in 1908. It's an 

alcohol-based fuel 
produced by ferment-
ing and distilling 
starch crops like 
corn, barley and 
wheat that have 
been converted 
into simple sug-
ars. Since 2000, 
corn used for 

ethanol production increased from 
628 million bushels, or 6 percent of 
that year's crop, to 2.15 billion bush-
els last year, accounting for 19 percent 
of production. The USDA estimates 
that the increase in ethanol produc-
tion will drive the demand of corn 
used for fuel to 3.4 billion bushels 
this year, more than one-quarter of 
the expected crop. Ethanol is usually 
used to increase octane and improve 
the emissions quality of gasoline, and 
most often comes in the form E85 - a 
blend of 85 percent ethanol and 15 
percent gasoline. 

Many major vehicle manufactur-
ers have at least one model that is 
E85 compatible, and all major auto 
manufacturers approve the use of up 
to E10, according to the National 
Ethanol Vehicle Coalition. Some 
companies, like Ford and General 
Motors, have flex-fuel vehicles that are 
capable of running on either gasoline 
or E85. Like with most alternative 
fuels, accessibility is one of ethanol's 
biggest drawbacks. According to the 
NEVC, there are 6 million E85-com-
patible vehicles in the U.S. today, 
but because only about 600 of the 
country's approximately 170,000 gas 
stations carry E85, most of them run 
on gasoline. 

In addition, according to the 
NEVC, ethanol has an energy content 
of 10 to 20 percent lower than gaso-
line; however, this can vary depending 
on factors like how a person drives, 
tire air pressure and weather condi-
tions. Contractors must also keep in 
mind that while E85 is the accepted 
alternative for gasoline engines, 
diesel engines require E95 - a blend 
of 95 percent ethanol and 5 percent 
gasoline. Fueling a diesel engine with 
gasoline higher than 5 percent lowers 
the flash point, or the lowest tem-
perature at which a liquid can form 
an ignitable mixture, to unacceptable 
levels. 

McNew predicts biofuels like etha-
nol will receive the biggest push in the 
alternative fuel market, especially with 
the 2005 Energy Policy Act, which 
mandated an increase in ethanol 
production from 4 billion gallons per 
year in 2006 to 7.5 billion gallons per 
year by 2012. But before ethanol is 
considered the end-all solution to the 
country's energy enigma, everyone 
needs to be aware of the impacts. "In 
the political world, people are asking, 
'Can we increase the ethanol from 

current levels? How will the growth of 
the ethanol market affect the current 
fuel supply?'" McNew says. "There 
are a lot of great questions, but so far 
there aren't any great solutions." 

BUYING INTO BIODIESEL. Biodie-
sel, produced from organic sources 
like soybeans, cooking oil and animal 
fats, is also causing a stir when it 
comes to alternative fuels. It can be 
used in its pure form (B100), but is 
usually blended with petroleum diesel 
to improve cold weather performance 
and also for cost efficiency reasons. 
The most common form of biodiesel 
is B20 - a blend of 20 percent biodie-
sel and 80 percent petroleum diesel. 

Some contractors use biodiesel in 
their day-to-day operations and have 
found the pros outweigh the cons, 
especially once the initial kinks are 
worked out. Bland actually stumbled 
across the opportunity to participate 
in a biodiesel experiment lead by the 
Triangle Clean Cities Coalition, a 
Research Triangle Park, N.C.-based 
group founded in 1999 to reduce 
dependence on petroleum by promot-
ing alternative fuels. The experiment 
simply aimed to discover if people 
who used biodiesel for a period of 
time would continue to use it once 
the experiment was over. 

After researching the program, 
Bland decided to participate and 
contributed three trucks ranging in 
age from 10 years to brand new to the 
experiment. He saw only favorable 
results - less soot, a cleaner smell and 
better gas mileage, to name a few. He 
also noticed his employees found the 
process interesting and everyone felt 
good about doing something benefi-
cial for the environment. 

By the time the experiment ended 
eight months later, Bland was sold 
on the idea of biodiesel. He began to 
seek out biodiesel manufacturers and 
found a local supplier who had just 
received the funding to turn waste 
products into 1 million gallons of 
biodiesel per year, and the companies 
created a partnership. The whole 
transition took 18 months, Bland 
says, adding that today about 47 of 
his 95 vehicles run on B20. He plans 
to eventually convert all of his gaso-
line-run vehicles to biodiesel, but says 
currently it's not financially possible. 
"It's a phasing-in process," he says. 

continued on page 34 



Kemp, Bill 
Employee Report 

Date Range: 10/15/2007 through 10/19/2007 

Day Date Jobsite Start 

Mon 10/15 Brentwood 7:08 AMfc 

Stop Cost Code Hours Total 

4:57 
7:38 hours 

Thu 10/18 Crestview 7:17 AM 12:19 PM Planting 
12:50 PM 3:46 PM Planting 

Fri 10/19 Crestview 7:13 AM 12:07 PM Planting 
12:44 PM 3:39 PM Planting 

Signature Kemp, Bill 
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7:53 hours 
5:02 
2:56 7:58 hours 
4:54 
2:55 7:49 hours 

Total 38:53 hours 
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THE JOBCLOCK® THE LANDSCAPER ' S TIMECLOCKV 

Call today: (888) 788-8463 www.jobclock.com E X A K T I M E 
I N N O V A T I O N A T W O R K 

http://www.jobclock.com


syngenta 
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24 hr. support • 1-866-SYNGENTA 
syngentaprofessionalproduc,ts.com 
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That's what people want from their lawn care provider. With products like Headway1 

in your arsenal, you can give them what they want. Headway fungicide combines the 
power of two outstanding active ingredients pioneered by Syngenta 

C (azoxystrobin and propiconazole). This new formulation affordably 
I f l H k i controls all major turf diseases including brown patch and dollar 

I spot with a dual mode of systemic action. 

We believe creating a beautiful lawn goes beyond weed and insect 
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Adrian Mondello, founder of Red-
wood Landscaping, Boulder, Colo., 
is another contractor who believes in 
alternative fuels. He has used B50 in 
his company's trucks and equipment 
for the last five years. The decision 
to switch from regular diesel fuel was 
for both employee and environmental 
health reasons. But Mondello has 

found that its also helped busi-
ness because environmentally 

conscious Boulder residents ap-
preciate the company's extra 
effort to lessen its environ-
mental impact. "It creates a 
sort of trust between us and 
our customers because they 
know we re not out there 
just for the quick buck," 
he says. 

Mondello agrees that 
biodiesel can be difficult to 
come by, so the company 
came up with a plan to 
alleviate the problem. For 
around $300, Redwood s 
employees built a fueling 
station that can hold 150 
gallons of fuel, which is 
delivered to the company 
about every three months. 

Another problem with 
biodiesel is its tendency to 
freeze in the winter due to 
its high gel point. During 
Colorado's coldest three or 
four months, the company 
simply switches to 100 
percent diesel. "The use of 
alternative fuels just takes 
a little bit of adjustment 
to make it work," Mon-
dello says. "Those who are 
against it are basically just 
too lazy to figure it out." 

Like with any alterna-
tive fuel, there are factors 
contractors need to 
consider when using 
biodiesel. First of all, 
it's relatively easy to 
come across a bad batch 
tainted with water and 

other contaminants 
that can decrease the 
fuel's efficiency or 
even destroy an 
engine. For this rea-
son, it's important 
for contractors to 
ensure that all of 
their biodiesel 
is tested and 

certified according to ASTM (Ameri-
can Society for Testing & Materials) 
standards, and stored in a way that 
preserves its quality. The National 
Biodiesel Board suggests users request 
certificates of analysis from their sup-
pliers prior to use. 

Biodiesel marketers and producers 
can further establish their credibility 
by joining the National Biodiesel Ac-
creditation Program's BQ-9000 Qual-
ity Management Program, a voluntary 
program for the accreditation of pro-
ducers and marketers of biodiesel fuel. 
The program is a combination of the 
ASTM standard for biodiesel and a 
quality systems program that includes 
storage, sampling, testing, blending, 
shipping, distribution and fuel-man-
agement practices. According to its 
Web site, the program helps compa-
nies improve their fuel testing and 
greatly reduces any chance of produc-
ing or distributing inadequate fuel. To 
receive accreditation, companies must 
pass a rigorous review and inspection 
of their quality control processes by 
an independent auditor. BQ-9000 is 
open to any biodiesel manufacturer, 
marketer or distributor in the U.S. 
and Canada. There are currently eight 
BQ-9000 certified marketers and 19 
BQ-9000 certified producers. 

The risk of contaminated biodiesel 
is why Bland uses B20 rather than 
B100, he says, adding that some 
manufacturers will void a vehicle's 
warranty if they can prove use of 
improper fuel was the cause of its sys-
tem's failure. "Using biodiesel can be 
risky," Bland says. "There are people 
out there making faulty biodiesel, so 
every batch you buy has to be tested." 

Cases of faulty biodiesel are some 
of the strongest and most common 
arguments against the fuel, and not 
many things can deter a contractor 
faster. Alternative fuels like biodiesel 
and ethanol have been known to 
soften and degrade certain types of 
elastomers and natural rubber prod-
ucts like fuel pumps and hoses over 
time, and can also result in product 
failure, particularly in machines with 
smaller engines, McNew says. "Etha-
nol blends higher than 10 percent 
could be detrimental, particularly to 
small engines that aren't meant to run 
on it," he explains. "I can see it being 
used for larger vehicles rather than 
outdoor power equipment." 

While some manufacturers dis-
courage the use of biodiesel, the En-

gine Manufacturers Association says 
B5 can safely be used in most engines. 
But the fact remains that any biodiesel 
- whether B5 or B100 - needs to be 
tested. Bland notes the "urban legend" 
his mechanic told him about the 
contractor who had to spend $ 12,000 
to replace his truck's fuel system after 
using contaminated biodiesel. "The 
source failed to mention that he'd 
been using homemade biodiesel that 
had never been tested," Bland says, 
adding that these fears shouldn't stop 
contractors from researching the use 
of biodiesel. "Sometimes the whole 
story doesn't get told." 

COST COMPARISONS. At the 
time of Bland's conversion, biodiesel 
cost more than $ 1 more per gal-
lon than gasoline or diesel fuel. But 
as gas prices have skyrocketed, the 
price of biodiesel has stayed relatively 
the same. Most days, gasoline and 
biodiesel are just about equal, while 
biodiesel is usually 10 to 20 cents 
more per gallon than regular diesel. 
For example, on July 9, Bland paid 
$2.97 per gallon for on-road biodie-
sel. At the pump, gasoline cost $2.97 
and diesel cost $2.85. "To convince 
some environmentally unconscious 
contractors to pay 10 cents more for 
biodiesel would be a hard sell," Bland 
says. "I realize that I'm giving up 12 
cents a gallon when I use biodiesel 
over regular diesel. I'd like to keep 
that margin, but it's a cost I'm willing 
to pay for children in this area to 
breathe cleaner air." 

Although more expensive, Bland 
credits this year's extra $1 million in 
revenue to his choice of more efficient 
fuel. For example, he traded in two 
gasoline-powered trucks that averaged 
8 to 10 miles per gallon for a biodie-
sel-powered van that averages 25 miles 
per gallon. Although he's so far spent 
$12,000 more on gas than last year, 
he's only gone over this year's esti-
mated fuel budget by $4,000. "If you 
can produce $1 million worth of work 
on $12,000 worth of fuel, that's pretty 
damn good," he says. 

Bland admits the availability of 
biodiesel clearly affects its cost, and 
that he's lucky to have several biodie-
sel suppliers in his area, which is 
conveniently surrounded by an urban 
farm community. Research from the 
National Biodiesel Board shows there 
are currently 148 active commercial 
biodiesel production plants in 41 
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states around the U.S. that produce 
1.39 billion gallons of fuel annually. 
And more plants are popping up 
regularly. This past August, the largest 
operating biodiesel plant in the nation 
opened in Grays Harbor, Wash., with 
an annual production capacity of 100 
million gallons. As more contractors 
catch on to the idea of alternative 

fuels, availability will increase, 
Bland says. "Right now people 

in general are reluctant to try 
it," he says. "But if you look 
at a map and identify who's 
using it, you can see that it's 
starting to spread like an 
epidemic." 

PROPANE PLAYERS. 
While most of the focus 
regarding alternative fuels 
is on vehicles, contractors 
also have options when 
it comes to equipment. 
Propane is the byproduct 
of natural gas processing 
and crude oil refining and is 
often referred to as liquefied 
petroleum gas, or LPG. 
According to the Propane 
Education & Research 

Council, propane is the 
nation's third most common 
engine fuel after gasoline 
and diesel, is clean-burning, 
nontoxic and evaporates 
if spilled. Propane can be 
used in both light- and 
heavy-duty vehicles includ-
ing cars, trucks, forklifts 

and buses, and is already 
used somewhat in the land-
scape industry. A handful of 
manufacturers, including 
Dixie Chopper and Envi-
roguard, have commercial 
propane-powered mow-
ers on the market, and 
others have equipment in 
the works. 

When considering 
the benefits of propane, 
some may wonder why 

more propane-powered 
equipment is not avail-
able. Exmark's Bus-
boom says there are 
some obstacles that 
need to be tackled 
for propane-pow-
ered equipment 
to be read-
ily accepted. 

Because propane is a pressurized fuel, 
manufacturers don't have the same 
flexibility with fuel-tank shape and 
size as they do with gasoline-powered 
machines. Typically, a propane tank 
needs to be about 67 percent larger 
than a gasoline tank in order to run 
for the same amount of time before 
having to refuel, Busboom says. In ad-
dition, propane-powered engines will 
generally produce about 10 to 15 per-
cent less horsepower than an equiva-
lent gasoline-powered engine, he says, 
adding that customers may not be 
as happy with the performance of a 
propane-powered mower as compared 
to the gasoline units in their fleets. 
To achieve the same performance as 
a gasoline-powered mower, contrac-
tors would need to purchase a larger 
propane engine option, if available, 
which adds to the cost premium of 
the propane-powered mower. 

Other potential problems with 
propane mowers are fuel availability 
and the ease at which contractors 
can refuel their machines, Busboom 
says. Some companies, like Exmark, 
are currently working with engine 
manufacturers to encourage the de-
velopment of systems that can better 
handle alternative fuels. 

Dixie Chopper introduced its first 
propane-powered mower in late 2005 
in response to emerging legislation 
restricting the emissions of on-road 
vehicles. "We knew it was just a 
matter of time until these restrictions 
trickled down to off-road equipment," 
says Matt Land, national sales man-
ager for Dixie Chopper, Coatesville, 
Ind. "Rather than wait until it was 
mandated, we decided to go ahead 
and get started." 

Acceptance has been - and still is 
- rather slow, Land says, adding that 
most resistance stems from contrac-
tors being unaware of its environ-
mental and economic benefits. Many 
contractors have also questioned the 
safety of sitting between two propane 
tanks and a hot engine. However, 
because propane doesn't emit vapors, 
it has safety benefits gasoline doesn't, 
Land says. "People cook steaks on 
propane grills, so it doesn't make 
much sense to be afraid to mow grass 
with a propane-powered mower." 

In terms of cost, propane can 
cut fuel expenses in half and can be 
purchased anywhere propane tanks 
are sold, like gas stations and even 
Wal-Mart. For example, when gaso-

line cost $3.58 per gallon, propane 
cost $1.72 a gallon. Dispelling the 
idea that propane-powered equipment 
isn't as efficient, Land says the energy 
in a gallon of propane is just about 
equal to that of gasoline - as long as 
it's used in a mower with an engine 
specifically designed to run on pro-
pane. "Propane gets a bad rap because 
many believe it doesn't have the power 
of gasoline," Land says. "Propane has 
different properties, so when people 
try to convert gasoline engines to run 
on propane they can see a good 20-
percent reduction in power, which is 
significant loss of performance." 

Land says this type of bad experi-
ence can deter contractors from the 
propane path. The fact that propane-
powered mowers can cost about $800 
more than their gasoline counterparts 
can also discourage budget-conscious 
contractors. But most commercial 
contractors can quickly make up that 
difference in fuel savings. "Most ac-
countants will say a three-year return 
on investment is good," Land says. 
"That extra $800 could be made up 
in three weeks in fuel savings alone." 

While most contractors aren't 
jumping on the propane bandwagon 
just yet, some may soon have no 
choice. McNew says that government 
regulations will slowly but surely 
increase the demand of propane- and 
electrically-powered equipment. 
For example, there are four counties 
in Arizona that have implemented 
restrictions on noise and pollution 
caused by outdoor power equipment. 
"Contractors in those counties can use 
gasoline-powered machines only if an 
alternative is not available," he says. 
"Propane and electric machines are 
the only types legally allowed in those 
areas. That type of demand is happen-
ing and will continue for sure." 

GETTING THERE. It's this customer 
demand that McNew says is necessary 
for the mass use of alternative fuels 
like ethanol, biodiesel and propane to 
be viable in the future. But until man-
ufacturers sense a demand for new 
types of equipment, available options 
are likely to stay as they are. "It's sort 
of a chicken-and-egg scenario," he 
says. "There is not a lot of incentive 
to be the first manufacturer creating 
something new. The guys that jump 
out ahead of the curve generally loose 
money, but create the momentum for 
someone else to make money." 



electr ic engine options 

An alternative to alternative fuel involves vehicles that run 
on electricity. For example, hybrid cars combine an inter-

nal combustion engine that runs on gasoline and an electric 
motor powered by batteries. The combination allows the 
electric motor and batteries to help the conventional engine 
operate more efficiently, cutting down on fuel use, while the 
gasoline-fueled combustion engine overcomes the limited 
driving range of electric vehicles. 

Sampuran Khalsa, owner of Nanak's Landscaping, Long-
wood, Fla., is one contractor who recognizes the benefits of 
hybrids. Last year, Khalsa remodeled his company's fleet of 
non-production vehicles with seven hybrid Toyota Priuses, 
which get about 50 miles per gallon, and 30 high-efficiency 
Toyota Scions, which get about 30 miles per gallon - a move 
that will save Nanak's 15,000 gallons of fuel this year alone. 

One challenge Nanak's encountered was a cultural 
change of deviating outside the pickup truck, the standard 
vehicle in the landscape industry. "Employees were reluctant 
at first to drive these smaller vehicles, but once they got into 
them and started getting positive feedback from our custom-
ers and people in the community, a general sense of enjoying 
being in the forefront started to happen," Khalsa says, adding 
that, in time, he hopes to increase the efficiency of the firm's 
300 production crew vehicles as well. 

All-electric vehicles, or EVs, are also on the market. EVs 
do not have internal combustion engines, and are recharged 
using electric power grids. Tesla Motors, a San Carlos, Calif. -
based manufacturer of EVs, says benefits of these vehicles 
include reduced dependence on foreign oil, zero emissions 
and a cost of less than 2 cents per mile driven. While there 
are more electric cars than trucks available today, some 
manufacturers are entering the fleet market. For example, 
Phoenix Motorcars in Rancho Cucamonga, Calif., produces 
zero-emission, freeway-speed fleet vehicles, including electric 
trucks and SUVs for commercial fleet use. 

Battery-powered equipment is also popping up in the 
landscape industry. After a year of researching various 
methods of alternative fuels, Kelly Giard, founder of Clean Air 
Lawn Care in Fort Collins, Colo., decided electric equipment 
was the most sustainable choice. The company currently has 
10 branches throughout the U.S., all of which operate with 
battery-powered push mowers and hand-held equipment. 
Current battery technology is not strong enough to operate 
riding mowers, which Giard runs on biodiesel, he says. 

Giard's battery-powered machines are charged with solar 

or wind power. It takes four to eight hours to fully charge 
a machine, which will run for about one hour, he says. 
This can create problems, such as having to haul multiple 
backup machines to each job. Batteries also tend to drain 
more quickly if a lawn is at all wet, Giard says. But benefits 
include healthier employees, cleaner, quieter equipment, 
and total independence from the need for fuel. "The eco-
nomic plus is we don't have to buy gasoline, and electric-
ity is cheap," Giard says, adding that it costs $5 to $10 a 
month to charge his eight to 10 push mowers. 

Giard has been encouraging manufacturers to improve 
the technology. For example, current mowers do not come 
with interchangeable batteries so once its battery dies, the 
entire mower is out of commission until it's recharged. 
Giard compares it to the cell phones of the early 1980s 
vs. the high-tech options available today. "In the next five 
years, I think we'll look back and laugh at the equipment 
we're using now," he says, adding that as battery technol-
ogy improves, the machines will improve. 

Hydrogen is an energy carrier similar to a battery and is 
also a contestant in the alternative energy race. Hydrogen-
powered vehicles are currently available on a very limited 
basis - 200 public vehicles existed in the U.S. as of April, 
according to information from the Gale Group. Most of 
these vehicles are found in California, where the bulk of 
the research on them is taking place. Additional research 
indicates that hydrogen-powered outdoor equipment is not 
far behind. A recent breakthrough in fuel-cell design could 
make hydrogen-powered systems practical in machines 
as small as lawn mowers and chainsaws. Prior to this 
research, fuel cells were inefficient on such small scales 
due to the need for fuel recycling and excess hydrogen in 
standard designs. The new design allows for 100 percent 
of the fuel to be used and eliminates the need for a fuel 
recycling system. 

Kurt Bland, owner of Apex, N.C.-based Bland Land-
scaping, says he is anxiously awaiting the appearance of 
hydrogen-powered vehicles on the market, but adds there 
are many challenges to overcome before that can feasibly 
happen. One such challenge is the need for hydrogen 
fueling stations, and another involves the safety of working 
with hydrogen, which is an explosive gas. "Hydrogen ve-
hicles will be the future of transportation, but I don't think 
we'll see any real progress on them for at least the next 10 
years," Bland says. 

Land couldn't agree more. He and 
others at Dixie Chopper have been 
somewhat frustrated with the slow 
acceptance of their propane-powered 
mower. Although sales have doubled 
each year since the mower's 2005 
introduction, Land predicts selling 
fewer than 500 this year, compared to 
about 15,000 gasoline-powered riding 
mowers. He expects sales to spike in 

the next few years as more municipali-
ties find ways to be green, adding that 
Phoenix's local government recently 
placed orders for propane-powered 
mowers. "Anytime a company pio-
neers into a new market with a new 
concept it takes a little while to catch 
on," he says. 

Governments also can encour-
age the use of propane by extending 

on-road tax incentives to apply to off-
road equipment, Land says. Currently 
there are numerous tax incentives for 
people who use or produce alterna-
tive fuels, as well as a federal income 
tax credit of 50 cents per gallon for 
people who run propane-powered 
forklifts. "If legislators would apply 
that incentive to propane mowers, 
that much more money could go in 
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contractors' pockets," he says. "Most 
contractors don't mow grass from 
dawn to dusk because they're nice 
guys, but because they're trying 
to make a living. If they can save 
money using propane they'll do it." 

Education will also be an impor-
tant component of creating aware-
ness on the topic of alternative fuels, 
and Brian Feehan, managing direc-
tor of engine fuel programs for the 
PERC, Washington, D.C., says it's 
on the way. For example, the council 
is currently in the middle of a com-
prehensive marketing campaign to 
publicize the development of a new 
propane-powered F-150 pickup 
truck. The truck's new liquid injec-
tion technology gives it the same 
horsepower, torque and pulling 
capacity of its gasoline-powered 
counterpart. The council plans 
to spread its message through 
trade shows, trade publications, 
advertisements and manu-
facturer partnerships. "With 

this new truck, customers will see 
no difference in ability, and that's a 
substantial change," Feehan says. "We 
went into our pickup truck develop-
ment program knowing customers 
using alternative fuels want the same 
performance as conventional fuels and 
we were able to meet that challenge." 

Some state or federal standards 
will also have to come into play for 
manufacturers to provide appropriate 
equipment to run on alternative fuels, 
McNew says. Today, Environmental 
Protection Agency standards require 
an oxygenate in fuel for emissions rea-
sons and mandate that most machines 
be able to run on 0 to 10 percent 
ethanol. But as individual states 
adopt their own ethanol standards, 
manufacturers will have a hard time 
keeping up. "Some states are saying 
they'll accept fuel with 15 percent 
ethanol, while others are agreeing to 
30 percent," McNew says. "When you 
have different levels of ethanol around 
the country you're getting outside that 

operating window of 0 to 10 percent, 
which can create issues with engine 
material compatibility." 

So it seems those involved in the 
world of alternative fuels have come 
to three primary agreements: todays 
gas prices are too high, the country's 
dependency on foreign oil is too 
strong and alternative fuels need to be 
tested and standardized before they're 
used. And most also agree that now 
is the time to work out the kinks. 
"People sometimes have a nega-
tive connotation to alternative fuels 
because they think it's just a bunch 
of hippies trying to save the world," 
Bland says. "But really it's responsible 
people from responsible companies 
making responsible decisions." H 
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For information about alternative fuel tax 
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Not quite ethanol but not quite biodiesel, using 
vegetable oil is yet another alternative way to run 

a vehicle. Brad Wolfe, owner of Organo-Lawn in Boul-
der, Colo., currently runs nine of his 14 trucks on waste 
vegetable oil, or WVO, and plans to convert his entire 
fleet before 2009. Wolfe gets his oil free from a local 
restaurant that would otherwise have to pay to dispose 
of it. "We're actually running our trucks on a recycled 
product because the oil has already been used once 
for cooking food," Wolfe says. 

One of the main factors that influenced Wolfe to 
switch was the health of his employees and of the en-
vironment. Another was the ever rising, and unpredict-
able, cost of gasoline. He found it near impossible to 
budget or price his services accordingly as gas prices 
fluctuated almost daily, reaching more than $3.20 a 
gallon. "We found we were constantly over or under-
pricing and we wanted control over that," Wolfe says. 

To convert the WVO into usable condition, it first 

has to be filtered to remove food particles and carbon 
built up from cooking. For about $2,000, Wolfe and his 
crews built an in-house filtering system which he says 
took some "trial and error" to get just right. "It's such a 
new thing that even some of the resources we were us-
ing as guides didn't have good methods of how to do 
it," he says. For example, many sources say one should 
filter oil down to 10 microns, which Wolfe says would 
clog a filter within a week. The company triple-filters 
the oil down to 1 micron, so one filter can last a few 
months, or about 3,000 miles. Between 120 and 150 
gallons is delivered to the company each week, which 
takes about four hours to filter, Wolfe says. 

A conversion kit is then needed to transport the 
fuel into and out of the trucks. (Oil will not ignite until 
it reaches 100 degrees Fahrenheit, so it needs to be 
purged from the truck's system before it cools in order 
for it to start up the next day, Wolfe says.) The kits cost 
about $1,500 each, and Wolfe currently has seven with 
two more on the way. Because oil thickens as it gets 
colder, filling up a truck can take from five minutes on 
a hot summer day to 30 minutes during cold winter 
months. Ejecting the fuel can be done in seconds with 
the touch of a button, Wolfe adds. 

All in all, it costs Wolfe about 25 cents to collect 
and filter a gallon of vegetable oil. WVO is also consid-
ered a zero-emissions fuel, because the carbon that 
is released into the atmosphere when it is burned is 
"cancelled out" by the carbon absorbed by the plants 
grown to create the oil, Wolfe says. Another advantage 
is the buzz the company's environmental conscious-
ness creates in the Boulder area that gets clients talk-
ing about more than just its lawn care services. "When 
you do something new, people talk about it," he says. 

However, the switch is not without its cons. Wolfe's 
WVO-powered vehicles require more maintenance 
than his other trucks. There was also a huge learning 
curve he and his crews had to tackle, especially during 
the initial transition last year. For example, most of the 
available kits are designed for cars rather than trucks, 
so parts like the fuel lines were not as durable as 
they needed to be. "The idea of these kits was kind of 
pushed onto the market before the kinks were worked 
out," Wolfe explains. "We had to do some modifica-
tions to retrofit them in a way that works well for us." 
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Behind the. _ 

Merger 
While a range of behind the scenes business 

moves have occurred since John Deere acquired 

LESCO, strong customer service remains the 

primary focus moving forward. 

In 1962, Jim Fitzgibbon and Bob Burkhardt founded a local supply 
business - Lakeshore Equipment and Supply Co. - selling primarily turf 
maintenance equipment to lawn and landscape contractors near its Cleve-
land, Ohio, headquarters. 

Forty five years later, that internationally known company - LESCO 
— reached more than $570 million in sales through its 325 plus service centers 
and 120 stores-on-wheels. 

Throughout 2006, LESCO headlined the news as it transitioned from its 
dual focus as both a distributor and manufacturer and struggled with profit-
ability and keeping shareholders happy. Amid management changes and per-
sistent sales rumors, LESCO continued to open new locations and build and 
strengthen relationships with landscape contractors who relied on LESCO 
not only for product purchases but technical expertise. 

Earlier this year, John Deere purchased LESCO and merged it with its 
subsidiary, John Deere Landscapes. The acquisition was the conclusion of 
months of preparation and homework by John Deere management to not 
only increase the volume of consumable products sold by John Deere Land-
scapes, but to complement John Deere s Golf & Turf One Source business, 
which focuses on bringing solutions to golf course superintendents. 

At press time, the two companies were working toward integration, but 
were not yet fused into one organization. 

Long-time John Deere employee, David Werning, president of John 
Deere Landscapes and senior vice president of the John Deere Commercial 
& Consumer Equipment Worldwide, was at the center of the acquisition. He 
spent considerable time in the field interviewing both employees and custom-

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

http://www.lawnandlandscape.com


I N S I S T ON A U T H E N T I C C L E A R Y L A N D S C A P E P R O D U C T S : 
3336 F | 3336 WP | 26/36 | Endorse | Alude | Spectro 90 | TriStar 30 SG 

| Protect DF | Spotrete | Sentry | Buck Off 

Read and follow all label directions. The Cleary logo is a trademark of Cleary Chemical Corporation. TriStar is a registered trademark of Nippon Soda Company LTD. ©2007 Cleary Chemical Corporation. 



Cleary. 
Because landscapes this 

beautiful shouldn't be 
left to chance. 

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

Count on Cleary's TriStar* for effective, broad spectrum 
control of key, economically important insect pests like aphids, 
mealy bugs, caterpillars, scales, whiteflies, thrips, leaf eating 
beetles and leafminers. Odorless and fast-acting, this nicotinyl 
insecticide provides the longest lasting foliar spray effects 
on the market today 

Why leave the health and beauty of your landscapes to 
chance? Discover all the advantages of TriStar" insecticide 

and our complete line of landscape products 
by contacting your local distributor or 
visiting www.dearychemical.com. 
We'll make your day look better than ever. 

CLEARY 

Discover TriStar® -
the #1 Foliar insecticide growers 

have trusted for years. 

C E L E B R A T I N G 7 0 Y E A R S OF I N N O V A T I V E T E C H N O L O G Y I U N P A R A L L E L E D C U S T O M E R S E R V I C E 

http://www.dearychemical.com


ers in a sincere effort to ensure expert 
customer service during the transition 
and into the future. 

In an exclusive interview with 
Lawn & Landscape magazine, Wer-
ning discusses the acquisition and 
future plans for the company. 

L L : How does a larger organization 
(John Deere Landscapes) meet the 
needs of customers better than a 
smaller one (LESCO)? 
DW: Business takes place on the 
local level. Therefore, we believe that 
customer service can only be provided 
at the local level. Corporately, things 
can be centralized for efficiency, but 
customer service isn't one of them. 
Whether its a small one-store opera-
tor or a company with 650 locations, 
the customers experience is defined 
by the service provided locally. 

We're a larger company that allows 
us to do some things that smaller 
businesses can't do. Subsequently, our 
store managers can keep their eye on 
the ball and take care of the customer. 
Local stores are authorized to make 
decisions based on the unique needs 
of their customers. 

The professional landscape con-
tractor has a significant amount of 
interaction with his distributor. In 
many cases, it's the most important 
and significant relationship they have. 
Manufacturers can't do that. 

L L : How have LESCO employees 
responded to the merger? 
DW: The reception that we've re-
ceived from all field employees - both 
John Deere Landscapes and LESCO 
- has been refreshing and far exceeded 
my expectations. It's what you hope to 
see - cooperation taking place at the 
local level. For example, if a LESCO 
store has to make delivery of three to 
four pallets of product for a customer 
and can't make it for some reason, he 
can call a John Deere Landscapes guy 
and ask for help. 

L L : Everyone wants to know how 
many service locations will close as 

a result of the merger. Please set the 
record straight. 
D W : There's no initiative that says 
we're going to close stores. It's not in 
any part of our planning. Once the 
acquisition was announced, we visited 
John Deere Landscapes and LESCO 
customers in 10 major metro service 
areas for their input. We asked them 
to help build a business model that 
would work. Much of this business is 
about the people. It would be a mis-
take to close branches and lose their 
expertise. We plan on increasing sales 
and stores, so why lose people? 

We have cases where branches are 
located across the street from each 
other. As leases expire, we'll look at 
the long-term viability of each loca-
tion. As long as we can provide the 
same level of service we will con-
sider consolidating stores, but we will 
maintain the people from each store 
who have the product line expertise 
and customer relationships. 

Over the next four to five years, 
we have a robust schedule of open-
ing new stores. We see a tremendous 
opportunity to expand in areas where 
we currently don't have a significant 
presence. John Deere Landscapes now 
has about 300 stores, LESCO has 350 
and 110 stores-on-wheels. Our plan 
is to grow north of 20 to 30 stores a 
year. We're underrepresented in the 
West, so there's a growth opportunity 
for us. If we didn't close any stores it 
wouldn't disappoint me. 

L L : What is the total job loss at 
LESCO? 
D W : In the best of situations, a 
merger calls for change. I don't have 
a specific number of employees who 
will be eliminated. We keep focus-
ing on how we'll run the company 
moving forward, and the number of 
people the business will demand. I 
don't mean to be evasive. Our driving 
belief from day one is to rightsize 
the company moving forward. The 
changes we've already made at the 
Cleveland, Ohio office were about 
rightsizing. 

L L : What's changed at the local 
level? 
DW: It's a big company. We still need 
to peel the onion back and see what's 
different. There's different reporting 
and operating procedures, but the 
reality is that much hasn't changed. 
It's still a familiar person behind the 
counter. Where LESCO has been and 
where it's returning to is similar to the 
way John Deere Landscapes operates. 
You can't provide customer service 
from afar. The only person who is 
able to make those decisions relative 
to customer service is the guy stand-
ing behind the counter. He is trained 
and educated. At the end of the day, 
it's his job to make the decisions 
necessary to ensure the customer is 
provided with the service needed. 

L L : What will happen to the 
LESCO name? 
D W : We have two strong names in 
LESCO and John Deere Landscapes. 
It would be ridiculous to get rid of 
the LESCO brand name. From a con-
sistency standpoint, we'll convert the 
storefronts over time from LESCO 
to John Deere Landscapes. But we 
have no intentions of removing the 
LESCO brand from the products. 

L L : What will happen with the 
LESCO Stores-on-Wheels? 
DW: The primary graphics on the 
trucks will stay the same, but the 
John Deere Landscapes name will 
be added. We have no physical truck 
changes on the horizon. Products car-
ried on the trucks will be determined 
by customer requirements. 

L L : How much product crossover 
will appear at former LESCO and 
John Deere Landscapes branches? 
DW: When we open a new store in a 
new area there will be extensive cross-
over of products. However, in markets 
with a density of stores the crossover 
will be minimal. 

If customers who regularly go into 
a LESCO store need maintenance or 
repair parts for an irrigation system, 
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COME VISIT US AT THE GIE+EXPO, BOOTH #11192. 
SPECIAL APPEARANCE BY DARYL "MOOSE" JOHNSTON 
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WE MAKE TOOLS 
LIKE WE MAKE 
PROMISES. 
FOR KEEPS. 

Tough Tools - Season After Season 

L L : How similar are the customer bases of John Deere 
Landscapes and LESCO? 
DW: Our John Deere Landscapes customers have primarily 
come from the installation side of the business i.e., irrigation, 
hardscapes and nursery. LESCO customers are more main-
tamers of the landscape i.e., lawn care, mowing and fertilizing. 

The merger of John Deere Landscapes and LESCO is one 
of both expertise and customers. We think we can provide 
service to both audiences particularly as contractors diversify 
their service offerings. We can simplify the distribution model 
and reduce the number of vendors they need to work with. 

L L : How has distribution changed and evolved since 
youve worked with John Deere Landscapes? 
DW: Certainly, there's been consolidation. I think a lot of it is 
because of the need for scale and scope, and the need to pro-

You can count on 
Agri-Fab® tools and 
attachments. They're 
designed to be smart, 
built to be tough and 
guaranteed to last, 
with the industry's only 
3-year warranty. Visit 
www.agri-fab.com. 

DARYL "MOOSE" JOHNSTON, 
DALLAS FOOTBALL LEGEND. 
MEMBER OF THREE CHAMPIONSHIP 
TEAMS. PLAYED 149 CONSECUTIVE 
GAMES, SEASON AFTER SEASON, 
FOR 11 YEARS. 

we'll carry those. But we won't carry a full line of irrigation 
products. It's all about the convenience of the customers and 
it will evolve over time. The key is to maintain the expertise at 
the store and not to dilute the focus on any customer. 

L L : What relationship will the John Deere Landscapes/LE-
SCO branches have with John Deere equipment dealers? 
DW :The first phase is operating John Deere Landscapes and 
LESCO as one company. We need to get systems and pro-
cesses squared away. LESCO mowers will continue to be sold 
in the same manner as they are currently sold, but long-term 
we will certainly look for opportunities and ways to help our 
Deere dealer partners. 

L L : Tell me about the history of John Deere and the evolu-
tion of John Deere Landscapes. 
D W : John Deere is an agricultural company, which is both 
good and bad because of the cyclical nature of the industry. 
John Deere has worked to diversify itself and really focused in 
on brand definition in the green industry. John Deere looked 
at both the manufacturing and distribution sides of the busi-
ness as well as the professional landscape contractor. In 2000, 
we started talking to folks which culminated in the acquisi-
tion of McGinnis Farms. That was followed by Century Rain 
Aid in 2001. Those two companies became our platform 
for John Deere Landscapes. Four years later, based on John 
Deere's commitment to the green industry and the strong 
performance of John Deere Landscapes, we acquired United 
Green Mark. At its core, John Deere is an engineering and 
manufacturing company. John Deere Landscapes starts where 
John Deere ends. As far as systems and processes go, the two 
companies don't overlap that much. 

John Deere Landscapes' management began with myself 
and one other employee. The rest came from the acquisitions 
based on their individual industry expertise. We relied heavily 
on the existing management teams. The vast majority of the 
senior management is still around today and now includes 
some LESCO managers. 

USE READER SERVICE # 40 
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vide services customers are requesting. 
As business has evolved, the 

customer segments we serve in the 
professional landscape industry look 
at distribution for more than product 
and product expertise. They look for 
non-product ways to assist them in 
their businesses educating them on 
business processes or things that make 
them more efficient or cost effective. 
Its accelerated in the last five years 
and will continue to accelerate. 

We talk to our customers every 
day asking them for ideas and sug-
gestions besides the basics. Delivery 
capabilities, fair and reasonable pric-
ing and knowledgeable people behind 
the counter are key. Its where a large 
part of distribution is going. 

L L : What do you anticipate from 
the service industries - lawn care, 

landscape and golf - that you serve 
over the next few years? 
D W : We have opportunities to look 
at the markets - individually and 
combined - to develop a business that 
can best serve each market, grow our 
stores and identify new customers. 

John Deere saw LESCO as the 
leader on the consumable side of the 
business. By combining consumables 
with equipment i.e., LESCO stores 
and stores-on-wheels working in 
tandem with John Deere dealers, we 
will provide an integrated business ap-
proach to the superintendent and the 
contractor. 

L L : Describe your management 
style? 
DW: I'm a believer in empowerment. 
I've never enjoyed being microman-
aged. I like to be told what the objec-

tives are and be given the freedom to 
operate within those objectives. Its 
no different than how our customers 
want to be serviced. 

L L : Who are your mentors? 
DW: I'm very fortunate to have 
learned from everybody I've worked 
for. I've learned a lot from inspiration 
and a lot from perspiration. You are an 
accumulation of people you've inter-
acted with, and the ones I've enjoyed 
most are the ones who liked to learn 
and liked to listen. Attitude is the 
biggest driver. If you are a believer in 
people with a positive approach, you'll 
generally get more out of them. I 
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David Werning, president of John Deere 
Landscapes. 
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LUCKO 
Landscape contractors across the 
U.S. were affected this year by things 
out of their control, such as housing and 
fuel prices, but they were still able to turn 
around growth despite the cards 
they were dealt. 
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Resilience 
Reigns 

Most contractors believe 2007 was a good year, despite late 
worries brought on by a shaky housing market and increasingly 
cautious client spending. 

"Housing Markdown" 
"Mortgage Mayhem" 
"Jobs Decline" 
"Oil Prices Hit All Time High" 
"U.S. Very Near Recession" 

The headlines dominating major newspapers and magazines across the country 
lately don't necessarily make the average landscape company owner feel good 
about the growth of his or her business now and into 2008. 

But as history illustrates, the industry is surprisingly resilient. Most of the year 
brought more than enough work and adequate profit for the majority of landscape 
contractors, according to Lawn & Landscape research and extensive interviews 
with contractors serving various service and customer segments across the United 
States. Customers who didn't have the time or interest in doing their own lawn 
care, maintenance or design/build projects before still don't. Homeowners want 
yards their children can play in during evenings and on the weekends, while com-
mercial property managers still want to attract customers to prim, professional-
looking properties. 

And the numbers support this theory. The average net revenue increase for 
landscape contractors this year is 16 percent with a 10.9 percent net profit margin, 
according to Lawn & Landscape State of the Industry research, conducted by inde-
pendent research firm ABR Research with more than 700 contractors responding. 
And contractors are calling this "not excellent, but good." So while the figure is cer-
tainly healthy for a typical small business, the confidence of the average landscape 
business owner is a bit fragile. But for any entrepreneur in a slightly shaky market, 
maybe this is the best mind-set to have, suggests industry consultant Jim Hus-



COMPETITIVE CONCERNS 
Source: Lawn & Landscape research 

ton. "The general trend is pretty positive, but I always 
remind people, it's America - there are always wrinkles," 
says the owner of J.R. Huston Enterprises, Englewood, 

Colo. "The economy is pretty strong, in spite of the 
recent stock market shift. In fact, 2007 started out 
stronger than anticipated. It's softened up a bit in the 
last couple of months, but generally it's been good." 

It's these "last couple of months" that seem to 
have contractors'nerves tensing up. 

GROWTH GOALS. Most of the landscape contrac-
tors we talked to across the U.S. cited 10 to 15 per-
cent revenue increases, pretty much in line with the 

research average. Again, this is considered healthy 
growth by many industry and business consultants. 

However, the recent news has contractors feeling less 
enthusiastic about their success. 

For instance, Dan Cheslock, president of $1 million Mountain-
eer Lawn Care in Morgantown, W. Va., calls his 10-percent growth 

years in 2006 and 2007 "good but not outstanding. On the national level, with the foreclosures 
and house building being down, it's not good for the industry, but in landscaping we tend to be 
a little insulated from that."Cheslock's business is 80 percent chemical lawn care for 90 percent 
residential clients. 

In Massachusetts, Michael Ciccarelli, owner of Ciccarelli Landscape in Woburn, also expe-
rienced about 10-percent growth this year. With an 80-percent maintenance business and 80 
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your market? 
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Less than $50,000 20.2% 58.0% 8.5% 13.3% 3.0% 8.3% 2.4% 79.8% 
$50,000 - $99,999 18.5% 49.6% 10.8% 14.7% 6.3% 6.3% 3.7% 72.2% 
$100,000 - $199,999 17.4% 37.7% 10.7% 21.7% 7.1% 6.3% 3.8% 67.6% 
$200,000 - $499,999 19.0% 31.3% 14.4% 26.3% 11.4% 4.2% 4.1% 66.1% 
$500,000 - $999,999 10.7% 27.1% 10.8% 32.5% 7.7% 3.8% 4.8% 56.4% 
$1 million or more 14.3% 21.3% 10.0% 32.9% 12.5% 4.0% 4.2% 45.9% 
A v e r a g e ( S a l e s From) 4 0 % 1 1 % 2 2 % 8 % 6 % 4 % 6 6 % 



percent residential customers, he 
says, "customers may not be willing to 
spend the big bucks to rip out a land-
scape and redo it, but they are willing 
to spend the money to maintain and 
add to what they have." 

Contractors who do predominantly 
commercial work are touting similar 
figures. Bruce Birdsong, president 
of $10 million Precision Landscape 
Management, Dallas, cites 10- to 
15-percent growth for his 70-percent 
commercial maintenance business. 

Even for predominately residential 
design/build and renovation/remod-
eling businesses, which some say 
should be feeling the effects of the 
unstable housing market the most, 
growth has been stable. Business is 
up about 10 percent for Surroundings 
by NatureWorks in Carmel, Ind., says 
President Randy Sorrell. However, 
recent stock market news does make 
him nervous about his high-end 
customers. "The economy is a little 
tenuous, so I'm not quite as confident 
as I was a couple of weeks ago but we 
are booked out pretty far with some 
projects so that puts us in a good 
position," he says. "Though 99 percent 
of our business is cash and check, I'm 
worried about the credit market for 

2008. A tight credit and bond market 
tends to make people nervous, so 
they may not spend as much." 

Bill Lillie, owner of Sprigs & Twigs 
Landscapes in Gales Ferry, Conn., feels 
the same way, despite the fact that 
his $410,000 business is enjoying a 32 
percent increase over 2006, exceeding 
sales goals in all business segments 
- mostly installation, design and 
maintenance to 90 percent residential 
customers. But just as contractors 
are getting worried about the recent 
headlines, so are customers, and Lillie 
has noticed this in his region. "Overall, 
the economy has had an adverse af-
fect on our business, even though our 
sales are up significantly for the year," 
he says. Customers are out there, but 
they are harder to get. We are seeing 
more tire-kickers and do-it-yourselfers. 
For the first time this year, we traveled 
out of state to New York and Massa-
chusetts to serve qualified customers. 
The housing market is poor - there are 
many homes for sale with no apparent 
sales activity for many months. While 
home sellers should be spending 
money improving curb appeal, there 
seems to be a current reluctance to 
spend money on landscaping. But I 
expect this to change fairly dramati-

cally as the housing market further 
weakens and sellers come to realize 
they must do everything possible to 
sell their homes, especially by improv-
ing curb appeal with landscaping." 

In fact, fickle is one word many use 
to describe today's homeowner, who 
is much more susceptible to short-
term planning and the emotions the 
economic concerns evoke and there-
fore much more volatile compared 
to their commercial counterparts, 
Huston says. 

According to the U.S. Commerce 
Department, consumer spending 
is modest. Retail receipts grew 0.3 
percent in August, the same pace as in 
July. Looking at some specific mar-
kets, motor vehicles and parts sales 
grew 2.8 percent, furniture purchase 
receipts grew 0.5 percent, electronics 
grew 0.4 percent and health care grew 
0.3 percent. Building materials spend-
ing, as expected in response to the 
housing slump, dropped 1 percent-
clothing sales dipped 0.1 percent and 
gasoline receipts plunged 2.4 percent. 

Overall, these reasonable spend-
ing levels don't scare contractors too 
much. "It's still a good, strong market," 
points out Chuck Carr, president of $1 
million Carr Landscape Management, 

R e g i o n N u m b e r o f E m p l o y e e s 

Multi-family 
structures 

Commercial/ 
industrial 

Government/ 
institutional 

West/ 
Southwest 

East/ 
Midwest 

South/ 
Southeast 1 -2 3 - 4 5 - 9 10-24 25 or more 

3.4% 13.7% 1.6% 13.2% 22.7% 22.0% 39.4% 17.9% 5.9% 6.5% 2.6% 
6.2% 18.7% 2.6% 24.9% 15.9% 17.0% 28.9% 26.1% 16.4% 6.5% 5.1% 
5.9% 22.6% 4.3% 13.8% 19.5% 17.6% 20.6% 29.1% 19.7% 9.7% 3.8% 
5.1% 25.1% 1.9% 19.1% 17.7% 21.4% 8.9% 22.3% 42.8% 13.8% 9.0% 

12.1% 25.7% 5.4% 11.1% 11.5% 8.8% 0.0% 4.5% 13.1% 33.1% 11.5% 
10.7% 30.7% 11.2% - .. - 18.0% 12.7% 13.1% 2.2% 0.0% 2.0% 30.6% 67.9% 
7.0% 22.0% 4.0% respondents 26.1% 46.9% 25.2% 26.8% 20.0% 22.7% 18.5% 11.6% 

Average 
(Sales) $808,598 $547,345 $574,313 $183,194 $165,485 $304,276 $843,347 $2,869,551 

Source: Lawn & Landscape research 
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CONTRACTORS 
INCREASE PRICES 
10 PERCENT 
Many business owners believe a price 
increase will drive customers away but 
those offering something unique may be 
surprised by their pricing power. Pricing 
issues often vex small businesses, especially 
in today's climate with competition rising 
along with cost. But veteran business 
owners and pricing experts say that if more 
small companies freshly examined their 
competitive positions and service offerings, 
they would find they could raise prices, 
keep key customers and boost their bottom 
lines. 

For instance, if you enjoy a 10-percent 
profit margin, a 1-percent service price 
increase can deliver a 10-percent hike in 
profits, experts say. 

To cover rising fuel and labor expenses, 
contractors interviewed said they generally 
raised prices in the 3- to 5-percent range 
this year, depending on the service offered. 
Many expect to raise prices the same levels 
next year. 

But when looking at residential and 
commercial mowing prices in Lawn& 
Landscape research, contractors raised 
prices even higher -11.6 and 10.1 percent, 
respectively, in both service categories. 
Residential mowing prices jumped from 
$39.50 per hour in 2006 to $44.10 this year, 
and commercial mowing prices increased 
from $43.70 last year to $48.10 this year. 

Consultants applaud these increases. 
The reason? Owners know their costs are 
rising but sometimes forget that fuel prices 
are soaring and workers are demanding 
higher wages. In turn, consultants say busi-
ness owners don't appreciate the value of 
the added quality they offer, their fast and 
reliable service, or other superior benefits 
they provide - or could provide - to justify 
higher bills. In essence, industry experts 
say price doesn't always matter as much as 
contractors think it does, especially if cus-
tomers want what they can't get elsewhere. 

Porter Ranch, Calif. "The difference 
recently is people are shopping a bit 
more than they would last year. They 
are getting more proposals and taking 
longer to approve them. There's a little 
nervousness with the whole mort-
gage issue - people are being more 
cautious. They're still spending, but 
just taking longer. There's still plenty 
of work out there." 

When people take longer to make 
decisions, "that is not a sign of an 
economy that I would call robust," 
adds Huston. 

SERVICES & CUSTOMERS. While 
there are contractors touting positive 
growth from every service segment, 
the one area in which owners might 
be feeling the biggest impact because 
of housing's slowdown is new design/ 
build/installation projects. Contrac-

tors offering that service as their main 
focus might want to start looking 
at other areas like maintenance and 
existing landscape renovations/en-
hancements to keep business at cur-
rent revenue and profit levels and/or 
grow business, Carr suggests. 

"People who pulled big equity 
loans out of their homes in the last 
two to three years to finance toys 
and wants like big landscaping have 
blown their wad and have nothing 
left now - that would account for the 

slowdown in nonessential-type jobs," 
explains Todd Patton, president of Pat-
ton Property Maintenance in Heymar-
ket, Va. "But the people who really had 
money before still have money and 
are getting the regular maintenance-
type work done." 

Jamie Bush, president of Jamie's 
Lawn Service in Piano, Texas, agrees. 
"People are going to cut many other 
expenses before their own lawns," he 
says. "Even in the worst case scenario, 
residential maintenance will be OK." 

Landscape maintenance is the 
most profitable service for Ciccarelli. 
"What I've seen is the construction 
end slow down and the maintenance 
end pick up," he says. 

"Not as much as what was getting 
spent is being spent on installation, 
I agree," says Paul Wieting, owner, 
Seagull Lawn Services, Houston."But 

when people start cutting back on 
big landscape projects, it will free up 
enough of the money that is left that 
they will do what they can to make 
what they already have look better." 

The rapid move of more contrac-
tors offering maintenance services 
as housing problems worsen can 
negatively affect current maintenance 
contractors by increasing competition 
for clients, meaning job profitability 
could decrease, points out industry 
consultant Bruce Wilson, Wilson-Oyler 

The Ave rage 2007 L a n d s c a p e Con t rac to r 
Gross Sales $626,867 
Years in business 13.7 
Total Employees 14.4 (7.1 seasonal and 7.3 year-round) 
Net Profit 10.9% 
Net Operating Cost Change 16.1% 
Revenue Per Employee $45,756 (considering 13.7 total employees) 

Source: Lawn & Landscape research 
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The Toro Dingo compact utility loader 
helps you do more work in less time. 
With more than 35 attachments that can be changed in seconds, manual 
labor and equipment costs aren't the only things it saves. The light footprint of 
Toros wheeled and tracked models minimizes damage to existing landscapes. 
Call I-8OO-DIG-TORO for a demonstration, or visit toro.com/dingo. 

m 
TORO Count on it. 



S E R V I C E S T A T S 
WHAT WAS THE FASTEST GROWING SERVICE FOR YOUR BUSINESS IN 2007 AND WHAT 
DO YOU PREDICT WILL BE YOUR FASTEST GROWING SERVICE IN 2008? 

SERVICE % OF CONTRACTORS 2007 % OF CONTRACTORS 2008 

Design/build/installation 33.1% 36.1% 

Mowing/maintenance 30% 23.8% 

Lawn care 17.3% 15.9% 

Irrigation 8.9% 10.4% 

Trees & ornamentals 4.8% 5% 

Snow removal 3.3% 3.2% 

Waterscapes 2.6% 5.6% 

WHAT PERCENT OF YOUR ANNUAL SALES COME FROM THE FOLLOWING SERVICES? 

SERVICE % OF SALES 

Lawn mowing/maintenance 39.5% 

Construction/design/build 22.1% 

Lawn care 11.2% 
Other (lighting, consulting, seeding, etc.) 9.7% 

Irrigation 7.7% 

Trees & Ornamentals 5.7% 

Snow & Ice Removal 3.6% 

WHAT PERCENT OF YOUR ANNUAL SALES COME FROM THE FOLLOWING 
PROPERTY TYPES? 

PROPERTY TYPE %OF SALES 

Single-family residential 66.1% 

Commercial/industrial 21.6% 

Multi-family structures 6.9% 

Government/institutional 4.1% 

Other 0.5% 

BY WHAT PERCENT HAS YOUR TOTAL GROSS SALES REVENUE CHANGED FROM 
2006 TO 2007 IN THE FOLLOWING CATEGORIES? 

SERVICE NET % CHANGE 

Total revenue 16% 

Chemical/fertilizer services 13% 

Lawn maintenance 12% 

Construction 12% 
Irrigation services 12% 

Snow/ice control 11% 

Arbor/tree care services 7% 

Nursery/retail 4% 
Source: Lawn & Landscape research 

Group, Thousand Oaks, Calif. "They 
start coming in and bidding pretty 
competitively on maintenance, so it 
does eventually affect the mainte-
nance contractors. It always has and 
probably always will." 

And, according to the research, 
contractors already feel the com-
petitive pressures in their respective 
markets with 65.3 percent calling their 
markets oversaturated and another 
9.1 percent referring to them as ex-
tremely oversaturated. 

According to the research figures, 
all service segments queried showed 
net percent increases this year, with 
chemical/fertilizer services taking the 
lead at 13 percent, followed by lawn 
maintenance, design/build and irriga-
tion all at 12 percent, snow and ice 
removal at 11 percent and arbor/tree 
care services at 7 percent. 

Beyond the staple services like 
construction and maintenance, spe-
cialty services like landscape and holi-
day lighting, water features and deer 
control, will continue to grow, predicts 
industry consultant Ed Laflamme, 
Grass Roots Consulting, Wilton, Conn. 
In fact, waterscapes topped the list of 
new services companies plan to offer 
in 2008, followed closely by irriga-
tion, according to Lawn & Landscape 
research. "As contractors try to grab 
more market share from their existing 
clients, these kinds of services are sol-
id, encourage recurring revenue and 
they aren't affected by the economy 
as much," he says. 

Lee Helmberger, owner of Lee's 
Lawn Service, Omaha, Neb., is one 
such contractor who has added on 
a niche service - gutter cleaning 
- to his 60-percent maintenance, 
40-percent tree and shrub business. 
Customers asked the company, which 
plans to bring in between $70,000 
and $ 100,000 in revenue this year, to 
perform the service while it was out 



trimming trees, and Helmberger says 
it's been profitable. "It's something a 
house with a lot of surrounding trees 
on the property might need two or 
three times a year," he shares. "We 
already have the equipment - a back-
pack blower - and we've been able to 
wrap the service into our fall cleanup 
services." 

Another service opportunity on the 
horizon is irrigation. "Water is an issue 
more everywhere with higher demand 
for water because of drought - there 
is just not going to be enough water" 
Wilson says. "The ability to manage 
water is eventually going to become a 
core competency that contractors are 
going to have to have." 

This all points toward the general 
trend in corporate America to offer 
customers a one-stop shop, Arlington 
points out. "The ability to offer the 
customer one contract and manage 
everything from there is huge," he says. 

In terms of client segments, while 
the residential market is experiencing 
some waves as a result of real estate 
challenges, "the commercial market is 
relatively strong," Huston says. 

Brett Lemcke, vice president of $2 
million RM Landscape in Hilton, N.Y., 
agrees, saying his commercial clients 
seem to be spending a lot more than 
they have in the past. 

Wilson, however, feels the commer-
cial market will feel the effects of the 
tighter credit situation at some point 
-just later than the residential market. 

"I think the commercial market is 
starting to slow down," he points out. 

This is one reason Ciccarelli isn't 
expanding into the commercial 
market as quickly as he could because 
he's worried property managers will 
soon become overly price conscious. 
"I've been offered large commercial 
jobs and I've refused because it's too 
easy to lose that business the first 
time someone else comes along and 
underbids you," he says. 

What strategies do consultants of-
fer for contractors to lessen the blow 
of the unstable residential market, the 
potentially volatile commercial market 
and an increasingly competitive main-
tenance service segment? 

Don't try to outbid the other guys," 
Laflamme suggests. "The best strategy 
is to market additional services to 
existing clients. See if they will incre-
mentally spend 10 to 15 percent more 
- that will offset any losses. 

"It would be smart to tighten 
your belt a little, and if backlogs are 
starting to shrink, bid tighter,"Wilson 
advises. "And bid more work because 
you're not going to close as much. 
Increase your sales activities and then 
tighten your belt." 

"Focus on your own plan and how 
you're going to execute it," Huston 
adds. "How contractors fare in this 
economy will have less to do with the 
external economy and more to do 
with their training, computerization 
and systems." IN 

MEDIAN VS. 
MEAN 
In most research studies, the average - or 
mean - is revealed, which shows the total 
divided by the number of respondents. 

But in some cases, a number known 
as the median, or the mid-point where 
50 percent of respondents are above and 
50 percent are below, can actually show 
a more typical picture because it is not 
skewed by larger figures normally reported 
by a smaller percentage of respondents. 

For instance, according to this year's 
survey, the average revenue is $626,867. 
For economic impact studies, this number 
is sound - it provides an average figure 
counting all companies who responded, 
which represents a good mix of all types of 
contractors in appropriate percentages. 

But when looking at the median, the 
revenue drops to $200,000, meaning 50 
percent of contractors'gross sales are 
below this number and 50 percent are 
above. So we took the research figures and 
split them in two using $200,000 as the 
mid-point to see if there were any average 
differences between the half who are 
below this mark and the half above it. 

Here are some of the key findings: 
• Larger companies did more commercial 
work on average compared to their smaller 
counterparts. They also did more design/ 
build over maintenance work. 
• Larger companies charged between 
$1.80 and $4.30 more per hour for residen-
tial and commercial maintenance work. 
•The average contractor in the less than 
$200,000 category will bring in $80,296 in 
2007 gross sales, while the average con-
tractor in the more than $200,000 category 
will bring in $1.3 million in gross sales. 
• Larger companies paid their employees 
more - from 60 cents (for experienced 
mower operators) to $5.90 (for experi-
enced irrigation technicians) an hour in 
the hourly wage category jobs and from 
$7,454 (for foremen) to $39,968 (for own-
ers) per year in the salaried positions. 



B y N i c o l e W i s n i e w s k i 

Real Estate's 
Rocky Road 

Economists and contractors analyze recent housing news 
to better plan for business in 2008. 

As the housing market grinds through what some call its worst slump in a decade, some 
wonder how long it will take before the economy starts to slump along with it. 

Most agree the immediate cause of the housing slump is the end of a flawed boom 
that was fueled by subprime lending and speculative buying - all of which happened at a 
swift and overstretched level. Not to mention, home prices in some areas jumped to un-
heard-of levels, and homeowners who got used to them are now overreacting to prices 
that have dropped from these levels but are probably more in line with normal growth, 
economists say. 

According to the National Association of Realtors economic outlook, released in Sep-
tember, the market should expect a 1.3-percent decline in existing home prices in the 
fourth quarter of 2007 compared to a year earlier. This means prices will be down approx-
imately 1.7 percent for the year. The group also sees continued weakness in new home 
prices, with values down 2.2 percent this year, and down 3 percent in the first quarter of 
2008 compared to the first quarter of this year. 

Regarding the pace of existing home sales, NAR forecasts an 8.6 percent drop in the 
pace of sales this year, topping the 8.5 percent drop seen in 2006. While the group be-
lieves existing home sales should rebound 5.8 percent in 2008, that would still leave the 
volume of sales more than 11 percent below the record sales of 7.1 million seen in 2005. 
New home sales volume is expected to drop even more sharply, posting a 23.8 percent 
drop this year and another 7.4 percent drop in 2008. Housing starts are expected to post 
similar declines each year. 

Despite these figures, economists say a resulting recession, which often is defined as 
two or more consecutive quarters of negative growth and/or job losses, is possible. After 
all, that's what happened the last time real estate hit a major slump in 1990, albeit it was 
relatively mild. 

Though the housing industry itself is in recession and those who have lost homes are 
suffering financially, a slump by itself doesn't always drag the rest of the economy down 
with it, economists point out. The housing industry represents a relatively small piece of 
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the U.S. economy - about $1.5 trillion 
of the $13.8 trillion in gross domestic 
product, according to John Schoen, 
senior producer MSNBC.com. For in-
stance, government spending at $2.7 
trillion is a bigger piece of that pie, he 
says, adding that "mortgage defaults 
are probably still rising, but the overall 
dollar impact of these painful events is 
still relatively small." 

Also, other signs are not point-
ing toward a national recession. 
Though job growth slowed in July, 
the economy grew 3.4 percent in the 
second quarter of 2007 and added 2 
million jobs in the first half of the year. 
According to the quarterly Anderson 
Forecast, released in September by 
the University of California at Los 
Angeles, the GDP will grow just more 
than 1 percent for the fourth quarter 
of 2007 and the first quarter of 2008. 
And 70 percent of the economy is 
based on consumers buying goods 
and services, and demand here still 
remains strong, Schoen adds. 

Economists do report a higher risk 
of downturn today vs. six months ago, 
but the general consensus seems to 
be the odds are against a recession. 
"Economic growth will remain 'tepid' 
for the remainder of 2008 and return 
to 3 percent in 2009," says David 
Shulman, senior economist for the 
Anderson Forecast. 

Many contractors seem to agree 
with this assessment, adding that 
the credit crunch may be the big-
gest factor affecting their customers. 
"This is not the first time there have 
been issues with foreclosures, but 
maybe the first time in many of the 
adult lives of people in our industry," 
points out Andrew Garulay, owner 
and landscape architect, Yarmouth 
Port Design Group, Yarmouth Port, 
Mass. "The 1990-1991 recession was 

way worse than now - mortgage rates 
were in the high teens. Optimism is 
great, but the reality is this happens in 
cycles and we have been in an extra 
long and potent cycle. A great deal 
of what we do is unnecessary and is 
essentially a luxury. Make no mistake, 
when things are tight, the first things 
to go are the luxuries. We are vulner-
able to bad economies - that is a fact. 
Whether we are heading into one or 
not is yet to be seen." 

Bill Smallwood agrees. "Let's 
look back at the last 10 years where 
home prices have increased almost 
100 percent," says the owner of W.J. 
Smallwood Landscaping in Salem, 
N.H. "What has driven the economy? 
Cheap money. When you can borrow 
thousands, if not hundreds of thou-
sands for 4 or 5 percent, you take it. 
People from all economic classes took 
this money and invested it into their 
homes. At another time maybe some 
of this money would have gone to 
extravagant vacations but due to the 
uncertainty across the world many 
people chose to take their free money 
and reinvest it into their homes. 

"Now with the home values on the 
decrease, mortgage rates going up, 
mortgage lending qualifications get-
ting stricter and the subprime lenders 
going out, it is going to affect the 
way everyone spends," he continues. 
"Money is going to start to have more 
value again as people won't be able to 
just write another home-equity check. 
People will actually have to take from 
savings to pay for their projects." 

According to industry consultant 
Bruce Wilson, contractors are enjoying 
a pretty decent year, despite housing 
woes, mainly because landscaping is 
the last trade on most sites. "It's the 
next 12 months contractors are wor-
ried about," he says. 

According to a report released by 
the US. Census Bureau in Septem-
ber, the fastest growing housing 
markets in 2006 were located in 
Arizona, Florida, Texas and Nevada. 

At the state level, Florida 
added the highest number of 
homes (273,000) followed by Texas 
(198,000) and California (181,000). 
Among the states with the fastest 
growth rate, four out of five states 
are in the West: Nevada (4.5 per-
cent), Arizona (3.5 percent), Idaho 
(3.4 percent), Florida (3.3 percent) 
and Utah (3.1 percent). The only 
state with a drop in housing units, 
falling by 5.7 percent, was Loui-
siana. Overall, there were 126.3 
million housing units in the United 
States in 2006, a 1.4 percent in-
crease from 2005. 

As a result, many contractors are 
keeping an eye on changes in their 
regional economies and making 
adjustments accordingly. "We have 
started putting into place plans for a 
major downsizing in order to ride out 
the next two to three years, espe-
cially since I do not see the economy 
getting any better with a presiden-
tial election upcoming,"Smallwood 
shares, offering contractors advice. 
"Be prepared for a lot of uncertainties. 
Be prepared to tighten your belts. Pay 
attention to your financials and make 
the hard decisions." 

While 2008 may prove rocky for 
some, the National Association of 
Home Builders does view 2009 as a 
solid recovery year, according to its 
September report. While the NAHB 
predicts housing starts to be down 
17 percent in 2007 and 12 percent in 
2008, it predicts housing starts to be 
up by 12 percent in 2009. • 



Something to Watch: 
Private Equity's Influence on Consolidation 

One thing to watch this year is the landscape 
industry's national companies in light of 
recent private equity deals, says consultant 
Bruce Wilson, former president of Environ-
mental Care and former vice president of 
ValleyCrest Cos. 

In the last 12 months the industry's Big 
Three, TruGreen, ValleyCrest Cos. and the 
Brickman Group all underwent some type of 
private equity transaction. TruGreen's parent 
company ServiceMaster completed a deal to 
be bought out and made private by Clayton, 
Dublier & Rice; ValleyCrest Cos. sold majority 
ownership interest to MSD Capital, the private 
investment firm of Michael Dell, chairman 
of Dell Inc.; and the Brickman Group, which 
has held private equity partners since 1998, 
recapitalized with Leonard Green & Partners. 

In addition to raising the profile of the 
green industry in the eyes of financial commu-
nity, these transactions reflect the industry's 
largest companies'greater access to capital 
for further growth, whether it's organic or 
through acquisitions."Brickman, ValleyCrest 
and ServiceMaster have private equity behind 
them now more so than before," Wilson says. 
"Will there be more acquisitions? Possibly. It's 
something to watch." 

Brian Corbett, managing partner for CCG 
Advisors, an Atlanta-based growth and exit 
strategy consulting firm, foresees a slight 
increase in the number of acquisitions among 
the industry's largest firms, but not like the 
roll ups that took place a decade ago. "It's not 
like the wild west days of '97, '98, '99, when 

LandCare and TruGreen got everyone fired 
up,"Corbett says. "Brickman and ValleyCrest 
realize they can't buy 10 companies per year 
and integrate them successfully." 

Since their private equity deals took place, 
ValleyCrest acquired three firms, including 
Homestead, Fla.-based Tropics North, which 
reported $37.1 million in revenue in 2006. 
Brickman also completed three acquisitions 
since its recapitalization in January. Expect 
TruGreen to make some acquisitions, too, 
once its investors define the path they'll take 
to grow the business, Corbett says, noting 
the deal just closed in July and private-equity 
buyers usually hold their investments for four 
to seven years. "[ServiceMaster's buyers] are 
going to have to dig in and grow the busi-
ness," he says. "Acquisitions are almost always 
part of that." 

The Davey Tree Expert Co. - the industry's 
fourth largest company - is in growth mode, 
too, with 13 acquisitions in three years. 

What types of companies are likely to 
be acquired by the industry's largest firms? 
Companies in the Sun Belt that don't rely on 
snow revenue are attractive, Corbett says, as 
are maintenance firms with strong recurring 
revenue portfolios. But ancillary services like 
tree care and irrigation are on buyers' radars, 
he adds. And size does matter, especially in 
markets where the buyers do not already have 
a footprint. In a region where buyers are es-
tablished, they're likely seeking better density 
and market share, so there may be opportu-
nity for $1-million to $5-million companies. • 
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Labor in Limbo 
More of the same this year: 
no comprehensive immigration 
legislation, the H-2B program 
remains flawed and recruiting 
challenges persist. 

Landscape business owners frequently name personnel issues as the part of their 
work that keeps them up at night. Contractors say pressures include obtaining a 
reliable workforce that allows them to fulfill client contracts, maintaining a steady 
flow of work to provide for employees and their families and offering those em-
ployees fair compensation. 

As an entrepreneur Chuck Carr, president of Carr Landscape Management in 
Porter Ranch, Calif., is confident in his ability to make sales, but he often worries 
he won't have the staffing on a reliable basis to get the work done. In addition 
to day-to-day employee worries like safety and timeliness, business owners face 
unforeseen challenges. This summer, one of Carr's employees lost a family mem-
ber. "It's a horrible situation," Carr says. "I'm paying him because I feel bad for him, 
but I also have to find a replacement. And that type of thing happens every day 
in businesses everywhere. As a business owner, employee issues are probably the 
biggest thing you worry about." 

UNEMPLOYMENT'S EFFECTS. David Whitcomb, owner of Creative Exteriors, a Dills-
burg, Pa.-based full-service landscape company, sees labor becoming a problem 
as his company grows from the $1 -million range to $2 million-plus. "The people 
we have are great, but we need to find a few more," he says. "I can see it being a 
limiting factor for us. I'd like to hire a few more key people, but quite honestly I 
haven't found them yet." 

Part of the reason Whitcomb might be having trouble is Pennsylvania's 
historically low unemployment rate, which reached 3.8 percent in March of this 
year. Eleven other states also have logged historically low unemployment rates 
through the first eight months of 2007, including Alabama, Alaska, Arizona, 
Idaho, Nebraska, New Mexico, New York, Texas, Utah, Washington and West 
Virginia. The national unemployment rate in August 2007 was 4.6 percent, which 
was also the 2006 yearly average. Until last year, the U.S. hadn't experienced such 
low levels of unemployment since before 9/11. 

Hiring "key people"- supervisors, middle-managers and the like - as Whit-
comb would like to do, is tough everywhere, contractors say. 



Even in Michigan, where the unem 
ployment rate is 7.2 percent, prospec-
tive employees aren't knocking down 
contractors'doors. "My biggest con-
cern right now is getting people right 
out of college who want to spend 
time in the field and then move into 
a crew leader or supervisor role," says 
DJ. Vander Slik, owner of DJ.'s Lawn 
Service, Grand Rapids, Mich. "A lot of 
guys coming out of the two- or four-
year schools tend to be leaving for 
larger markets like Chicago or North 
Carolina. Maybe it's the economy in 
Michigan. It's frustrating." 

In the Charlotte, N.C., area where 
Mark Smith operates Environmental 
Design Landscape, managerial roles 
are tough to fill. "We can grow the 
supervisor out of the foreman, but it's 
hard for them to make that next step 
to manager or assistant manager," 
Smith says. "We can hire foremen and 
executives, but the gap between that 
is tough." 

While companies are strapped for 
potential leaders, owners know the 
key to growth is attracting, retaining 
and developing employees from the 
bottom up. Access to reliable produc-
tion labor allows them to create more 

NO IMMEDIATE FIX FOR 
IMMIGRATION OR H-2B 
In June, the Senate took up the bipartisan-drafted, Bush Administration-
backed comprehensive immigration reform bill. Industry members and 
associations generally supported the bill, hoping it would bring some 
relief to their labor challenges and reform the seasonal temporary worker 
program. After a raucous debate in the national media, the bill collapsed 
in late June, leaving contractors only the existing H-2B program. 

Following the downfall of comprehensive reform, the Department 
of Homeland Security in August issued new immigration enforcement 
reforms including a new rule for employers who receive letters from the 
Social Security Administration and DHS saying an employee's Social Secu-
rity number does not match the government's database. Experts say this 
move could require landscape companies to lay off workers in droves and 
in turn could further tax the H-2B program as demand for legal foreign 
workers will increase. 

Some say the new rules threaten to violate workers' rights, unfairly 
burden employers and require them to use error-prone Social Security 
records as a tool for immigration enforcement.This summer the AFL-CIO 
filed a lawsuit to stop the government from enforcing the plan. A federal 
judge in California granted a temporary restraining order prohibiting the 
SSA from sending out"no-match"letters to as many as 140,000 employers 
as planned on Sept. 14. (As of press time, a hearing on the matter was set 
for Oct. 1.) 

In addition, the failure to pass the Save Our Small and Seasonal Busi-
nesses Act of 2007, which extends the provisions that exempts returning 
workers to be counted against the 66,000 H-2B cap, would exacerbate 
the strain on legal workers. (As of press time, Congress has not passed 
the repeat-worker exemption, which expires on Sept. 30.) 

In conjunction with the new no-match rule, DHS also expressed its 
intent to reform the H-2B program; however, employer groups say such 
reform would take at least a year to execute and will fail to provide the 
immediate relief needed as a result of DHS's new no-match rule. 

DHS told employer groups that regulatory reform for H-2B is the best 
solution outsideof enacting comprehensive immigration legislation. Unfor-
tunately, it could be years before Congress takes up immigration again, as 
politicians typically won't touch such a divisive issue during a presidential 
election year or during the first few years of a new presidency. 

Bob Grover, president of Pacific Landscape Management in Hillsboro, 
Ore., sums up the helpless feeling many contractors have right now. "The 
country needs to resolve the illegal immigration issues whileacknowledg-
ing that theestimated 15 million illegals cannot be replaced without some 
form of guest worker program," he says."H-2B is a Band-Aid and not the 
solution. We cannot change it and I am afraid Congress will not fix it, as 
all they want is a political solution which will probably not work." 
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crews, thus more foremen, supervisors, 
account managers and so on up the 
chain of command. That's why many con-
tractors turn to the federal H-2B program 
for seasonal, temporary workers. 

But spring 2007 was a tough time for 
many contractors who rely on the H-2B 
program. Delays were widespread, and 
they cost contractors a lot of business. 
Smith estimates H-2B delays cost him 
about $80,000. Workers were supposed 
to arrive in late February or early March, 
but didn't show up until June. 

Whitcomb attributes a 40 percent 
lapse in sales during the first four months 
of 2007 to H-2B delays. His workers were 
seven weeks late. "That's part of the 
reason our irrigation sales are down 12 
percent this year," he says. "I wasn't able 
to sell it in the spring because we didn't 
have our installers." 

The painful H-2B process this year 
coupled with the downfall of compre-
hensive immigration reform and the 
Department of Homeland Security's new 
immigration enforcement rules leaves 
the industry uncertain about its pool of 
labor for the future. (See "No Immediate 
Fix for Immigration or H-2B," page S15.) 

"We were able to get the workers we 
need, but the process has been slow in 
Mexico," says Bruce Birdsong, Precision 
Landscape Management in Dallas. "It's 
tough to get appointments because of 
backlog. I think it will continue to be a 
problem." 

A LOOK AT WAGES. Employee requests for 
wage increases were common this year, 
several contractors observed. "Because 
of the increase in price of fuel and ev-
erything else our employees purchase, 
everyone is looking for more than a cost-
of-living increase in their pay,"Vander 
Slik says. To deal with these requests, 
his company diligently gives employee 
reviews three times a year and allots pay 
increases on a case-by-case basis. 

Contractors also note that this year's 
increase in the federal minimum wage 
may have an effect on their businesses in 
the future. In May, President Bush signed 
the Fair Minimum Wage Act of 2007, 
which increased minimum wage for the 
first time in a decade and includes provi-
sions for two more increases through 
2009. On July 24, federal minimum wage 
increased to $5.85 (up from $5.15); it will 

Wage Report - Hourly 
POSITION AVERAGE HOURLY WAGE BY COMPANY REVENUE 

All firms Under $200,000 $200,000 or more 
Mower Operator (entry-level) $8.00 $7.60 $8.50 
Mower Operator (experienced) $10.40 $10.10 $10.70 
Spray Technician (entry-level) $8.00 $5.80 $9.80 
Spray Technician (experienced) $11.10 $8.90 $13.10 
Construction (entry-level) $8.40 $7.40 $9.30 
Construction (experienced) $12.30 $10.60 $13.80 
Irrigation Technician (entry-level) $7.60 $5.30 $9.50 
Irrigation Technician (experienced) $10.90 $7.70 $13.60 

Source: Lawn & Landscape research 



Wage Report - Salary 
POSITION AVERAGE SALARY BY COMPANY REVENUE 

All firms Under $200,000 $200,000 or more 
Foreman $28,099 $23,122 $30,576 
Designer/Architect $39,696 $31,411 $43,185 
Account Manager $37,412 $20,391 $41,629 
Supervisor $37,196 $22,375 $40,823 
Owner/President $58,031 $35,346 $75,314 

Source: Lawn & Landscape research 

rise to $6.55 next July 24 and to $7.25 on 
that day in 2009. Though many contrac-
tors already pay well above the federal 
minimum wage or operate in states that 
have higher minimum wage standards, 
they're expecting a general strain on 
their pay scales. 

In Oregon, where Bob Grover oper-
ates Hillsboro-based Pacific Landscape 
Management, the state minimum wage 
is adjusted for inflation by a calculation 
based on the Consumer Price Index. "It 
has risen from $5.50 per hour in 1997 to 
$7.80 per hour in 2007 and will likely be 
$8 per hour or more in 2008," Grover says. 
"Although we have always paid above 
the minimum wage, the constantly rising 
minimum wage has put much pressure 
on our overall wage scale. Our average 
wage has risen over 20 percent in the 
past three years." 

While wages at Grover's company 
may be going up, industry wages overall 
are generally stagnant or down, Lawn 
& Landscape research shows. The aver-
age wage paid to an hourly employee 
was down 6 percent from last year; the 
average salary was down 5 percent. One 
theory behind lower average wages is 
the advent of more, smaller companies in 
the industry as a whole. 

Companies with revenues less than 
$200,000 pay considerably less for both 
hourly and salaried positions than their 

larger counterparts - which may drive 
down averages (see wage report sidebars 
above and on page SI 6). 

DOING SOMETHING ABOUT IT. To com-
bat some of the difficulties surrounding 
labor, contractors say they're stepping up 
training and recruitment efforts hand in 
hand. 

Though it can be difficult, Vander 
Slik believes college recruiting is the 
way to go. This year he attended his first 
Student Career Days, sponsored by the 
Professional Landcare Network. He didn't 
garner many leads from the event, but he 
says it will take a few years for this strat-
egy to be effective, as DJ.'s Lawn Service 
doesn't exactly have the name recogni-
tion that Brickman or Davey Tree do. 

At Pacific Landscape management, 
a general recruitment strategy is to 
continue to grow to provide greater op-
portunities for employees. "As we grow, 
opportunity exists for employees at all 
levels," Grover says. "We emphasize train-
ing and continual development, which is 
very exciting for applicants and existing 
employees." 

Vander Slik offers a view of personnel 
management that many landscape con-
tractors likely share: "If I never had to deal 
with human resources again that would 
be awesome," he says. "But that's what we 
sell. Labor." • 
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Policing the P&L 
Not surprisingly, the cost of 
doing business is going up. 
Contractors do what they can 
to limit their ever-increasing 
expenditures. 

To anyone who's ever looked at a landscape company's profit and loss statement, it's 
no secret that the cost of doing business is ever-increasing. The average landscape 
firm's total operating costs increased 16 percent from 2006 to 2007, according to Lawn 
& Landscape's State of the Industry research. 

"Everything is creeping up from insurance to fertilizer," says Ed Laflamme, president 
of Grass Roots Consulting, Wilton, Conn. "Increases are across the board, and things 
aren't just going up 2 or 3 percent. Some areas are exponential." 

THE COST OF HEALTH CARE. No doubt when Laflamme says "exponential" he means 
health insurance. At R.M. Landscape, like many businesses across the country, double-
digit increases in health insurance premiums have become the status quo. "We know 
it's going up and there's nothing we seem to be able to do about it," says Brett Lemcke, 
vice president of the Hilton, N.Y.-based construction, maintenance and snow removal 
firm. Two years ago the company reduced it's coverage to a plan that would be more 
affordable for employees. Nevertheless, R.M. saw an 11 percent increase in health 
insurance costs this year. 

R.M. isn't alone. A study the Henry J. Kaiser Family Foundation released in August 
says premium increases have been between 8 and 14 percent per year since 2000, 
though inflation and changes in workers'earnings are typically in the 3 to 4 percent 
range. The Kaiser study also confirms that small businesses across the country are 
being forced to reduce coverage or pass more health insurance costs along to their 
employees. Green industry consultant Jim Huston of J.R. Huston Enterprises, Engle-
wood, Colo., sees the trend of passing along increases to employees in the landscape 
industry. "A lot of contractors are capping it at something like $200 per person per 
month and the employee pays the rest," he says. 

All of the increases have landscape business owners researching alternatives in 
addition to the standard practice of shopping health insurance every year. Mark Smith, 
president of Environmental Design Landscape in Newell, N.C., had to raise co-pays 
slightly this year to control costs. He's so frustrated by the current system, he's kick-
ing around the idea of identifying the monetary value he pays for each employees' 
benefits and turning that money over to them. "I'd like to say, go to the marketplace 



and do what you'd like with it," Smith says. "As 
an individual, you can get insurance that's 40 
percent less expensive than a business can. It's 
so out of control, so we're having these conver-
sations right now." 

Matt Bakker, vice president of administra-
tion for Landscape Design Services, a Holland, 
Mich.-based design/build and maintenance firm, 
hopes his company's new "health by choice" 
plan will be the answer. "We implemented a new 
plan Aug. 1 with only a 2 percent increase in cost 
but a higher level of benefits," he says. The plan, 
provided by a local carrier, requires employees 
to get an annual physical, have some basic tests 
done and fill out an online health questionnaire. 
If they don't comply within 90 days, their benefit 
level decreases. "The hope is by creating an 
awareness of health issues and going to the doc-
tor more often, it will reduce costs," Bakker says. 

OTHER INSURANCE COSTS. Though health 
insurance is rising, contractors are grateful to 
report the costs of other types of coverage are 
holding steady. 

"Workers'comp is fairly stable, even in Califor-
nia where it had been a debacle," Huston says. "In 
most of the country it's typically about 8 percent 
of payroll for landscape labor, and in California 
in the last few years it's about 6 percent." Gen-
eral liability has been stable since the post-9/11 
increases, Huston adds. 

David Whitcomb, president of Creative Exte-
riors, Dillsburg, Pa, says workman's comp and li-
ability have been on par with recent years. "With 
workman's comp, our guys have been very good 
and very careful this year, so we haven't had any 
claims or huge spikes," he says. "And with liability, 
there's not huge issue there. It's nothing more 
than what we were anticipating." 

FUEL COSTS. As with increasing health insur-
ance costs, contractors - and Americans in gen-
eral - are getting used to the fact that the prices 
at the pump are trending upward. After prices 
skyrocketed in late summer of 2005 as a result of 
the active hurricane season, fuel prices last year 
remained high. The 2006 national retail average 
for all formulations of regular gasoline was $2.57 
per gallon; the national retail average for No. 2 
diesel was $2.70 per gallon, according to the U.S. 
Energy Information Administration. 

Though fuel remains a top concern (it ranked 
No. 1 on a list of contractors"'business-limit-
ing factors"), this year contractors knew to 
expect burgeoning fuel budgets and prepared 
themselves to handle the situation. "It seems 
to me they're conditioning people to get used 
to the high prices," says Lee Helmberger, owner 
of Omaha, Neb.-based Lee's Lawn Service, a 
maintenance and tree care business. "In Omaha 
we follow the national trends as far as fuel prices 
-1 just filled up with diesel at $3.02 a gallon. For 
a good part of the summer diesel was cheaper 
than gas, but now they're leveling off and start-
ing to meet again." (See graph "Fuel Price Track-
ing," on page S21.) Helmberger accounts for the 
price of fuel by raising prices. This year he raised 
prices between 5 and 7 percent. "I didn't lose 
any customers, so I've used that for a measuring 
stick that we're doing pretty well," he says. "My 
customers have been good about understand-
ing my costs are increasing all the time." 

Other contractors are finding innovative ways 
to keep fuel costs down - like tightening routes 
and dropping customers on the outskirts of their 
service areas. Whitcomb created an incentive 
program that has caused fuel costs to drop - his 
fuel costs are 14 percent less this year than they 
were at this point in 2006. How? The company 
started a program that encourages crews to stay 
on the job site all day long - no side trips for 
lunches or forgotten supplies. Each crew has its 
own credit card and fuel budget - and the crew 
members get to split the difference between 
their budget and balance at the end of the 
month. "As long as we stay under budget, they 
get to keep that money," Whitcomb says. "The 
benefit for me is they stay under budget and on 
the job site, so they're more productive." 

In Porter Ranch, Calif., Chuck Carr feels very 
little relief at the pump. "Prices are still high here, 
it just now dropped below $3 a gallon," says the 
president of Carr Landscape, a maintenance and 
renovation firm. "Fuel is 37 percent higher this 
year over last year and I don't have any more 
trucks, so it's tied directly to the price of gas." 
Though he says he doesn't panic too much over 
fuel, which is only about 3 percent of his total 
budget, he has taken some measures to reduce 
costs, like trading in his pickup for a four-cylinder 
car that gets better gas mileage. It makes sense, 
Carr says, because he logs a lot of miles doing 



2007 EQUIPMENT SPENDING Source: Lawn & Landscape research 

How would you characterize 

your equipment/service 

Significant decrease over 2006 
2.6% 

budget in 2007? 
Decreased 
somewhat 

8.3% 

Did not change 
26.9% Increased 

somewhat 
46.4% 

Significant sales - not an activity that requires a gas-guzzling truck. He's pleased 
increase over with the savings, but he knows that's not the end of cost increases 
2006 this year. Carr adds: "Of course labor, insurance and rent went up." 
15.8% \ 

\ HARD AND SOFT GOODS. High fuel costs hit contractors 
\ indirectly, too, as their suppliers' costs typically increase at a 

similar pace. 
Rich Arlington, president of Arlington Lawn Care, a 

$3 million full-service firm in Erie, Pa., has seen a 12 percent 
price increase in his soft goods over the last year."Hydroseed 
mix, plants, irrigation supplies. They all tell me, it's fuel and 

insurance," he says. 
Though many contractors say growers and nurseries raised 

prices several percent or boosted delivery costs, the average 
contractor spent 23 percent less on plant material in 2007 vs. 2006, 

State of the Industry research shows. This could mean one of two 
things, contractors say - there are more small companies in the market that 

don't provide plant installation, which would bring down average expenditures, or widespread 
regional droughts in the spring and early summer could have slowed plant purchasing. 

In addition, price increases in plant material and seed have caused some contractors to 
rethink their purchasing strategies. Instead of pre-purchasing these materials and spending time 
and materials to maintain them, companies are practicing the just-in-time aspect of lean man-
agement. For example, Bakker works with a seed supplier that provides next-day delivery, so he 
doesn't have to stockpile seed. And although his company has the space to hold plant material, 
he's focusing on paring down the stock to reduce the labor and maintenance costs of holding 
plants on-site. "We're trying to dial back the green goods we carry and purchase as-needed to 
stay a bit leaner," he says. 

Several contractors say many of their suppliers didn't increase prices this year, indicating they 
understood the landscape companies were feeling the pinch. "A lot of vendors held their prices 

A Look at Equipment & Supply Spending 
Category Average 

Expenditure 
% Change 
from 2006 

Technology (computers, business/design 
software, GPS systems) 

$12,544 55% 

Trucks & trailers $51,842 29% 
Water features $27,386 24% 
Landscape lighting $12,519 23% 
Snow & ice products $16,651 22% 
Mowers (walk-behind/riding) $17,051 17% 
Pesticides/fertilizers/PGRs $37,283 14% 
Irrigation controllers/valves/sprayheads/rotors $42,345 -8% 
Handheld equipment (backpack/handheld 
blowers, trimmers, edgers, chainsaws) 

$3,902 -13% 

Equipment rentals $2,867 -20% 
Trees/shrubs/plants/seed/sod $70,331 -23% 

For more equipment information, visit the 
October Onl ine Extras for the Outdoor 
Power Equipment Institutes model year 
shipment forecasts. 

Source: Lawn & Landscape research 
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Fuel Price Tracking 
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steady over 2006, especially plants and shredded 
bark mulch," says DJ. Vander Slik, president of 
DJ.'s Lawn Service, Grand Rapids, Mich. "We were 
very happy about that - it was very appreciated." 

Arlington noticed the same thing. "Prices 
have been staying pretty good for us," he says. 
"Manufacturers have been cordial to our indus-
try - they understand we're struggling, too." 

In terms of equipment, contractors say they 
made purchases that would help them run a 
more efficient operation in light of increased fuel 
and labor costs. "I don't see much of a hold-
back on equipment purchasing, because that's 
what's saving the contractor money," Laflamme 
says. Plus, dealerships are rife with zero-percent 
financing offers on equipment and trucks. 

State of the Industry research supports 
what Laflamme has seen among his clients. 
The average contractor spent 20 percent less 
on equipment rentals in 2007 than 2006, but 
boosted truck/trailer and mower expenditures. 
On average, contractors spent $51,842 on trucks 
and trailers (29 percent more than last year) and 
$17,051 on mowers - a 17 percent increase over 
2006. 

Vander Slik, who purchased $500,000 worth 
of equipment this year, says he sought new 
equipment with better engines that would boost 
efficiency and reduce maintenance costs. 

Lemcke, who notices mower prices eking 
up, says his company looked more to online 
auctions and out-of-state purchases this year 
to keep an eye on spending. "Contractors have 
always been a little careful, especially with big 
purchases," Laflamme says, "But they're still mak-
ing purchases they know are going to increase 
productivity." 

In light of boosting efficiency and produc-
tivity, investments in technology and software 
are up this year. The average contractor spent 
$12,544, or 55 percent more, on computers, 
software and technology this year than last year, 
according to the research. 

Arlington is one contractor who's invested 
in technology in recent years. "We've made 
purchases in data and customer management 
systems - it allows us to manage more data with 
less people," he says. Does he think investing in 
technological advancements is a trend in the 
industry? "It should be," Arlington says. K 



I Our annual list of the landscape industry's top earners, ranked by revenue. 
This list first appeared in the June issue. 

L a w n ^ L a n d s c a p e t o p 1 0 0 l i s t 

2007 
Rank 

Last 
Year Company HQ Location 2006 Revenue 

% change 
from 
2005 

Expected 
% change 
for 2007 

Year-round 
employees 

Seasonal/ 
part-time 
employees 

1 1 The TruGreen Cos. Memphis, Tenn. $1,496,595,000 1 2 n/r n/r 

2 2 ValleyCrest Cos. C^alabasas, Calif. 5870,000,000 n/r n/r n/r n/r 

3 3 The Brickman Group Gaithersburg, Md. $506,000,000 17 15 1,900 5,850 

4 4 The Davey Tree Expert Co. Kent. Ohio $467,000,000 8.3 5 5,500 600 

5 Scotts LawnScrviceA Marysville, Ohio $210,000,000 14 15 1,500 230 

6 6 Gothic Landscape Valencia, Calif. $171,000,000 15 -12 1,800 n/r 

Bartlett Tree Expert Co. Stamford, Conn. $142,000,000 15.6 9 1,400 200 

8 8 Initial Tropical Plants Riverwoods, III. $112,000,000 n/r n/r 1,150 150 

9 U.S. Maintenance Norristown, Pa. $93,205,800 n/r n/r 462 0 

10 10 Lawn DoctorA Holmdel, N.J. $87,000,000 10 9 800 150 

11 9 Weed Man** Mississauga, Ontario $83,774,250 6 5 750 2500 

12 11 OneSource Landscape & Golf Services Tampa, Fla. $78,000,000 0 n/r 1,200 200 

13 12 U.S. LawnsA Orlando, Fla. $76,000,000 12 10 1,475 420 

14 13 Vila & Son Landscaping Corp. Miami, Fla. $61,042,000 9.1 10 720 0 

15 14 American Civil Constructors Littleton, Colo. $56,500,000 2 5 300 300 

16 26 Autumn Landscaping Englewood, Colo. $52,800,000 40 20 800 n/r 

17 15 The Care of Trees Wheeling, 111. $51,897,982 6.1 463 14 

18 16 Chapel Valley Landscape Co. Woodbine. Md. $46,500,000 0 5 330 190 

19 19 Grounds Control Division of Sanitors** San Antonio, Texas $45,700,000 11 20 n/r n/r 

20 18 Acres Group Professional Landscaping Wauconda, 111. $45,100,000 11.1 13.1 106 644 

21 36 Choatc Irrigation USA Carrollton, Texas $45,000,000 30 15 350 

22 36 Creative Environments Design & landscape Chandler, Ariz. $44,000,000 20 -10 400 n/r 

23 17 The Bruce Co. of Wisconsin Middleton, Wis. $42,376,000 1 10 225 425 

24 20 Landscape Concepts Construction Richmond, III. $41,695,000 26 0 260 40 

30 Dixie Landscape Co. Miami, Fla. $41,320,000 2.5 -2.5 335 0 

26 27 Ruppert Nurseries Laytonsville, Md. $41,054,870 32 27 350 n/r 

27 (t) 34 Teufel Landscape Portland, Ore. $40,000,000 29 296 119 

27 (t) 21(0 Toll Landscape Lambertvillc, N.J. $40,000,000 30 0 n/r n/r 

29 21(t) Oak Leaf Landscape Anaheim, Calif. $37,500,000 n/r 320 0 

30 37(t) Tropics North*** Homestead, Fla. $37,100,000 25 10 425 n/r 

31 21(t) Marina Landscape Anaheim, Calif. $37,000,000 6 10 310 n/r 

32 29 Dcnison Landscaping Ft. Washington, Md. $36,840,000 22 10 160 120 

33 (t) 35 AAA Landscape Tucson, Ariz. $36,000,000 45 25 625 n/r 

33 (t) McDonnell landscape Brookeville, Md. $36,000,000 217 16 86 34 

35 24 Jensen Corp. Landscape Contractors Cupertino, Calif. $35,040,000 11 280 0 

36 39 Metroplex Garden Design Landscaping Dallas, Texas $33,509,000 24 n/r 36 n/r 

37 28 The Groundskeeper Tucson, Ariz. $33,500,000 10 9 700 n/r 

38 33 Nanak's Landscaping I-ongwood, Fla. $33,000,000 14 15 450 200 

39 31 Marian i Landscape Lake Bluff, III. $32,000,000 n/r n/r 100 380 

40 32 Cagwin & Dorward Novato, Calif. $31,858,960 7.8 10 424 3 

41 CoCal Landscape Denver, Colo. $30,700,000 16.7 5 250 300 

42 (c) American Landscape Cos. Canoga Park, Calif. $30,000,000 -10 -10 350 50 

42 NaturaLawn of America* Frederick, Md. $30,000,000 25 8 350 50 

44 45(t) Nissho of California Vista, Calif. $29,000,000 21 10 420 2 

45 50 The Greenery Hilton Head. S.C. $28,360,000 20 10 405 25 

46 44 Groundmastcrs* * * * l.oveland, Ohio $28,087,280 15 15 201 250 



* 
2007 
Rank 

Last 
Year Company HQ Location 2006 Revenue 

% change 
from 
2005 

Expected 
% change 
for 2007 

Year-round 
employees 

Seasonal/ 
part-time 
employees 

47 37(c) Chalet Wilmecce, III. $27,500,000 7 5 110 310 

48 84(c) Piedmont Landscape Contractors Chamblee, Ga. $27,500,000 83 30 250 100 

19 25 Lipinski Landscape & Irrigation, Inc. Marlton, N.J. $27,250,000 -13 20 50 80 

50 43 Lucas Tree Expert Co. Portland, Maine $27,000,000 8 8 400 n/r 

51 Mainscape Fishers, Ind. $26,558,000 35 48 274 184 

48(c) Spring-Green Lawn Care Corp.A Plainfield, 111. $26,500,000 11 11 n/r n/r 

53 Reyburn Landscape Contractors Henderson, Nev. $26,300,000 1 14 300 0 

54 40 Clintar Groundskeeping Services* Markham, Oncario $25,573,192 4 7 175 300 

55 63 Mission Landscape Services Tustin, Calif. $25,500,000 34 18 600 0 

45(c) Scocc Byron & Co. Lake Bluff, 111. $25,000,000 3 5 95 200 

73(c) Ecoscape Solutions Group Charlocce, N.C. $24,500,000 36 35 290 30 

58 70 FAIRCO Scoccsdale, Ariz. $24,470,000 47 -10 250 n/r 

55 Odyssey Scockcon, Calif. $24,250,000 18 0 300 n/r 

60 59(c) I-MI Landscapes Carrollcon, Texas $23,680,000 26 30 310 n/r 

61 59(c) R.H. Dupper Landscaping Tempe, Ariz. $22,300,000 14 3 120 75 

53 Countryside Industries Wauconda, III. $22,000,000 0 20 50 350 

84(c) Florida Landscape Service Orlando, Fla. $22,000,000 22 0 125 0 

51 Meadows Farms Chantilly, Va. $22,000,000 1 5 200 400 

62 Benchmark Landscape Poway, Calif. $21,540,000 12 5 300 0 

66 64(c) Dennis' 7 Dees Landscaping Portland, Ore. $20,200,000 11 10 300 n/r 

78 Landscape Specialises Lake Foresc, Calif. $20,000,000 25 10 400 100 

Moore Landscapes Norchbrook, III. $20,000,000 10 10 36 200 

57(c) Realty Landscape Corp. Newtown, Pa. $20,000,000 n/r n/r n/r n/r 

99(c) Sciles Landscape Co. Fort l-auderdale, Fla. $20,000,000 30 0 150 50 

71 68 Complece Landscaping Service Bowie, Md. $19,902,250 n/r 15 130 295 

72 61 McFall & Berry Landscape Management McLean, Va. $19,650,000 1 15 150 120 

73 56 David J. Frank Landscape Concraccing Gcrmancown, Wis. $19,200,000 -1 8 240 100 

74(c) 64(c) Maldonado Nursery & Landscaping San Anconio, Texas $19,000,000 15 15 250 120 

74(c) 64(c) McHale Landscape Design Upper Marlboro, Md. $19,000,000 1 2 200 n/r 

76 64(c) Mariposa Horciculcural Enterprises Irwindale, Calif. $18,500,000 12 15 328 0 

Luke Brothers Landscape Services Holiday, Fla. $18,200,000 17 5 400 n/r 

78 80 Gachina Landscape Management Menlo Park, Calif. $18,178,051 14.4 14 240 50 

79 (t) 75 Clarence Davids & Co. Macceson, 111. $18,000,000 11 85 215 

79 (c) 81 Outside Unlimiced Hampscead, Md. $18,000,000 10 5 100 100 

79(c) 71 Seberc Landscaping Co. Bartlett, 111. SI 8.000,000 10 15 50 200 

79 (c) Shearon Environmental Design Plymouch Meccing, Pa. $18,000,000 0 10 300 100 

W H Canon Co. Romulus, Mich. $18,000,000 n/r 15-20 225 n/r 

84 76 Northwestern Landscape Co. Puyallup, Wash. $17,892,000 12 12 225 100 

85 Wescern Dupage Landscaping Naperville, III. $17,354,000 8 10 40 140 

86 69 The Highridge Corp. Issaquah, Wash. $17,100,000 1.5 5 188 70 

87 92 Swingle Lawn, Tree & Landscape Care Denver, Colo. $16,693,772 14 2 175 

88 Scapes Marierca, Ga. $16,605,000 8 10 100 50 

89 Andre Landscape Azusa, Calif. $16,283,741 52 n/r 160 n/r 

90 89(c) Dora landscaping Co. Apopka, Fla. $16,000,000 n/r n/r 90 30 

91 Russell Landscape Group Dacula, Ga. $15,970,180 30 25 270 115 

92 72 Girard Envi ronment Services Sanford, Fla. $15,660,000 -5.4 9.4 n o 30 

82(c) New Garden Landscaping & Nursery Greensboro, N.C. $15,565,164 32 5 200 35 

94 97 BIO Landscape & Maincenance Houscon, Texas $15,460,000 28 29 145 180 

89(c) Carson Landscape Induscries Sacramenco, Calif. $ IS .000,000 7 2 215 0 

95 (c) 84(c) Hermes Landscaping Lenexa, Kan. $15,000,000 n/r n/r 100 150 

97 87 Heads Up Landscape Contractors Albuquerque, N.M. $14,700,000 4 25 170 100 

98 DLC Resources Phoenix, Ariz. $14,535,000 23 7 235 n/r 

99 88 Visionscapes Tucker, Ga. $14,455,000 3 5 95 30 

100 98 Massey Services Maicland, Fla. $14,354,840 13.4 15 702 n/r 

A Franchise system. "Revenue reported in Canadian dollars; converted to U.S. dollars based on average 2006 exchange rate of 1.134. "Acquired by the ISS Group in May 2007. ***Acquired by ValleyCrcst Cos. 
September 2007. ""Acquired by The Brickman Group late 2006. 



Any job. 
Anytime 

© 2007 The Toro Company 

TORO Count on it. 

The Toro' Dingo Compact Utility Loader. 
Don't let the Dingo's size fool you. Not only is it easy to use 

and can take on jobs in tight areas, it packs a big punch. 
You can channel full power to any one of more than 35 

attachments to get the job done. So don't be surprised 
when people start lining up to use it. Its a little thing 
that can make a big impact on your business. 

Call 1 - 8 O O - D I G - T O R O for a demonstration, 

or visit toro.com/dingo. 



THIS MONTH YOU COULD WIN A 
STIHL BR 500 LOW-EMISSION, 

LOW-NOISE BACKPACK BLOWER! 
Tested per ANSI standards, the STIHL BR 500 is one of the quietest and 
most powerful blowers in its class. Specifically designed with a reduced 
sound level while maintaining superior blowing power, the STIHL BR 5 0 0 
was the only backpack blower that qualified for the South Coast Air 
Quality Management District's (AQMD) low-emissions blower exchange 
program for two years running. AQMD exchanged high-emission, 
backpack leaf blowers for new low-emission STIHL BR 5 0 0 models at 
a deeply discounted rate. According to a recent AQMD news release, 
the STIHL BR 5 0 0 blower exchanged through their program is nearly 
four times cleaner than California standard established for new blowers 
and about 40 times quieter than the average new two-stroke backpack 
blower. Are you ready for a STIHL? 

ENTER TO WIN! 
G o to www.lawnandlandscape.com/sweepstakes/contestdetail.asp 

® 

www.stihlusa.com / 1 800 GO STIHL 
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For educational opportunities to grow your snow business, see the 2008 SNOW EXPO ad on page 50. 

Strength en your stra tegies for growth, 

new business development and sound snow 

fighting for a more profitable winter. 

Snow removal is an alluring business for landscape contrac-

tors looking to keep their labor force and equipment from 

going idle once the temperatures drop and winters first flakes 

begin to fall. In fact, nearly three-quarters of snow fighters are 

landscape contractors during the warm weather. 

And as many veteran snow contractors are well aware, the 

snow and ice removal business is either feast or famine because 

it all depends on Mother Nature. 

However, contractors still find ways to turn a winter profit. 

For example, despite a pair of unseasonably back-to-back 

warm winters, nearly 45 percent of contractors reported an 

increase in snow-related revenue during Winter 2006-07, 

according to research data compiled by GIE Media's Snow 

Magazine, one of Lawn &C Landscapes sister publications. 

So how does a landscape contractor offering snow removal 

services boost his winter revenue? Whether you're a seasoned 

pro or new to the world of snow removal, its good practice to 

establish a solid growth strategy as well as sound operational 

procedures and business systems to maintain service consis-

tency and improve efficiency even in the leanest of winters. 
continued on page 8o 
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WHAT'S NEXT, TITANIUM 
REINFORCED CUPHOLDERS? 
All-new Dodge Ram 3500 Heavy Duty Chassis Cab with an available medium-duty grade Cummins® 
Turbo Diesel engine. When you've got a legendary Cummins Diesel in your Ram Chassis Cab, you've 
got the largest cylinder bore and longest stroke in the class* And that means more torque at lower 
rpms, so you can get the maximum done when you've got a maximum load. For more info, visit 
dodge.com/chassiscab or call 8OO-4ADODGE. 
*2007 Dodge Ram 3500 Heavy Duty Chassis Cab vs. 2006 Ford and GM one-ton, pickup-based Chassis Cab models. 



BUSINESS Chrysler Financial is a business unit of DaimlerChrysler Financial Services. Cummins is a registered trademark of Cummins, Inc 

GIE + EXPO INDOOR BOOTH #3072 



Some seasoned snow fighters share 
their best tips to help you improve 
your snow and ice 
removal operations. 

"Don't price snow removal jobs too cheaply. 
You might land a few more jobs, but you'll 
be too busy to take on the higher revenue 
opportunities." 

Gregory Bashaw 
Fairway Snow Services 

North Bellmore, N. Y. 

"Don't get too overconfident as a snow removal 
contractor. Customers created your business 
and the lack of customers can destroy your 
business. Employees, vendors and subcontrac-
tors are customers, too. Through the years I 
have made mistakes with all levels of customer 
and employee relationships. I would say of all 
things, this is the biggest mistake I have made 
and probably everyone else growing up in the 
business makes, too." 

Richard D. Arlington III 
Arlington Lawncare 

Erie, Pa 

"My greatest mistake as a snow contractor 
has been not knowing when to say 'No.' We 
took on a large contract during the middle of 
a snow season. It was hard to say no because 
we wanted the account. Adding the properties 
stretched us and by starting the properties 
midstream during the middle of the winter, we 
did not have enough time to plan the execu-
tion. We did handle the job, but we felt if we 
had more time to prepare we would have been 
happier with our performance." 

Brian Akehurst 
Akehurst Landscaping Service 

Joppa, Md. 

"Extending too much credit to some business-
es was a hard lesson to learn. When the sun 
starts shining and the snow melts they forget 
all about the snowplow guy." 

Harry Miller 
Miller Snow Removal & Salting 

Washington, Pa. 

"Definitely trying to do everything myself and 
finding it difficult to delegate any authority to 
reliable workers." 

Tony Seminerio 
A8cT Lawncare & Landscaping 

Rockford, III. 

continued from page 77 

SMART GROWTH. Ron Hittles 
initial business strategy was to grow 
his snow operations, The Hittle Snow 
Co., rapidly and indiscriminately, 
which coincided with the way the 
landscape portion of the business, par-
ent company Hittle Landscaping, was 
expanding. 

However, this model didn't serve 
the snow removal operation as well as 
it had served the Westfield, Ind.-based 
company's landscape operation. As 
the landscape side produced steady 
and predictable profits, the company 
re-examined its snow business. 

"We were serving a lot of the 
same clients," says Jeremy Hittle, vice 
president, general manager and son, 
of the company's separate landscape 
and snow removal divisions. "But it 
was two different worlds." 

Geographically, Greater India-
napolis doesn't see a lot of snow dur-
ing a typical winter. An average year 
will dump 27 inches of snow on the 
region, which translates into between 
eight and 15 snow events, two or 
three of which are substantial 4- to 
8-inch snowfalls. 

Erratic growth gave the company 
a diverse group of commercial clients, 
all with varying degrees of snow 
removal tolerance. To begin managing 
for smart growth, the focus shifted 
from indiscriminant growth to acquir-
ing "perfect" customers. While the 
perception of the good customer is 
one who pays on time and doesn't grip 
about service, the Hittles raised their 
standards for who they wanted as 
clients. "The perfect customer works 
with us and trusts us to start when we 
want to and when the time is right," 
Ron Hittle says. "They also are willing 
to pay for the major services required 
to keep their properties clean - salt, 
snow removal and sidewalks." 

Customers to avoid, the Hittles 
determined, were those who want 
to retain the right to decide when 
services, such as salting and sidewalk 
cleaning, were performed. 

Increasingly, local property manag-
ers are trying to do much more with 

much less. Retaining the right to 
say when snow contractors should 
plow and salt shaves some costs off 
of expenditures. Likewise, clients 
have become increasingly demand-
ing. When they call, managers want 
services performed immediately. 

"Its just not practical to think we 
can pull that off so fast on such short 
notice," Jeremy Hittle says. "Its hard 
to be responsive when you don't know 
what to expect from one snowfall to 
the next." 

These are the property managers 
Ron Hittle wanted to wash his hands 
of. "Its better for everyone involved if 
we just do it all for the client and we 
have total control over these services 
for each event," he says. 

Since clients demand faster and 
better services, the Hittles educate 
their clients on the long-term value of 
placing all of the snow removal deci-
sions into their hands. For example, 
granting them the ability to choose 
when to salt a property will reduce 
slip-and-fall accidents. Or, allowing 
the firm to decide where to pile bulk 
snow, in the long term, reduces dan-
gerous refreeze conditions. 

"By educating our clients we try 
to make their jobs easier," Ron Hittle 
says. "If we can gain their trust we can 
do a more complete job for them, and 
if we can accomplish that we've made 
their jobs (as property managers) 
easier because we can provide them 
cleaner, better looking properties." 

SMART SYSTEMS. Snow Contrac-
tor Tom Canete learned the hard 
way the rigors of poor planning and 
storm management. Early in his snow 
fighting career, Canete, owner and 
president of Canete Snow Removal 
and Canete Landscape & Garden 
Center in Wanye, N.J., overextended 
himself, committing to more jobs 
than his resources and sub-par systems 
could possibly handle. 

"It was a nightmare," Canete says. 
"When it snowed it felt like I was out 
there for days. I knew there had to be 
a better way to do this." 



Tight Fit? Not With The Meyer Drive Pro. 

Plowing driveways in a full size pick-up with an 8-foot plow can 
be a challenge. That's why we engineered the Meyer® Drive Pro™ 
to be a lightweight, commercial grade plow designed to provide 
optimal maneuverability in tight residential settings. The 6'8" steel 
moldboard, professional grade hydraulics and angling rams, when 
combined with today's most popular light pick-ups and full size 
SUV's, is the perfect size for snow professionals that concentrate 
on plowing driveways or small condo complexes without 
sacrificing performance or ruggedness. 

So the next time things get tight, look to the 
Meyer Drive Pro - The Small Plow with the Big Attitude. 

Meyer Products, LLC /18513 Euclid Ave. / Cleveland. Ohio 44112 / 216-486-1313 / Fax 216-486-1321 W W W . m e y e r p r o d U C t S . C O m 
USE READER SERVICE # 33 

http://WWW.meyerprodUCtS.COm


"In Winter 1995-96, my region received in ex-
cess of 100 inches of snow. With all of our obli-
gations, we didn't have enough heavy equipment 
to move and/or relocate snow from our clients. 
Since then, I make certain that for the rare cases 
of a seasonal snowfall of more than 72 inches I 
have the back-up equipment available." 

Michael Labriola III 
Michael Labriola Inc. 

Armonk, N.Y. 

"My greatest mistakes have been not staying 
hungry, overspending because money was good 
and failing to replace key accounts." 

David Dudash 
Green Estates 
Russell, Ohio 

"The greatest mistake I made was being under 
educated on insurance matters and contract 
performance. This was vital because we encoun-
tered a blizzard our first year in business." 

Jack Mancione 
The Werks 

Westmont, III. 

"What has been my greatest mistake? There's 
the lack of planning and organization of the work 
schedule and allowing for too much last minute 
planning. Not having 100 percent of my snow 
removal equipment fully ready to go by Nov. 1, 
and during a snow event not having the crew on 
site before it starts to snow." 

Daryl Schauss 
Cedar Run Landscaping 

Brambleton, Va. 

"I have overpromised and overbooked myself 
and lost good clients thinking I was capable 
of getting more done than I actually could. Do 
not overextend yourself, your equipment, your 
capital or your ability. Let's face it. We are all 
guys who make the impossible happen on a 
daily basis. Unfortunately, if you can't meet a 
customer's needs but say you can, he will be 
dissatisfied. Be honest, up front and promote 
good two-way communication. Sometimes the 
best contract is the one you turn down. Some-
times the best piece of equipment is the one 
you don't buy. This controls costs and ensures 
the quality of your work." 

Mike Bacon 
RM Bacon 

Hoosick, N.Y. 

When he returned to his office, 
the volume of angry client messages 
overwhelmed Canetes answering 
machine. "It took a lot of years, 
mistakes and problems to get them to 
this point," he says. "But we have our 
procedures extremely well organized 
to the point that it all runs like a clock 
during a snow event." 

At the core of Canetes snow 
removal system is the philosophy 
that everyone one on staff plays an 
instrumental role in managing a 
storm, both before, during and after 
the event plays itself out. 

A few days before a sizable snow 
storm approaches, Canetes weather 
service gives him the heads-up and his 
crews spring into action. Canete uses 
this time wisely because solid prepara-
tion can take the fight out of a storm. 

"Every little thing you can think of 
we're doing," Canete says, adding his 
snow crew consults a master list that 
details everything to review to prepare 
for the storm. In addition, drivers and 
shovel crews are contacted two days 
prior to an event to make sure they're 
ready and healthy for when the snow 
begins to fall. 

Joe Porta is Canetes central com-
mand during a snow event. Porta 
knows nearly every client and is the 
point person to troubleshoot their 
needs during a snow event. 

Lastly, before the snow event is un-
der way, customer call sheets, contain-
ing storm notes and client comments 
or requests, are distributed to drivers. 

As soon as three-quarters of an 
inch of snow accumulates Canetes 
trucks are out salting. At 2 inches, 
Canetes crews start pushing snow ac-
cording to their assigned routes. Once 
a property is clean the driver radios 
Porta at headquarters with a status 
report before leaving for the next site. 

While on site, drivers complete a 
detailed check list. Also, each driver 
is outfitted with a yard stick to record 
snow depth at the property. 

"Each time a driver visits a parking 
lot we went them to tell us just how 
much snow there was on the ground 

when they arrived," Canete says. 
"It protects us if a client wants to 
question a snowfall. For example, 
you have a customer who is paying 
you a certain rate to come out and 
blow when it snows between 4 and 7 
inches. Sometimes the local weather 
guys will ballpark their weather 
reports and the client hears that less 
than 4 inches fell. By taking the 
measurements we have proof that 
in that particular area more than 4 
inches did fall. By not being able to 
prove that, that could mean a lot of 
money." 

From there, Porta dispatches one 
of four quality control chiefs, who 
arrives and inspects the property. 
Site inspectors make sure there is no 
snow against the curbs, no snow on 
sidewalks, parking spaces are clear, 
there is no ice and snow hasn't been 
piled in front of dumpsters or fire hy-
drants. Likewise, any special service 
needs are checked and at this time 
potential property damage is noted. 

When the snow event subsides, 
drivers return to headquarters and 
check in with Porta. 

Similar to pre-storm prepara-
tion, Canete relies on a post-mortem 
checklist to review the recent snow 
event. The day after the storm, 
five employees inspect each truck, 
snowplow and piece of equipment. 
Everything is power washed, cleaned 
and inventoried. 

"We take the time to go through 
everything so thoroughly so that 
when we get the next storm we can 
concentrate on the snow and not on 
whether the equipment might fail," 
he says. 

As for client relations, after a 
storm, office members fax service 
slips - detailing the event's activities 
- to clients who request them. Other 
clients are billed at the end of the 
month, Canete says. I 

Visit the October Onl ine Extras for details on 
branding your snow removal operations. 
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Dynamo gives you unsurpassed pre-emerge and early 
post-emerge crabgrass control, with no staining. 

Its a potent addition to your arsenal. Because new Dynamo pre-emergent herbicide controls 
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A stump grinder is a major investment 

Contractors share their thoughts on 

purchasing stump grinders and pricing 

the service for prof i t . 

Any company that's added a new 
service knows bumps in the road are 
probable. Stump grinding is one area 
that can be particularly dicey because 

of the costly capital equipment needed to get 
the job done. 

Considering contractors may already have 
the customer base, and there are businesses out 
there devoted solely to stump grinding, it begs 
the question: Is purchasing a stump grinder 
and adding this service a profitable proposition 
for lawn care and landscape businesses? 

The answer depends on a number of fac-
tors, contractors say, including customer base 
and - most importantly - the volume of work. 
"Its a good add-on service, but you have to 
have the work to justify it," says Shawn Cress-

man, president of Cressman's Lawn & Tree 
Care, Hellertown, Pa. "If you cant operate a 
stump grinder three days a week, it won t pay 
for itself." 

Adding stump grinding may be beneficial 
to a company that already does a considerable 
amount of tree work, Cressman says. Most 
of his company's stump grinding jobs come 
from its existing tree work, like when a crew 
will already be on site pruning or removing a 
tree. Only about 20 to 25 percent of its stump 
grinding jobs take place when a property owner 
calls specifically to remove a stump. 

Companies that perform a lot of landscape 
work, too, might consider investing in a stump 
grinder for the efficiencies it creates when do-
ing renovations, says Todd Patten, president of 

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



A MACHINE LIKE NO OTHER. 
WELL, ACTUALLY, LIKE THREE OTHERS. 

The XT1600. It's a backhoe loader, mini excavator, and skid steer all in one. 
Like its forerunner the XT850, it has a 260° excavator sweep that lets you dig 
at extraordinary angles in tight spots. And with 30 net hp to the tool carrier, 
it can run most full-size skid steer attachments. For details, call 800-654-6481 
or visit ditchwitch.com. 

\Ai Ditch Witch 
GROUNDBREAKING 

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



Professional Property Maintenance, 
Haymarket, Va. "Its a lot faster to just 
grind them out instead of trying to 
unsafely yank them with a chain and 
a truck," he says. "We make so much 
money on the labor savings - not 
having to sub it out or do the running 
around to rent the machine." 

Also, there may be subcontract-
ing work. Because stump grinders 
are no small purchase - ranging from 
$15,000 for a small version to more 
than $40,000 for a large machine 
on tracks - many tree and landscape 
companies subcontract the work, 
which presents an opportunity for 
contractors willing to make a capital 
investment in a stump grinder. 

COST CONCERNS. Another thing 
to consider before purchasing a stump 
grinder, Patten says, is whether your 
insurance provider considers stump 

removal to be tree care work. If so, it 
may increase your liability and work-
ers' compensation rates considerably. 

For example, Cressman says his 
workers' comp rate for tree care work-
ers is 25 cents on the dollar; its 9 
cents on the dollar for landscape em-
ployees. However, Tim McCoy, who 
operates stump removal-only firm The 
Stump Man in Gwinnett County, 
Ga., says his insurance company does 
not consider him to be a tree care 
company. But circumstances vary by 
region and provider, so prospective 
purchasers should consult insurance 
professionals. 

As with any large equipment 
purchase, maintenance costs are a 
concern, too. Major maintenance 
includes oil changes as dictated by the 
equipment manual, hydraulic fluid 
changes, periodic belt/drive tightening 
and teeth maintenance and replace-

ment, Cressman says. 
Depending on quality, a set of 

teeth can cost $ 120 and may last sev-
eral months, depending on frequency 
of use. "Teeth can usually be sharp-
ened three to five times, depending on 
how long you wait in between sharp-
enings," Cressman says. His company 
rotates three sets of teeth between 
being used, sharpened and in reserve 
in the event one is broken. "One 
might spend $300 a year on teeth, not 
including the cost of any sharpening, 
which can be outsourced or done in 
house," he says. Another cost is the 
replacement of the pockets that hold 
the teeth to the cutting wheel. "They 
last much longer than the teeth but 
must be replaced about once every 
two years as they become damaged or 
worn out," Cressman says. 

In addition, consider the cost for 
purchasing and maintaining a trailer, 

grind stumps safely 

Contractors should put safety first during stump 
removal operations and equipment maintenance. 

Because stump grinding involves heavy machinery 
penetrating the ground, it's important for contractors 
to call utility companies to mark underground lines 
before grinding stumps on any property. 

"That's the biggest thing - because it's about 
safety," says Todd Patten, president of Professional 
Property Maintenance, Haymarket, Va. Contractors 
should call their local "call before you dig" numbers, 

or dial 811 - the national phone number created 
to prevent professionals and homeowners from 
unintentionally hitting utility lines. 

Just the same, safety apparel is essential dur-
ing stump removal. At the very minimum, stump 
grinding crew members should wear hard hats, 
gloves, safety goggles, ear protection, long pants 
and steel-toed boots, says Shawn Cressman, 
president of Cressman's Lawn &Tree Care in Hel-
lertown, Pa. 
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In life it's all about priorities, and ours is to design and develop irrigation solutions 
that reinforce our commitment to The Intelligent Use of Water,™ like our nozzles that 
reduce water use by up to 30%. Everything we do revolves around water, so we feel it is 
our responsibility to extend our commitment beyond products and technologies to include 
educational and training programs that encourage others to conserve. We want to do even 
more, and with your help we can. To partner with us, visit www.rainbird.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 ] 
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Click & Lock Connectors 
Custom-designed connectors click 
into the track system, locking pieces 
together without unsightly overlapping 
or nesting of edging pieces. 

Spike Anchoring Adaptors 
Innovative spike anchoring adaptors 
slide into the track system, holding 3/8 
inch diameter steel landscape spikes 
and allowing for optimum versatility 
with spike placement. 
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contractors say. Many smaller models come with custom 
trailers, Cressman says, but larger machines may require a 
double-axle trailer and tie-down straps, which could add 
$3,000 to $4,000 to the purchasing cost. 

PRICE IT RIGHT A proper pricing strategy is the trick to 
profitability in stump grinding. Stump grinding contractors 
typically price their services one of two ways. The first meth-
od is by visiting the property and giving an estimate based 
on the time it would take the crew to do the job, taking into 
consideration travel costs for the crew and estimator, the 
size of the stump, site conditions and the type of tree. Its 
common for contractors who give lump-sum estimates to set 
minimums. For Patten, that figure is $200. "I always had a 
minimum of $50 or $100, but I finally didn't think it was 
worth the time to go for less than $200," he says. 

The second pricing method is the per-inch rate, where 
contractors measure the stump at its widest point and charge 
a set dollar amount per inch. Their costs for fuel, labor, 
equipment, etc., would be covered in that rate; minimums 
are common among contractors using this method, too. 

Web searches show a wide variety of prices around the 
country for per-inch pricing. Smaller contractors with lower 
overhead and insurance costs, especially stump removal-only 
firms, often have the leg up on pricing, contractors say. 
In North Georgia, McCoys stump removal company is able 
to charge less than most tree companies because his over-
head and insurance rates are considerably lower than larger 
contractors' costs. His company charges a base rate of $1.50 
per inch with a $75 minimum. Many tree companies in his 
area advertise $2 per inch, he says. 

Some small companies in the Bethlehem, Pa., area 
charge $5 or $6 per inch, Cressman says. Though he bases 
his company's rates on time and materials, Cressman's price 
works out to about $7 per inch. Cressman's Lawn & Tree 
Care fetches a higher price because of the additional service 
it delivers to differentiate itself from competitors. "Other 
companies will come in, grind the stump and leave, leaving 
a huge pile of grindings for the customer to take care of," 
Cressman says. "We'll haul away the grindings and rake the 
area flat." For an extra charge, Cressman's will plant grass 
seed in the area. 

Cressman's firm shoots for a 30 percent profit margin on 
each job, but a number of factors challenge stump grind-
ing services from hitting their targets, including the type of 
stump (old rotten stumps are removed much faster than a 
newly cut down tree, for example), site condition challenges 
and whether damage occurs to teeth during grinding. 

One way to improve the profitability of a newly created 
stump grinding service is to schedule multiple jobs in one 
day, which boosts the productivity of the crew, contractors 
say. "Usually people aren't in that big of a hurry to have 
stumps removed, so they can wait a week or so," Patten says. 
"Then we'll schedule them all within a day or two and one 
crew will just go around doing stumps." 

Contractors agree stump grinding can be an excellent 
business opportunity, but adding this capital-intensive ser-
vice takes careful consideration to ensure it's the right fit. As 
Patten says, "It can be a really good side business if you can 
get enough homeowners or the right contractors who don't 
own stump grinders as customers. • 
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At Walker Manufacturing this is how we think about what we do—we don't make lawn mowers, we make 
beautiful places. That thought has inspired us for nearly 30 years on our quest to design and build the best 
possible machine to make a beautiful place. And the Walker is made for landscape contractors who have 
the same thought—we don't "mow grass", we make beautiful places. Ask to see a Walker demonstration if 
you are not using Walker and would like a little help in making your own beautiful places. 

If you have a beautiful place that is mowed by 
a Walker Mower, you can win $1,000 in our 

2008 Beautiful Places Calendar Contest 
Visit www.waIkermowersJcom for details 
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M e s s a g e B o a r d 

p a r t i c i p a n t s a t t e m p t 

t o f i n d a s o l u t i o n t o 

t h e i r c o l l e c t i v e 

t r o u b l e s in d e a l i n g 

w I t h th e i r e m p l o y e e s . 

Milli ion -D 
Dealing with employees is Paul Wieting's 

greatest challenge in running a land-
scape business. "Is there a better way to 
learn how to be a boss than the 'School 

of Hard Knocks?*" asks the owner of Seagull Lawn 
Services in Houston. 

Over a series of postings to the Lawn & Land-
scape Message Board, Wieting queries his con-
temporaries about how they deal with employees. 
Some landscape contractors agree that their labor 
pool - from site workers to back-office administra-
tive personnel - gives them an ulcer faster than 
non-running equipment. How to effectively man-
age employees is the green industry's "million-dol-
lar question." In fact, according to recent Lawn & 
Landscape research, contractors cited the shortage 
of quality labor as an issue of concern for overall 
business success in 2008. 

After 20 years of consuming a number of semi-
nars and business books on the topic of human 

resource management, Chuck Twist, the president 
of T N T Landscaping in Stillwater, Okla., posts he 
still hasn't figured out how to successfully deal with 
his employees. Twist, however, adds he has come 
to a few conclusions. 

"No. 1, you've got to have the right employ-
ees," Twist says. "And I do believe that mutual 
respect between employee and employer is at the 
top of the list after having the right employees." 

Todd McCabe, owner of McCabe Landscape 
Group in Wrightsville Beach, N.C., believes the 
term "employee" is incorrect and too general of a 
term. It clouds a business owner's ability to find 
resolution to boss and worker relationship issues. 

"They are people, not employees," McCabe 
says. "And each one is different. You will have to 
learn how to manage each one and coach them as 
individuals. The fun part is coaching people on 
how to coach the people they manage." 

Some contractors posted that not every busi-

www.lawnandlandscape.co 

http://www.lawnandlandscape.co
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ness owner is able to manage em-
ployees effectively and never will be 
proficient at this task despite continu-
ing education seminars and self-help 
books. For example, someone may 
want to be a doctor, but after reading 
a number of books they're no closer 
to being a doctor. If this sentiment is 

Chad Stern, the owner of Mowing 
& More in Chevy Chase, Md., holds 
himself accountable for the mistake, 
figuring he must not have clearly 
communicated to his crew the task he 
wanted completed. 

"Having clear objectives and stan-
dards to which you can hold people 

"The re is no such thing as a perfect employee. Until 
there is such a thing, I will not expect employees to be 
perfect. However, I will expect them to be responsible, 
productive, quality-oriented and safe/' - C h a d Stern 

true, and some people don't possess 
the people skills and management 
savvy to deal with employees, then 
what is a landscape contractor to do? 

MANAGEMENT KEYS. When some-
thing is done incorrectly on a job site, 

accountable eliminates much of the 
need to be angry with employees," 
Stern says. "There is no such thing as 
a perfect employee. Until there is such 
a thing, I will not expect employees 
to be perfect. However, I will expect 
them to be responsible, productive, 

quality-oriented and safe." 
In addition, frontline managers 

must possess patience, compassion 
and fairness, posts Andrew Aksar, 
president of Outdoor Finishes in 
Walkersville, Md. 

"They're traits almost identical to a 
personal relationship," he says, adding 
business owners often fail to realize 
this point. 

Wieting posts he establishes 
reasonable quotas, standards and rules 
for his employees that he believes 
manage his people more effectively. 

"If you perform within those 
parameters, great," Wieting says. 
"If not, we need to talk. And if that 
doesn't help, then I have to take steps 
to protect my company." 

Some contractors post that con-
tinuing education, especially to hone 
people skills, is crucial to managing 
a labor force. "You've got to have a 
canvas or you can't paint," Twist says. 

continued on page 95 
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COMPENSATION CONUNDRUM. 
Its difficult to find and retain skilled 
workers who will do landscape labor 
for $8 to $10 an hour, post many 
contractors. Others added they are 
resigned to the fact that landscape 
laborers with real talent and skill 
eventually realize they should be 
employed for themselves, rather than 
work for someone else. 

"And therein lies the tensions be-
tween employer and employee," Twist 
says. "Most of us employers have 
already been in the other guys shoes. 
Most of us started out as employees, 
poor and often thinking bitterly of 
those above us." 

Outside of starting your own land-
scape business, working as a laborer in 

being the 

this industry is a dead-end job, posts 
Sal Mortilla, president of Landscape 
Unlimited in Long Island, N.Y. 

"With rare exception, very few 
landscape business owners possess a 
ladder for laborers to climb that can 
provide the American Dream that 
these, or at least some of these, people 
are looking for," Mortilla says. "I have 
no ladder for anyone to climb, just 
the promise of pure labor as long as 
they want it or can do it. That's the 
nature of this business." H 

Visit the online message board to start your 
own discussion on this topic. 

Managing people is a daunting task for many small business owners. 
However, the first crucial step towards being a successful supervisor 
is bringing together the right people to work for you. 

Chemistry is an important factor in a team's success and it's 
important to have the right match of people, from your administrative 
operations to your field workers. The National Federation of Indepen-
dent Business offers small business owners some tips on how to 
implement that team correctly. 

JOB DESCRIPTIONS. Start by detailing all the tasks required for 
each position as well as the crucial skills and training a person 
would need to carry out those duties. 

CAST A WIDE NET. Increase your chances of attracting quality can-
didates by opening your search to individuals from outside your indus-
try. In addition, develop relationships with local technical and trade 
schools, professional associations and college placement offices. 

PROMOTE YOURSELF. Be enthusiastic about the prospects of 
working for your company. Promote the benefits, including the 
challenges and opportunities available within the position. 

TAKE TIME. Don't rush the hiring process, especially one-on-one 
interviewing. These are people you'll be entrusting to carry out 
aspects of your business. Make sure they're the right hires. 

ARE THEY TEACHABLE? Consider a candidate's skills, knowledge 
base and affinity for learning. A candidate who will require constant 
retraining most likely is not a good match. 
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Fleet Figures 
Cont rac tors need to do the i r homework to de te rmine the r ight 

mower f lee t for the i r bus inesses. 

Every lawn maintenance company is 
different. Some service residential 
properties, while others tend exclu-
sively to commercial. Some operate 
with two crews of three guys, while 

others have 20 crews of seven guys. Regardless 
of client base or composition, they all have one 
thing in common - mowers get the work done. 

The type and quantity of mowers to 
purchase are considerations contractors face to 
determine the right fleet size for their busi-
nesses. These are also issues contractors should 
pay attention to as their businesses grow or 

shrink. "If equipment is not being used, get rid 
of it," says Jim Huston, president of consulting 
firm J.R. Huston Enterprises, Denver. "Equip-
ment can make you a lot of money, but you're 
not married to it. You have to make sure you're 
turning it over and keeping it in good shape to 
really benefit from it." 

Avoiding idle equipment and maintaining 
quality machines are two things contractors can 
do to ensure they're getting the most for their 
mower money. By doing their homework, and 
with a little help from manufacturers and deal-
ers, contractors can keep their fleets productive 

b y e m i l y m u l l i n s | a s s i s t a n t e d i t o r 
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and in top-rate condition. "There are 
a number of factors that help deter-
mine the right size mower fleet and, 
quite frankly, there is not a perfect 
formula/' says Tim Cromley, market-
ing manager, Walker Manufacturing 
Co., Fort Collins, Colo. "Each fleet 
needs to be customized to best suit a 
contractors needs." 

DEALER DECISIONS. The chosen 
manufacturer is important when pur-
chasing a mower for various reasons, 
Huston says. First, contractors should 
purchase their mowers from a com-
pany in close proximity so they can 
easily have it serviced when problems 
arise. "With a lot of my clients, this 
is their primary concern," he says. 
"Contractors can buy a great mower, 
but if there is no support for it, it can 
be a detriment." 

Some contractors like to choose 
one manufacturer for all of their 
mowing needs. Mark Smith, president 
of Environmental Design Landscape, 

Charlotte, N.C., initially purchased 
mowers from three different manufac-
turers to find out which he preferred. 
Some factors Smith considered were 
user friendliness, productivity and 
serviceability. "We put them head-to-
head and settled with one and now 
that's all we use," he says. 

Douglas Zepp chooses his mowers 
from the same manufacturer because 
the parts are interchangeable, but he 
branches out to different companies 
when shopping for other equipment. 
"Once I find something good, I stick 
with it, no matter what brand it is," 
says the owner of Douglas Lawn & 
Landscape, Westminster, Md. 

Contractors should do their home-
work before choosing a manufacturer 
because they're not just buying a 
mower, they're buying service that 
should last for years. "Customers 
need to understand when they buy 
a certain brand they are buying into 
that dealership," Cromley says. "They 
are buying into their parts supply, cus-

tomer service and all of their profes-
sional capabilities." 

Contractors shouldn't hesitate to 
ask to see the dealer's parts supply 
and product inventory, and also ask 
specific questions like whether or not 
the dealership has a loner program to 
avoid lost productivity when ma-
chines are down. "This will give the 
customer some information about 
whether this dealer will be around 
when you need him," Cromley says. 

Edric Funk, marketing manager 
forToro, Bloomington, Minn., says 
contractors should purchase their 
mowers from a dealership that takes 
used equipment. Many contractors 
find trading in their mowers on a 
consistent basis is the best way to get 
the most out of each machine. 

When to trade in a mower de-
pends on the type, Huston says, but 
a good rule of thumb is to trade in a 
mower once its reached 75 percent of 
its useful life in hours. The useful life 
of a gas engine mower is usually about 
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100 hours per horsepower. A mower 
with 14 to 16 horsepower technically 
can get 1,400 to 1,600 hours before 
its time for an overhaul. Contractors 
should consider trading it in at about 
1,200 hours to avoid major repairs 
and to receive maximum resale value, 
Huston says. 

Riding mowers usually have 25 to 
27 horsepower engines and can get 
about 125 hours per horsepower, or 
about 3,250 hours, before its time for 
an overhaul. Following Hustons logic, 
contractors should think about trad-
ing it in at about 2,400 hours. "Typi-

his mowers to make them desirable 
trade-ins. This involves everyday tasks 
like washing the machine, greasing 
the joints, sharpening the blades and 
refueling. "We take care of them 
because, if you do, the resale value is 
there when you're done with them," 
he says. "Some people believe in run-
ning their machines into the ground, 
but then you're buried in a piece of 
junk mower that you can't trade in." 

Huston suggests contractors 
budget to spend between 3 and 6 
percent of their yearly total sales to 
keep their mowers in good working 

condition. This cost includes 
anything related to maintain-
ing and purchasing a mower, 
including depreciation value, 
fuel and repairs. Of course, 
this cost can vary depending 
on the size of the company. 
Smaller companies (less than 
$1 million) should expect to 
spend closer to 3 percent, while 
larger companies should expect 
to spend 6 percent or more, 
Huston adds. 

Monitor financial statements 
to track how much is spent 
on mower repairs, Huston 
suggests. "It can be difficult 
to break it down this way," he 
says. "But if a contractor no-
tices he's spending more than 1 
or 2 percent of sales on mower 
repairs, its time to take a good, 
hard look at that machine and 
think about getting rid of it." 

'Some people believe in running their machines into the ground, 
but then you're buried in a piece of junk mower that you can't 
trade in/' - Douglas Zepp 

cally mowers will last three seasons," 
Huston says. "At that time you want 
to think about trading it in." 

Smith makes sure not to hold on 
to his mowers for too long, a mistake 
he admits making in the past. He 
finds a two- to three-year window 
works best for his company, and aims 
for a 50 percent resale value - about 
$7,000 to $8,000. 

Zepp also trades in his mowers 
after two or three years and usu-
ally receives a similar trade-in value. 
But he realizes he has to take care of 

EXPANDING THE FLEET Most con-
tractors determine when to increase 
the number of mowers in their fleets 
on as as-needed basis. Zepp's com-
pany started out as a "two-man show," 
and now operates with 16 employees. 
"As business grew, I would add a new 
mower when we weren't getting all 
of our work done in time and we 
had enough work to keep the new 
mower busy," Zepp says. Another way 
Zepp knew when it was time to add a 
mower was when his spare was being 
used on a daily basis. These days he 

usually has about 10 mowers on-hand 
- six riding and one walk-behind that 
run everyday and at least one or two 
spares of each mower type. 

Smith also adds to his mower fleet 
as needed, currently operating with 
100 employees and 45 or 50 mowers, 
70 percent of which are riding mow-
ers and the rest walk-behind. "The 
amount of mowers we have is based 
on the number and types of con-
tracts," he says. "We didn't buy them 
all at one time; we just need to have 
the equipment to suit our needs." 

Needs are largely determined based 
on the types of jobs a company most 
often performs. "There are extremes 
when it comes to site conditions," 
Huston says. "If a contractor has a lot 
of jobs in park settings where there are 
trees everywhere, they need a mower 
that is versatile and maneuverable. 
Contractors who mow athletic fields 
need a mower that is fast and power-
ful with a wide deck." 

Contactors can make bad purchas-
ing decisions if they follow word-of-
mouth advice strictly. "One of the 
biggest mistakes contractors make is 
buying a mower just because someone 
they know used it, especially if your 
business differs from theirs," Cromley 
says. "Word-of-mouth is great, but 
each company needs to research what 
is best for them." 

Bigger and faster is not always 
better when it comes to purchasing a 
mower to produce a great-looking cut. 
Many of today's commercial riding 

mowers can reach double-
digit speeds, which appeal 
to contractors who want to 
get the most work done in 
the least amount of time. 
This is a common mis-
conception, Cromley says. 
"The fact that a mower 

^ ^ ^ ^ goes at double-digit miles 
per hour does not always 

account for a nicely finished mowing 
job," he says, adding the neatest cut 
is usually achieved at around 3 or 4 
miles per hour. 

CONTRACTOR COMBO. While the 
bulk of the decision making is left to 
the contractor, most agree purchasing 
a mower is a joint effort between con-
tractors and dealers. "Once a contrac-
tor has made the decision about what 
his fleet will look like, most dealers are 
very capable of directing him toward 
the right machine," Funk says. 
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Because of this, contractors should 
form a relationship with a commercial 
equipment dealer, which pays off in 
the long run. Zepp always works with 
the same dealer, because not only 
does the dealer ensure he makes smart 
purchases, but he also knows Zepps 
trade-ins will be valuable machines. 

"An honest dealer will take the 
time to get to know a contractors 
needs and direct him to a piece of 
equipment that is beneficial for his 
business," Cromley says. 

While most contractors today go 
to a dealership with some kind of 
plan for the type of fleet they need, 
its not always the best laid plan. For 
example, some contractors rely more 
on word-of-mouth advice than on 
their own knowledge and experience, 
as Cromley mentioned. 

Many clients let their budget, 
rather than their business's needs, de-
termine which mower they purchase, 
Funk says. "Its understandable that 
contractors only have so much money 

to work with," he 
says. "But some 
don't look at the 
return on invest-
ment and realize they could actually 
make more money if they put a little 
extra money into a more productive 
mower." 

Some contractors don't do their 
homework as often or as thoroughly 
as they should, Huston says. This can 
result in costly, unnecessary mistakes. 
"I recently met with a client who 
changed his snowplow operations by 
switching to a 14-inch pusher," he 
says. "That one change in equipment 
saved him $25,000 is expenses last 
year." 

Huston's best clients study equip-
ment and its uses prior to making any 
final purchases. They are also proac-
tive in talking with people within the 
industry at trade shows and asso-
ciation meetings and, perhaps most 
importantly, they aren't afraid to ask 
questions, he says. 

Photo: Walker 

One of the best ways landscape 
contractors can determine the ap-
propriate mower fleet is by talking 
with other contractors and observing 
the setup of their businesses, Funk 
say. And when doing so, it's important 
to onsider size and location in that 
evaluation, he adds. 

"Each contractor needs to look at 
his personal situation because there is 
no magic formula to decide what to 
do when it comes to mower fleets," he 
says. "But although each situation is 
unique, there are none so grossly dif-
ferent that a contractor couldn't find a 
similar company to use as a mode l . " I 

Visit the Product Spotlight section online for 
the latest mower offerings from the industry s 
lead ing manufacturers. 
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specialty chemicals 

Storage Pointers 
Fol low these guidel ines for proper pest ic ide storage. 

If you transport, store or apply pesticides, the Minnesota Department of Agriculture 
provides these helpful tips to circumvent any problems. 

• Security measures should make it as difficult as possible for a troublemaker to tamper 
with your chemicals or facility. 

• Keep chemical storage areas secure and locked where fire codes permit. 
Keep an updated and accurate inventory of all chemicals in your possession. 
Restricted-use pesticide sales must be documented according to applicable regulations. Expect to 
provide these records to authorities upon request. 
Walk the perimeter of your chemical storage areas daily and look for signs of tampering. 
Remind employees to report any unusual activity to their supervisors. 
Lock and/or secure all application equipment when not in use. 
Be suspicious of unusual purchases and odd behavior by employees or customers. 
Consider background checks on new employees. 
Restrict access of non-employees (delivery people, maintenance personnel, etc.) to your facilities. 
Invite local law enforcement to review your security measures. 
Routinely review, update and exercise your emergency response plan procedures. 
Report any unusual activity or threat to your local law enforcement office. H 
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construction equipment 

by 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 

ex-ceptional performance 
Excavators enable landscape cont rac tors to take on jobs they 
normally aren ' t equipped to perform. 

For Chris Matthews, an excavators usefulness comes down to simple math: He needs 
to operate his one or two days to make the payment for the month. 

Its that productivity Matthews, vice president of Dublin, Ohio-based Builder-
Scape, and other landscape contractors have found in excavators and mini-excava-

tors. Contractors laud the machines' low frequency of servicing, versatility on the job and 
productivity as some of the reasons they invested in these useful machines. For landscape 
contractors, adding excavator-based services adds to the bottom line. 

Home builders, for example, are looking for landscape contractors who are able to per-
form tasks other than those they normally do. "When you're already on a job site, they like 
to see that you can do lots of different tasks," Matthews says. "I've dug footers for builders. 
I would have never even thought of doing that before. With excavators, we can do those 
things." 

There's very little an excavator can't do, says Bill Rusch, product manager for Oregon, 
111.-based Woods Equipment, which manufactures excavator attachments. "If you're work-
ing in a rocky area, you could use an excavator to move large rocks," he says. "There's 
hardly any job site that couldn't make use of an excavator." 

Whether its irrigation work, installing water gardens, decorative stone work or install-
ing trees, excavators complement a contractor's other machines. "They open the door to 
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construction equipment 

many different types of jobs for land-
scape contractors," says Steve Kabay 
Jr., sales manager for Hudson, Ohio-
based Coyote Loaders. "If landscape 
contractors want to be more things to 
more people, adding an excavator will 
do it." 

TOUGH JOBS. Digging irrigation 
trenches, shoveling dirt for tree instal-
lation, contour grading and lifting 
and setting down boulders and trees 
are just a tew of the myriad tasks exca-
vators perform, as are cutting drainage 
swales, digging ponds and setting 
cisterns. "The contractors creativity 
and imagination are really the limita-

tion to an excavators versatility," says 
Matthew Hendry, product consultant 
for Cary, N.C.-based John Deere. 
Many contractors use the excavator in 
conjunction with other equipment. 
The excavator assumes the primary 
production role, while the loaders, 
skid-steers and backhoes work in sup-
port roles, Hendry says. 

"The excavator is used more as a 
precision tool for focused removal, 
and is not designed for the load-carry 
applications more suited for the skid-
steer," says Darren Wilson, product 
manager for Peoria, 111.-based Cater-
pillar. While the name of the game 
might be to quickly perform duties 

V | 
1 £ 

t r y b e f o r e y o u b u y 

The investment required to purchase an excavator 
necessitates a contractor try one out before buying. 
"Most dealers love to do demos with the equipment and 
be there to guide the potential buyer," says Bill Gearhart, 
marketing manager for Buffalo Grove, lll.-based Yanmar. 

If a landscape contractor is renting a machine 30 
percent of the time, he should consider buying one, 
says Matthew Hendry, product consultant for Cary, 
N.C.-based John Deere. "It's critical for the contractor to 
discover if the particular excavator is the right machine 
for him, before he makes the investment," Hendry says. 

Demonstrating the excavator on a job site is prefer-
able, but if not possible, an off-site demo will work, 
Hendry says. "I recommend the contractor take his best 
operators with him to the off-site demo area," he says. 
"Have the operators put the machine through its paces 
and listen to their input." 

Often a rental is enough to encourage a purchase, 
says Steve Kabay Jr., sales manager for Coyote Loaders, 
Hudson, Ohio. "I've had guys who have used them for a 
few days and realized they needed to buy one," he says. 

Contractors should pay attention to cab comfort, 
controls and length of the machine's arm when deciding 
if it is appropriate for them. Aspects such as track width 
and bucket type aren't as important because differing 
size buckets and wider or skinnier tracks can be bought. 
Hendry suggests contractors investigate what type of 
auxiliary hydraulics, quick couplers, thumbs, rakes and 
compactors are available for a particular machine. 

The most important question is what are you trying 
to accomplish, followed by how deep do you need to dig 
and how much does the machine weigh?" Gearhart adds. 

mailto:sales@alturnamats.com
http://www.alturnamats.com
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they're already doing in other ways, 
contractors quickly find they can add 
service offerings. 

"The contractor can expand the 
types of projects he undertakes by 
using an excavator. Whether the 
machine is a mini, compact or full-
size unit, the contractor can pick up 
significant amounts of work from 
other contractors," Hendry says. "The 
contractor will see a significant reduc-
tion in hand labor as he learns all the 
capabilities of the machine." 

Similar to other hydraulic equip-
ment, attachments make the machine 
more useful. Experts cite the thumb 
as the most common attachment, 
with the breaker being another very 
popular tool for excavators. 

"Attachments such as thumbs al-
low you to grab material you normally 
wouldn't be able to pick up with a 
bucket," Rusch says. 

With an excavator, Matthews 
easily replicates the work of four or 
five employees, which provides him a 

competitive advantage in his market. 
"I'm trying to get our company to 
where we're not a labor business," 
Matthews says. "I don't want to have a 
lot of guys running around. Machines 
don't take sick days." 

Excavators have been able to shed 
preconceived notions about their 
usability, Rusch says. "Historically, 
people thought of using excavators 
only to dig basements and trenches," 
he says. "But they've become a lot 
more flexible with the introduction of 
the quick couplers." 

Quick couplers are mechanisms 
that interchange between the various 
attachments. Before the advent of the 
quick coupler, operators had to use 
tools and assistance to remove pins 
and replace attachments. 

On a busy job site, quick couplers 
are a time-saving mechanism. Now, 
many attachments can be switched 
solely by the operator without leav-
ing the cab. The operator can put 
down one attachment, release it, then 
quickly attach another tool and get 
back to work. 

Besides an excavator's wide range 
of abilities, there are other impor-
tant aspects. Serviceability, for one, 
is a strong selling point. Matthews' 
machine, for example, requires an oil 
change two times a year, or at 500 
hours. "That's one less thing I have 
to worry about. And that's great," 
he says. "Serviceability is a big issue, 
especially for smaller companies that 
don't have their own mechanics." 

An excavator tends to have less un-
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dercarriage wear because the machine 
can reach so far while sitting in one 
spot. "They can sit in one area and 
reach 20 to 30 feet before you have to 
move the machine again," Rusch says. 

PERFECT COMPLEMENT While 
excavators and their smaller brethren, 
mini-excavators, perform a variety 
of tasks on their own, the machines 
make an intriguing addition to a 
contractors equipment portfolio. For 
example, contractors will pair excava-
tors with a skid-steer on the same job 
site or spread the equipment out over 
multiple sites. 

Excavators are adept at picking 
up large amounts of material. "The 
excavators are much more efficient 
at digging than skid-steers," says Bill 
Gearhart, marketing manager for 
Buffalo Grove, 111.-based Yanmar. "Its 
good at digging and moving within 
its small area. But a skid-steer is much 
more efficient at quickly moving 
around a job site." 

Skid-steers are in a market by 
themselves, Rusch says. "They're try-
ing to move material from one area to 
another and would travel farther than 
an excavator," he says. 

While an excavator might take 
longer to get from point A to point 
B, they're chock full of features and 
options. Many feature electronic 
monitoring, control pattern changers 
and, regardless of the size of machine 
- from 1.7-ton to about 24-ton, 
which are most commonly used by 
landscape contractors, the controls 
for all are nearly identical. Machines 
up to the 10- to 12-ton range often 
feature swing booms that enhance 
their performance. 

Contractors can choose from steel 
tracks, the most durable, to rubber 
tracks, which tread lightly on finished 
surfaces. Some of the smallest units 
have hydraulic expanding undercar-
riages that grant access to narrow job 
sites and then expand the tracks for 
grater stability, Hendry says. 

In the 1.7- to 24-ton range excava-
tor costs vary from about $30,000 to 
as much as $270,000. Cost differences 
stem from machine size and con-
figurations, with the most expensive 
unit featuring an air-conditioned cab, 
Wilson says. The 20-ton excavator is 
popular among contractors, Rusch 
says. "It can be hauled on a truck 
easily," he says. "Larger than that and 
you'd need special permits, depending 
on the area." 

Matthews has used excavators to 
perform large tree work, install irriga-
tion and for patio installation. For the 
most comfortable working environ-
ment, he suspects contractors choose 
cab controls that switch between 
backhoe- and excavator-style. I 

For some insights on the most common 
mistakes landscape contractors make when 
purchasing excavators, visit the October 
Online Extras section. 
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b y k a t i e m o r r i s | c o n t r i b u t i n g w t i t e r 

Winterizati 
Education 
W i n t e r ' s c h i l l c an k i l l an i r r i g a t i o n s y s t e m . P r o v i d i n g c l i e n t s w i t h 

s h u t d o w n s e r v i c e s p r o t e c t s t h e i r i n v e s t m e n t s and p r o v i d e s i r r i g a t i o n 

c o n t r a c t o r s a f a l l b u s i n e s s o p p o r t u n i t y . 

Have you ever left a can of soda in the freezer? As the soda solidifies the liquid ex-
pands and bursts the can leaving a sticky mess. Frost on the ground has the same 
affect on the water inside an irrigation system, but this situation requires costly 
repairs. 

Contractors must educate their clients about the importance of winterization and how 
seasonal irrigation shutdown service ensures peak system performance when spring rolls 
around. In addition, having winterization on a service menu can increase a contractors 

profitability and reduce the amount of work necesary to fix improperly shut down 
irrigation systems. 

WHY WINTERIZATION. Even though irrigation pipes, also known as lateral 
pipes, are installed 8 to 12 inches into the ground, when the surface freezes its 
not uncommon for frost to reach 3 to 4 feet below, says Steve Schepers, contrac-
tor account manager for Azusa, Calif.-based Rain Bird. 

If systems are not shut down before temperatures drop below 32 degrees 
it can start a catastrophic chain reaction. First the backflow preventor freezes 
and then water left in the system solidifies, ultimately causing the pipes to 
burst. When installing an irrigation system it is up to the landscape contrac-
tor to inform customers about these consequences. 

Irrigation winterization is a necessity for areas in the Northeast and 
outside the Sun Belt where temperatures drop well below freezing, says 
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Mike Merlesena, Southern California 
sales representative for DIG Corp. in 
Vista, Calif. "In the Southern states, 
such as Georgia, Tennessee, Louisiana 
and the Carolinas, selling irrigation 

ers that the price of the service will be 
less costly than the price of repairing a 
damaged system. Ultimately, its better 
to be safe than sorry. 

" In the Southern states... sell-
ing irrigation winterization is 
harder because there is less of 
a chance of freezing weather/' 

- Mike Merlesena 

winterization is harder because there 
is less of a chance of freezing weather," 
he says. 

Contractors in these warmer re-
gions have to convince their custom-

IRRIGATION SHUTDOWN. Winter-
izing an irrigation system in Septem-
ber or October is not a complicated 
procedure, however there are a num-
ber of details irrigation technicians 

should keep in mind to perform the 
service properly. 

Bob Farrington, irrigation supervi-
sor at Jetstream Landscape and Irriga-
tion in Grand Blanc, Mich., sends 
two technicians to a job site. "This 
way one guy can talk to the hom-
eowner while the other one can hook 
up the air compressor," he says. 

Technicians have three wintema-
tion methods to choose from: manual 
drain valve, automatic drain valve and 
compressed air blow out. 

Regardless of the technique, 
though, the first step is to turn ofi the 
main water supply. If this is not done, 
then the pressure in the system can 
force the water back into and con-
taminate the municipal water system. 

The manual drain valve method 
is not used very frequently since the 
invention of the automatic drain, 
Schepers says. If an irrigation techni-
cian happens to encounter one, they 
must first turn off the mainline shut-
off valve then proceed to open one of 
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the irrigation systems control valves to 
relieve pressure on the systems main-
line. From here, he must slowly open 
the manual drain valves one at a time 
to release water from the mainline. 

The automatic drain valve method 
requires no manual intervention. The 

time saving tips 

system will drain itself every time the 
system is shut off. The downside of 
this method is the technician cant 
tell by looking at the valve box if it is 
an automatic system. The only way 
of knowing is if the contractor has 
prior knowledge of the system. This 

is why installing the systems you are 
currently shutting down is helpful. 
As for what they should do if they 
are not 100 percent sure the system is 
automatic, Schepers says it is best to 
blow out the system with air. 

Mike Todd, owner of Milwaukee 

Q Start i r r igat ion s h u t d o w n serv ices earl ier in the season, a round mid-September, to avoid 
las t -minute jobs. 

Q Develop a t i m e l ine tha t inc ludes how many cus tomers you have and how long you es t imate 
each job wi l l take. 

Q Schedu le houses in the same area to reduce dr iv ing t ime. 

Q Call your cus tomers to let t h e m know w h e n you wi l l be in the area. 

Q Cons ider us ing diesel compresso rs vs. gas compressors because they are more fuel e f f ic ient 
and economica l . 

F i r s t . . . 
ALWAYS! 

C3MMPHW 
&HM3ZB 

clusively designed low profile 
outlet riser and open drum 

slot eliminate hose 
kinking and enable smooth 

even hose wraps 

One piece, always welded, "A" frame 
steel construction with full-flow swivel 

machined from solid 

Made with state of the art CNC 
robotics, and backed by the 

industry's most comprehensive 
two-year warranty 

800-CQX-REEL 
Toll Free: 800-269-7335 • Fax: 800-229-7335 
Int. Tel: 480-820-6396 • Fax: 480-820-5132* Email: info@coxreels.coni 

Mh 
COXREELS 

USE READER SERVICE # 70 G I E + E X P O I N D O O R B O O T H # 9020 
USE READER SERVICE #71 



eConstellation saves you 
money... no need to 
purchase irrigation computers, 
software or service plans 

eConstellation saves you 
time... manage your 
sites from office, home 
or anywhere 

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 or visit us online today to get started! 

Advanced Technology > 
< Total Control. 

C O N T R O L S Y S T E M S . INC . 

4 Mason • Suite B • Irvine • California • 92618 
Toll free: 866.4SIGNATURE 
Local: 949.580.3640 - Fax: 949.580.3645 
Web: www.SignatureControlSystems.com 

http://www.SignatureControlSystems.com


Lawn Sprinkler Corp., Menomonee, 
Wis., used to manually drain systems 
until the late 1970s when he read 
about winterizing with compressed 
air. He used a golf course as a guinea 
pig and was so pleased with the 
outcome he started offering blow out 
services along with his other irrigation 
services. Now he uses the blow out 
method to winterize all his commer-
cial and residential customers. 

"Winterizing irrigation systems 
with compressed air is efficient, fast, 
eliminates auto-drains and saves wa-
ter," Todd says. 

The compressed air blow out 
method involves attaching an air com-
pressor to the discharge side of the 
backflow preventor, which is found in 
the yard or near the water meter. The 
compressed air clears water out of the 
mainline pipe, lateral pipes, sprinkler 
control valves and the sprinkler heads. 

Its vital that all zones are open. 
"One of the key mistakes irrigation 
technicians make is providing air to 

the system before opening up the 
zones," Schepers says. Turning on the 
compressor before opening the zones 
allows pressure to build up and when 
finally released it can cause severe 
stresses on the system. 

After the water sprouting from 
zone ones sprinkler heads has turned 
into a fine mist the irrigation techni-
cians can turn the zone off and con-
tinue to the next one. To efficiently 
blow out a system it is important for 
technicians to cycle each valve for 
two to three minutes, and they are 
advised to turn the stations off and 
on multiple times rather than leaving 
the valve open for the full allocated 
time. Going through each zone twice 
will also ensure water has been pushed 
out. 

For the irrigation technicians 
safety, when the last zone is com-
pleted the compressor needs to be 
shut off before closing the last zone 
or else pressure will build causing the 
compressor hose to disconnect and hit 

the irrigation technician. Irrigation 
technicians must also pay close atten-
tion to how much pressure they are 
sending through the system. "Its best 
to winterize at the systems current 
operating water pressure but never 
to exceed 70 pounds per square inch 
(psi)," Schepers says. Excessive pres-
sure will damage the valves and the 
system. 

One air compressor is all an 
irrigation technician will need on 
a residential job site. A common 
misconception contractors have about 
compressors is they think the pressure 
pushes the water out when actually its 
the volume of air that pushes water 
through the pipes. Irrigation techni-
cians should use a compressor that 
can provide 10 to 25 cubic feet per 
minute (CFM) of air pressure. Irriga-
tion technicians can purchase bigger 
compressors for bigger sites as long as 
the pressure is regulated to 70 psi. 

After all the valves have been 
cleared and closed there is one last 
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Impress your clients by saving water, eliminating dry-spots and 
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task an irrigation technician must 
attend to and that is winterizing the 
backflow preventor. "You should 
first and foremost check with the 
manufacturer for the winterization 
techniques," Schepers says. Typically 
the manufacturers process includes 
leaving the "ball" shut-off valves at 
a 45-degree angle for the remainder 
of the winter, and if extreme tem-
peratures occur irrigation technicians 
might consider insulating the back-
flow preventor. 

WINTERIZATION PROFITABILITY. 
For many contractors the irrigation 
season - including the winterization 
and spring start up - is the second 
busiest time of year. "Between 30 to 
40 percent of a company's overall prof-
it comes from irrigation shutdowns 
and spring startups," Schepers says. 

Pricing for irrigation winterization 
varies on the region the contractor 
works in. Most contractors, though, 
price on how large the system is or the 

number of zones a system contains. 
Todd quotes a fixed rate for both 
winterization and spring startup on 
the customers service proposal, which 
he sends out in February. All the cus-
tomer has to do is sign and return it. 

When charging customers, con-
sider a technicians gas, mileage, labor 
rate and the amount of work they can 
accomplish in a day. "In the current 
market, irrigation winterization con-
tractors charge anywhere from $50 to 
$75 for residential and $65 to $95 for 
commercial," Farrington says. 

One mistake contractors make is 
waiting too long to start winteriza-
tion. "Give yourself a time line and 
expect the unexpected or you're just 
playing with fire," Merlesena says. 

Another factor contractors should 
consider is the lasting impression 
an irrigation technician's shut down 
performance leaves on a customer. 
Todd understands the importance of 
this service to his company and to 
his customers. His company couldn't 

function as a full-service irriga-
tion company without its irrigation 
winterization service. "Our customers 
depend on us to maintain their sys-
tems at least twice a year, which is also 
a reliable revenue source," he says. 

Irrigation contractors need to 
understand customers only see them 
twice a year when technicians come 
to shut off and turn on their systems. 
If an irrigation technician is a little 
sloppy in the job and the system is 
damaged because of it, the customer 
has no attachment to the company 
and will look elsewhere. 

"This is the only time the cus-
tomer is going to get an in-depth 
perspective of your company," Schep-
ers says. "The impression you leave is 
what differentiates yourself from your 
competitors." IK 

Direct your irrigation questions to the online 
message board. 
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Don't let your Bobcat® equipment sit idle in the winter. Make sure you're maximizing your investment 
year-round. Use the family of Bobcat snow removal attachments to keep busy with diverse snow 
removal jobs - from paths to parking lots, and everything in between. 

Ingersoll Rand 
Compact Vehicle Technologies, 
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roduct focus 

e m i 

P r o m o t i n g ene rgy e f f i c i en c y and 

m a i n t e n a n c e a g r e e m e n t s can make 

c o n t r a c t o r s ' p ro f i t s sh ine . 

Most homeowners love lush lawns, neat ornamentals and tidy shrubs, and land-
scape contractors dedicate hours of work each week to keep these homes in 
tip-top condition. But when the sun goes down, all that hard work goes unseen. 
That's where a contractor s knowledge of landscape lighting comes in handy. 

"Some homeowners put so much money into their homes and landscapes and then at 
night they lose it," says Jim Poplin, owner of Nightscapes Landscape Lighting and Design, 
Huntersville, N.C. "You have to convince the customer that actually being able to see the 
beauty of the home and landscape at night is a good investment." 

Contractors and manufactures agree that landscape lighting is an effective way to make 
a clients home shine. Unlike mowing, trimming or edging, illuminating a home is a more 
personal way to establish client relationships as well as let contractors unleash their creativ-
ity. "Many contractors see landscaping lighting as fulfilling, rewarding work - especially 
after experiencing homeowners' reactions," says Steve Parrott, media and marketing director, 
CAST Lighting, Hawthorne, N.J. "They mow a client's lawn and the client is just glad the 
job's done. But they light up a home and the client's hugging them afterward." 

But there is more to landscape lighting than simply installing light fixtures. Contractors 
need to stress the importance of system upkeep and maintenance to ensure this sometimes 
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significant investment doesn't get lost 
in the dark. 

"Every contractor who installs a 
system should try to get a mainte-
nance agreement with the client," 

" Every contractor who 

installs a system should 

try to get a maintenance 

agreement with the client/' 

- Steve Parrott 

Parrott says. "They should discourage 
homeowners from maintaining their 
professional systems because it takes a 
trained eye and it benefits everyone to 
have that ongoing relationship." 

GETTING STARTED. "The beauty 
about low-voltage landscape lighting 
systems is they're easy to assemble and 
easy to maintain," says Keith Isley, 
manager of business development for 

Ambiance Lighting Systems, Seagull 
Lighting, Snow Camp, N.C. Most 
all landscape lighting is low voltage, 
usually 12 to 24 volts, meaning safety 
issues during installation are virtu-

ally nonexistent. In fact, there is no 
possibility of electrical injury when 
working with fewer than 30 volts, 
Parrott says. 

Poplin uses the safety of low volt-
age, as opposed to the more danger-
ous line voltage, as a selling tool when 
discussing a clients options. 

"If a client stresses a desire for line 
voltage rather than low voltage, we 
stress the safety issues of children," he 
says, adding low voltage produces just 
as much light but with a warmer feel. 
"It's safe around water, and if lines get 
cut you can't get shocked and if kids 
pull them up they're still safe." 

Low-voltage landscape lighting 
also requires very little training. Most 
manufacturers offer one-day training 
sessions that quickly show contractors 
the nuts and bolts of what they need 
to know to install a system correctly. 

Some manufacturers provide 
on-site training representatives for 
in-house assistance. Poplin shows 
his employees a training video that 
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explains how to break down a lighting 
system, and also has demo systems set 
up in the office for hands-on practice. 

Manufacturer and contractors 
agree the most training is needed not 
for the installation but for the design 
of a landscape lighting system. 

"The installation is fairly simple," 
Parrott says. "The design requires 
more experience in terms of picking 
appropriate fixtures, knowing where 
to position them and learning the dif-
ferent effects they can achieve." 

Some manufacturers offer ad-
vanced design courses and have reps 
that will join contractors in the field 
for hands-on design interaction. (See 
Aesthetic Ambiance on page 134). 

THE ENERGY FACTOR. Installing 
energy-efficient lighting systems is an-
other way contractors can strengthen 
a client's investment. While the client 
communicates the ambiance they 
wish to see, deciding on the pieces 
and parts falls to the contractor. 
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( a t t e n d a n c e to the S h o w not requ i red ) ^ ^ k 1 
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NO Payments & NO Interest till May 1st 2008 is with approved financing through Huntington Commercial Finance bank, some restrictions apply, call for more details. 

The Machine for All Seasons 
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330-875-0769 m u l c h m u l e . c o m 
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"Low-voltage lighting can be good 
for the environment because it can use 
less power than other forms," Poplin 
says. "Anything that saves is a plus." 

There are five main steps contrac-
tors can follow to install an energy 
efficient lighting system, and most are 
as simple as choosing one component 
over another, Parrott says. 

The first is choosing a toroidal 
over an El-type transformer because 
less energy is lost through a toroidal 
transformers ring-shaped core than 
an El-transformers flat core. This 
choice can increase system efficiency 
by 10 percent and save an estimated 
$63 over the course of a year, Parrott 
says, citing a CAST Lighting system 
case study.* Toroidal transformers cost 
about $40 to $50 more than El-types, 
he adds. 

The second step is choosing the 
system's wire size. Most energy in 
low-voltage systems is lost through 
the wire, Parrott says. The heavier the 
wire, the thicker the gauge and the 

more energy is conserved. In land-
scape lighting, two primary wire sizes 
are used: the thinner and less costly 
#12/2 and the thicker, more expensive 
#10/2. By choosing #10/2 over #12/2 
wire, contractors save their clients an 
estimated $32 in energy costs each 
year, according to the case study. 
However, #10/2 wire costs about $45 
more than #12/2 wire, Parrott says. 

But #12/2 wire is not all bad, Par-
rott says. Its fine for short runs with a 
low-wattage load, he says. 

A good rule of thumb is for runs 
with more than 100-watt lamp loads 
or for runs longer than 100 feet, 
use #10/2 wire, and for runs with 
less than 100 watt-loads or for runs 
shorter than 100 feet, use #12/2 wire, 
Parrott says. 

Step three involves connecting an 
appropriate number of fixtures to each 
run. Energy is lost when too many 
fixtures are attached to too few runs. 
The more runs with lighter loads, 
the better the system. For example, 

distributing the case study systems 
25 fixtures among seven, rather than 
five, wire runs save about $42 a year 
in energy costs at an additional cost 
to the contractor of about $24 for the 
extra wire runs, Parrott says. 

The fourth step is to use the cor-
rect wattage of lamp in the system. 

"Many contractors have a ten-
dency to light things too brightly," he 
says. "Its common for contractors to 
use 50-watt lamps, which are almost 
never necessary for nice lighting. Most 
can get by with 20- or 30-watt lamps 
and use half the energy." 

Replacing half of the 35-watt 
lamps in the 25-fixture system with 
20-watt lamps saves about $ 111 a year 
in energy costs, Parrott says, at no ad-
ditional cost to the contractor. 

A final energy-saving strategy in-
volves monitoring a lighting system's 
operating time. Transformers installed 
with both a time clock and a pho-
tocell save more energy than those 

continued on page 1Z6, sidebar on page 134 
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Y/C/'S most popular spreader sprayer 

ily the best! Honda 6.5 HP engine 
id all stainless steel construction 
irks tough all day long. 

Drop the handlebar and walk 
dangerous hills and climb curbs 
with ease. 

Articulated steering tracks hillsides 
and smoothes out rough terrain. 

S¥1 J S 

WIN ONE FREE! 

Register Online 
or call for a free 
InfoPak today! 

8 0 0 . 3 4 6 . 2 0 0 1 
permagreen.com 

orld Class Power Train Ride or Walk 

u s patent 6.336.600 and patents pending. © 2006 PermaGreen Supreme. Inc. LfSCO is a registered trademark and LfSCO Service Center is a registered Service Mark of LESCO Technologies, LLC. all rights reserved. 

call for a free InfoPak or dealer location 
800.346.2001 permagreen.com 



pro duct f OCUS 
~m 

aesthetic ambiance 
H 

• L- • 

Understanding l ighting design can be a different mind-set than most landscape contractors are used to. Below are 
the principles of landscape l ight ing design and how they contr ibute to the f in ished product. 

1. Depth - The distance a viewer's gaze travels as he or she views a landscape l ighting scene. A design with good 
depth has a start ing point that naturally progresses throughout the landscape. 

2. Perspective - This principle defines a landscape as a three-dimensional canvas for a l ighting designer, who 
strives to i l luminate it f rom all points of view. 

3. Focal Points - A landscape l ighting design should consist of visual destinations that act as stepping stones for 
the eyes. Focal points should not be too far apart and there should never be total darkness between them. 

4. Qual i ty and Direction - Lighting quality sets the mood and includes beam spread and shape, level of diffusion 
and the overall appearance of l ights relative to each other. 

5. S y m m e t r y and Balance - Symmetry in landscape l ighting highl ights a home's balance. 

6. Cohesion - Ensures a home is i l luminated as one cohesive unit rather than as a group of unrelated parts. 
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continued from page 130 

installed with just one or the other, 
manufacturers say. A photocell turns 
the system on when the sun goes 
down, but a timer allows the hom-
eowner to turn them on and off at 

not all landscape lights need to burn 
the entire night. 

KEEP IT GOING. For many con-
tractors, a good design and energy 

"Low-voltage lighting can 

be good for the environ-

ment because it can use 

less power than other 

forms." - J i m Popl in 

their preference. Separate transmitters 
and timers operate lights important 
for decorative and safety reasons at 
different times, Parrott says, adding 

efficient system installation is just the 
beginning of a landscape lighting job. 

Maintenance contracts are a prac-
tical, and profitable, add-on service to 

T 
Quality Parts 
Since 1970 
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FLAIL-MASTER® — 

Your BEST Choice for Quality Mower Parts 

Behin(/ 

0k 

^ . C f c a p p s P r 0 c / ^ r U n e & 4 C C e 

www.flailmaster.com (800) 251-4020 
P.O. Box 40984, Nashville, TN 37204 *Free shipping on all orders of $50 or more 

keep lighting systems up and running 
all year. While maintenance can be 
difficult to sell to homeowners who 
believe they can upkeep their own 
systems, contractors need to explain 
the benefits to having a trained 
professional keep an eye on a project 
that can cost a homeowner $2 ,500 or 
more to install, Poplin says. 

"A lot of customers initially choose 
to do it themselves because they feel 
they are keeping costs down," Poplin 
says. "But usually within a year they 
call you back because they cant figure 
out what to do." 

Poplin has offered lighting system 
maintenance for the past 10 years, 
and his contracts include visits every 
six months, usually in the spring or 
fall. During these visits, Poplins crews 
of one or two technicians check the 
whole system and replace any broken 
bulbs or fixtures. They also reconfig-
ure lamp placement to accommodate 
for growing plant material, such as 
shrubs or roots. 

LEHMAN 
E Q U I P M E N T 

ect blend of function and image 

• 300 gallon primary tank • 50 (or 100) gallon 
auxiliary tank • Mechanical or JET agitation 

Custom Configurations to Meet Your Needs 
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Other maintenance services 
include lens cleaning and replace-
ment, tightening of terminal block 
screws, replacement of fixture sockets 
and the re-aiming of fixtures, Parrott 
says. Contractors should replace all 
of a system's lamps about every 18 
months, he adds. 

"If one lamp burns out and is not 
soon replaced, it could cause the other 
lamps on a system to burn out more 
quickly," he says. When a lamp burns 
out, it reduces the voltage draw on the 
system and causes the others to burn 
brighter than normal, eventually caus-
ing successive burnouts, he adds. 

When clients decide against a 
maintenance contract, Parrott suggests 
contractors recommend customers 
keep up with lens cleaning and lamp 
replacement and schedule appoint-
ments on an as-needed basis to check 
the systems internal parts like sockets 
and terminals. 

Better yet, contractors should offer 
their new clients a year of free main-

tenance. "During that year, show the 
homeowner that it is significant work 
and they will most likely buy into the 
program," he says. 

Contractors price their main-
tenance services differently. Poplin 
begins with a $65 service fee and then 
charges per part, aiming for a 50 per-
cent profit on each one. Prices of parts 
will also vary for different systems. 
For example, one lamp replacement 
can cost from $ 1 7 to $35, depend-
ing on the type of fixture. An average 
maintenance contract costs about 
$300 a year, he says. 

Some contractors price based on 
system size and the number of trans-
formers, and a typical maintenance 
fee for a 20-fixture system could be 
$350 per year, Parrott says. 

Larger systems can cost from 
$400 to $500 a year. "This price is a 
fraction of what most clients' actual 
landscapes cost, so if they get to enjoy 
it at night, it's really a good invest-
ment," Poplin says. 

By thinking of the future - wheth-
er in terms of system maintenance 
or energy savings - contractors give 
their clients the best possible lighting 
experience, and even have some fun in 
the process. 

"Some contractors will get into 
lighting because they see the profit 
opportunity, but once they start doing 
it they become passionate about it," 
Parrott says. "If they focus on doing 
it well, the service's rewards will come 
on their own." I 

* Editor's Note: Case study was per-
formed by CAST Lighting on a 25-fix-
ture system with an El-type 1200-watt 
transformeri #12/2 wire, five 80-foot 
wire runs, 35-watt lamps and all fix-
tures on a single transformer. 

D o you have landscape lighting questions? 
Post them to your industry colleagues at the 
online message board. 

CALL THE WORLD'S #1GMC TRUCK DEALER 
FOR YOUR LANDSCAPE TRUCK NEEDS! 
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w Quincept and The Formulation Innovators are trodemorks of Nufarm Americas Inc Always reod and follow complete label instructions 

Value wi th a difference. i \ 
Nufarm 
Turf & Specialty 

http://www.turf.us.nufarm.com


Snow Tools 
These products shine when the flakes fly. 

compiled by mike zawacki | managing editor 

Arctic Sectional Plow 

• Patented snowplow's steel blades shave through frozen snow down 
to the pavement 

• Each moldboard section is mounted with polyurethane blocks that enable 
each section to trip over obstacles up to 3 inches 

• Slip hitch enables the operator to drop plow down and go 
• Mechanical wings move upward upon impact and adjust to ride flat on the pavement 
• Quick-tatch hitch and universal bucket mount available 
• Arctic Snow & Ice Control - 888/242-3766, www.arcticsnowandice.com 
Circle 200 on reader service card 

Avalanche Tailgate Spreader 

• Includes an agitator 
• Variable speed spinner control 
• Cab protector and tarp roller kit 
• Fits full-size or short-bed trucks 
• Includes a 2-year warranty 
• Avalanche - 905/465-4049, www.avalanchespreaders.com 
Circle 201 on reader service card 

Blizzard Speedwing 

• Combines the productivity of Blizzard's multi-position blade design 
with the control simplicity of a straight-blade snowplow 

• Defaults to A-scoop position for straight-ahead plowing 
• When angled, the trailing wing falls in line with the blade while the leading 

wing maintains its forward position to reduce spillover and utilize the entire 
blade width for higher-capacity windrowing 

• Heavy-duty spring and cable system maximizes productivity while simplifying operator involvement 
• Wings can easily be fixed in a straight-blade position for back-dragging operations 
• Blizzard - 414/716-9433, www.blizzardplows.com 
Circle 202 on reader service card 

http://www.arcticsnowandice.com
http://www.avalanchespreaders.com
http://www.blizzardplows.com


CUTTING PERFORMANCE REDEFINED 
GATOR MULCHER™ 3-IN-1 

i//y * 

F R O M T H E C R E A T O R S O F T H E O R I G I N A L G A T O R M U L C H E R ™ . . 
C O M E S T H E N E W G A T O R M U L C H E R ™ 3 - I N - 1 B L A D E F A M I L Y 

The innovative new design creates 33% more air flow 
than the original Gator Mulcherwhich results in: 

B E T T E R MULCHING 

B E T T E R BAGGING 

^ B E T T E R S I D E D I S C H A R G E Advanced Cutting Technology 

Available from authorized Oregon® Distributors and Dealers selling genuine Oregon® and Gator Mulcher'" products 

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

http://www.oregonchain.com


p r o d u c t s p o t l i g h J 
The Boss Power-V XT Snowplow 

• l/2-inch-by-6-inch high-performance cutting edge with built-in curb guards and snow catcher 
• Includes the fast and easy-to-use SmartHitch 2 Attachment System 
• Features the SmartTouch 2 control and SmartLight package 
• High-performance hydraulic package 
• The Boss - 800/286-4155, www.bossplows.com 
Circle 203 on reader service card 

JRCO Snowplow 

• Attaches to mid-mount ZTR mowers 
• Features a 60-inch-wide blade with a 5-inch UHMW cutting edge 
• 7-angle blade is adjusatlble from the seat 
• Includes a foot pedal lift and lock 
• Blade trip includes springs 
• JRCO - 800/966-8442, www.jrcoinc.com 
Circle 204 on reader service card 

Buyers Products - Snowdogg Snow Plows 

• Features a stainless-steel, corrosion-free moldboard 
• '/4-inch steel ribs and heavy-duty channel 

• Heavy-duty hydraulic power unit 
• Buyers Products - 440/974-8888, www.buyersproducts.com 
Circle 205 on reader service card 

u.s. LAWNS 

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 to start a landscape maintenance company? Already in 
the landscape maintenance industry? Then let U . S . Lawns show 
you how to start or convert your business and grow with the 
leader in the commercial landscape maintenance industry. 

Our four ideal Trust Quality Service am Value g v 
"No Job is Too Big or Too Small" philosophy, make II. 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 

USE READER SERVICE # 95 

http://www.bossplows.com
http://www.jrcoinc.com
http://www.buyersproducts.com
mailto:info@uslawns.com
http://www.uslawns.com


Six new ways to grow 

greener 

thicker 

weedless 

grubless 

bugless 

healthier 
turf • t 

The Scotts Advantage® keeps on spreading with the 
introduction of new combination fertilizers from Scotts® 
Landscaper PROT.M Each offers three to four months of 
proven Poly-S® nutrition. Five save you time and labor 
by adding pest-control ingredients; one offers 

additional micronutrients for better results in deficient 
soils. Feed turf, trees and ornamentals the advanced 
nutrition of Scotts Landscaper PRO: four original 
granular turf and ornamental fertilizers, and now 
six new combination products. 

Contact your Scotts Territory Manager or Distributor, call 1-800-492-8255 or visit www.scottsprohort.com. 

^Landscaper PRO 
© 2007 The Scotts Company LLC, Worldwide Rights Reserved. 

http://www.scottsprohort.com


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

• Features the same design and specifications as the Wing Plow without the folding capacity 
• Designed for larger projects where transport from site to site in not needed 
• Daniels Plows - 847/426-1150, www.danielsplows.com 
Circle 206 on reader service card 

Fisher XLS - X-Pandable Length Snowplow 

• Operator can expand and reconfigure the blade into a number of plowing 
positions without leaving the truck 

• Features an 8-foot retracted straight-blade width, a 10-foot expanded width 
and a scoop width of nearly 9 feet 

• The XLS will fully angle while in the scoop position to maximize plow handling and capacity 
• Ideal for carrying large quantities of snow or plowing around corners, congested parking lots, street curbs and sidewalks 
• The leading wing angles forward to corral more snow into the moldboard, eliminating spill-off and effectively utilizing 

the entire blade width 
• Features a Trip-Edge design which maintains the load when an obstacle is encountered 
• Fisher's Minute Mount 2 attachment system is also standard 
• Fisher Engineering - 207/701 -4200, www.fisherplows.com 
Circle 207 on reader service card 

EdgePro® Paver Restraint 
We're taking EdgePro® 
to New Heights 

C P i r i E j c 

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

TM 
EdgePro Low Profile 
Features a 1.25" vertical wall height that makes 
it ideal for thinner paving applications, including 
flagstone and wet cast pavers. Rigid option available 
for installations that require straight lines. 

EdgePro® Paver Restraint 
Designed with a 1.75" vertical wall height for use 
with most standard pavers. Rigid option available for 
installations that require straight lines. 

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

MANUFACTUREO RY D IMEX LLC 1 . 8 0 0 . E 0 G E P R 0 1 1 8 0 0 3 3 4 3 7 7 6 

28305 St. Rt. 7. Marietta, OH 45750 PH: 1-800-334-3776 FAX: 1-740-374-2700 www.edgepro.com 

USE READER SERVICE # 97 

http://www.danielsplows.com
http://www.fisherplows.com
http://www.edgepro.com


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

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. 

We've Joined 
Forces To Serve 
You Better! 

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

For a location near you, visit us online at www.JohnDeereLandscapes.com or www.LESC0.com. 

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


Hiniker Scoop Snowplow 

• Concave shape provides greater capacity, less spillage and 
faster plowing 

• 20-degree fixed-angle outer ends capture snow 
• Available in 8- and 9-foot lengths 
• Includes a high-impact polyethylene moldboard 
• 3-section trip edge with a 9-inch pivot point provides protection from curbs 

and parking barriers 
• Hiniker Co. - 507/625-6621, www.hiniker.com 
Circle 208 on reader service card 

Hi-Way Super P Deicing Spreader 

• Mounts on flat bed trucks or dump bodies 
• Heavy-duty construction in 8-, 9- or 10-foot lengths 
• Available in carbon steel or 304 stainless steel construction 
• May be hydraulic or engine driven 
• High-capacity specification available for chassis with a minimum of 20,000 gvwr 
• Highway Equipment - 800/363-1771, www.highwayequipment.com 
Circle 209 on reader service card 

Kage Innovations Snow Containment 

• Attaches and detaches to snow blade from the cab 
• Switch from angle plowing to pushing in seconds 

from the cab 
• Moves snow 25 to 50 percent faster, makes cleanup 

neater and up to 75 percent faster 
• Plow brackets for Snow Wolf, Boss and Falls skid-

steer blades 
• Kage Innovations-651/433-4628, 

www.kageinnovation.com 
Circle 210 on reader service card 

tyiAuatli^. GudU. Q^umwl. 

Expand your business and accelerate 
off-season revenue with Brite Ideas Decorating! 

• Tremendous first year profit potential 
• No royalties or renewal fees 
• Low total initial investment 
• Exclusive product line 
• Technical training and support 
• In-house print shop & design team 

r^Tfrn 

r r P T T m ^ T p n r ^ ' I 'T"* i 

• j . S 
~'" — ' FREE business kit r t j t t t 

a DVD available! 
caii 888-200-5131 

and speak with one of our trained - I — - — L 
professionals for more information. ] [ ) £ y \ S 

www.briteidea.com de 

USE READER SERVICE # 99 

bqbdebuue 
STAMP USA, INC. ^ 

The original machinery that changed the face of concrete. 

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

Landscape 
Concrete 
Curbing... 
SIMPLY THE BEST 

Patented! 

Ask for dvd, pricing, 
and brochures. 

Call 602-402-1501 
ANYTIME! 

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

www.borderlinestamp.com 

http://www.hiniker.com
http://www.highwayequipment.com
http://www.kageinnovation.com
http://www.briteidea.com
http://www.borderlinestamp.com
http://www.borderlinestamp.com
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I S U 2 U 
TRUCK 

E Q U I P M 
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E 
* 3 i 

N T 
C O M M E R C I A L T R U C K C E N T E R 
FORMERLY KNOWN AS KELLEY COMMERCIAL TRUCK CENTER 

DUE TO MORE STRINGENT EMMISSION LAWS ON COMMERCIAL 
VEHICLES, THE PRICE OF TRUCKS PRODUCED AFTER 

JAN* 1ST, 2 0 0 7 WILL INCREASE $ 3 , 0 0 0 - $ 5 , 0 0 0 
Ask dealer for details 

mm ms m$m 
We have stocked up on 2006 year model trucks to save 
you money for the upcoming landscape season. Don't 

wait, call and order your trucks now!!! 
1 - 8 0 0 - 5 4 3 - 5 1 0 9 O R 7 7 0 - 4 9 6 - 1 0 0 0 

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

www.adobetrucks.com 
•PRICES AND PAYMENTS 
SUBJECT TO CHANGE 
BASED ON CURRENT 
PROGRAMS. 

'Call our Parts Department for Overnight Nationwide Shipping 
u H E u t u t u 5 ! E U 

r C 
u 

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


Meyer Drive Pro Commercial Plow 

• Designed for smaller vehicles such as compact pick-up trucks and SUVs 
• Includes a 22'/2-inch-tall-by-6-foot, 8-inch-wide, 14-gauge steel moldboard 
• Ideal for driveways, condos or anywhere there is limited amounts of space 
• E-58H operating system maximizes performance and ensures safe operation 
• Easy installation and removal 
• Meyer Products - 216/486-1313, www.meyerproducts.com 
Circle 211 on reader service card 

Snow Dragon Snow Melters 

• Snow and ice are deposited into a hot 
water bath equipped with heat exchanger tubes 

• Burner fires into the tubes creating a burner-boiler type system 
• Spray system in the melting hopper sprays warm water to promote melting 
• Screens filter out dirt and debris 
• Available in three sizes, from contractor to municipal/airport use 
• Units are mobile 
• Snow Dragon - 888/441 -2493, www.snowdragonmelters.com 
Circle 212 on reader service card 

SnowEx 7500 Salt Spreader 
• V-box style, polyethylene spreader 
• Available with 1.4-cubic-yard capacity 
• 40 percent lighter than steel-built options 
• Features poly enclosure around the spinner assembly 
• Intended for use 6-foot pick-up truck beds 
• SnowEx - 800/725-8377, www.snowex.com 
Circle 213 on reader service card 

Safety 
The ideal driver training tool\ 
that gives instant feedback 

Savings 
Increase productivity and 
reduce vehicle wear and tear 
One-time purchase— 
no subscription 

Simplicity 
Easy to install and easy-to-read 
vehicle and driver info 

And much more! 

F o r j m d r ^ ^ 

www.carchip.com 
oKfcalltlS 

c a r All-in-One Driving & Engine 
Performance Monitor 

LNL07101 

TURBO TURF 
HYDRO SEEDING SYSTEMS 

300 GALLON 
UNITS FROM 

$ 3695.00 

500 GALLON 
^UNITS FROM 

$'4795.00 

Grow great lawns in half the time. 
| * Fast and easy one man operation„ 
* Great power & precise trimming. 

Call us for a FREE video & info pack1 

TURBO TECHNOLOGIES, INC. 
1500 FIRST AVE, BEAVER FALLS, PA 15010 

800-822-3437 www. Turbo Turf, com 

http://www.meyerproducts.com
http://www.snowdragonmelters.com
http://www.snowex.com
http://www.carchip.com


THE ONE-TWO PUNCH 

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

Arysta LifeScience is developing a more powerful version of 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 
Always read and follow label directions ARENA a registered trademark of 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. ©2007 Arysta LifeScience North America Corporation. CL0-003 

Arysta LifeScience 

Harmony In Growth 



Sno-Way Snowplow Snow Deflector 

Deflector design rolls snow ahead of the plow for efficient windrowing 
Enhanced deflector curvature keeps snow off the windshield 
Constructed of ultra-high, molecular-weight polyethylene, which has high 
abrasion resistance and a low coefficient of friction 
Engineered to resist flexing when plowing heavy loads 

• Three-piece design allows the deflector to install on Sno-Way 
blades from 6 to 10 feet, including half-foot widths 

• Sno-Way - 262/673-7490, www.snoway.com 
Circle 214 on reader service card 

Western Wide-Out Snowplow 

• Adjustable-wing plow hydraulically extends and adjusts 
its width and configuration to carry or windrow more snow 

• Blade can be transformed from an 8-foot, straight-blade width to a 10-foot, 
straight-blade width to a scoop position of nearly 9 feet 

• Can be positioned to scoop more snow onto the moldboard, reducing 
spillover and effectively using the full blade width 

• Can angle in the scoop position, increasing carrying capacity while 
maneuvering around obstacles 

• Hand-held control unit features backlit buttons 
• Western Products - 414/354-2310, www.westernplows.com 
Circle 215 on reader service card 

Simple & Powerful 
Software for your 
lawn & landscape 
business. 

Work Management 
Work Orders 
Scheduling 
Route Planning 

Contract Management 
Recurring Billing 
Estimating & Proposals 
Job Costing 

Customer Service 
Track Leads & Opportunities 
Customer Web Portal 

Accounting 
Integrated or stand-alone 

(414) 258-3400 

Shining Brow 
S O F T W A R E ™ 

\m ^ 

Route Planning Window 

The Service Manager™ 
Software helps you organize, 
understand and manage your 
business for profitability. 

Visit our website to learn more 
or request a free demo today. 

www.ShiningBrow.com 

USE READER SERVICE # 105 

Billing 
is Made Even Easier! 

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

• Get Paid Faster 
• Save Time & Effort 
•Bills Go Out On Time 
• Eliminate Billing Headaches 

Landscape r Billing 

Request a free sample bill 
and brochure by calling: 

800-464-6239 

PARTNERED WITH THE INTERNET, 

http://www.snoway.com
http://www.westernplows.com
http://www.ShiningBrow.com


W-SERIES 
INTRODUCING THE NEW, REDESIGNED 2008 CHEVY W-SERIES. Offering a 
smoother ride, more spacious interior and comfortable highback seats. 
Larger side windows and mirrors. A new chrome front grille. And a strong 
frame to protect your drivers. 866-441-9638 or chevy.com/mediumduty 
Comparisons are based on 2008 Chevy W-Series versus the previous 2007 model. Truck shown with equipment from an independent supplier. 
© 2007 GM Corp. 

AN AMERICAN 
R VOLUTION 



Load Light eners 
Technology is adapting to keep up with a contractor's ever-changing business. 

compi led by heather w o o d | web ed i to r 

AvailSuite Software 

• Controls the entire job cycle including customers' calls, scheduling, 
work orders, billing, inventory control and financial management 

• Customer information is organized on a one-screen, tabbed file 
• Data can be synchronized with QuickBooks 
• Features the capability to run more than 40 reports to monitor the 

company's overall business success 
• AvailSuite - 512/782-9977, www.availsuite.com 
Circle 215 on reader service card 

CLIPxe Software 

• Updated version 
• Features CLIP2Go, designed for Windows mobile devices 
• Includes GPS and mapping capability 
• Holds customer information, jobs and notes 
• Allows the user to add and modify information, record customers' 

signatures and record times for each job 
• Available in English and Spanish 
• CLIP Software - 800/635-8485, www.clip.com 
Circle 216 on reader service card 

EverGreen Software 
Service Route Optimization 

• Decreases a vehicle's costs by driving tighter routes 
• Increases service revenues by performing more jobs per day 
• Provides a detailed appointment calendar and a map of the day's routes 
• Includes reports of dollar-per-hour production 
• Features billing, customer relationship management, sales lead tracking and detailed 

production and sales reports 
• More information will be at the Green Industry and Equipment Expo booth #5062 
• EverGreen Software - 800/762-0301, www.evergreensoftware.com 
Circle 217 on reader service card 

http://www.availsuite.com
http://www.clip.com
http://www.evergreensoftware.com


FULL 
SPEED 
AHEAD. 
More,power, perftor-mnce, and 

IZ 

The ALL NEW line of 
commercial mowers 
from Snapper Pro... 
Coming out of its 
shell this Fall. 

You're about to see something totally new from the name you've 
known for years. See for yourself at GIE+EXPO, booth #7188. 
Snapper Pro - Innovation at an affordable price! 

Visit www.SnapperPro.com or call (800)933-6175 today! 
GREEN INDUSTRY 
equipment EXPO 

gie-expo.com 

Indoor - #7188 
Outdoor - #7360-0 

http://www.SnapperPro.com


Exaktime PocketClock 

• Software is designed to run on a Palm Pilot 
• Allows multiple users to clock in and out directly on 

the hand-held device 
• Tracks dozens of cost codes for each worker 
• Supervisor mode allows a supervisor to clock in for an 

entire crew 
• Default job site can be set for everyone 
• Records can be transmitted to the office via a Palm modem 
• Time and attendance can be exported to accounting and payroll 

packages with AccountLinx software 
• Exaktime - 888/788-8463, www.jobclock.com 
Circle 218 on reader service card 

MowerMeter 

• Equipment maintenance and repair tracking software 
• Allows the user to enter equipment with its information 

and select a maintenance schedule 
• Offers printable work orders 
• Includes inventory and cost tracking 
• MowerMeter - 800/635-8485, www.mowermeter.com 
Circle 219 on reader service card 

jnt 

I mm 
QuickBooks 

1 Small Business Financial Software 

QuickBooks Premier Contractor Edition 2007 

• Provides day-to-day business capabilities, including accepting credit cards, 
managing timesheets and running payroll 

• Incorporates advanced tools to track business performance, build forecasts 
and create business plans 

• Available in industry-specific versions 
• Saves time by reducing redundant tasks with an auto-classification program 
• Intuit - 888/246-8848, www.quickbooks.com 
Circle 220 on reader service card 

Real Green Systems Lawn & Pest Assistant 

• The company's most recent software update 
• Offers service professionals a comprehensive list of software 

and marketing tools 
• Features include contact management system, fully integrated 

mapping, routing and scheduling system, and a customer 
service site 

• Includes GPS hand-helds 
• Real Green Systems - 800/422-7478, www.realgreen.com 
Circle 221 on reader service card 

http://www.jobclock.com
http://www.mowermeter.com
http://www.quickbooks.com
http://www.realgreen.com


Shorter visits ancl higher profits. 
It s our a im to please. 

The secret to a great performance is in the foil ow through. Hit crabgrass, sedges and 

hroadleaf weeds with Echelon herbicide in the first round, and you'll use fewer chemicals 

and spend less time on your next scheduled treatment. Plus, there are two formulations 

of Echelon for your convenience, Eckel on sprayable and Echelon on fertilizer. It's just 

one way to score more profits. 

Echelon. Expect Alore, 

Always read and follow label directions FMC and Echelon are trademarks of FMC Corporation. 
©2007 FMC Corporation. All rights reserved FSP-06431007NK 

•FMC 
I PMC Professional Solutions 

1-800-321 -1 FMC • fmcprosolutions.com 
Echelon 

H E R B I C I D E 



Bulb Abundance 
Whether they're lighting a path or illuminating a home, there are several types and styles of 
landscape lighting available. 

compi led by heather w o o d | web ed i to r 

Cascade Lighting Fixtures 

• Wholesale full-line stocking distributor of outdoor and landscape lighting 
• Carries most popular fixtures and accessories produced 

by major landscape lighting manufacturers 
• Can ship material the same day for last-minute customer requests 
• Cascade Lighting - 800/758-6359, www.cascadelighting.com 
Circle 222 on reader service card 

CAST Lighting Fixtures 

• Solid bronze and sand-cast fixtures 
• Includes toroidal transformers 
• Complete system accessories available 
• Hands-on training and marketing support also offered 
• CAST Lighting - 800/914-2278, www.cast-lighting.com 
Circle 223 on reader service card 

Dabmar FG132 Directional Spot Light 

Includes a hood 
Made of fiberglass 
Includes clear, convex, heat-resistant tempered glass 
Pre-wired with UL-listed direct burial wire/cable 
Available in black or bronze 
Dabmar - 805/604-9090, www.dabmar.com 

Circle 224 on reader service card 

V .. ^ ^ 

Lighting Inc. 
• o 

mm*. m 

http://www.cascadelighting.com
http://www.cast-lighting.com
http://www.dabmar.com


uusb a mabber ar bima 
Time is your most fleeting resource. You can spend it, you can lose it, 

you can waste it, or with Hustler*Turf Equipment you can save it. Hustler 

Mowers are the easiest to maintain, requiring no daily service. They are 

the most durable machines in the industry which is why they come with 

a lifetime warranty on the tractor frame and on the leading edge of the 

deck. With a top speed of 15mph the Super Z™ will finish more jobs every 

working day. But speed alone without a silky smooth ride would be 

unbearable. Hustler's SmoothTrak™ steering and optional flex features 

deliver an indescribably smooth ride that simply has to be experienced. 

We encourage you to schedule a demo at 

your local Hustler dealer soon. Of course 

once you have driven a Hustler, It's just a 

matter of time until you own a Hustler. 

GIE + EXPO INDOOR BOOTH #5188 



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

Frog Lights Paver Lights 

Features LED lights 
Last an average of 15 to 20 years 
Lights are waterproof 
Will not break under the weight of traffic when installed properly 
Easy to connect and install 
Will not change color due to the sun or outdoor exposure 
Frog Lights - 800/930-1670, www.frog-lights.com 

Circle 225 on reader service card 

Hinkley Architectural Bronze Path Lighting 

• Made of cast aluminum 
• No. 912, 12-watt, wedge-base bulb included 
• Features 180-degree light output 
• Measures 187/8 inches long by 3 inches wide 
• Hinkley Lighting - 216/671 -3300, www.hinkleylighting.com 
Circle 226 on reader service card 

Kichler Copper Collection 

• Creates a classic look 
• Offers high-quality, solid-copper construction 
• Line includes deck and stair lights and path and accent lighting 
• Features clean, uncluttered lines 
• Kichler Landscape Lighting - 866/814-7702, www.landscapelighting.com 
Circle 227 on reader service card 

Kim Lighting MiniBounce Luminaires 

• Collection of pole-, surface- and ground-mounted architectural 
landscape lighting fixtures 

• Maximizes downward light distribution to site and pedestrian zones 
• Features a ribbed, die-cast aluminum fixture envelope that allows heat to 

easily dissipate, extending lamp life 
• Broad top hood ensures that maximum illumination is provided 
• Fixtures are painted in a choice of five standard TGIC thermoset 

polyester-coat finishes 
• Kim Lighting - 626/968-5666, www.kimlighting.com 
Circle 228 on reader service card 

http://www.frog-lights.com
http://www.hinkleylighting.com
http://www.landscapelighting.com
http://www.kimlighting.com
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Isuzu NPR with Dovetail Landscaper Body Isuzu NPR HD Crew Cab 
with 19* Dovetail Landscaper Body 

190 HP Diesel Engine, Automatic Transmission, 14,500 lb. GVWR, 
Exhaust Brake, M4/FM CD Player, fs/C, P/S, Power Windows & Locks, Floor Mat, 

Tilt Wheel (Other Options And G V W Ratings Available) 

Isuzu NPR HD with 1 ? Dump Body 
300 HP Gas Engine, Automatic Transmission, 14,500 lb. GVWR, 19.5 Tires, 
AM/FM CD Player, A/C, P/S, Power Windows & Locks, Floor Mat, Tilt Wheel, 
Tow Pockoge & Brake Control, (Other OpfonsMdGVW Ratings Available) 

Isuzu NPR with 18' Enclosed Landscape Body 
300 HP Gas Engine, Automatic Transmission, 12,000 lb. GVWR, 

AM/FM CD Player, A/C, P/5, Power Windows & Locks, Floor Mat, Tilt Wheel, 
Split Dovetail Ramp, Side Door, (Other Options And G V W Ratings Available) 
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Orbit/Evergreen Sand Finish Landscape Lighting Series 

• 12-volt luminaries 
• Extended line includes up and accent lights, flood lights and path lights 
• Four 120-volt up lights and path lights have been added to the series 
• Ideal with craftsman and contemporary style homes and Southwestern style landscapes 
• UL-listed 

DIXON Z T R s . . . FAST, RUGGED AND FUN TO RUN! 
*Stop by your local Dixon dealer today and test drive a new ZTR. 

Plus, now through 12/31 / 0 7 get 0% APR until January 2009. 

Offer valid on select models at participating dealers. Retail financing subject 
to credit approval. Ask your dealer for complete details and qualifications. 

ZTR 

• Made of cast aluminum 
• Orbit Industries - www.orbitindustriesinc.com 
Circle 229 on reader service card 

Ruud Luma GL80 

• Rotates 360 degrees, tilts 125 degrees and 
locks with a hex head screw 

• Includes a 50-watt max, MR 16 bi-pin base lamp 
and stake mount 

• Housing is made of low-copper, 
die-cast aluminum 

• Colorfast DeltaGuard finish carries a 7-year 
warranty 

• Easily connects to Luma's self-sealing, 
10/3 cable and low-voltage transformers 

• Field-installed accessory colored filters are 
available 

• Ruud Lighting - 800/236-7000 
www.ruudlighting.com 

Circle 230 on reader service card 

( 8 7 7 ) CUT MORE | www.dixon-ztr.com 

FOR A LIMITED TIME ONLY. 

New, radically 
redesigned 

Kodiak and Grizzly 
ZTR's feature: 

Commercial duty frame 
Removable steel foot pan 
for easy deck access 
Deep cushioned seats 
Adjustable steering levers 
with variable dampening 

USE READER SERVICE # NO 
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http://www.ruudlighting.com
http://www.dixon-ztr.com


Nothing cuts down JL 
weeds faster. 

Razor Burn delivers visible results in just one to 
two days, not one to two weeks. 

If you want fast-acting broad spectrum weed control, use Razor Burn post-emergent herbicide. 
Your customers will see dead weeds in 24 to 48 hours. Which means you won't hear any 

Q D l | D k I complaints about slow progress. With Razor Burn, you get the complete 
l \ l ^ control of glyphosate plus the quick burndown of Diquat—combined in a 

liquid formulation that's easy to pour, measure and mix. So switch to Razor Burn this season. 
There's no faster way to eliminate weeds. Or unhappy callbacks. Contact a Nufarm 
representative or your local distributor for more information. 

800-345-3330 www.turf .us.nufarm.com 
• Razor Burn is a trademark of Nufarm Americas Inc Always reod and follow complete label instructions 

Value wi th a difference. i \ 
Nufarm 
Turf & Specialty 

http://www.turf.us.nufarm.com


Phoenix Raven Fungicide 
• Controls brown patch, dollar spot and other turfgrass diseases 
• Contains 2 pounds of iprodione per gallon 
• Provides preventive and curative control 
• Extended residual disease control lasts 14 days or longer 
• Offers quick disease knockdown, even with heat and humidity 
• Begins taking out mycelium in as little as 24 hours after application 
• Phoenix Environmental Care - 888/240-8856, www.phoenixenvcare.com 
Circle 231 on reader service card 

Phoenix 
ENVIRONMENTAL CARE 

MystiCrete SuperStep 
• Lightweight landscape steps 
• No heavy equipment needed onsite 
• Two sizes available: 36-by-18-by-6 inches, 80 pounds; and 

48-by-18-by-6 inches, 125 pounds 
• Includes weathered edge detail 
• 6-inch height is consistent 
• Available in gray and tan natural stone colors 
• Share Building Products - 877/997-6257, www.mysticrete.com 
Circle 232 on reader service card 

hi 
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Our Name Says It All 

• Fastest mini-trericher 
on the market „ 

• Trench up to 
30' per minute . . 

• Cut 2"-4" wide trenches 
up to 12"defcp 

• Choice of 4 models, 
plus optional trailer ^ . 

I Replaceable 
^ ^ ^ heat-treated 

B H ^ p • 411 hardened steel 
carbide-tipped teeth 

Call today for a FREE product video or literature 

800-227-7515 

KwikTrench 

Little Beaver. Inc. PO. Box 840 Livingston, TX 77351 
www.littlebeaver.comsales@littlebeaver.com 

LITTLE BEAVER 
E A R T H D R I L L S ft A U G E R S 

Make more money a s a Holiday Bright 
Lights member... Gusranteed! 
Get ALL the tools you need to succeed in 

the holiday decor business. 

T l -

JOIN TODAY at www.HolidayBrightLights.com 

Making Seasons Bright 

866.932.9363 
USE READER SERVICE # 112 

http://www.phoenixenvcare.com
http://www.mysticrete.com
mailto:ww.littlebeaver.comsales@littlebeaver.com
http://www.HolidayBrightLights.com


For starters, you'd be looking for a new job. Luckily, Project EverGreen is dedicated 
to showing the rest of the world why what you do is so important. We understand that 
green makes spaces more beautiful, reduces energy costs and lowers noise and pollution 
And with your support, Project EverGreen can help your industry grow. 

To learn more and to contribute, visit www.projectevergreen.com or call 877-758-4835 B e c a u s e G r e e n M a t t e r s -

http://www.projectevergreen.com


Wee Willie's Secret "Hit'em where they ain't." 
—"Wee Willie" Keeler 

One of the smallest men ever to play 
major league baseball, "Wee Willie" 

Keeler, racked up 2 ,947 career hits and 
a place in Cooperstown. Keeler did this 
using one of the shortest bats in baseball 
history. His secret? His ability to place 
his hits where there was no one to field 
them. We can learn from Willie when 
marketing our landscape companies. 

Consider the ways contractors mar-
ket their businesses. Most place an ad 
in the Yellow Pages or have their names 
on their trucks. Others mail postcards, 
advertise on TV or radio or pay for 
billboards. For each tactic the questions 
remain the same: Is it effective? Does it 
increase sales? Is it money well spent? 

Based on industry research and 
my own experience, contractors spend 
about 1.6 percent of their total sales on 
marketing. Let's say your annual sales are 
$500 ,000 ; this would mean you would 
spend about $8 ,000 a year on market-
ing. But would you be maximizing the 
potential of this $8 ,000 or would you 
be breaking even? Worse still, would 
you be throwing it away? This is where 
Wee Willies advice can teach us about 
marketing. As he said, "hit'em (your ads) 
where they (your competition) ain't." 

Say you have a choice between buy-
ing a billboard and placing an ad in an 
arts program. Though it would seem 
far wiser to pay for the billboard than 

UNIVERSAL 
AERA-VATOR* 

THE AERA-VATOR IS NOW AVAILABLE 
WITH 3 INTERCHANGEABLE ROTOR 
SHAFT OPTIONS FOR INCREASED 
VERSATILITY. THE AERA-VATOR 

NOW COMES WITH THE AERA-VATOR 
SHAFT, THE MULTI-TINE SHAFT, AND 
A NEW SLICER SHAFT. ONE MACHINE 

WITH 3 OPTIONAL SHAFTS WILL 
HELP PRODUCTIVITY THROUGHOUT 

THE WHOLE YEAR FOR TURF 
PROFESSIONALS. THE UNIVERSAL AERA-
VATOR ALSO HAS AN OPTIONAL SEED 

BOX BUILT BY FIRST PRODUCTS. 

• INNOV 

Firs£\^ Products 
INNOVATIVE TURF EQUIPMENT 

800-363-8780 
WWW.1STPR0DUCTS.C0M 

SALES@ 1STPR0DUCTS.C0M 

the program ad, this is not necessarily 
so. Where is it located? Is it visible from 
the road? Are there competing billboards 
nearby? Now consider the arts program. 
It's fair to say most people who support 
the arts have the discretionary income 
to spend on cultural outings or, if your 
ad succeeds, their landscapes. 

Remember, you want to adver-
tise where your customers are and 
your competi t ion isn't. Here are 
some more vehicles for doing that: 

Sponsor a small business award. A 
business owner sponsors a small business 
award every year. His is always the only 
company of his type at the ceremony and 
he has the coveted opportunity to address 
hundreds of local business people, all of 
whom are potential customers and are 
connected to other potential custom-
ers. The up tick in business from this 
event outweighs the sponsorship cost. 

Hire an ice cream truck and place a 
magnetic sign on the side with your 
company's name. Ride with the vendor 
through your clients' neighborhoods. 
Give out free ice cream along with 
your business cards and chat people up. 

Chair a benefit dinner. This is a great 
way to get your name out while giving 
back to the community. After all, who 
do you prefer to do business with - the 
business owner who cares solely about 
maximizing his profits or the entrepre-
neur who contributes a portion of his 
profits to do some good in the world? 

Now, can you hit'em where they 
ain't? m 

is a speaker, consultant and author, as well 
as owner of Grunder Landscaping Co., 
Miamisburg, Ohio. Reach him at 
866/478-6337, landscapesales@gie.net or 
via www.martygrunder.com. 

USE READER SERVICE # 116 
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involves 

a whole bunch of 

This KIOTI is the best 

I've ever owned. 
1 / *•. M ; 

"I was in need of one piece of equipment 
that would handle the challenge of multiple 
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 20 years in North America! 

1-877-GO-KIOTI • www.KIOTI.com nth aAearf ff\e{><\c£ 

http://www.KIOTI.com


b e n c h m a r k i n g y o u r b u s i n e s s 

A Recipe For Disaster 
Another estimating method used 

in the industry is the single 
overhead recovery system (SORS). 
I also call it the gross profit margin 
(GPM) method because it determines 
a price by focusing on the gross mar-
gin (price minus total direct costs). 

S C E N A R I O . I'll use two examples to 
show why the SORS method for pricing 
your jobs doesn't work. True, the two are 
extreme, but they make my point. 

T H E S A M P L E C O M P A N Y 
• General and administrative (G&A) 

overhead costs: $10,000 per month; 
$120,000 per year. 

• Entire field labor force with burden: 
$13,000 per month; $156,000 per 
year. 

• Adds 30 percent gross profit to all 
of its direct costs for net profit and 
G&A costs. 

• Goal for net profit is a 10-percent 
markup on all jobs. 

Job A (material-intense, one-month job) 
Material costs: $100,000 
Field labor with burden: $13,000 
Equipment costs: $7,000 
Subcontractor costs: 0 
Subtotal: $120,000 
Gross profit markup x 1.3 
Price for Job A: $156,000 

I 

Job B (labor-intense, four-month job) 
Material costs: $40,000 
Field labor with burden: $52,000 
Equipment costs: $28,000 
Subcontractor costs: 0 
Subtotal: $120,000 
Gross profit markup x 1.3 
Price for Job B: $ 156,000 

W H Y S O R S D O E S N ' T W O R K . 
How Job A should be priced? 
Total direct costs: $120,000 
1 month of G&A costs: $10,000 
Break-even point (BEP): $130,000 
10% net profit markup: $13,000 
Price for Job A: $143,000 

Using SORS, at $156,000, Job A 
is over priced by $13,000. 
How Job B should be priced? 
Total direct costs: $120,000 
4 month's of G&A costs: $40,000 
Break-even point (BEP): $160,000 
10% net profit markup: ....... $16,000 
Price for Job B= $176,000 

Using SORS, at $156,000, Job B 
is under priced by $20,000. 

If you're bidding by using SORS in a 
competitive market, guess which jobyou 
get. You get Job B because you under-
priced it by $20,000. If I am bidding my 
direct and G&A costs accurately, guess 
which job I get. I get Job A because I 
overpriced it by $13,000. 

C O N C L U S I O N . Bidding work using 
the SORS method is a sure-fire way to 
lose money. It treats all direct costs the 
same and doesn't take into account the 
project's duration. You will load up with 
work that you underprice. And this is a 
recipe for disaster. • 

i i m h u s t o n 
is president of J.R. Huston Enterprises, 

a Denver-based green industry consult-

ing firm. Reach him at 800/451-5588, 

benchmarking@gie.net or www.jrhuston.biz. 

GIE + E X P O I N D O O R B O O T H # 6010 
USE READER SERVICE # 118 

sag®®*? HMMl 

J fou really don't have to, but if you did, you would be comforted knowing 
you've got the easiest towing, most dependable, and longest-lasting 

^trailer on the road behind you. Thousands of trailers on the job 
^is our proof. Over S3 years in the trailer business and 

our comprehensive 6-yeaFWaiTanty Program 
is your protection. 

[ ( 8 j D l D ) B j l 8 - 7 5 5 3 ] 
fcwww. w e l l s c a r g o T c o i y 

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


Give your customers the instant satisfaction they desire. 
Octane herbicide will add the necessary fuel to your current broadleaf weed 

control program to speed toward a more rapid kill. Today's lawn care consumers 
demand dead weeds now, and they don't want to wait weeks to see results. 
With new Octane herbicide in your tank-mix, you can now show your customers 
the results they want, when they want them. Visual herbicidal results are 
evident within 24 - 48 hours following an application of Octane herbicide. 

Octane herbicide provides: 
• 1 hourrainfastness 
• Flexibility to be tank-mixed with any broadleaf 

herbicide for increased performance 
• Excellent turfgrass tolerance 
• Affordability. Add a little Octane to every tank! 

Untreated Just 3 days after treatment 
For more information about Octane herbicide, 

visit our web site www.sepro.com or 
call 1-800-419-7779. 

Fast and Affordable 

Octane 
SePRO Corporation Carmel, IN 46032 Herbicide 

Octane is a regretered trademark of Nichmo America. Inc Always read and follow label directions. ©Copyright 2006 SePRO Corporation. 

GIE + EXPO INDOOR BOOTH # 1227 
USE READER SERVICE # 119 

http://www.sepro.com


Pass The Torch, But Don't Let It Go Out 
The stage was set. The company's 

founder was ready to remove himself 
from the business and pass it on to his 
son. The son had been working in the 

business for some time and both felt 
comfortable about the transition. 

The business had grown slowly but 
steadily over 25 years. It maintained a 

GIE + EXPO INDOOR BOOTH #1 1204, OUTDOOR BOOTH #7552D 
USE READER SERVICE # 120 

stellar reputation among its commercial 
and residential customers, many of 
whom relied on it for unique landscape 
installations no one else would touch. 

The father had developed many solid, 
long-term customer relationships, and 
word-of-mouth referrals generated a 
steady stream of profitable new business 
leads for the company. 

Many of the crew members had 
been employed with the company for 
a long time. The father retained them, 
even in hard times, because they were 
skilled at their work and cared about his 
customers. 

"Its yours now," he told to his son. 
Things changed shortly after the 

father s departure. The son forgot what 
it was that made the landscape company 
so successful. 

He converted 4 acres of their property 
into a nursery operation. He looked at 
the equipment maintenance and repair 

" T h e father began re-
ceiving complaints from 
his old customers. Me 
was stunned since this 
was the first time he ever 
remembered getting 
these calls. Worse yet, 
they were phoning him 
and not his son." 

- Larry Fish 

bills and made a snap decision to take 
it all in-house. 

Before long, a 4,000-square-foot 
maintenance facility was erected on a 
freshly poured concrete slab. 

A mechanic was hired and tools and 
equipment were purchased. Vehicles 
started stacking up in front of the shop 
awaiting parts and maintenance, and 
crews were relegated to inconsequential 
busy work. 

Meanwhile, accounts payable started 
piling up with paperwork while accounts 

B I G P O W E R I N A L L P L A C E S 

Reduce hand labor and increase profits with a Boxer 
400 Series mini-skid. With an operating capacity up 
to 900 pounds, this rugged machine is at the top of 
the class for superb productivity. 50+ Attachment 
versatility. Wheels or tracks. Outwork the competi-
tion without increasing labor costs or investing in 
other equipment. Demo a Boxer at your local dealer 
today or see what all the excitement is about at 
www.BOXERoutperforms.com. 

1 800 476 9673 

a division of 

http://www.BOXERoutperforms.com


Customer satisfaction is your targfet, anci ours. 

Score bigf witli Eclielon. 

At the end of the day, customers want results. That's our specialty. By controlling 

preemergent crabgrass, sedges and broadleaf weeds, new Echelon herbicide delivers 

customer satisfaction. Plus, it leaves you with shorter, easier and more efficient 

follow-up visits. I hat's a win-win in our boob. So get in the game with Echelon. 

Echelon. Expect Alore. 

bays read and follow label directions. FMC and Echelon are trademarks ol FMC Corporation. 
CM07 FMC Corporation. All rights reserved FSP-064410/07NK 

•FMC 
FMC Professional Solutions 
1-800-321-1 FMC • fmcprosolutions.com 

<G> 
Echelon 

H E R B I C I D E 



receivable stayed flat. 
The father began receiving com-

plaints from his old customers. He was 
stunned since this was the first time he 
ever remembered getting these calls. 
Worse yet, they were phoning him and 
not his son. A quick visit to the yard told 
him everything he needed to know about 
the situation. The place was a mess and 

his son was nowhere to be found. 
This story doesn't end here. It actu-

ally gets worse. 
The company's customer base began 

to deteriorate. New upscale sub-divi-
sions were being built in another part 
of town. The company had been out 
flanked by their competition and was 
now in jeopardy of losing its market 

irW^m 
JONES OUTDOOR SERVICES 

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 
7 1 PROFESSIONAL 
r A l OUTDOOR 
//|\\ L IGHTING 

Light up your bottom line. 
Call 800-766-VISTA or visit www.vistapro.com today. 
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presence. The lack of focus and entry into 
other ventures had hurt the landscape 
company's financial strength. 

The father learned a bitter lesson that 
his son was more interested in doing the 
work than running the business. When 
he should have been enjoying life, the 
father was involved with saving the 
business. 

This little narrative is not a work of 
fiction. Unfortunately, it's true. Today, 
the company is in turnaround mode. 
Sadly, the loss of 25 years of momentum 
is the toughest blow to the company. 
Now it is forced to prove itself all over 
again, but this time from a diminished 
financial base. 

Drive into the yard today and you 
will see a new general manager in charge. 
The GM spends a lot of time biting his 
nails and worrying about the company's 
day-to-day details. 

The son.. .well, on most days he pulls 
into the yard at 10 a.m. in his brand new 
pick-up. Some things never change. 

The father, well, he still comes in a 
couple of days a week and plays a little 
golf here and there. 

He bites his nails, too. B 

a r r y f i s h 

is president of GreenSearch, a 
human resource consulting 
organization. He can be reached at 
888/375-7787, peoplesmarts@gie.net 
or via www.greensearch.com. 
PeopleSmarts® is a registered trademark 
of GreenSearch. 

www.l iscape.com 

http://www.vistapro.com
mailto:peoplesmarts@gie.net
http://www.greensearch.com
http://www.l


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. 

ST/MC-A-610 (92007, Freightliner LLC. All rights reserved. Sterling Truck Corporation is a member of the Freightliner Group. Freightliner LLC is a DaimlerChrysler company. 
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All day. Every day." 

http://www.nothingstopsthebullet.com


The Importance of a Late-Fall Feeding 
It may seem contrary to logic, but if 

you want to ensure stronger more 
vibrant turf and healthier trees and 
shrubs next season, then take action 

today. 
Arguably the most important or 

beneficial lawn application of the year 
takes place in late fall. These applica-

6 MONTHS 
SAME AS CASH 

The SnowEx 7500 
Poly quality now at a steel price. 

All-poly hopper 
resists corrosion 

All-electric 1.4 cu. yd. 
capacity handles 50/50 
salt/sand 

Dual controller runs 
auger and spinner 
speeds separately 

Linear auger feed 
system ensures 
consistent, positive flow 

NO ENGINES, NO PULLEYS, 
NO SPROCKETS, NO BELTS, f 

NO CHAINS! 

-8 0 0-SALTERS 
586-756-6555 S N O W 

Patents Pending 

' Introductory offer 
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tions are beneficial to turf, or any plant 
for that matter, because the plant is 
reducing its top growth and increas-
ing its root growth. All plants require 
a firm foundation (the roots) to thrive 
and grow. The fall is the time of the 
year when energy from fertilizer is 
directed to a plants root system result-
ing in increased root growth and overall 
improved turf health and vigor. Some 
additional benefits of late-fall feeding 
include establishing healthy turf before 
the onset of winter stresses and an 
overall healthier plant with faster spring 
green-up capabilities. 

So why so much concern about 
root development in the fall? A strong 
root system is essential for a healthy 
turf because the roots are responsible 

" T h e fall application lays 
a good foundation for 
success in the following 
year s program. And a 
healthy plant is more 
tolerant to drought 
stress, insect pressure, 
disease pressure and 
other stress factors/' 

for transporting water and nutrients to 
the stems and leaves of the plant. Just 
because the above-ground portion of 
a plant is dormant does not mean the 
roots are dormant, too. 

Actually, a plant produces more root 
growth in the fall than during any other 
time of the year. 

G O O D CARBS. Urea will not leach 
when soil temperatures dip below 50 
degrees F. However, root formation 
continues until the ground is frozen. 
Supplementing the plant with fertilizer 
in the fall helps increase root growth 
through the storage of carbohydrates 
(energy reserves). Due to less daylight 
and cooler nights the roots commence 



2007 Ohio Turfgrass Conference & Show 
December 3 - 6,2007 (Conference) • December 4 - 6,2007 (Trade Show) 

Greater Columbus Convention Center • Columbus, Ohio 
www.OhioTurfgrass.org 

Sponsored by: Ohio Turfgrass Foundation, The Ohio State University, • / ^ 
The Ohio State University Extension, Ohio Agricultural Research and Development Center ;;; / ^ j g g f S I 

OHIO 
SIATE N ^ • 

SHOW HIGHLIGHTS INCLUDE: 
500+ Booth Trade Show • GCSAA and Pre-Conference Workshops 
Discounted Registration Fees for Members of Related Green Industry Associations • New Education Tracks: Organic Lawn/Landscapes, Golf Course Maintenance 
Special Discounts for Groups and Online Registrations on a Budget, Golf Course Owners/GMs, Athletic Fields on a Budget and Sessions 
Ohio Department of Agriculture and Surrounding States Pesticide Applicator in Spanish 
Re-Certification Credits • Plus, all the Popular, Customary Tracks for Golf Courses, Athletic Fields, Lawn 
GCSAA and STMA Credits & Grounds, Sod Production, Irrigation, Mechanics and More! 
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f r o m t h e f i e l d 

storing carbohydrates that were pro-
duced during photosynthesis. 

Nitrogen plays an important role 
in plant function, but potassium is also 
essential to promote cell wall develop-
ment to prepare turf for winter harden-
ing. This is essential because cell wall 
development gives a plant its rigidity, 
which enables it to stand upright as 

well as helps the plant to harden off and 
become stronger and less susceptible to 
pest problems. When choosing a fall 
fertilizer a 1:1 ratio of nitrogen to pot-
ash contributes to overall turf health. 

D O N ' T F O R G E T . Fall is also a great 
time to prepare your trees and shrubs 
for next spring. Trees in a landscape 

WILKINS 
a ZURN company 

Irrigation Winterizing 
Made Simple. 

Call 877-222-5356 or 805-226-6297 
Customer Service Representatives available 
Mon. - Fri. 5:30 am to 5:00 pm PST. 
www.zurn.com 
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environment do not benefit from leaf 
litter nutrients like those in the forest. 

Therefore, supplemental spring and/ 
or fall fertilizers will improve overall 
tree and shrub health and vigor. 

Like all plants, trees and shrubs 
need light, water, oxygen and nutri-
ents to remain healthy and survive. 
Although surface applications may pro-
vide adequate fertilization, root-zone 
feeding in the fall allows the nutrients 
to be immediately absorbed by the 
tree or shrub. This allows the trees and 
shrubs to continue growing and absorb-
ing nutrients long after the leaves have 
fallen and temperatures drop. 

Plants that do not receive adequate 
fertilization will generally become pre-
disposed to insect and disease problems 
and will retain a generally unhealthy 
or unthrifty appearance. And, unlike a 
strong healthy tree, an unhealthy one 
poses potential hazard issues. 

For trees and shrubs, a balanced, 
slow-release fertilizer (N-P-K) works 
well for fall applications. These ap-
plications can be made using various 
types of fertilizers, including liquid or 
soluble, granular and tree stakes. Selec-
tion is often based on a contractors 
equipment capabilities. 

The fall application lays a good 
foundation for success in the following 
years program. And a healthy plant is 
more tolerant to drought stress, insect 
pressure, disease pressure and other 
stress factors. IX 

j . b . t o o r i s h 

a n d b r i a n 

k e l l 

are part ofLESCO sTech Services Depart-
ment. They can be reached at 
fromthefield@gie.net or at 800/321-
5325 ext. 6150 to answer technical 
questions. 

With Willdns New Blow Out and Flush Fitting, Irrigation System 
Winterizing and Backflow Start-up Has Never Been Easier! 

The Wilkins blow out/flush fitting offers: 

Model 375 H i i " E a s ^ f , u s h d u r i n 8 i n s t a , , a t i o n a n d s t a r t UPS-
RP Assembly « * - * E a sY winterizing blow out 

• Saves time and money due to debris 
issues in the lines. 

* Adapters sold separate!) 

To winterize, simply remove the 
pressure vessel from the Wilkins 
350 or 375 and Install the new or-
ange blow out/flush fitting. Hook 
up your air compressor and start-
up your blow-out procedure. It's 
that simple! The backflow pres-
sure vessel can then be stored in a 
warm place until you are ready to 
restart the system in the spring. 

Double Check 
* Adapters sold separately 

http://www.zurn.com
mailto:fromthefield@gie.net


w h a t s t h e d e a l ? 

Lawn̂iandstape D E A L E R 

THIS MONTH'S QUESTION: "How important are equipment demos 
in helping landscape contractors make purchasing decisions?" 

THE DEALER: THE CONTRACTOR: 
Richard Miller, Owner, TriGreen, Mt. Juliet, Tenn. Dan Powers, Owner, Powers Landscaping, Chardon, Ohio 

We think the proof is in the fit for the * \n 
customer. There's so much hype going 
on surrounding equipment. We're in 
the best position possible when we have 
someone on the equipment, using it. 
We've always felt in order to prove a 
machine s usefulness, we insist on letting 
them use it. You have to try it out. We 
try to control the demos somewhat. We 
encourage contractors to take the equip-
ment to several different types of job 
sites. But we want them to understand 
the difference between a demo and a 
loaner. So we set a schedule to motivate 
them to really use the equipment. 

I strongly encourage contractors to ask their dealers for 
demos. We get a lot of guys who are reluctant to ask because 
they think there's some type of catch to it. But we want to 
know why they like it or dislike it. 

Demos are very important to me and I 
often make decisions based on them. I 
had a combination loader-backhoe that 
was a little cumbersome. You had to jump 
from one side to the other to perform dif-
ferent tasks. So, I considered an excavator 

[ to replace it. The dealer brought one out 
and left: it for me indefinitely and I saw 
the capabilities it had. If it weren't for the 
dealer insisting that I demo it, I probably 
never would have tried it out. Once I had 
it and used it, I found its different uses. 
My dealer allowed me to demo it for as 
long as I wanted. 

Once you demo something, you end up 
buying it because you see how much more productive you can be 
with it. Getting hold of a demo piece isn't difficult. Sometimes, 
I call the dealer and tell him I'm looking for something new. If 
he knows you have a need, a good dealer will fill it. 

s a y w h a t s o n y o u r m i n d 
If you'd like to share your thoughts for future issues, please call or e-mail Mark Phillips at 2 1 6 - 9 2 5 - 5 0 0 8 or mphillips@gie.net. 

You have never seen a seeder move like this! 
Easy to use—increase your productivity by 50% 

The Is1 Hydrostatic Walk-behind 
Power Seeder 

9.0HP fewest Feature: 
\ , \ Ride on / Sulky Compatible 

0 
0-3 mph hydrostatic a 

26,400 sqft / hr Wk | 
Ride-on / Sulky compatible 

The popularity of the lUrf Revitalizer has been Explosive! Reserve yours today! 

L A W N 
KLUTIONS 

COMMERCIAL PRODUCTS, Inc. 

"Your Total Lawn Care 

VITALIZE R 

Call Toll Free: 866.968.3188 

USE READER SERVICE # 127 

mailto:mphillips@gie.net


Multi-Media Classified Marketing! 
Business Opportunities 

Maximize your advertising dollars by reaching: 
• The Industry's Largest Print Audience. 
• The Industry's Largest Media Web Audience. 
• The Industry's Largest Classified Section. 

W e offer the industry's lowest costs to be seen in both 
Lawn & Landscape Magazine and 

lawnandlandscape. com 
for one low cost. 

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

received by the Classified closing date. 

Please contact Bonnie Velikonya at 800-456-0707 or bvelikonya@gie.net. 

Business Opportunities 

I N C R E A S E YOUR PROFITS 
Let us help you earn what you deserve! 

Work SMARTER, 
Not HARDER! 

If you don't change anything today, 
nothing will be different tomorrow. 

EASY to use & 
GUARANTEED! 

Manuals 
And CDs 
Available 

"Simply put, our net profit 
went from 7 .66% to 3 3 . 3 % 
after applying Profits 

Unlimited strategies." 

Mike Rogers, Care Takers 
Ground Maintenance 

Since 1990 PROFITS UNLIMITED 800-845-0499 
www.Profitsareus.com 

LIPIMSM 
Snow Subcontractors: 

Lipinski Snow Services Inc., one of the Na-
tions largest Snow & Ice management firms 
is seeking qualified service providers for 
snow plowing and ice control for the 2007-
2008 winter season and beyond. Contractors 
must have prior snow experience and be 
fully insured. We are currently seeking 
turnkey firms that can provide any of the 
following services: 
• Snow Plowing 
• Wheel loaders, backhoes or skid-

steers to push containment plows/ 
pushers 

• Shoveling crews with supervision 
• De-icing operations 
• Regional Managers 
If you are located in N), PA, OH, NY, MA, CT, 
RI, NH, VT, ME, DE, MD, VA &DC,and are 
looking to partner with an industry leader 
please contact us regarding sub-contracting 
opportunities. 
Log onto wwww.lipinskisnowremoval. 
com, click on, be a subcontractor, fill out the 
form and submit 
Or contact Dave 
Magill at 
888-220-2570. 

I s O R G A N I C - B A S E D 
Y O U R F U T U R E ? 

Find Out More About the 
#1 Natural Organic-Based Lawn 

Care Opportunity! 
• P r o v e n M a r k e t i n g A c c e l e r a t e s Prof i tabi l i ty 
• D i f f e r e n t i a t e Y o u r s e l f U s i n g P r o p r i e t a r y , 

O r g a n i c - B a s e d F e r t i l i z e r s 

• S u c c e s s f u l T r a i n i n g T o o l s a n d P r o g r a m s 
• 2 0 Y e a r s o f A c c e l e r a t e d S u c c e s s 

W e c a n m a k e it e a s y for y o u to j o i n 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 T e a m . 

C a l l M a r c u s P e t e r s at : 
800-989-5444 

THE LEADER IN ORGANIC-BASED LAWN CARE'" 
www.nl-amer.com 

Christmas Lighting 
& Decorating Franchise 
Christmas Lighting & Decorating 

Franchise - Growing Industry, Low 
Start-Up, Exclusive Territories, Proven 
System, Expand your Customer Base, 

866-445-6202 
www.decoratingelves.com 

Taking Your PROFITS To The Next Level 

Synthet ic Golf G r e e n s Voted, 
"The #1 Profitable Service Idea Of 2006" 

f K ^ Reasons To Call Us: 
* Huge Profits - Up To 60% 

4 * Online Advanced Training 
* Utilize Existing Equipment 
* An Easy Add-On Service 
* Upsell Existing Products 
* Greens Sell More Landscapes 

FREE VIDEO 
800-334-9005 

s c a p e s www.a l lprogreens .com 

mailto:bvelikonya@gie.net
http://www.Profitsareus.com
http://www.lipinskisnowremoval
http://www.nl-amer.com
http://www.decoratingelves.com
http://www.allprogreens.com


Business Opportunit ies B u s i n e s s W a n t e d 

^mm AUSTIN FUNDING, LLC. 

DO YOU WANT AN UNFAIR ADVANTAGE? 
Good news!! We now offer flexible and convenient 
financing. Austin Funding approves 90 percent of all 

customers that apply. PLUS, we also offer a deferred first 
payment option for 45 days. 

What does this mean for your business? A 35% minimum 
increase in sales with zero risk of liability to you or 

your company. 

What are you waiting for? 
Give us a call to take part in this 

innovating option to grow your business and be 
a step ahead of the competition. 

Call for additional information 
Austin Funding 
303-591-4721 

S E L L I N G Y O U R B U S I N E S S ! 

FREE 
APPRAISAL 

NO BROKER 
FEES 

P r o f e s s i o n a l Bus iness Consu l tan ts 
v&usi neSs 

To* 

i p 0 7 

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 
F A X : 5 0 8 - 2 5 2 - 4 4 4 7 

FREE 4-CD Marketing Report 
Reveals How to" Double Your Landscape or 

Tree Service's Profits In Six Months 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. 

Representatives Wanted 
S u c c e s s f u l l y C o n t r o l M o s q u i t o e s 
R e s i d e n t i a l M i s t i n g S y s t e m s 
A u t o M i s t s i n c e 1 9 8 5 

Insect ConiroTSystem 

Call 1-800-950-4883 
www.automist.com 

O r g a n i c 

Organic Land Care 
Accreditation program for professionals 

Five day courses in CT, MA and RI 

N O F A Organic Lawn and Turf Handbook 

Standards for Organic Land Care 

Visit www.organiclandcare.net 

O r call 203 888-5246 

WANTED TO PURCHASE 
Large southwest Landscape Maintenance Company is in-
terested in purchasing smaller companies ($750K - $3 mil 
annual revenue) located in southwestern states. Interested 
in companies whose primary clients are developers, HOAs 
and commercial properties. 

Send confidential reply to: SWlandscapemaint@aol.com 

W A N T E D T O PURCHASE 
Chemical lawn & tree care companies , 

any area, any size business reply in strict 
confidence, laure lcompanies@aol .com 

B u s i n e s s F o r S a l e 

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 opportuni ty 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. 

L A N D S C A P E DESIGN 

M y r t l e B e a c h , S . C . 

L a n d s c a p e D e s i g n & I n s t a l l a t i o n C o . 

Establ ished s ince 1988 

I n c l u d e s : 

R/E, b u i l d i n g s , F F & E , 

E q u i p m e n t , I n v e n t o r y , V e h i c l e s 

G e n e r o u s C a s h F l o w 

C a r o l i n a C o m m e r c i a l R e a l E s t a t e 

843 497 8800 

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

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 

H y d r o s e e d i n g 
15 year-old Hydroseeding/Erosion Control Business 

For Sale. All Equipment, 1 acre shop/yard lease, poten-

tial 2 employees included. Located in Byron,, CA 

$475,000 Interested? Email murryg@sbcglobal.net or 

(800)514-2424 

http://www.automist.com
http://www.organiclandcare.net
mailto:SWlandscapemaint@aol.com
mailto:laurelcompanies@aol.com
http://www.carolinacommercialrealestate.com
mailto:murryg@sbcglobal.net


For Sale 

. r . 
assi 

Business For Sale 

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. 

FOR SALE: 
SOUTHERN M A R Y L A N D COMMERCIAL 
LANDSCAPE C O N T R A C T O R BUSINESS. 

Amazing opportunity to own a well established 

reputable and profitable landscape business in 

Mary land. Leased acreage for equipment, materials 

and office type trailer. Asking Price is $850 ,000 

which includes inventory and equipment. Call 

Absolute Business Solutions, at 443 -534 -7136 ask 

for Shelly or email absShelly@msn.com. 

APPLICATING/LAWN MAINTENANCE 
COMPANY 

L o c a t e d in the B e a u t i f u l R o c k y M o u n t a i n s I 

Owners retiring after 15 years in business. Well estab-

lished company in a booming & fast growing market. 

Good qua l i t y equ ipment -Exce l l en t Reputa t ion -

many multi-year contracts. Owner will help train. 

L a w n Sp r ay -Tree S p r a y - D e e p Root Feed-Pest 

Control-Noxious Weeds-Lawn Mowing/Irrigation 

ma in tenance program. Gross over $500K/ in 7 

months . (May - October.) Serious Inquires only. Call 

(970-904-1890) 

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 mill ion, unl imited growth potential. 

Call for more details, serious inquiriesonly 

732 -610 -8732 

LANDSCAPE CONTRACTING BUSINESS 
Established 12 years in the still booming 

S W Chicago Suburbs. Turnkey operation with 
$260 ,000 of equipment included. Cl ient base 

strictly high-end homes, no maintenance work. 
2006 Gross Revenue in excess of $1 .45 mill ion. 

Asking $890K. Owner wil l ing 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. 

IRRIGATION BUSINESS 
Irrigation Business, Chicago market, in operation 

for 15 years with an 80/20 
residential/commercial mix. Recently added 

landscape l ighting to services. 
$409 ,000 Gross, $109 ,000 net. Asking $271 ,800 . 

Contact Ed Kozak, VR Business 
Brokers, 630/705-3055. 

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 NH. 

$80k. Email landbiz4sale@Comcast.net or call 

(603) 479-7189 or visit http://tinyurl.com/2R90LL 

NURSERY AND 
GARDEN CENTER 

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 wil l ing to work for new owner until 

acclimated to area. Call nights 843-706-2546 . 

www.outdoorgardens.net 

Add a product line or start your 
own profitable business! 

Sea Lites Franchises 
Now Available 

(Sea Litest Innovative Lighting Conteph^^ 

Sea Lites Products offer the licensee 
access to a patented line 

of high-end, highest quality residential 
and 

commercial landscape / 
seascape lighting packages. 

Call Murphy Business & Financial Services 

9 0 4 . 6 8 3 . 6 6 5 5 
Search nationwide business listings at 

jax.murphybusiness.com 

SOUTHERN CALIFORNIA LANDSCAPE 
MAINTENANCE COMPANY 

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. 

FOR SALE 
Well respected, 25 year old lawn care company 

with nearly untouchable 9 6 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. 

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 . 

FORMS AND DOOR HANGERS. Invoices, 

proposals, work orders and more. Fast service and 

low min imum quantities. Order online and save. 

4WorkOrders.com Shorty's Place in Cyberspace. 

800-746-7897. 

TrakMats 
G r o u n d C o v e r M a t s f o r P r o f e s s i o n a l s 

* Tough, Lightweight 
* Cleats for Traction 
* U V protected 
* Light color prevents 

burnt grass 
* Hand cutouts for 

lifting 

800-762-8267 
SVE Sales, Inc. www.trakmat8.com 
Charlotte, NC 28216 email: 8ales@trakmats.com 

All Natural-Organic 

Safe Lawn 
Weed and Feed for 

Lawns and Gardens 

Made from Granulated 

Corn Gluten Meal 
Call now for Spring Shipping. 

877-787-7827 
www.cornglutenmeal.com 

HOMELITE & POULAN PARTS 
Chainsaw, Tr immers and some cutoff parts. 

Obsolete & C u r r e n t - N E W & USED. 
Distributor for Fair Play Golf Carts 
Hawkins & Milner, LLC 

Shelbina, MO 63468 
Ph: 573-588-4731 Fax: 573-588-4348 

LANDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of trees, shrubs, 

plants* more. 18* scale. 
Stamp sizes from 1/4" to 1 3/4 
PRICE $118 + S/H *tax in CA Plica sub|«ct to ch«ng« without notic* 

AMERICAN STAMP CO. 
CALL NOW 877-687-7102 TOLL FREE 

or 916-687-7102 Local Calls Tue Wed.Thur 8-4 30 Paofc t«» 
C A L L N O W T O O R D E R o r f o r Y O U R F R E E B R O C H U R E . 

To Advertise Call Bonnie Velikonya At 800/456-0707 

mailto:absShelly@msn.com
mailto:landbiz4sale@Comcast.net
http://tinyurl.com/2R90LL
http://www.outdoorgardens.net
http://www.measurearea.com
http://www.trakmat8.com
mailto:8ales@trakmats.com
http://www.cornglutenmeal.com


P R O D U C T I N F O R M A T I O N 
Fax to 330-659-4043 

visit us at 
Check off the reader service numbers that 
you're interested in and mail in this card. 
Or visit www.lawnandlandscape.com 

lawnandlandscape.com 1 2 3 4 5 6 7 8 9 10 12 13 14 16 17 18 19 20 
21 22 23 24 25 26 27 28 2? 30 32 33 34 36 37 38 39 40 

N a m e 41 42 43 44 45 46 47 48 4? 50 52 53 54 56 57 58 59 60 
61 62 63 64 65 66 67 68 69 70 72 73 74 76 77 78 79 80 

Tit le 81 82 83 84 85 86 87 88 89 90 92 93 94 96 97 98 99 100 
101 102 103 104 105 106 107 108 109 110 112 113 114 116 117 118 119 120 

C o m p a n y 121 122 123 124 125 126 127 128 129 130 132 133 134 136 137 138 139 140 C o m p a n y 
M l 142 143 144 145 146 147 148 149 150 152 153 154 156 157 158 159 160 

A d d r e s s 161 162 163 164 165 166 167 168 169 170 172 173 174 176 177 178 179 180 A d d r e s s 
181 182 183 184 185 186 187 188 189 190 192 193 194 196 197 198 199 200 

C i t y S t a t e Z i p 201 202 203 204 205 206 207 208 209 210 212 213 214 216 217 218 219 220 C i t y S t a t e Z i p 
221 222 223 224 225 226 227 228 229 230 232 233 234 236 237 238 239 240 

rji 241 242 243 244 245 246 247 248 249 250 252 253 254 256 257 258 259 260 
P n o n e 261 262 263 264 265 266 267 268 269 270 272 273 274 276 277 278 279 280 

F a x 
281 282 283 284 285 286 287 288 289 290 292 293 294 296 297 298 299 300 

F a x 301 302 303 304 305 306 307 308 309 310 312 313 314 316 317 318 319 320 
321 322 323 324 325 326 327 328 329 330 332 333 334 336 337 338 339 340 

E - m a i l A d d r e s s 341 342 343 344 345 346 347 348 349 350 352 353 354 356 357 358 359 360 

MXIM 
O C T O B E R 2 0 0 7 

Q YES, I would like to receive/continue to receive Lawn & Landscape free of charge. 
Q No, I would not like to renew. 

How do you want to receive your subscription? 
Q Print Only 
J Digital Only (No print copy received) 

Signature 

Title 

Name Date 

Company^ 

Address _ 

State 

Phone 

E-mail 

_City_ 

- Z i p . 

Fax 

GIE Media will only use your e-mail address to contact you with relevent industry 
or subscription information. 
If you do not want to receive e-mail from trusted 3rd parties, please check here. Q 
What is the best way to contact you for future renewals? 

Email Fax Telephone 

1. W h a t is y o u r p r i m a r y bus iness 
a t this loca t ion? (choose only one) 

I. CONTRACTOR or SERVICES 
• 1 Londscope Contractor 
• 2. Chemical Lawn Cars Company 

(excluding mowing maintenance service) 
• 3 Lawn Maintenance Contractor 
• 4 Ornamental Shrub & Tree Service 
Q 5. Irrigation Contractor 
• 6. Landscape Architect 
• 7. Other Contract Services 
(please describe) 

II. IN-HOUSE LAWN/CARE 
MAINTENANCE 

Q 8 In-House Maintenance including: 
Educational Facilities, Health Care 
Facilities, Government Grounds, Porks & 
Military Installations, Condominium 
Complexes, Housing Developments, 
Private Estates, Commercial & Industrial Porks 

III. DISTRIBUTOR/MANUFACTURER 
J 9 Dealer • 11. Formulator 
Q 10. Distributor • 12. Manufacturer 

IV. OTHERS ALLIED TO THE FIELD: 
• 13. Extension Agent (Federal, State, 

County, City, Regulatory Agency) 
• 14. School, College, University 
• 15. Trade Association, Library 
3 Others (please describe) 

2. W h a t serv ices does y o u bus iness o f f e r ? 
• 1. Landscape Design Londscape Installation 

2. Seeding or Sodding 
3. Turf & Ornamental Installation 
4 Bedding Plants & Color Installation 
5. Irrigation Installation 
6. Landscape Lighting 
7. Hardscape Installation 
8. Water Features 

Q • 
• • • • • 
landscape Maintenance 
0 9 Landscape Renovation • 13 Tree & Stump Removal 
J 10. Turf Fertilization J 14 Irrigation Maintenance 
• 11 Turf Aeration 
• 12 Tree & Q 15. Erosion Control 

Ornamental Care 

Pesticide Application 
• 16 Turf Disease Control 
• 17. Turf Insect Control 
• 18. Turf Weed Control 
• 19 Tree & Ornamental Pesticide Application 
Other 
• 20 Mowing 
Q 21 Hydroseeding 
• 22. Snow Removal 

• 23. Interior Landscape Services 
• 24 Structural Pest Control 
• 25 Holiday Lighting 
a 26 Other 

3. W h a t is the se rv i ce m i x % ? 

Mowing/Maint Design/Build_ 

Chemical Application 

4 . H o w m a n y full-time ( year- round) 
e m p l o y e e s d o y o u e m p l o y ? 

5. Is Chemica l App l i ca t ion w o r k 
1. Outsourced 2. Done by own employees 

6. W h a t a r e y o u r c o m p a 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 $50,000 
2 $50,000 to $99,999 
3.$100,000 to $199,999 
4 $200,000 to $299,999 
5 $300,000 to $499,999 
6 $500,000 to $699,999 
7 $700,000 to $999,999 
8 $1,000,000 to $1,999,999 
9.$2,000,000 to $3,999,999 

10 $4,000,000 to $6,999,999 
11 $7,000,000 or more 

7. W h a t pe r cen t age of g r o w t h d o y o u 
an t i c ipa te ? 

8. W h a t y e a r w a s y o u r bus iness 
f o u n d e d ? 

9 . W h a t is y o u r bus iness m i x ? ( % ) 
Residential Commercial Other 

10. Is this a H e a d q u a r t e r s or 
B r a n c h loca t ion? 

1. Headquarters 2. Bronch 3. Single Office 

11. W h a t best descr ibes y o u r t i t le? 
• I Owner • 11 Argonomist 
• 2 President 3 12 Entomologist 
• 3 Vice-President • 13 Horitcuhurist 
• 4 Corporate Officer • 14 Plant Pathologist Z 
• 5. Partner J 15 Consultant £ 
( J 6 Managers • 16 Technician CC 
• 7. Director Q 17. Serviceman C 
• 8 Superintendents Q 18 Other (please describe) 
• 9. Foreman 
• 10 Specialist 

http://www.lawnandlandscape.com
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For Sale 

L a n d s c a p e s ' Magnet ic Route Schedule 
[ E 3 

CREW1 

R O U T E S C H E D U L E 

CREW 2 CREW 3 CREW 4 CREW 5 
• j i 

E R T 

Wally Krapf CEO 
Magnetic printed whiteboards to plan and manage 

jobs, crews, time and equipment O n l i n e a t : m a g n a t a g . c o m / l s g 
M A G NAT AG') Call 800 624 4154 ld:l=l J«HaB18l 

ND LANDSCAPING 
• 2005 Mulch Mule 

• 15 cubic yard capacity 

• 13 HP Honda engine 

• Extension conveyor 

• Electric Tarp 

• Leaf Vacuum with 24 HP Honda engine 

• Spare Tire 

See Demo video at mulchmule.com 
Asking $30,000 

Call Bill 978-352-5400 
Location: Georgetown, MA 

1986 0SHK0SH 
HEAVY-DUTY 

SNOW PLOW TRUCK 
ALL WHEEL DRIVE, CATERPILLAR DIESEL. 
ALLSI0N AUTOMATIC, FRINK ROLLOVER 

SNOW PLOW, DUMP BODY. P.S.. AIR 
BRAKES, FULLY REMANUFACTURED BY 

OSHKOSH. PRICE: $26,500.00 

814-834-1018 

TREE EQUIPMENT 
Nursery and Landscaping Equipment from TREE 

EQUIPMENT DESIGN in New Ringgold, PA: 

RED BOSS Tree Spades, TREE BOSS moving 

systems, TREE PLANTERS and more. 

Over 20 years in business. 

877/383-8383. info@treeequip.com. 
www.treeequip.com 

Pressure Washers 

Pressure Washer 
Replacement Pumps 

Models from $88 
Completely Plumbed 
4 GPM n 4000 PSI 

210 MOO PSI - 13N ^ SXMV4G40 

* 3 . 0 9 9 ® * 2 7 9 

Sprayer Parts 

Spreader-Mate™ 
This self-contained "drop-in" sprayer 

converts your commercial broadcast spreader 

to a fully functional sprayer in minutes. 

SPRAYING 
EQUIPMENT 

Toll tree - 800 706.9530 
Phone - 585.768.7036 

Fax - 585.768.4771 
Sales@GregsonClark com 

www GregsonClark com 

DISCOUNT SPRAYER PARTS 
REPLACEMENT PARTS & P U M P S 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. 

Emai l : sp rayp t s@bel l sou th .ne t 
Website: SprayerPartsDepot.com 

T R E E S T A K E S 
Doweled Lodgepo le P ine 

C C A Pressure Treated 
2" Diamete r , Var ious Leng ths 

Economica l , S t r o n g a n d At t rac t ive 
P h o n e : 8 0 0 - 2 3 8 - 6 5 4 0 

Fax: 5 0 9 - 2 3 8 - 4 6 9 5 
J A S P E R E N T E R P R I S E S , I N C . 

W e sh ip na t i onwide . 
W e b site: www. jasper - inc .com 

Landscaper Accessories 
M e s h D e b r i s Bags • Leg & A r m C h a p p s 

E q u i p m e n t C o v e r s • S u n N e c k P r o t e c t i o n 
W.E.Z-T0P am?/MmcA, /HhcA/H***!!! 

MADE IN THE U.S.A. FREE CATALOG!!!] 

0 « 0 0 - « 1 B - 2 4 2 7 o 
WWW.WECHAPPS.COM 

G P S Vehicle Tracking 
No monthly fees 

Call 800-779-1905 
www.mobiletimeclock.com 

Help Wanted 
GOTHIC LANDSCAPE, INC. & 

GOTHIC GROUNDS MANAGEMENT, INC. 

Since 1984 , we have been creat ing long- term 

relat ionships wi th cl ients through outs tanding 

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 

communi ty 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: 6 6 1 - 2 5 7 - 1 2 6 6 x 2 0 4 

Fax: 661 -257 -7749 

View Classifieds Online www.lawnandlandscape.com 

mailto:info@treeequip.com
http://www.treeequip.com
mailto:spraypts@bellsouth.net
http://www.jasper-inc.com
http://WWW.WECHAPPS.COM
http://www.mobiletimeclock.com
mailto:hr@gothiclandscape.com
http://www.lawnandlandscape.com
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Help Wanted 

Great jobs in the landscape industry 
are hard to find... 

...unless someone else 
finds them for you! 

At JK Consultants, we are expert 
recruiters for the landscape 
industry. We offer access to job 
opportunit ies you can't f ind 
anywhere else. We currently 
have openings for the following 
positions: 

• Division President/Operations 
Manager, Landscape, 
Southern California 

•VP Sales and Marketing, 
Landscape Southern California 

• VP Operations, Landscape, 
Northern California 

• Director of Operations 
• Branch Manager, Landscape 
• Account Manager, Landscape, 

Southern California 
• Controller, California, Landscape 

To confidentially learn more 
about these and other rewarding 
opportunit ies, contact us today! 

K 
^ ^ Consultai Consultants 

Phone: (209) 532-7772 
Email: contact@ JKSuccess.com 

www.JKSuccess.com 
Where Professional Friendships 

Are Valued 

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. 

When It comes to your outdoors, 
choose Swingle.. 

EXPLORE YOUR PASSION 
IN COLORADO 

Ready to take the next step in your career? 
Swingle Lawn, Tree & Landscape Care, 

established in 1947, provides career 
opportunities for professionals who are 

passionate about what they do. We're looking 
to add key members to our outstanding teams 

in our Denver and Fort Collins locations: 

• Lawn Care Technicians 
• Plant Health Care Technicians 
• Lawn & PHC Supervisors 
• Certified Arborists with 

removal experience 
Swingle offers year-round employment plus top 

industry wages and benefits, including 401(k) 
with company match. We also provide great 

opportunities for college graduates and student 
interns. If you are a results-oriented individual 
looking for a growing company known for our 

legendary service, we want to talk to you! Visit 
our website at www.myswingle.com to learn 

more or to apply online. 
Or call Dave Vine at 303-337-6200 or email 

dvine@swingletree.com. 
When it comes to your career.. .choose 

Swingle ! 

FIND YOUR JOB TODAY 

www.Greenlndustry-Jobs.com 

ValleyCrest Tree Care Services, 

ValleyCrest Tree Care Services provides award-winning 
arborist services on a wide range of properties throughout 
the nation. Rather than focusing on isolated management 
techniques, our certified arborists approach the tree as an 

entire biological system. 

We have full-time opportunities available for our following 
positions: Account Manager, Operations Manager, Business 
Developer/Estimator, Crew Leader/Foreman, CDL Driver, 

Production Specialists, and Spray Technicians. 

Branches Include: Livermore, Sacramento, Santa Ana, 
Gardena, Ventura, Phoenix, Tampa, Sarasota, Venice, 

Orlando and Atlanta 

For consideration, please email resumes to: 
treecarejobs^valleycrest.com 

or fax to (818) 225-6895. 

Exciting Career Opportunities For 
Service Industry Managers 

Come join one of the largest Vegetation 
Management Companies in the United States. 

DeAngelo Brothers, Inc., is experiencing 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 

U.S. LAWNS 
NO ONE KNOWS THE 

LANDSCAPE MAINTENANCE 
, ^ ^ m NUJ8TRY 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#usiawns.net or 
fax to 407/246-1623 

U.&LAWNS 

KEY EMPLOYEE SEARCHES 
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 

http://www.JKSuccess.com
mailto:careers@ruppertcompanies.com
http://www.myswingle.com
mailto:dvine@swingletree.com
http://www.Greenlndustry-Jobs.com
mailto:email-cfaust@dbiservices.com
mailto:search@florasearch.com
http://www.florasearch.com
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GREENSEARCH 

GreenSearch is recognized as the premier provider 
of professional executive search, human resource 
consulting and specialized employment solutions 

exclusively for interior and exterior landscape com-
panies and allied horticultural trades throughout 
North America. Companies and career-minded 

candidates are invited to check us out on the 
W e b at http://www.greensearch.com or 

call toll free at 
888-375-7787 or 

via e-mail info@greensearch.com. 

AMERISCAPES LANDSCAPE 
MANAGEMENT 

AmeriScapes Landscape Management Services is 

looking for quality-focused professionals who want 

to grow with us. We are seeking account managers, 

Area Supervisors, Pest control and irrigation 

technicians, crew foreman and other service 

professionals. The ideal candidate will be required 

to work independently, is confident in their 

knowledge, and is customer oriented with good 

time management skills, strong communication 

abilities and has a desire to succeed. We offer 

excellent pay based on your work efforts. Insurance, 

401K, vacation, opportunities for advancement and 

continuing education are available. At AmeriScapes, 

equal talent will get equal opportunity. DFWP and 

Background checks may be required. Landscaping, 

Grounds Maintenance, Lawn and Ornamental Pest 

Control and Irrigation. 

407-872-0855 

ameriscapes-landscape@att.net 

MBSSE/ 
A G R O N O M I S T 

D u e to growth and expansion Massey 

Services Inc, an indust ry leader, is seek-

ing an experienced Agronomis t . Ideal 

candidate must have at m i n i m u m a 

Masters Degree, preferably a P h . D w i t h 

emphasis in the disciplines o f weed sci-

ence o r tu r f grass pest e n t o m o l o g y or 

plant pathology. W e o f f e r a comple te 

benefits package including a c o m p a n y 

vehicle. For a conf ident ia l in terv iew call 

A d a m Jones, V ice President o f Q u a l i t y 

Assurance at: ( 4 0 7 ) 6 4 5 - 2 5 0 0 ext: 1 8 2 

you may also email y o u r resume to: 

adreher@masseyservices.com or fax to 

4 0 7 - 6 4 5 - 3 5 7 0 . 

Visit our website at 

www.masseyservices .com 

E E O C D F W P 

f Join the company where 

People Matter... 
Our motto is Our business is people 
and their love for trees." We offer 
excellent career opportunities at all levels. 

We value safety first provide ongoing 
training, and have an excellent 
compensation and benefit package 

that includes a 401 (k) with company 
march and ESOR 

thecareoftrees. 
^ 877.724.7544 

^ Z Z s .3,847.459.7479 
*°*0« noil 

Apply online at 
www. thecareoftrees. eo m /ea ree rs 

Chicago, New York, Philadelphia, San Francisco, Washington, D.C. 

G R A N T 8* P O W E R 
** LANDSCAPMG 

ARE YOU LOOKING FOR A 
PLACE TO CALL HOME? 

CAREER AND GROWTH OPPORTUNI-
TIES 

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 email your interests to 
genegrant@grantandpower.com. 

We Look Forward to Hearing From You. 

The Start of Something Beautiful 
( 6 3 0 ) 2 3 1 - 0 0 6 9 

www.grantandpower.com 

Sposato Landscape Co., 
Inc. established in 
1992 offers full 
service landscaping 
with clients throughout 
the Eastern Shore 
areas of Delaware 
and Maryland. 

Our rapidly growing company is 
offering career opportunities in the 
following positions: 

• Landscape Mgt. and Construction 
• Branch Managers 
• Account Managers 
• Crew Leaders 

• Designers 
• Irrigation Technicians 

W e offer a competitive salary with 
benefits package including 401 (k) 
with company match. 

For more information, visit 
www.sposatolandscape.com 

Email: 
careers@sposatolandscape.com 

Phone: 302-645-4773 

Fax: 302-645-5109 

Come join 
t h e W O R K F O R C E ' 

o f N A T U R E / 

V a l l e y C r e s t C o m p a n i e s has exci t ing 

jobs open r ight now across the count ry 

at all levels for professionals w h o want 

to w o r k w i t h the best. 

Founded in 1 9 4 9 , w e are a leading 

na t ionwide prov ider of landscape 

deve lopment and maintenance services 

Bi l ingual a plus. 

Please send your resume to the 

a t tent ion of Ms. Sanchez at 

o p p o r t u n i t i e s @ v a I l e y c r e s t . c o m or 

fax to 8 1 8 - 2 2 5 - 2 3 3 4 . 

O 
ValleyCrest 
C O M P A N I E S 

www.val leycrest .com 

http://www.greensearch.com
mailto:info@greensearch.com
mailto:ameriscapes-landscape@att.net
mailto:adreher@masseyservices.com
http://www.masseyservices.com
mailto:genegrant@grantandpower.com
http://www.grantandpower.com
http://www.sposatolandscape.com
mailto:careers@sposatolandscape.com
mailto:opportunities@vaIleycrest.com
http://www.valleycrest.com
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JOHO mini 
The most recognized name in interior 

landscaping has great opportunities in 

our rapidly expanding exterior 

landscaping division: 

• Landscape Management 

• Sales and Design 

• Purchasing & Estimating 

• Holiday Production Manager 

For over 3 0 years, offering challenging and 

rewarding careers to the best in the industry 

Over 1 0 0 national awards for excellence 

www.johnmini.com 

8 4 5 . 2 6 7 . 5 3 0 0 

1 VIGNOCCHI 
J . Landscape Architects & Contractors 

Are you looking for a work culture motivated 
by creativity hard work and a passion for your 

profession? If so, inquire now about the following 
opportunities to join our dynamic team. 

construction superintendent 
irrigation superintendent 

mechanic 
estimator 

sales 

25865 West Ivanhoe Road 
Wauconda, IL 60084 
dvignocchi@iltvignocchi. com 
www iltvignocchi com 

phone 847 487 5200 
fax 847.487.5265 

C O M M E R C I A L C O N S T R U C T I O N 
ESTIMATOR 

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 

H e l p W a n t e d 

Land-Tech Enterprises, Inc. is one of the 
Delaware Valleys largest multi-faceted 
landscape firms. Serving commercial 

clients throughout PA/NJ/DE. 
Our continued growth presents exciting 

career opportunities with unlimited 
growth potential! 

Career opportunities in management, 
production, supervision and 
crew level are available in the 

following work disciplines: 
• Landscape Management 
• Landscape Construction 

• Erosion Control 
• Business Development-Estimating 

Contact Human Resources at 
2 1 5 . 4 9 1 . 1 4 7 0 or fax resume to 

2 1 5 . 4 9 1 . 1 4 7 1 
careers@landtechenterprises.com 

www.landtechenterprises.com 

ORGANIC GROWING 
S Y S T E M S I N C . 

M A N U F A C T U R E R S SALES 
REPRESENTATIVE 

Tremendous potential as a full time 

sales rep. for a rapidly growing Organic 

Fertilizer manufacturer. Positions open 

in Houston TX, Atlanta GA. , and 

throughout the S.E. United States. 

2 to 5 years sales and closing 

experience. Experience in Ag. 

Product sales preferred. Base salary, 

commission, and benefits. 

Join the fastest growing consumer sector 

in agronomics : Organics 

Send Resumes to: jstrickland@advanced 

nurseries.com or Phone : 6 7 8 - 6 1 8 - 4 0 4 3 

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 

BRICKMAN 
Enfuincinf* the American lAintlttcape Since 1939 

B r i c k m a n i s l o o k i n g f o r l e a d e r s 

w h o a r e i n t e r e s t e d in g r o w i n g t h e i r 

c a r e e r s w i t h a g r o w i n g c o m p a n y . 

N a t i o n w i d e c a r e e r a n d i n t e r n s h i p 

o p p o r t u n i t i e s a v a i l a b l e 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 

If you are a proven manager 
with a passion for landscape 
management, join the proud 
employee-owners of Davey. 
Rewarding career opportunities 
are available with our growing 
commercial division. 

DAVEY 
C o m m e r c i a l G r o u n d s M a n a g e m e n t 

Visit: w w w . d a v e y . c o m 
E-mai l : m a r k . n o a r k @ d a v e y . c o m 
Fax: 3 3 0 - 6 7 3 - 0 7 0 2 

To Advertise Call Bonnie Velikonya At 800-456-0707 

http://www.johnmini.com
mailto:patsy@christywebber.com
mailto:careers@landtechenterprises.com
http://www.landtechenterprises.com
http://www.hortjobs.com
http://www.davey.com
mailto:mark.noark@davey.com
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SU 
JENSEN 

BUILD VOI R CAREER WITH A LEADING 
LANDSCAPE MAINTENANCE & CONSTRUCTION 

COMPANY 

We are a leading provider of specialized high-end landscape 
site work, landscape management s e n ices, and maintenance. 
We are seeking experienced individuals to join our winning 
team in Sacramento and the Bay Area. Must have a clean 

D M V record; bilingual English/Spanish preferred. 

Construct ion Project Managers /Super in tendents 

Landscape Area M a n a g e r * Landscape Superv isor* 

( ( instruction F o r e m e n Const ruct ion Supervisors 

Landscape Foremen Est imators 

W e offer a competitive salary with excellent benefits, 
including medical, dental, vacation, holiday pay, 401K 
Plan, Employee Stock Ownership plan and bonus plan. 

To apply please submit your resume to 
hr a icnscncorp.com as a Word attachment, fax it to 408-

255-4981. or mail it to our headquarters at 10950 N 
Blaney Ave. Cupertino, C A 95014. For more 

information visit us on the web at www. ienscncoru .com 

Insurance 

COMMERCIAL INSURANCE 
FOR THE GREEN INDUSTRY 

Competitive rates, comprehensive coverage 
and payment plans designed for your 

specific business needs. 

If you provide any of the following services we can 
design a program for your company: 
• Installation • Right of Way 
• Snow Removal • Holiday Lighting 
• Renovation • Irrig. Install./Serv. 
• Fertilization • Mowing & Maint. 
• Herb./Pest. App. • Tree & Shrub Serv. 

• Spill Clean Up 

Contact one of our Green Industry 
Specialists for a quote at 

800-886-2398 or by fax at 
740-549-6778 

M.F.P. Insurance Agency, Inc. 
rick@mfpinsure.com 

Marke t ing Se rv i ces 
NEW CONTRACTS 

For Landscaping Companies 

Professional Telemarketing Service 
Leads Generation, Bidding Opportunities, 
Prospect Identification and Qualification, 

Cold Calling and Followup 
PAZ Direct - your direct line to profits 

Call 416-226-2050 

NEED TO GET MORE 
CUSTOMERS FAST? 

FREE internet video shows you step-by-step how to 
grow your business fast and with less waste. No com-
mitment and nothing to order. Watch the free video 
now at www.FREELawnCareBusinessSecrets.com 

ATTENTION IRRIGATION CONTRACTORS!!! 
How Would You Like To Eliminate The Following: 

• Customers Missing Service Appointments' • Wasting Monty & f ine Waiting For Cntomert1 

• Trying To Reschedule Appointments During The Busiest Timn Of The Season1 

• Taking Time Oil Installation Projects Became Service Has T« Be D o m To Accomodate 
Yoir Customers Schedule 

Now! All These Business Hurdles Can be Avoided With The: 
IRRI-STOP MOTORIZED BALL VALVE 

t r 
0 

IRW-STOP MOTORIZED BALL 
VALVE to a FU» Port Bat Valve *t*ch 
can t» activated by a H«mot« Con-
trol Pan* Tha Vatve to piumbad m tha 

opanad or cioaad without accaaa to tha buMmg saving you ttma and money' 3/4" MPT Kit $100.00 plus tai 1 1/4" HPT Kit $110.00 plus tax 

SPECIFICATIONS: 
WVIWIIMr IMiaOa 11/4-artk*NHtm MtvOt 

M. mmt M1SSI0 APfoaiiiKNts 

ORDERING INFORMATION: 
To placa an order by phone call (401) 725-3966 Mon Fr. 8:00 am to 5:00 pm (EST) 

To Ptaca an order fey E-Mail contact us at: eclipse4e«i|n29cox net 
Far Added Convenience we accept Vita Mastercard. American Express A Discover 

S o f t w a r e 

U / v ^ v t o ^ ™ 
The #1 all-in-one software for lawn 
care and landscaping contractors 

Customer Management 
Scheduling, Routing 

Job Costing, Estimating 
Inventory, Purchasing 

Automatic Billing, Invoicing 
AR/AP, Payroll, Accounting 

Marketing, Mobile Computing 
Download a free demo of the software that has 

been setting the standard for two decades! 
www. wi ntac. net 1 -800-724-7899 

TurfGold Software 
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 Des igners 
Web Design, Brochures, Logos, Lettering and 
Printing Services For Landscapers. Your single 
source for marketing your landscape business. 

Samples online: www.landscapermarketing.com 
or call 888-28-DSIGN. 

Pays to advertise in the 

Lawn & Landscape classifieds. 

GROW YOUR BUSINESS 
With One or Both Of These 

Great Service Offerings! 

{NITETIME 
^ ^ D E C O R " 
L a n d s c a p e a n d Archi tectura l L ight ing 

-jr - , 
, > i'Ih *d» T 

„• il liST'T » I I I# • 

T r a i n i n g ~ P r o d u c t s - S u p p o r t 
w w w . n i t e t i m e d e c o r . c o m 

1-877-552-4242 

375 Loca t ions in 48 States 
$2000 Daily Product ion 

Per Crew! 

i.xt 

i « t r 
: .„ . . : , . : 

Ca l l T o d a y ! 
1-800-687-9551 

www.christmasdecor.net 

Do Homeowners War 
Commercial-Grade 
Holiday Lighting? 

—•— 0A n 
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@creativedisplays.com or 
call 800-733-9617 Visit our website at 

creativedisplays.com. 

: W A T I V E 
-SSS35 E)i D I S P L A Y S 

i * c o • r • a ~rxat 

http://www.ienscncoru.com
mailto:rick@mfpinsure.com
http://www.FREELawnCareBusinessSecrets.com
http://www.TurfGold.com
http://www.landscapermarketing.com
http://www.nitetimedecor.com
http://www.christmasdecor.net
mailto:paul@creativedisplays.com


C a n e t e L a n d s c a p e uses 
a l t e r n a t i v e fue ls f o r 
s n o w r e m o v a l w o r k . 

Aibout The Au tho r 
T o m C a n e t e is o w n e r a n d 

p r e s i d e n t o f C a n e t e L a n d s c a p e 

a n d G a r d e n C e n t e r in W a y n e , 

N J . M e c a n b e r e a c h e d a t 

973/616-50 08 or 

t o m @ c a n e t e . c o m . 

The price at the pump for gasoline and diesel fuel is a major concern 
for many contrators working in both the landscape and snow removal 
industries. Last winter in Wayne, N.J., we experienced average fuel prices 

that ranged from $2.75 per gallon to more than $3 per gallon. While I realize 
that landscape and snow removal contractors in other parts of the country saw 
steeper prices, for Canete Landscape and Garden Center those prices translated 
to about $100,000 in diesel fuel costs alone last year. 

Rising fuel prices cut into my bottom line and, outside of limiting the 
routes and clients my company serves, I was powerless to do anything about it. 

Or so I thought. 
Two years ago, a heavy-equipment broker turned me on to the possibili-

ties of converting some of my diesel engine trucks over to an alternative fuel 
mix, mainly using cooking oil in lieu of diesel fuel. I was intrigued by the idea, 
specifically the cost-savings potential. 

Now, the process is not as simple as popping 
the top on a bulk-size container of Wesson oil and 
filling up the tank of a 34-ton plow truck. But its 
not far off. 

Before I did anything I first conducted a thor-
ough investigation of the concept and technology, 
as well as researched and sought out testimonials 
from business owners around the country who were 
using alternative fuels. Also, a colleague recom-
mended the site www.dieselsecrets.com, which 
offered a lot of great information. I then talked one 
of my snow removal subcontractors into investing 
into the necessary equipment to convert two of his 
trucks from diesel to cooking oil for the winter. 
Seeing the potential in the technology, he agreed. 

The conversion involved a $2,000 investment 
for a secondary fuel tank, heating elements and 
electrical switching supplies to transfer from diesel 
to cooking oil while the truck was operating. With 
some additional searching on the Internet you 
may be able to find some of the same conversion 
systems and supplies for less. Besides the addi-
tional equipment, the conversion required I cut 20 
percent of the cooking oil with kerosene and start 
and shut down the truck each day with diesel fuel. 
While this procedure may seem involved, the cost 
savings was intriguing enough to keep me inter-
ested in the technology. 

However, after some additional research I 
located a company selling a specialized fuel additive 
for about 46 cents per gallon of oil. This additive 
eliminates the need for the additional conversion 

Tom Canete, center, has been using cooking oil 
in lieu of diesel fuel for snow removal. Photo: 
Richard Bell 

mailto:tom@canete.com
http://www.dieselsecrets.com


Canete Landscape, based in Wayne, N.J., estimates he will save as much as $80,000 annually through the use of alternative fuels. Photo: Richard Bell 

equipment. Instead, I can add the 
oil-additive mixture directly into my 
diesel trucks' fuel tanks. In addition, 
if I find myself out on the job and 
running low on fuel, I can pull into a 
service station and fill up with diesel 
without any adverse effects to my 
truck. This no-hassle solution is the 
way to go. 

I did strike upon a bit of good 
fortune during this process. A local 
restaurant owner was paying an 
outside company to dispose of his 
cooking oil. I saw an opportunity 
here for a win-win situation for both 
of our operations. I approached the 
restaurant owner about a possible 
barter - snow removal services for his 
cooking oil. He was very receptive to 
the idea. I collect the oil with a truck 
equipped with a storage tank and 
transport it back to my shop where I 

filter out the impurities so it can be 
used in my trucks. 

This arrangement has proven so 
successful that in the coming year 
I plan to make hauling away used 
cooking oil a side venture in addition 
to my snow removal and landscape 
businesses. The side company, which 
will be run by my garden center 
manager, will contract with local 
businesses to collect their cooking 
oil for a fee - around 25 cents per 
gallon. I'll then use this oil as the fuel 
for my diesel fleet. 

To date, I've had only positive 
experiences with using cooking oil 
as an alternative to diesel fuel in my 
truck fleet. When using cooking 
oil, as long as it is filtered correctly, 
I have witnessed no reduction in 
power or performance. Likewise, my 
equipment maintenance manager has 

observed no ill effects on the trucks 
or their components. 

By next year I plan to convert all 
of my diesel trucks over to cooking 
oil and I estimate this move will po-
tentially save my operation $80,000 
per year in diesel fuel costs. This cost 
savings will allow me to invest in 
future equipment upgrades as well as 
remove the fuel surcharge language 
from my service contracts, both of 
which will give me a competitive 
advantage in my market. And, at this 
time, none of my competitors are 
converting to or experimenting with 
an alternative fuel. 

The only drawback, and a rather 
humorous one at that, is our trucks 
exhaust now smells like a cross be-
tween french fries and Chinese food, 
which, depending on your tastes, may 
not necessarily be a bad thing. II 
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Adkad Technologies www.adkad.com 116 68 
Adobe Commerical Truck www.adobeequipment.com 147 101 
Agri-Fab www.agri-feb.com 48 40 
Alturnamats www.alturnamats.com 108 62 
Aquascape www.aquascapeinc.com 7 12 
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Bobcat www.bobcat.com 123 76 
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California Landscape Lighting www.callite.com 130 82 
Carhartt www.carhartt.com 125 77 
Carl Black GMC www.carlblackgmc.com 138 92 
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Catepillar www.cat.com 9 13 
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Compact Power/Boxer www.boxerequipment.com 168 120 
Coxreels www.coxreels.com 118 71 
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Davis Instruments www.davisnet.com 148 102 
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Dimex Corp www.edgepro.com 88, 144 44, 97 
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Dodge Truck www.dodge.com 78, 79 
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Grasshopper www.grasshoppermower.com 101 55 
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Green Industry Conference www.greenindustryconference.org 115 131 
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Hortka ;. www.hortica-insurance.com 27 25 
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LESCO www.lesco.com 145 98 
Little Beaver www.littlebeaver.com 162 112 
Maruyama www.maruyama-us.com 122 75 
Maxxis www.maxxis.com 137 91 
Meyer Products www.meyerproducts.com 81 33 
Milkreek Mfg www.milkreekmfg.com 120 73 
MistAway Systems www.mistaway.com 126 78 
Mitsubishi Fuso www.mitfuso.com 22, 23 21 
Mulch Mule www.mulchmule.com 128 80 
Neely Coble Co www.neelycoble.com 159 109 
NGK Sparkplugs www.nkgsparkplugs.com 121 74 
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Ohio Turfgrass Foundation www.ohioturfgrass.org 173 125 
Oldham Chemicals Co www.oldhamchem.com 102 57 
Oregon Cutting Systems www.oregonchain.com 141 94 
Race American www.paceamerican.com 20 19 
Perma-Green Supreme www.permagreen.com 132, 133 85 
Project EverGreen www.projectevergreen.com 163 114 
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Rain Bird www.rainbird.com 87 43 
Real Green Systems www.realgreen.com 17, 19, 2116, 18, 20 
RedMax www.redmax.com 105...: 60 
RND Signs www.mdsigns.com 130 83 
Scag Power Equipment www.scag.com 93 48 
Scotts www.scottsprohort.com 143 96 
SePRO Corp www.sepro.com 167 119 
Shining Brow www.shiningbrow.com 150 105 
Signature Control Systems www.signaturecontrolsystems.com 119 28 
Sterling Trucks www.steriingtrucks.com 171 123 
STIHL www.stihlusa.com 35 27 
Syngenta www.syngentaprofessionalproducts.com 

32. 33 26 
Tafco Equipment Co www.tafcoequip.com 92 47 
Toro www.toro.com 2 10 
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TrynEx International 172 124 
Turbo Technologies www.turboturf.com 148 103 
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U.S. Lawns www.uslawns.com 142 95 
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Wells Cargo www.wellscargo.com 166 118 
Wright Mfg www.wrightmfg.com 99 51 
Zum Wilkins - www.zum.com 174 126 

* Denotes regional advertising. This lisvng provided as a courtesy to Lawn & Landscape ockertrsers. 

State of the Industry Ad Index 
Company Name Web Address 

"loro www.toro.com.. 

Page # RS# 

..S2.S7.SI3.S24 35.36,37,38 

Please visit us at lawnandlandscape.com 

http://www.bayerprocentral.com
http://www.edgepro.com
http://www.dodge.com
http://www.dowagro.comAurf
http://www.pestsolutions.fmc.com
http://www.gmc.com
http://www.johndeere.com
http://www.z-spray.com
http://www.turf.us.nuferm.com
http://www.quali-pro.com
http://www.realgreen.com
http://www.syngentaprofessionalproducts.com
http://www.toro.com


m v ¥' I K .1 f 

IT'S YOUR BUSINESS. IT'S YOUR REPUTATION 
THAT'S WHY IT SHOULD BE OUR ENGINES. 

When we say our engines are true commercial-grade, you can believe it. Backed by 
innovative engineering, Kawasaki engines deliver the power, durability and reliability landscaping 

businesses demand. Some of our engines utilize our v-valve technology which creates a hemispherical 
combustion chamber that sets the standard for performance and emissions demanded by the commercial 

user - that means less stress on the engine and more environmentally friendly operation. So if your 
reputation rides on performance, choose the engine with the power to perform. 

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

Commercial Grade. Kawasaki Made. 

E n g i n e s 
USE READER SERVICE # 128 

http://www.kawpowr.com


WHOEVER SAID WATCHING GRASS GROW 
ISN'T FUN... 

ft ! \ \ 

t: \ m^m \ 

NEVER OWNED A GRAVELY! 

Outdoor Boot xind 6022 

<7Tftens WWW.GRAVELY.COM 

USE READER SERVICE # 129 

http://WWW.GRAVELY.COM


Leadership Awards THE TRUE 
ENVIRONMtNTAL 

STEWARDS 
Lawn and landscape professionals are the 

0 

protectors and nurturers of all things green, 

making their daily jobs vital to everyone who 

enjoys and treasures the outdoors. 

Sponsored by: \ Bayer 
Environmental Science 
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Now, the #1 fire ant control comes with fertilizer. Multitaskers rejoice. There's one solution 
that controls fire ants and nourishes turf. Just one application of TopChoice® + fertilizer reduces 
fire ant mounds up to twice as fast as TopChoice alone and controls fire ants for a full year. It also 
combats mole crickets and other pests while treating fire ants. With convenient spread rates 
and a variety of fertilizer options, you're sure to find the TopChoicelizer that's right for your turf. 
And you can apply it any time of year. Save time, money and protect your turf in one easy step. 
TopChoice + fertilizer is Backed by Bayer™ and all the science and support that comes with it. 
Call your local formulator or distributor and ask for TopChoice + fertilizer today. 

t O P c h o i c e 
+ FERTILIZER I 

Bayer Environmental Science, a business division of Bayer CropScience LP. 2 T.W. Alexander Drive, Research Triangle Park. NC 27709,1 -800-331 -2867. TopChoice is a registered trademark of Bayer AG. Backed 
by Bayer is a trademark of Bayer AG. TopChoice is not registered for use in all states. Please check label for approved states. Always read and follow label directions carefully. ©2007 Bayer CropScience LP ) BACKED 

by BAYER 



Welcome Letter 
A message from Neil Cleveland, director of 
U.S. Green Business for Bayer Environmental 
Science. 

CLASS OF 2 0 0 7 
LEADERSHIP PROFILES 

2 6 Leadership Honor Roll 
A complete listing of the past winners and an 
introduction to the 2007 winners of the 
Lawn & Landscape and Bayer Environmental 
Science Leadership Awards. 

3 8 Living Proof 
Rick Brandenburg manages one of the top 
turfgrass research programs in the country, 
working daily to make jobs easier for local lawn 
care operators, and he's a supportive father and 
husband to boot. He proves balancing a multi-
faceted career and versatile life go hand in hand. 

The Secrets of My Success 
Work hard, treat customers and employees with 
respect and have good strong morals - these are 
the foundations of Tom Fochtman's leadership style. 

5 0 deas Into Action 
Den Gardner envisions a better world for the green 
industry, then finds a way to make it happen. 

5 8 -iving A Dream 
Scott Jamieson helps others cultivate a passion for trees. 

V All For O n e 
Knowing that it takes more than one person to truly get 
the job done, Erica Santella leads with others in mind. 

7 0 Lifelong Learner 
A education-filled career guides Tom Shotzbarger in 
advocating for the industry. 

FEATURE ARTICLES 
The True Environmental S tewards 
Lawn and landscape professionals are the 
protectors and nurturers of all things green, 
making their daily jobs vital to everyone who 
enjoys and treasures the outdoors. 

Straight Talk 
Effectively sharing your message with elected 
officials takes planning and having confidence 
in your position within your company and 
the industry. 

Tips for Talk 
Understanding the fundamentals of business 
communication can improve how people 
hear you and how you hear others so your 
message is heard loud and clear. 

2 2 The Communicat ion Chain of Reactions 
As a business communicator, you can react 
differently to what's being said to you by your 
peers, employees and even adversaries and, in 
turn, produce better, more worthwhile and 
rewarding communication. 



the true 
e n v i r o n m e n t a l 

stewards 
The Green Industry embodies much more than simply the business of product 

application to combat harmful insects, weeds or diseases that plague our na-

tional landscapes. Green Industry leaders are concerned with saving that old, 

magnificent ash tree in your backyard that shades your home, protecting your 

children from fire ant attacks at recess, and enhancing the physical beauty of 

treasured historical landmarks. 

We at Bayer Environmental Science, a business division of Bayer CropScience 

LP, are proud to support the Green Industry in its daily endeavors to uphold 

environmental quality and preserve our lush forests, manicured neighborhoods, 

beautiful golf courses, and spotless athletic fields. 

Collectively, we must resolve that education is 

instrumental in this vision of the future. Bayer dog-

gedly works with its academic counterparts to gath-

er the latest research, and through ingenuity and 

innovation, we are able offer Green Industry profes-

sionals the latest products and technology that help 

save time and money. For example, Bayer recently 

launched TopChoice® plus Fertilizer, providing two 

solutions in one application - fire ant control and 

turf nourishment. We also introduced Merit® Tree 

Injection Insecticide, offering flexibility of pesticide 

use where soil application is not feasible. 

Bayer understands that often it is not enough to 

just provide these new products and technical train-

ing—green industry professionals want to learn 



business strategies and tactics to grow their operations. In 2007, the Bayer Lawn 

Care Institute™ hosted its inaugural Healthy Lawns, Healthy Business Summits 

to coach lawn care operators in the most effective business practices to support 

their bottom lines. 

But it does not stop here. The trickle-down education must continue. 

Green Industry professionals must relay their industry knowledge to their cus-

tomers when selling their services. We must address public misconceptions about 

pesticide use head-on and promote the importance of services such as fighting in-

vasive pests like hemlock woolly adelgid, emerald ash borer or bronze birch borer 

before they decimate our tree populations and create enormous environmental 

repercussions. 

And most importantly, Green Industry professionals must educate the deci-

sion-makers at local, state and federal levels. I challenge you all to become vocal 

ambassadors for the Green Industry. As a group, we must exercise prudence and 

forethought, and we must be tenacious in our efforts to establish our presence on 

Capitol Hill. 

Each year, Bayer is proud to participate in PLANET'S Legislative Day on the 

Hill. This event reinforces the message that the Green Industry strives to sustain 

our environment and our communities, and we require legislation that permits 

us to do just that. Additionally, Bayer is proud to support national organiza-

tions like Project Evergreen in efforts to collectively engage the Green Industry 

in touting to the American public the universal benefits of well-maintained green 

spaces and promoting the contributions of those who preserve and enhance these 

healthy landscapes. We must all work as one unified voice to prevent our beauti-

ful landscapes from being reduced only to pages in the history books. 

Neil Cleveland 
Director, U.S. Green Business 

Bayer Environmental Science 
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Lawn and landscape professionals are the protectors and nurturers of all things green, making 
their daily jobs vital to everyone who enjoys and treasures the outdoors. 

By the very nature of their daily jobs of installing 

plants, maintaining turf and tending to every aspect 

of the green spaces that are all around us, lawn care 

and landscape professionals are the true stewards of 

the environment. 

So it's no surprise that throughout the past eight 

years of Lawn & Landscape Leadership issues, many 

of the leaders featured on these pages have ex-

pressed their thoughts on the environment - from 

creating it to preserving it to maintaining it to stand-

ing up for it. 

This year, as part of our issue theme, each of the 

six Leadership Award winners shares their thoughts 

on how they view and contribute to the environ-

ment. But, in addition to this, we couldn't ignore the 

words of the previous 59 winners. Here, we show-

case their wise words as a means of inspiration for 

you as you go out each day to protect and serve the 

environment that not only drew you into the busi-

ness, but keeps you building and growing it and the 

industry each day. 



NATURE IN ALL ITS SPLENDOR. 
The love of the outdoors and the 

inspiration it 
provides has lured many-

men and women into the industry. 

"As professionals 
who are touch-
ing, feeling and 
designing the 
landscape on a 
daily basis, we 

need to listen to 
clients and then challenge them 

with a multitude of ideas that meet 
the criteria and exceed what they have 

planned." - Frank Mariani, Mariani Landscape, Lake 
B l u f f , III., 2006 winner 

"There's such a variety 
in this business - you 
can pick and choose 
what you do everyday. 
You can go out and see your 
work and be proud of what you've done. In 
this business, you can see the green lawns, you see the 
results." — Gary LaScalea, GroGreen Lawn, Tree & Shrub 
Care, Piano, Texas, 2001 winner 

"We don't talk enough about 

the psychological and physi-

ological benefits of plants. In 

terms of economics, everyone 

knows that food is essential, but 

we have not learned enough 

about the economic benefits 

of non-food plants." - Connie 

Horn, Buckingham Greenery, 
Buckingham, Va., 2005 winner 

"I would call myself an urban environmental-

ist. I believe in recreating a beautiful side of 

the urban environment, and I 

think there is a great benefit 

to that beauty for our own 

well being. This benefit is 

what draws people to go for 

walks in the park and work 

in their gardens. " -Dav eHan -
son, ValleyCrest Cos, Calabasas, Calif., 

1999 winner 

"That love for 
nature is what 
drives us." -
Laurie Broccolo, Broccolo Tree & Lawn 
Care, Rochester, N. Y., 1999 winner 

"I recognized that in whatever I 

did, if I did it well, I could have 

a positive affect on people and 

what I did had a positive impact 

on the world around me. If I took 

care of a park or a plant or a tree, I helped create an 

environment that people could relax in and enjoy." 
- Bill Arman, Landscape Development, Valencia, Calif, 2006 winner 



"My happiest times are 

when I'm on the job or 

on a tractor and taking 

an ugly site and turn-

ing it into an aesthetic 

beauty - Lou Kobus, Fox Run 
Nurseries, Mount Vernon, Va., 2004 

ENVIRONMENTAL RESPONSIBILITY. 
Throueh their work, lawn care and landscape 

professionals exhibit a tremendous sense of 
pride for their environment. 

m Being an environ-
mental steward means 
you have to think 
outside of the box. 
I've always fulfilled 
the role for my 
customers as the 
community turf 

! doctor. When 
they have any 

kind of problem, I try to 
diagnose it and find out how I can treat 

the symptoms in order to make the property 
easier to maintain. 

"We are the people out there every day 
doing something to promote the environment. 
Promoting the environment is a challenge that 
makes us stronger." - Phil Fogarty, Weed Man/ 
Crowley's Vegetation Management, Cleveland\ 
Ohio, 1999 winner 

"Some people think that because I 
apply pesticides, I am a bad person. I 
don't think they know or want to know 
what I'm really about. Working in the 
green industry, I have an opportunity 
to make an impact on the way a small 
part of our world 
looks, and I take 
that responsibility 
seriously." — Tim 
Doppel, Atwood 
Lawn Care, Ster-
ling Heights, Mich., 
1999 winner 

"Ultimately, environmental stewardship protects ouremployeps, their 
families and the communities in which they work and live. Environ-
mental stewardship means we must provide the training and skills 
to develop people at all levels in our enterprises. It requires that we 
utilize the very best equipment that can be provided for the use of 
pesticide applications when and where required. It also requires that 
we respect the concerns of our customers, neighbors and environ-
ment as we conduct our services on a daily basis." -Norman Goldenberg, 
TruGreen, Memphis, Tenn., 1999 winner 

"I like taking a lawn that looked bad, and in a short time, 

making it look great. It's about creating an environment 

where there's pride of ownership." - Harold Enger, Spring-Green Lawn 
Care, Plainfield, III., 2005 winner 



"I think a way to profile what we do in the green industry is 
to always participate and showcase what we do as a means 
of bettering the community. We have to participate in 
community groups to bring the importance of green spaces 

Ik di out. - Alan White, Turf Systems, Burlington, 
Ontario, Canada, 2006 winner 

TAKING ACTION. 
A passion for the outdoors and 

commitment to beautifying and 
preserving the environment leads 

many green industry professionals to 
defend their industry in order to 

affect positive change. 

"There is a risk associated 
with everything we do. 
But if we use the materi-
als properly, we can re-
duce that risk and help 

the environment. Recently, we 
started using a blower to clean the 
sidewalk after applying granular 
fertilizer and our customers liked 
the idea, forcing our competition 

tO d o it tOO." - Tom Tolkacz, Swingle Lawn, 
Tree & Landscape Care, Denver, Colo., 1999 winner 

"When you're walking on the turf, 

you're actually walking on the soil 

and on the earth - it's an amaz-

ing feeling." - Bill Leuenherger, The 

Chalet, Wilmette, III., 2003 winner 

"I think we need to tell our story more. We 
have to teach people that this is not just a job. 
This is a big business and its important and 
necessary." - Maria Candler, James River 
Grounds Management, Glen Allen, Va., 
2004 winner 

"The hardest thing I deal with - and I've taken it to heart 

sometimes, even though I try not to let it get to me - is 

how activists can just tear us down without any real proof 

or any real justification. I've had people tell me that their 

goal is to put us out of business. I know we will never 

go out of business and we will 

continue to provide green spaces 

and healthy lawns for custom-

ers, and I defend that." - Chris 

Lemcke, Weed-Man, Scarbor-

ough, Ontario, Canada, 2003 

winner 

"I've always been concerned 
about doing what's right for 
the environment. 

"Landscape manag-
ers are not just working 
with a commodity. We're 
stewarding living things 
that deserve our respect 
for the many values that 
they provide." - Linda 
Novy, past president of 
Gardeners Guild, San 

Rafael, Calif, 2000 winner 



"If your research is good 
and you truly believe in 
it, then stick up for it. 
This process can take a 
long time, so you have to 
have patience. I think it 
would be worse to find out 
you could have changed 
something or that someone 
today figured out what you 
already knew yesterday, 
but had the guts to present 
it and defend it." - Joe 
Vargas, Michigan State Uni-
versity, East Lansing, Mich., 
2001 winner 

'Legislating is a worthwhile process. 

The series of opportunities IVe had to 

be able to represent our industry and 

my company in the industry and in 

the public, either in answering issues, 

describing our industry and trying 

to bridge good science and what we 

do as an industry vs. what might 

be misinformation or perception, 

has been valuable. I try to promote 

our industry for the true benefits that we provide as a 

service and the value of turf and landscape." - Gary Clayton, 
Agriliance, Kennesaw, Ga., 2000 winner 

v J f . r 
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"Today, the assumption is that lawns 
don't provide value and that inputs 
we use to care for lawns and land-
scapes pose too much risk. What 
makes this theory palpable to civic 
leaders is that it makes people feel 
good when they act out against 
lawns in their communities. It's as 
if they feel like they're doing some-
thing positive for the environment 
but those'feel goods'are based on 
misinformation. Current industry 
and academic leaders, as well as the 
leaders of the future have to get 
more engaged in public dialogues 
to challenge these assumptions." 
- Kurk Hurto, TruGreen, Delaware, Ohio, 2004 

"The image of 
our profession 
is not the best 
in the world, 
and there is 
a need for 
people to 

learn and develop skills to project a good 
image to their customers, the community 
and the legislature. We have to act respon-
sibly and put our best foot forward. 

"Also, there is so much misinterpreta-
tion in politics and the regulatory and 
legislative process that you have to go 
down there and offer yourself as a source 
of information. We make our living off of 
the land. You can't sweep problems under 
the carpet." - Sam Lang, Fairway Green Lawn 
Care, Raleigh, N.C., 2001 winner 

"Giving back is an obligation of a business that's successful, 
particularly when you've learned so much from the business. You 
can't be in an industry that many years and survive without giv-
ing back. You can't just keep taking." - Dale Amstutz, Northern 
Lawns Corp., Omaha, Neb., 2001 winner 

"You have to go out there 
and you have to keep sing-
ing your song and telling 
your story over and over 
again. You can't give up be-
cause those who are against 
us won't, and if we get tired 
and quit, we lose." - Bob 
Ottley, One Step Tree & 
Lawn Care, N. Chili, N.Y., 
2005 winner • 



IT'S ALL RELATIVE 
Lawn Master uses TopChoice " insecticide to battle fire ants in Florida. 

Scheduling family vacations can be an occupational haz-
ard when you manage a family-owned business, but 
when a surprise visit from out-of-town ants turns into a 
permanent stay, lawn care professionals are challenged 

to control these pests. 
Last year, the Red Imported Fire Ant hit a little too close to 

home for Scott Williams, vice president of Lawn Master, a lawn 
care business that he manages with his father, Joe, and brother, 
Jeff. During a rainy summer soccer game, Williams' son was at-
tacked by a colony of fire ants when he accidentally disturbed a 
mound in the middle of the playing field. 

"I guess the rain stirred up the ants," says Williams. "My son 
fell down right onto a fire ant mound and didn't realize it until 
a couple minutes later when he had more than 70 bites all over 
his body. It was a real eye-opener for me." 

Scott Williams' father, Joe, founded Lawn Master in Pensac-
ola, Fla. in 1981. Scott worked for his father's business during 
college and summer vacations. Soon after graduation from the 
University of West Florida in 1985, he joined the Lawn Master 
family operations. "My dad offered me the opportunity to use 
my degree in accounting to manage our finances, and I've been 
here ever since," says Williams. "My older brother, Jeff, gradu-
ated with a degree in turfgrass science from Mississippi State 
University. It works out great because I'm the inside guy, and 
he's the outside guy." 

Williams and his 30 employees, six of whom are family 
members, service the Florida Panhandle from the Alabama state 
line to Destin, Fla., where the fire ant is an infamous insect. 

U N W E L C O M E V I S I T O R S . With more than 3,500 lawn 

care accounts, Lawn Master services customers from mid-Feb-

Twenty million people 

are stung annually by 

fire ants, and 10 to 15 

percent of the popula-

tion is allergic to these 

stings. Photos: April 

Noble. Antweb.org. www. 

forestryimages.org 

ruary to early December with six annual lawn treatments, three 
shrub care treatments, and one application for fire ant control. 
Although 90 percent of the clientele is residential, Williams says 
the 5 percent of school athletic fields his crew services tend to be 
the most difficult because they require year-round attention. 

"Most fields are multi-purpose," says Williams. "They are 
shared between the baseball, soccer and football teams and the 
marching band. Fire ants are a big problem in Florida, and 
school districts have zero tolerance for mounds on their proper-
ties because they have to keep the students safe." 

Four years ago, Williams was looking for a professional 
product that would efficiently control fire ants. He quickly took 
notice of TopChoice® insecticide, which offers protection from 
fire ants for up to a full year. Unlike other professional treat-



ments, TopChoice remains in the soil to 
prevent new colonies from forming and is 
impervious to the habitual rainfall in Flor-
ida. Lawn Master applied the insecticide to 
a local campground, and after the product 
eliminated the fire ant problem, Williams 
incorporated the fire ant application as 
part of his standard lawn care package. He 
now enthusiastically promotes TopChoice 
to customers who have children or pets 
frequenting the outdoor areas. 

Fire ants, with colonies comprised of 
approximately 100,000 to 500,000 work-
ers, are extremely aggressive by nature and 
will attack when disturbed. Unlike most 
other stinging insects, they have the abil-
ity to sting multiple times. Twenty million 
people are stung annually by fire ants, and 
one-third of fire ant victims are under the 
age of 13. Ten to 15 percent of the gen-
eral population is allergic to fire ant stings, 
which can cause severe swelling, epileptic 
seizures, respiratory problems and, in some 
cases, even death. Children are at high risk 
because they don't pay attention to where 
fire ants may be foraging in a playing field 
or sandy area. 

A D D E D FAMILY VALUE. Lawn Mas-
ter has grown rapidly since its infancy, but 

when market competition intensified, the 
company was forced to search for new, 
innovative ways to bolster the efficiency 
of the overall operations. Most recently, 
Williams was one of the first lawn care 
operators to purchase TopChoice® plus 
Fertilizer, ordering 50,000 pounds of the 
new combination pesticide and fertilizer 
product at the 2006 Green Industry Expo 
(GIE) in Columbus, Ohio in November. 

Williams first began investigating the 
formulated product when he realized that 
his crew could be saving time and money 
by applying fertilizer and fire ant control 
products together. Previously, Lawn Mas-
ter did not make an insecticide application 
until the middle of the lawn care season, 
which required employees to make three 
separate trips to each property - one for 
fire ant control, one for fertilizer, and one 
for herbicide. He believes the new pesti-
cide and fertilizer combination will in-
crease productivity and also eliminate the 
time crunch his company faces every year 
with last-minute fire ant applications. 

"Knowing we have a product we can 
put out there once a year for fire ants saves 
us repeat service calls. We expect to save 
money on the time and labor to go back 
out there and re-treat," says Williams. 

H O N O R A R Y FAMILY MEMBERS. 
When adding new products to their ser-
vice cache, Williams stresses the impor-
tance of extensive employee training to 
allow them to share product information 
with customers. Lawn Master coaches its 
technicians with classroom-style instruc-
tion and hands-on field training, sends 
them to local, state, regional and associa-
tion meetings, and brings in manufacturer 
representatives to discuss new products 
and cutting-edge lawn care techniques for 
pest and weed management. 

"It's good for our crews to receive 
training from experts outside the Lawn 
Master office," says Williams. "We want 
our employees to feel like they are part of 
the family. We want them to have a vested 
interest in the company's success." 

Although Lawn Master did not begin 
using TopChoice® plus Fertilizer until 
spring of this year, Williams' crews are 
learning the methods for application. Wil-
liams anticipates that the combination 
product will increase his company's an-
nual revenue. 

Williams notes, "Although it's chal-
lenging at times to work with your family 
and keep everyone from butting heads, it's 
nice to have success within the family." • 



STRAIGHT TALK 
All politicians know their voting constituents hold the keys to their political futures. 
Politicians, particularly on the local level, care about constituent concerns a lot - and 
have created elaborate mechanisms to track constituent's likes and dislikes. 

Therefore, the best way to affect legislation is to directly and effectively com-
municate with your lawmakers. It is important to start with your own elected 
officials first. Then, if you wish to express your views to others who don't directly 
represent you, you can do so. E-mail makes that quite easy. 

First, determine who is the elected Senator and the two assembly members from 
the area where you live and from the area of your place of business. Identify your 
legislators. Secondly, record this information and, if you are planning to participate 
in any mailing efforts, print sheets of labels with their names and addresses; save 
the e-mail information in the "favorites" site of your computer. Thirdly, as you will 
often not be speaking directly to your elected official but rather to a member of 
his/her staff, record the name and title, if any, of that staff person and record this 
information where you keep the information of the elected officials. (Contact with 
legislative staff is critical, as staff has important input with lawmakers and expertise 
in most issues on which legislators will vote - particularly tax related issues.) 

Once you have this information, communicating effectively is the key to getting 
your message heard. Here are some tips on effectively communicating with your 
elected officials: 

Effectively sharing your mes-

sage with elected officials 

takes planning and having 

confidence in your position 

within your company and the 

industry. 

I. WRITE EFFECTIVE LETTERS. The written letter is one of the easiest ways 
to let lawmakers know your views on specific issues, encourage them to vote your 
way, and advise them that you, your family and friends will watch how they vote 
on these issues from now until Election Day. Letters present v our position in a clear 
nd concise manner, without interruption. Keep your lettef short and to the point, 

th just enough facts and figures to make your statement effective. Only make 
itements you can support with evidence. State that this specific issue affects you 

personally, and make it clear rhat you live, work and vote in his/her district. Since 



you are writing as a local business person, use your company 
letterhead. If, in addition to a local business owner, you are also 
a volunteer fireman, a member of a civic organization or a PTA 
or church member, mention that as well in the course of the 
letter. Use anything you think will enhance your message and 
ensure your concerns are taken seriously. 

Here are three tips to refer to when drafting your letter: 
• How to address your elected representative: Address letters 

to "Honorable and begin the letter "Dear Senator" 
or "Dear Assembly Member." If writing to a Committee Chair 
or Speaker of the House, address him as "Mr. Chairman" or 
"Mr. Speaker." 

• Be brief, specific and always be courteous. Letters should 
not exceed one page, and the purpose of your letter should be 
stated clearly in the first paragraph. If your letter pertains to a 
specific issue, identify that as specifically as possible. To make 
sure your letter is as effective as possible, always be courteous, 
even if you disagree with your representatives position. 

• Ask the legislator to respond in writing. Always ask for 
a response to your letter. This gives you a hard copy of your 
legislators position on this issue for future reference and to 
document his/her position. 

2. COMMUNICATING BY E-MAIL. Most local lawmakers 
can receive e-mail messages. Transmitting an effective e-mail 
message is similar to writing a letter, though this format is less 
formal and allows you to be brief in your message. Speed and 
brevity are the major advantages of e-mail. Be prepared for 
some lawmakers to "respond" to your e-mail message with a 

canned reflector message that may not specifically address 
your concern. Whether you receive a specific response to your 
message or not, request your lawmakers' position in writing 
so you can document his or her position. 

3. MAKE EFFECTIVE TELEPHONE CALLS. As bills move 

through the legislative process, there may not be enough time 
to write your legislators prior to a key vote. When you need 
to contact your lawmakers immediately, the telephone is the 
most effective means to communicate your views. Here are 
some telephone tips: 

• Always identify yourself as a constituent. As someone 
who lives and votes in the district of the lawmaker being 
contacted, your phone call carries the most weight. Calls to 
representatives outside your home or business area can also 
be helpful, particularly if the elected official serves on the 
legislative committee that will consider the issue. However, 
always contact your own legislators first. 

• State your point quickly and clearly. Limit your tele-
phone call to one subject; be brief but specific. Your phone 
call should last at most only a couple of minutes. State the 
reason you are calling, giving a brief description of the issue. 
Remember, always be courteous. 

• Be sure to give your name and home address and request 
that your legislator respond with a letter. You took the time to 
call, so politely ask the legislator to take the time to respond. 
Ask for his/her position in writing on this important issue. 

• You should identify yourself as either a business owner 
or employee of a local business. By identifying yourself as a 



voting constituent and as a business owner/opera-
tor/manager, as well as a volunteer fireman, civic 
group member or a PTA,VFW or American Legion 
member, lawmakers will find it hard to dismiss 
your call. 

4. PARTICIPATE IN PERSONAL MEETINGS. 
The most effective way to articulate your views and 
to affect the outcome of legislation is to speak with 
your lawmaker face-to-face. While personal visits 
are extremely productive, they require planning 
to ensure success. When planning a personal visit, 
do the following: 

• Schedule an appointment. Elected officials 
have extremely hectic schedules. To increase the 
chance that you will speak directly with your leg-
islator, call in advance to set up an appointment. 
Most personal meetings will be scheduled at your 
lawmakers' District Offices, so contact these offices 
to make your appointment. 

• Begin by explaining how the specific issue will 
directly affect you. Use specific examples to show 
how a tax will affect your business, your employees 
and your current occupants and future occupants, 
for example. 

• Always be polite. Nothing will hurt your cause 
more that visiting a lawmaker and being rude or 
unpleasant. Even if you disagree with the position 
of your legislator, be courteous. Dress professionally 
to convey the seriousness of your visit. Always try 
to leave a written description of the issue and your 
position with the legislator. 

• Follow up your visit with a letter. Regardless 
of how your meeting goes, send a letter to your 
legislator thanking him/her for his/her time, and 
reiterating the points you discussed. This gesture 
will go a long way, and possibly allow for future 
meetings. 

• If your lawmaker is unavailable, meet with 
staff. Your legislator may not be available for a 
meeting; if not, schedule an appointment with 
the staff member who is responsible for your spe-
cific issue of concern. Legislative staff will bring 
your concerns to the legislator, have influence on 
legislators' voting decisions and often have helpful 
expertise on your issue. Send a follow-up letter to 
the staff member you met. Many legislative staff 
members later run for office themselves, so these f 
relationships can be invaluable in the future. 

• Bring sufficient materials to share with your law-
maker and staff. These materials bolster our position 
and serve as valuable reference materials after your 
meeting has concluded. 

5. ATTEND LOCAL C O M M U N I T Y MEETINGS. 
Lawmakers sometimes host community meetings in 
their districts - especially when particular issues like 
taxes become contentious - to solicit feedback from 
constituents. Political clubs, civic groups, churches 
and tenant or homeowner groups also host meetings. 
Such meetings are prime opportunities for you to 
publicly ask your lawmaker to state his/her position 
on the issues for the record in an open forum. These 
guidelines may be helpful when you are attending 
community meetings: 

• Place your name on the attendance list and attend 
the meeting. Write your legislator and ask to be put on 
the invitation list for the particular community meet-
ing. If they do not have such a list, ask for information 
on the next meeting; when you receive information 
that a community meeting is scheduled, be sure to 
attend, and share this information with your county 
coordinators, so that they can notify other landscape 
professionals to attend as well. 

• Prepare questions ahead of time. Write your 
questions on index cards beforehand, such as asking 
for the legislators' position on issues and updates on 
those issues. You do not need to have a specific bill 
number, but merely refer to the issue titles. 

• Get an answer. Ask your question clearly, and as 
simply as possible, e.g., "Do you support or oppose this 
issue?" If your legislator doesn't answer your question 
sufficiently, politely repeat the question. 

• Follow-up with a letter. Whether you had the 
opportunity to ask your question or not, follow up with 
a letter to your legislator and tell him or her that you 
attended the community meeting. Ask your question 
in your letter even if you had the opportunity to do 
so at the meeting, or address his response to any issue 
another constituent may have asked. This letter v^M 
ensure your legislator takes you and your views Jeri-
ously, and will allow you to obtain a written response 
addressing your concerns that you should also share 
with your fellow industry members. 

Remember: every letter, e-mail, phone call and 
personal visit is logged by staff to show the legislator 
how constituents feel about an issue. - New Jersey SelJ 
Storage Association • 



n m l r D l L l i l U r ^ ^ ^ 

S ĴT 
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THE 2007 FALL SOLUTIONS 
PROGRAM INCLUDES 

Armada 
Compass 
ProStar 

AI lectus 
Dylox' 420 SL 

Forbid 
M e r i t 
Merir Tree Injection 
Tempo5 Ultra 
TopChoice 

Acclaim Extra 
Finale 
Revolver 
Ronstar 

GET 2008 PRODUCTS AT 2007 P R I C E S - P L U S DOUBLE REWARDS. 
The Bayer Environmental Science 2007 Fall Solutions Program is here-and better than ever. Make your purchase commitment 

now and for a limited time, get next year's products at this year's pricing. In addition to the year's best deals, you can also 

double your cash rebate or Bonus Accolades® rewards and receive a $150 gift card. Commitment period is October 1 through 

December 14,2007. Don't miss your chance to save money and earn great rewards. 

To purchase product, contact your Bayer Field Sales Representative or your distributor today. 

fcfy Bayer Environmental Science 

Bayer Environmental S c i e n c e , a b u s i n e s s d i v i s i o n of Bayor C r o p S c i e n c e L P . 2 T W Alexander Drive. R e s e a r c h Tr iangle Park. NC 27709. Accolades, Armada. Compass. P r o S t a r , Acc la im, F inal*. Revolver , Ronstar , 

Al lectus, Dylox, Forbid. Merit, Tempo and TopChoice are reg is tered trademarks of Bayer AG. Not all products are r e g i s t e r e d in all s tates . Always read and follow label d i r e c t i o n s careful ly. °2007 Bayer C r o p S c i e n c e LP 
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Understanding the fundamentals of business communica-

tion can improve how people hear you and how you hear 

others so your message is heard loud and clear. 

Most of us communicate in a free-flowing style - we stay with topics for as 
long as they interest us, and we move on when they don't. That may be OK 
for everyday communication, but when it comes to business communication, 
it's a good idea to bring a map along so you don't get lost. 

Communicating effectively can be one of your greatest assets when you're 
running a small business. Ineffective communication, conversely, can be 
your greatest liability. Once you understand just what someone is saying and 
how he is saying it, talking with one another becomes free and easy, with no 
need to guess or interpret what is being said. 

style 

THE THREE 
becoming a m< 
"voices" or si 
business comm 
other parts of th< 

1. One-u 
what you are sa; 
importance to anl 
person in order 
first to understan< 
This style of com 
communication 
feeling heard. 

2. One-up 
accompanied wit 
and 
a b< 

IN STYLES OF COMMUNICATION. The first step to 
:ective communicator is to learn about the three main 
communication - one-under, one-up and equal. For 

ttion in the U.S., the optimal voice to use is equal. In 
rid, one-under or one-up may be more appropriate. 
:ommunication is a style that is typified by minimizing 

or putting yourself or your words "one-under" in 
r person's. The intent here is to focus on the other 

greater clarity about what he or she is saying. "Seek 
in to be heard" is an axiom that would apply here, 

tion is great for diffusing stressful situations when 
awry and people are frustrated because they are not 

unication is an aggressive style that is often 
raised voices and excessive reinforcements, absolutes 

statements. This type of communication is often considered 
busting communication style. This is because the person 

thinks what he or she is saying is more important than what 
is saying. This style of delivery will automatically shut down 



ATION COMMUNICA-
U N I C A T I O N COMMU-

ICOMMUNICATION COM-
J)N COMMUNICATION 
:ATION COMMUNICA-
1UNICATION COMMU-
COMMUNICATION COM-
)N COMMUNICATION 
:ATION COMMUNICA-
1UNICATION COMMU-
COMMUNICATION COM-
)N COMMUNICATION 

the avenues of communication or incite angry retorts. 
Not surprisingly, it should be used sparingly, if at all. 

3. Equal communication is a style that is epitomized 
by direct and respectful communication and the use of "I" 
statements and reflective listening skills. Its purpose is to open 
up the avenues of communication and encourage dialogue. 
At its core is the understanding that each person matters and 
what he or she has to say is valuable. "Two heads are better 
than one" is the adage at the heart of this communication 
style. Here, all points of view are welcomed, considered and 
appreciated. ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ 

words include: "What I just heard is. . . " and "Let me see if 
I understand what you're saying. . . " 

3. The third - and probably most important — part 
is for the listener to check with the speaker by asking, 
"Is that correct?" That one question will eliminate any 
misunderstandings or assumptions on the part of the 
listener. It will also give the speaker the chance to revise and 
clarify what he or she said. 

Of course, it isn't necessary to have this kind of dialogue 
after every sentence or with every person. It is good to keep 

THE DIALOGUE. The next step 
to becoming a more effective 
communicator is to learn to 
practice "the dialogue." Good 
communication consists of three 
distinct parts - what the speaker 
says, what the listener hears, 
and the gray area in-between. 
Sometimes, what is perfectly clear to the speaker is heard 
another way by the listener. That is why it is so important to 
practice reflecting or repeating back to the speaker what was 
said. Here's how the dialogue works: 

1. The first part is for the speaker to articulate directly 
and clearly what he or she wants to say. 

2. The second part is for the listener to reflect back to 
the speaker what he or she heard. Useful phrases that help 
the listener put what the speaker said into his or her own 

FOCUS ON THE BEHAVIORS 
you observe — not the opinions of others. 

Resist the urge to press your point by listing 
the scores of people who agree with you. 

this dialogue in mind, though, when you are confused about 
or need to confirm what is being said, find yourself not being 
heard or know that something is "off," even if you're not sure 
what. In these cases, start the dialogue to check things out, 
gain clarity and get back on track. 

7 TIPS FOR TALK. Finally, in addition to the dialogue, 
there are seven other things to consider during a 
conversation. Practicing even one of these seven tips will 



make a difference in your business communication effectiveness. Consistently applying three or four of 
them will so improve your communication with your partners, clients and customers that you will see 
and feel the difference immediately. Practicing all seven of these "tips for talk" will make you a delight 
to be around. People will feel as if they have your undivided attention and that you really listen to them. 
That will make all of the difference in the world to the success of your small business. 

Tip # I : Address issues as they come up. Don't piggy-back unresolved issues from the past 
onto the present topic of discussion. This will confuse the issue and emotionally charge 
the situation. Stay on point. 

Tip #2: Use "I" statements and speak only from your perspective. Don't overload your 
speech with absolutes such as: "You never . . . "or "You always . . . " These kind of blanket 
statements are rarely true and are divisive. Stick with "I." 

Tip #3: Focus on the behaviors you observe - not the opinions of others. Resist the urge 
to press your point by listing the scores of people who agree with you and your point of view. 
Stand and speak only for yourself. 

Tip #4: When someone else is speaking, listen. If you're interrupting or forming your 
response as the other person is talking, you're not listening. Give the speaker your full attention. 

Tip #5: Check in from time to time to make sure everyone is on the same page. Don't 
assume the other person is in agreement with you or what you are saying. Check it out. 

Tip #6: Follow the bouncing ball. Don't change the subject without a nod in the direction of 
the previous topic of discussion. Mind your segue. 

Tip #7: Be open to the possibility of another perspective. There is no absolute truth. Truth is 
relative. 

Practicing being an effective speaker and attentive listener will go a long way toward keeping the avenues 
of communication open and relationships productive. Taking time to communicate effectively and in an 
equal voice will help ensure a smooth exchange of information with partners, clients and customers. • 

The author is a small business 
startup coach and author of 
"The Accidental Preneur: 
Discovering Your Inner 
Samurai." For ideas 
and tips, sign up for her 
free e-Zine at http:// 
successfulsmallbizowners. 



PREVENTIVE CONTROL 
Armada ™ protects trees from diseases with a 28-day residual control. 

Bal Rao, Ph.D., manager of research and technical develop-
ment for The Davey Tree Expert Co., headquartered in Kent, 
Ohio, has treated his share of ornamental diseases over the 

years. From rust and scab to leaf spot, Dr. Rao is among the industry 
leaders in research for methods to control these destructive fungi. 
Through the years, one of the key components to Rao's research has 
been determining the best timing for fungicide applications. 

PREVENTIVE VS. CURATIVE. Rao has seen best results with or-
namental disease control when products are used on a preventive ba-
sis. "Control of ornamental diseases is difficult when using a curative 
application," says Rao. "To ensure the health and continued growth 
of a tree, a preventive application offers the best chance of success." 

Recently, Rao and his team studied the benefits of a preventive 
fungicide application on plots of crab apple and hawthorn trees with 
scab and rust problems. Rao and his team used a control group of 
untreated crab apple and hawthorns and a group treated with preven-
tive fungicide applications for the trial. 

The untreated crab apple test plot showed visible infestation of 
scab - a fungal infection identified by discolored lesions on the leaves 
and fruit. Similarly, the plot of untreated hawthorn trees 
suffered significant rust growth - a fungal infection iden-
tified by discoloration of the leaves, typically from yellow 
to orange. In both untreated groups, more than 70 per-
cent showed signs of infection. 

"While some fungicides can be used for curative con-
trol, once a disease or pest has infested a tree, there is not 
much time for action," stresses Rao. "If no fungicide has 
been used, disease will lead to defoliation." 

"In both cases, the fungus is clearly visible through 
discoloration of the leaves and fruit, leaving it unsightly 
and resulting in a reduction in the leaf-count of the tree, 
making it vulnerable to winter injury or other diseases." 

To protect itself and maintain photosynthesis, the tree 
must produce new leaves before the season is complete. 
But, to do this, the tree must exert additional energy, leav-
ing it susceptible to additional diseases in the process. This 
is where the value of preventive application is evident. 

"The 28-day 
residual achieved 

. . . . 7M 

with Armada 
fungicide is ideal 
for protection in 
the early growing 
season for orna-
mental diseases." 
- Bal Rao 

Diseased tree leaves before fungicide treatment. 

The test groups of crab apple and hawthorn trees were treated 
with a preventive application of Armada™ fungicide. Applied by 
foliar spray, the fungicide was used at rates of 3, 6 and 9 ounces 
per 100 gallons. The product was applied about every 28 days for 
the crab apple trees on April 17, May 17 and June 7; and twice 
for the hawthorn trees on May 25 and June 26. 

As rates increased, researchers noted a correlation to the disease 
controlled. "Results at the rate of 3 ounces yielded fair control, 
much better than that of the untreated ornamentals. However, 

the success rate increased dramatically at the higher 
application rates," says Rao. (At higher rates, some 
trees displayed no symptoms at all.) 

28 DAYS OF CONTROL. A typical fhngicide has 
between a 10- and 21-day residual control, leaving 
trees with a gap in coverage. If the tree produces new 
growth following residual control, it receives no addi-
tional fungicide protection, making it susceptible to 
new diseases. This is where the benefit of a product 
with a longer residual, such as Armada fungicide, be-
comes apparent. "The 28-day residual achieved with 
Armada is ideal for protection in the early growing 
season, when ornamental diseases like scab and rust 
are at their most destructive stage," notes Rao. 

With protection against disease early in the sea-
son, the tree is less susceptible later when diseases can 
be just as damaging if the tree is already injured. • 





As a business communicator; you 

can react differently to what's 

being said to you by your peers, 

employees and even adversar-

ies and, in turn, produce better; 

more worthwhile and rewarding 

communication. 

B y S u s a n L . R e i d 

uc 

^ f c l • reactions that feed on < 
- J L ^ ^ thei- ' you re into fight or flight mode. 

There are, however, three things you can do to curb your nuclear 
reaction. The first step is to actually understand what is going on, the 
second is to identify when you are in reactor mode, and the third is 
to follow the advice of your local firefighter and stop, drop and roll. 

R E A C T I O N VS. R E S P O N S E . Here's how people talk about the 

difference between a reaction and a response: 
• We react out of emotion and respond out of wisdom. 
• A reaction is a knee-jerk, automatic action. A response is more 

thoughtfully considered. 
• We react emotionally and respond mindfully. 

The difference between react and response is pretty black and 
white. We all know, by how our body responds, when we are in 
reaction mode - our gut clenches, chest constricts, breathing gets 
shallow, jaw gets tense, blood pressure increases, and our face gets 
red. Sometimes, even our fists clench as our body gets ready for fight 
or flight. While that may be appropriate when an actual, real threat 
is at hand, in most cases when conversations get heated, the threat is 
perceived. After all, folks, words don't kill - people do. 

WHAT IS A REACTION? The most important thing to understand 

about a reaction is that when we react, we are reacting to something 



REACTORS RESPONDERS 
Make assumptions from an iron-clad point 
of view. 

Remain open to other perspectives and 
opinions. 

Defend themselves. Explain situations. 

Often repeats themselves, getting louder and 
more animated each time. 

Are clear and direct communicators, preferring 
not to escalate the situation. 

Use judgmental and defensive phrases such as: 
"What did you do?" or "You never told me that." 

Use inviting, open-ended questions such as: 
"Could you tell me more about that?" 

Need to be right. Want to be heard. 

Place blame outwardly by using "you" 
statements. 

Take personal responsibility by using "I" 
statements. 

Are concerned about outcomes. Are open to possibilities. 

Make emotional, impulsively rash decisions. Make considered, well-reasoned decisions. 

Use judgmental language like: "You always do 
this." or "I never thought you would." 

Use non-judgmental, non-inflammatory language 
like "I perceive..." or "It seems to me that..." 

Get angry when you don t agree with them. Make considered, well-reasoned decisions. 

• What was the spark that ignited me? 
• What's the real source of my fire? 
• How can I deal with this situation dif-

ferently? 
When rolling, consider these tips: 
1. Be willing to suspend judgment for 

a moment and just listen. This puts you in 
response mode. 

2. Know it is never too late to stop, drop 
and roll whenever you find yourself reacting 
when you want to be responding. 

3. Figure out your "hot buttons" and 
adopt a "keep calm" strategy for when they 
get pushed. 

By adopting the firefighter method, 
you can deal with stressful situations and 
conversations in a more positive and pro-
ductive manner. As your skills increase, your 
sense of empowerment and confidence will 
also increase. Instead of feeling as if you are 
controlled by other people and the situa-
tions around you, you will see you can be 
in charge of your responses. Keep in mind 
that though you may not be able to control 
what people say or how they say things, you 
can control your responses to them. • 

The author is a small business startup coach and 
author of" The Accidental Preneur: Discovering 
Your Inner Samurai. " For more tips, sign up 

for her free e-Zine at http://successfulsmallbi-
zowners.com 

from our past that is still unresolved 
and causing us pain. Often called "hot 
buttons," when these points of pain are 
activated, we move out of calm, rational 
self and into an automatic fight or flight 
mode. The defensive, reactionary response 
is a way of protecting that unresolved issue 
being re-activated. It's like putting a thick, 
10-ply steel bandage over a little cut in 
order to protect it from getting bumped 
- a reaction that is out of proportion to 
the original event and the present issue. 

P h o t o : Maksim S h m o l j o v / i s t o c k . c o n r 

In the chart above are the top 10 
ways to identify if you are reacting or 
responding to a request. 

STOP, DROP & ROLL. Once you are 

able to identify when you are in reaction 

mode, the next step is to stop, drop and 
roll. Fire fighters use this strategy when 
talking with people about what to do if 
they find their clothes on fire, and it is 
good advice when you feel your five-alarm 
bell go off, too. Here's how it works: 

1. If you are in a fire situation and find 
your clothes on fire, stop. Don't flame the 
fire by running or increasing energy. Good 
advice for reactors, too. Though your 
natural instinct may be to fight for your 
position, defend yourself or run from 
conflict, resist the urge to do so. 

2. If you are in a fire situation and 
find your clothes on fire, the next 
thing firefighters tell you to do is drop. 
Since noxious fumes and heat rise, the 
importance of dropping is so you can 
breathe cooler air and not burn your 
lungs. Great advice for reactors, too, who 
can go from zero to 60 in three seconds. 
By dropping you step back and allow 
yourself time to calm down. Drop and 
go for a walk, write in a journal or listen 
to soothing music. 

3. Once you are down on the ground, 
the next thing firefighters tell you to do 
is roll. Rolling is the best way to smother 
and put out the fire. For reactors, 
that would be to put out the internal 
fire. Then, when the internal fire is out, 
ask yourself these questions: 



CHANGING FOR 
THE BETTER 
Royal Turf relies on Allectus® for season-long control of turf insects. 

With 20 years of lawn care experience, Lawrence Nev-
ille of Royal Turf Custom Lawn Care in Stirling, 
N.J. has seen many changes in the industry. "From 
employee retention to new product developments 

to new application techniques, I've seen every aspect of this industry 
evolve." As president and owner, Neville focuses on industry trends 
by staying abreast of emerging pests and new treatments for habitual 
offenders, such as chinch bugs. A blend of customer service and com-
petitive know-how has allowed his company to provide top-rate ser-
vice to a growing clientele. 

Royal Turf is a family-owned business that has serviced high-end 
residential properties in the Stirling area for 35 years. Once Neville 
took over the business in 1987, customer satisfaction governed his 
business model. 

After Neville purchased two neighboring lawn care companies in 
1999, his client base rapidly expanded. Most of his customers, how-
ever, remain within a 20-mile radius of his office due to high fuel 
costs, inefficient labor costs incurred for driving time, and wear and 
tear on the company vehicles. His six certified, licensed technicians 
maximize efficiency by working from the road, utilizing laptops, 
PDAs, cell phones and GPS systems. 

To keep pace with the ever-changing industry, Neville provides 
year-long training to his employees, encourages them to take classes 
at nearby Rutgers University, promotes attendance at nearby semi-
nars and conducts regular safety meetings and check-ups. 

With sales reaching more than $1 million in 2006, Neville plans 
to purchase, or possibly build, a new facility later this year. 

"In many ways, I've revamped my business over the past few 
years," he adds. "I've offered new, customized application programs, 
branched out to service commercial properties, developed my ad-
vertising tactics and offered add-on services such as tick control and 
shrub care." 

SEEING IS BELIEVING. Each season, particularly during the 
warmer months, Neville and his crew face a new set of challenges. 
Along with the heat, the New Jersey summer brings a wealth of insect 
problems, including annual chinch bug outbreaks. 

Fine fescue and perennial ryegrass lawns are often targeted by 

C U S T O M L A W N C A R E 
908-647-0020 

Lawrence Neville, the president of Royal Turf Custom Lawn Care, 

believes in staying proactive and constantly adapting to meet the 

needs of his customers. 

hairy chinch bugs, the most common chinch bug species found 
in the region. Most prevalent in hot, dry turf areas, the insects 
insert their beaks into grass blades and suck the plant juices. As 
they remove the fluids, they release a toxin that causes yellow or 
brown patches in the turf. Damaged areas often resemble those of 
drought stress or brown patch. In 2006, Neville began searching 
for a new product to control these outbreaks. 

After researching Allectus® insecticide, which provides effec-
tive pest control both above and below the surface, Neville tested 
it on a 50-acre condominium site. "We had awesome results," he 
recalls. "We sprayed the front and sides of each lawn in the com-
plex, and there were virtually no brown spots. We've continued 
to use Allectus insecticide and have been extremely happy with 
the outcome." 

Neville relies on the product for season-long, residual control 
of chinch bugs and other insects, such as Japanese beetles. 

LOOKING AHEAD. As Neville looks to the future, he expects 
his business to parallel the changing trends in the industry. With 
the help of a growing advertising budget, a recently re-vamped 
business plan and sales structure, and an improved image - com-
plete with a new logo and re-designed trucks - he is confident in 
the company's evolution over the coming years. 

"Change - especially in this industry - is inevitable," he says. 
"It is my goal to always stay proactive, constantly changing and 
adapting to help anticipate and meet the needs of our custom-



LAURIE BROCCOLO 
Broccolo Tree & 
Lawn Care 
Rochester, N.Y. 

DAVEY 
TREE INSTITUTE 
Kent, Ohio 

TIM DOPPEL 
Atwood Lawn Care 
Sterling Heights, Mich. 

PHIL FOGARTY 
Weed Man/ 
Crowley's Vegetation 
Management 
Cleveland, Ohio 

N O R M A N 
GOLDENBERG 
TruGreen 
Memphis, Tenn. 

DAVE HANSON 
ValleyCrest Cos. 
Calabasas, Calif. 

MICHAEL KERNAGHAN 
Weed Man 
Mississauga, Ontario 

MARK SCHLOSSBERG 
Pro-Lawns-Plus 
Baltimore, Md. 

CHRIS SENSKE 
Senske Tree & 
Lawn Care 
Kennewick, Wash. 

TOM TOLKACZ 
Swingle Lawn, Tree 
& Landscape Care 
Denver, Colo. 

1999 



WITHSTAND THE 
TEST OF TIME 
Finale® herbicide helps Tomlinson Bomberger battle tough turf weeds. 

Mike Ferro, operations manager for applications at 
Tomlinson Bomberger Lawn Care & Landscape, 
Lancaster, Pa., says the most rewarding part of his job 
is developing and maintaining client relationships. 

"We refer to our customers as clients. We have come to believe that 
the word 'client' represents an ongoing and long-term relationship," 
he explains. 

"With about 85 percent client retention, we feel that we are doing 
the right things to satisfy their needs and meet their expectations," 
he adds. "It gives me great satisfaction to be able to answer a client's 
question or resolve a concern. Keeping each one happy and on board 
with our company is the most fulfilling part of my job." 

Prior to joining Tomlinson Bomberger three years ago, Ferro held 
a similar position at a J.C. Ehrlich branch located in Montgomery 
County, Pa. With his customer-oriented attitude and more than 15 
years of experience in tree and shrub care, lawn care and vegetation 
management, Ferro has become a "go-to" person for professional ad-
vice on any lawn or landscape issue. 

Founded by business partners Clark Tomlinson and Dave Bom-
berger, the full-service company remains steadfast in its philosophy 
built on honesty, trust and complete client satisfaction. Located in 
the sprawling Lancaster farm country, Tomlinson Bomberger is lo-
cally owned and operated, and has been since its inception in 1981. 

This rich farmland country is home to many rambling lawns and 
beautiful landscapes. During the warm season, common weed pests, 
including white clover, oxalis, dandelions, smartweed and mile-a-
minute, quickly spread across entire lawns and often "pop" along 
driveway and sidewalk edges. "An ongoing challenge in maintaining 
these properties is finding the best, most efficient ways to keep them 
weed-free," explains Ferro. 

Mike Ferro prides himself on his company's 85 percent client reten-

tion rate. 

MAINTAINING HIGH STANDARDS. Ferro is responsible for 
ordering all application products and materials, scheduling deliver-
ies and overseeing production. A large portion of his time is spent 
researching and selecting products from the huge assortments of 
chemical formulations offered by multiple distribution companies. 

"My biggest business challenge is staying on top of what is going 
off the market and learning about new products being offered," he 

explains. "It is my responsibility to maintain our high standard 
of quality products." 

While some products have been quickly replaced due to in-
effectiveness or inefficiency, others have endured. For 10 years, 
Ferro has used Finale® herbicide and Roundup® grass and weed 
killer for fast-acting, postemergent control of annual and peren-
nial grasses and tough turf weeds. 

Depending on each customer's needs, Tomlinson Bomberger 
technicians usually begin postemergent applications of Finale 
herbicide in April, providing either blanket, spot or edging treat-
ments. Finale is an excellent tank mix component, compatible 
with many popular herbicides, and can be applied through a 
wide range of spray equipment. 

"When our clients see weeds, they want an immediate solu-
tion. It's, very hard for them to be satisfied when they still see 
weeds on their properties," Ferro says. "We've really come to rely 
on the convenience of the Finale herbicide and Roundup combi-
nation because it provides quick, visible knockdown within one 
to four days. And that is what our clients are looking for - fast 
results!" 

A KEY PLAYER. From selecting the most effective, quality 
products to providing knowledgeable advice to fellow coworkers 
to extending excellent customer service to clients, Ferro contin-
ues to play an integral part in the success of the thriving business. 
"I love my job," he says. "I work with a great group of people 
and interact with a wonderful client base. I'm looking forward to 
many more years at Tomlinson Bomberger." • 



BOB ANDREWS 
The Greenskeeper 
Carmel, Ind. 

GARY CLAYTON 
Agriliance 
Kennesaw, Ga. 

RUSSELL FRITH 
Lawn Doctor 
Holmdel, NJ. 

RON KUJAWA 
Kujawa Enterprises 
Cudhay, Wis. 

TOM LIED 
Lied's Landscape 
Design & Development 
Sussex, Wis. 

GEORGE MORRELL 
ValleyCrest Cos. 
Atlanta, Ga. 

LINDA NOVY 
past president 
Gardeners' Guild 
San Rafael, Calif. 

J. LANDON REEVE 
Chapel Valley 
Landscape 
Woodbine, Md. 

WAYNE RICHARDS 
Cagwin & Dorward 
Novato, Calif. 

The Class of 2000 



DALE AMSTUTZ 
Northern Lawns Corp. 
Omaha, Neb. 

TOM BLAND 
Bland Landscaping 
Cary, N.C. 

BILL HOOPES 
Grass Roots Training 
Delaware, Ohio 

BRUCE HUNT 
The Brickman Group 
Long Grove, III. 

ADAM JONES 
Massey Services 
Maitland, Fla. 

» v 
KURT KLUZNIK 
Yardmaster 
Painesville, Ohio 

SAM LANG 
Fairway Green 
Lawn Care 
Raleigh, N.C. 

GARY LASCALEA 
GroGreen Lawn, 
Tree & Shrub Care 
Piano, Texas 

BETH SEME 
Elizabeth A. Seme 
Latham, N.Y. 

JOSEPH VARGAS, Ph.D. 
Michigan State University 
East Lansing, Mich. 

The Class of 2001 



JOHN BUECHNER 
Lawn Doctor 
Holmdel, NJ. 

TERRY KURTH 
Weed Man 
Middleton, Wis. 

TOM DELANEY 
Professional 
Landcare Network 
Marietta, Ga. 

SAM FARISON 
Farison 
Lawn Care 
Louisville, Ky. 

JOE REYNOLDS 
Black Diamond 
Lawn Care 
Toledo, Ohio 

BARRY 
TROUTMAN 
ValleyCrest Cos. 
Calabasas, Calif. 

2002 



CONTROLLING TREE 
PESTS JUST GOT EASIER 

There's a new addition to the Merit® insecticide family. 

Bayer Environmental Science, a business division of Bayer 

CropScience, LP, announced that Merit Tree Injection 

insecticide is available for immediate sale. The product 

offers arborists and lawn care professionals a new weapon 

in controlling pest infestations and contains more active ingredient 

than other injectable products on the market. Applicators can inject 

a higher concentration of imidacloprid with less volume, allowing 

for improved efficiency. 

Injected directly into the tree trunk or root flare, the product 

is translocated throughout the tree to provide systemic protection, 

making it the fastest way to get Merit into the tree and to the pest. 

The new formulation allows professionals to choose their preferred 

method of delivery - either through traditional application, such as 

soil drench or soil injection, or through this new method. 

Merit Tree Injection offers faster curative action and the flex-

ibility to use the product where soil treatment is not feasible. The 

product's preventive capabilities also make it a valuable tool in 

keeping healthy trees pest-free. 

Merit Tree Injection is designed to work in commonly available 

trunk injection application equipment and can be purchased in 1-

pint bottles. Tree Tech Microinjection Systems will offer the same 

product as Merit Injectable in pre-filled 3 and 6 milliliter capsules 

that are essentially ready-to-use. 

With one application, Merit Tree Injection can provide yearlong 

control of a variety of insects including invasive pests, such as the 

Emerald Ash Borer, Asian Longhorned Beetle and Hemlock Wool-

ly Adelgid, as well as aphids, borers, Japanese beetles, lace bugs, psyl-

lids, leaf miners, leaf beetles, leafhoppers and scale insects. • 



MARTY ERBAUGH 
longtime business 
owner, former LESCO 
chairman of the board 
Strongsville, Ohio 

GERALD GROSSI 
Arborlawn 
Lansing, Mich. 

CHRIS LEMCKE 
Weed Man 
Scarborough, 
Ontario 

BILL LEUENBERGER 
The Chalet 
Wilmette, III. 

TOM HOFER 
Spring-Green Lawn Care 
Plainfield, III. 

CHUCK MCINTIRE 
Marietta, Ga. 

The Class of 2003 
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SCOTT BRICKMAN 
The Brickman Group 
Gaithersburg, Md. 

MARIA CANDLER 
James River Grounds 
Management 
Glen Allen, Va. 

KIRK HURTO 
TruGreen 
Delaware, Ohio 

JACK ROBERTSON 
Jack Robertson 
Lawn Care 
Springfield, III. 

LOU KOBUS 
Fox Run Nurseries 
Mount Vernon, Va. 

DAVID SNODGRASS 
Dennis' Seven Dees 
Landscaping and Nurseries 
Portland, Ore. 

m 

The Class of 2004 
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DAN FOLEY 
D. Foley Landscape 
Walpole, Mass. 

DAVID SHETLAR 
The Ohio State 
University 
Columbus, Ohio 

JIM MCCUTCHEON CONNIE H O M 
HighGrove Partners Buckingham Greenery 

T Austell, Ga. Buckingham, Va. 
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BOB OTTLEY 
One Step 
Tree & Lawn Care 
N. Chili, N.Y. 

HAROLD ENGER 
Spring-Green 
Lawn Care 
Plainfield, III. 

The Class of 2005 
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GERRY MCCARTHY 
Mac's Landscaping 
Stoneham, Mass. 

ALAN WHITE 
Turf Systems 
Burlington, Ontario 
Canada 

ED WALTER 
Washington Tree Service 
Shoreline, Wash. 

JOHN GIBSON 
Swingle Lawn, Tree & 
Landscape Care 
Denver, Colo. 

.andscape Development 
Valencia, Calif. 

FRANK MARIANI 
Mariani Landscape 
Lake Bluff, III. 

31LL ARMAN 

The Class of 2006 
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NTRODUCING... 
Lawn & Landscape magazine and Bayer Environmental Science are proud to announce the winners of the ninth annual Leadership 
Awards. These individuals embody the essence of leadership, whether its in their tireless industry involvement, pioneering spirit, 
dedication to education, commitment to personal improvement or environmental stewardship. We congratulate and thank them for 
their outstanding contributions to the lawn and landscape industry. 

DEN GARDNER 
Project EverGreen/TOCA 
Valencia, Calif. 

TOM FOCHTMAN 
CoCal Landscape 
Denver, Colo. 

ERICA SANTELLA 
TruGreen 
Orlando, Fla. 

RICK BRANDENBURG 
Turfgrass Entomologist 
North Carolina State University 
Raleigh, N.C. 

S C O n JAMIESON 
The Care of Trees 
Wheeling, III. 

TOM SHOTZBARGER 
Tomlison Bomberger 
Lancaster, PA 

2007 



Solutions that fit any ornamental pest problem. 

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

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

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

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

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

MERIT MERIT 

v 
a l l e c T u s 

TEMPO 
Armada c o m p a s s f s r b i d 

TREE INJECTION INSECTICIDE 

B A C K E D 
by B A Y E R 

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

http://www.BackedbyBayer.com


B y N i c o l e W i s n i e w s k 

iving proof 
i 

Rick Brandenburg manages one of the top turfgrass research programs in the 

country, working daily to make jobs easier for local lawn care operators, and he s 

a supportive father and husband to boot. He proves balancing a multifaceted 

career and versatile life go hand in hand. Spotting Rick Brandenburg at a turf industry event is easy. 

"He's the one who's always smiling, laughing and fooling around," says in-
dustry colleague Sam Lang, president of Fairway Green, Raleigh, N.C., describ-
ing Brandenburg, professor of entomology, North Carolina State University, as 
one of the most laid-back guys he's ever met - always arriving in shorts and a 
polo shirt with his hands in his pockets, never carrying remnants of a stressed 
or furrowed brow on his tanned complexion, and ready to tell a good joke at a 

moment's notice. 
For a turfgrass entomologist who is known for providing detailed insect research compiled 

from hours of field work and studies, this isn't typical behavior, Lang explains. "Most turf 
researchers are not accessible or even funny, for that matter," he says. "And they don't think 
about a lawn care operator's greatest worries. Instead, they focus on research that is hard to 
understand, let alone implement in the field. Rick doesn't think like that. If we need him to 
stop by one of our training meetings to educate our guys on fall armyworms, he'll be there. He 
understands the immediacy of our jobs and he is also someone who is just so easy to get to know 
with such an engaging personality." 

Brandenburg also doesn't embrace other typical bug doctor traits. "I'm sorry, I don't have an 
insect collection," he explains, laughing. "And when I get home from work I don't look at the 
plants in the front of my house to see if bugs are chewing on them. I'm sure my crepe myrtle 
has Japanese beetles, but it really doesn't bother me." 

Indeed, when the business day is done, Brandenburg tries to leave work at work. And he's 
convinced that this is what makes him a better entomologist during the day. No one can argue this because the facts support him - in 22 years, he's helped transform North Carolina State University's turfgrass research program from a decent one to No. 1 in the 





N a m e : RICK B R A N D E N B U R G 
A g e : 5 2 
Title: Professor of entomology 
Organizat ion: North Carol ina 
State University 
Location: Raleigh, N.C. 

Career Highl ights: 
• Received his bachelor's of science degree in 

entomology from Purdue University in 1977 

• Received his Ph.D. in entomology from North 
Carolina State University in 1981 

• Worked four years as a faculty member at the 
University of Missouri in Columbia before 
accepting his current position as professor of 

entomology at North Carolina State University 
in 1985 

• Received tenure in 1993 

• Helped establish the Center for Turfgrass 
Environmental Research and Education in 2001 

• Received the William Neal Reynolds 
Professorship in 2007 

• Has written several books and book chapters, 
numerous scientific articles and hundreds of trade 
journal articles on turfgrass entomology 

• Has lectured on turfgrass insect management in 
more than 30 states and in foreign countries 

country, in addition to stacking up a list 
of industry achievements that fill a 30-
page curriculum vitae. 

Can a leader in the turf industry also 
be a leader in life? Brandenburg is living 
proof this is viable. 

WORK ETHIC & EMPATHY. Branden-
burg spent his youth on a 100-acre farm 
in Wabash, Ind. His parents - Frank and 
Betty - raised vegetable crops like snap 
beans and sweet corn, as well as some 
fruits, including raspberries, for a living in 
addition to Franks work at a local factory. 
Consequently, after school and weekend 
hours for Rick and his older sister, Cindy, 
were spent tending the farm. Awake and 
outside by 6 a.m. was a daily way of life, 
weekends included. 

"I'm still that way today," Branden-
burg jokes. "I'm a morning person - up 
and at the office by 6 a.m. If I have to do 
anything that requires a lot of thought, I 
need to get it done by noon." 

Though the early hours could be 
tough, especially on Saturdays and Sun-
days, this mandate wasn't something 
Brandenburg remembers his father push-
ing. Instead, watching his parents work 
so hard, particularly during a depression 
where the work meant more because 
it was necessary to feed the family, cre-
ated a sense of farm ownership for every 
household member. "It wasn't so much of 

my dad saying that I had to get up, but 
he just created this environment where I 
felt like I was an integral part of the op-
eration and that really motivated me," 
he says. "I realized it was important to 
get up in the morning because if I didn't 
there were negative consequences for the 
overall benefit of the family. I was part of 
the team that made the place go. I knew 
what I did made a difference." 

While Brandenburg got his work eth-
ic from his father, he credits his mother 
for giving him an overall empathy for 
others. "There's a place in our lives to be 
considerate of others even in the midst of 
industry activity when you're motivated 
to be the best at what you do," he says. 
"You can talk to your staff about who 
they are as people and how their kids are 
doing and what they have going on in 
their lives and still do a good job." 

Though Brandenburg didn't realize 
this until later in life, one story from child-
hood really reminds him of how his moth-
er influenced this attribute in him. "I can 
remember there was this family at church 
and the father was laid off of work from a 
factory in town and they had four young 
boys, so for weeks my parents would take 
them fruits and vegetables from the farm 
to help out," he shares. "Then at the end 
of the summer, even though he was laid 
off of work, the guy bought a brand new 
camper trailer, and I remember thinking, 

'How could this guy who is unemployed 
and taking free food from my parents that 
they could be selling go out and buy a 
camper?' I thought my mom would feel 
the same way, but instead she said she 
hoped taking them all this food allowed 
them to buy a nicer camper. I just realized 
what an incredible person she had to be 
to have that attitude. Most people would 
say, 'I wish I hadn't taken them all of that 
food.' But looking back, I don't think that 
thought ever even crossed her mind.'" 

Throughout childhood, Brandenburg 
didn't think too much about insects, but 
he knew he wanted to be a scientist of 
some sort. He credits a high school biology 
teacher for showing him that bugs were a 
tangible area of scientific study. "He en-
couraged me to participate in Future Farm-
ers of America weed and entomology com-
petitions where I had to learn and identify 
different species," Brandenburg says. "Also, 
one Saturday when I was a sophomore or 
junior, he drove me to Purdue and we went 
to the entomology department and I met 
a lot of the professors. That was the first 
time I realized this was an area in which 
people could make a living. I still didn't 
understand or comprehend the impact in-
sects could have on plants or an industry, 
but I did start considering entomology as 
an option for the future." 

Brandenburg received his bachelor's 
of science degree in entomology at Pur-



rick brandenburg on environmental stewardship. 
Q* What is the environmental message you feel you represent in your role in the industry? 

A. "In the past 20 years, I have been involved in incredible improvements and advancements in how 
lawn care operators manage turfgrass pests. As we look at the changes in products and how we 
use them and the rate at which we use them, unbelievable progress has been made. We have an 
incredible success story to tell." 

Q . What is the industry s role in the environment today? Where do you see your role? 

A* "Despite the strides we've made as an industry, there are more restrictions on pesticide use and 
is more pressure on a lawn care operator's daily work practices. And because we are scared of 

any backlash, instead of telling our story we continue to try and hide, apologize and come up with 
excuses. That's a mistake. We need to tell everyone what we are doing and tell them about the 
progress that's been made. 

"I see myself as a spokesperson for turfgrass insecticides. I am someone who is willing to step up 
and speak the facts about what the products do, where we are as an industry in dealing with turf 
grass insects and what we have to be proud of in our research, and there's a lot of it." 

Q* Where do you see the industry's role in the environment in the next five to 10 years? What are your 
goals for improving your organization's environmental focus in the coming years? 

A* "What we do in maintaining green spaces will become more critical to preserving the environment 
and quality of life 10 years from now. We have to work each day thinking about this future." 

Q. Why is it important for industry professionals to be stewards of the environment? 

A. "Their careers depend on it. Their pocketbooks depend on it. If the industry is to remain profitable, 
then we have to make sure everyone is doing their jobs correctly and looking at the future, 
including using good conservation practices and encouraging others to do the same. These things 
will end up coming together for the long-term viability of the industry." 

Q« What do you do on a consistent basis to make your voice heard and support the industry? 

A* "I take advantage of opportunities to speak nationally and internationally about pesticides and turf 
grass research. I also write a lot of articles on these issues so people have information they can pass 
on to others. I'm getting information out there so people become more aware of the facts." 

due University in 1977 and his Ph.D. in 
entomology from North Carolina State 
University in 1981, where his advisor, Dr. 
George Kennedy, served as a positive in-
fluence. "I was so impressed with his pro-
fessionalism, ethics and commitment to 
doing things the right way," Brandenburg 
says. "He taught me how to take what I 
do seriously and do it well and correctly." 

In 1981, Brandenburg took a position 
teaching at the University of Missouri. 
He stayed there for four years and says 
the highlight of this time was meeting 
his wife, Janice. "And she's been the black 

sheep of her family ever since," Branden-
burg jokes, adding that in fact her mother 
was integral in getting the two of them 
together. "I met Janice at church and she 
pursued me like it was going out of style. 
Her family and I get along very well." 

In 1985, Brandenburg brought his 
new family back to North Carolina to re-
turn to his alma mater to teach entomol-
ogy, and he's been there ever since. This 
year, Rick and Janice celebrate 22 years 
of marriage. They have three children 
- Chris, 18; Ashley, 15; and Caleb, 12. 
Chris begins his pursuit of a communica-

tions degree at North Carolina State Uni-
versity this fall - "he has visions of work-
ing for ESPN," Brandenburg says. "They 
grow up so quickly — you hear that and 
you think, 'Yeah, yeah, yeah... ' But then 
you find as they get older there were never 
truer words said to you. It seems like yes-
terday he was just born." 

None of his children have an interest 
in insects - "the kids think it's goofy that 
dad kills bugs for a living, but when they 
were younger they thought it was cool," 
Brandenburg says. But dad has taken an 
active role in something they all can en-



joy together - sports. Over the years, he's 
coached his children's basketball, softball 
and baseball teams. "I think sports have 
a positive influence in children's lives by 
teaching them the value of teamwork." 

Though entomology is "not a 40-hour-
a-week job," Brandenburg says he's been 
able to make time for coaching because 
Janice "has been so supportive. She was a 
school teacher for nine years and when we 
had our first child, she abandoned her ca-
reer and stayed home with the kids. She's 
been incredibly supportive to give me that 
chance to focus on what I do and to rec-
ognize how important it is to me." 

CENTER OF THE CENTERE. Being in 
North Carolina, Brandenburg is truly at 
the center of turfgrass research. Because 
the area is considered a transition zone 
and has both warm- and cool-season turf, 
research done on the turf varieties there 
can have a much broader regional impact, 
showing applications to treat Northern 
and Southern insect problems. This is 
why Brandenburg takes his job - particu-
larly the extension aspect - so seriously. 

This extension role includes being ap-
proachable for the turfgrass industry and 
responding in a timely fashion. For extro-
vert Brandenburg, this has always been a 
favorite part of his job, and Lang says it 
shows. "The really good industry research-
ers interact with the industry and are easy 
to get along with," Lang says. "Rick is like 
that - he stands out. The first time I sent 
him an e-mail with a question I remem-
ber being surprised by how quickly he got 
back to me. He takes the extension aspect 
of his job very seriously." 

For Brandenburg, being accessible is 
important because "I'm the go-to person 
when it comes to turfgrass entomology," 
he says. "I know lawn care operators are 
in a position where they have to deal with 
problems quickly or it's costing them 
money. So I do the best I can to try and 
respond as quickly as I can in some fash-
ion - whether it's by phone or e-mail - so 
I can help them when they are in a bind. 
I see it as my responsibility." 

Brandenburg also spends enough time 

talking with and listening to lawn care 
operators that he comes up with research 
projects that have instantly usable solu-
tions in the field vs. ones that take weeks 
to put into practice, Lang adds. "Many 
times scientists come up with hard-to-
implement answers for the industry and 
that doesn't help us day to day," he says. 
"Rick comes up with tools we can use and 
implement immediately to deal with ev-
ery day problems. It's a godsend." 

This happens to be what Brandenburg 
considers a job perk. "What I like about 
the type of research I do is it's short-term 
problem solving research rather than ba-
sic research that provides insight and may 
provide something of significance 10 to 
15 years down the road. I would rather 
think, 'How can we work today to make 
life easier next year for lawn care opera-
tors? Can we find a short-term solution to 
make their work more productive?' And 
when those lawn care operators come 
back and say we've helped them put out 
some fires, I enjoy that - it's a good feel-
ing when you make an immediate impact 
and they appreciate it and say thanks." 

In addition to conducting necessary 
research and fielding regular phone calls 
and e-mails, Brandenburg and his team 
send industry members alerts through 
his Web site - www.turffiles.ncsu.edu 
— and these have also proven invaluable 
for LCOs like Lang who use the informa-
tion to proactively deal with problems on 
clients' sites. "The alerts tell you what the 
current problems are on turf and what 
you have to do to deal with them — I 
couldn't live without them," Lang says. 

Much of this activity stems from NC-
SU's Center for Turfgrass Environmental 
Research & Education (CENTERE), 
which Brandenburg started in 2001 along 
with two center codirectors Fred Yelverton 
and Tom Rufty, who are both professors 
of crop science at NCSU. Yelverton and 
Brandenburg are also specialists with the 
North Carolina Cooperative Extension 
Service. The goal of the CENTERE is to 
find better ways to manage North Caro-
lina's 2.2 million acres of turfgrass. The 
trio was able to create the CENTERE by 

securing $600,000 for environmental re-
search and educational programs related 
to turfgrass via a North Carolina General 
Assembly bill. The funds come from taxes 
on the sale of fertilizer and seed to people 
who are not farmers - such sales had pre-
viously been exempt from the sales tax. 

"This was absolutely huge for turfgrass 
research in North Carolina," Brandenburg 
says. "We went from being a good pro-
gram to being one of the top and highest 
funded programs in the country." 

Looking at Brandenburg's list of ac-
complishments, it's easy to see how he was 
named a William Neal Reynolds Professor 
at North Carolina State University this 
June - one of the highest distinctions avail-
able to NCSU faculty members, recogniz-
ing and supporting outstanding achieve-
ment in research, teaching and extension. 

In fact, one may wonder where Bran-
denburg finds the time to do it all. For 
Brandenburg, every day is different, but 
answering industry inquiries is certainly 
a priority. "Some days I'm analyzing data 
and writing manuscripts. Other days I'm 
preparing a PowerPoint presentation for 
an upcoming talk, writing grant propos-
als or traveling to an industry event. I give 
a lot of talks around the country at vari-
ous conferences. Every day I'm answer-
ing e-mails." In fact, Brandenburg has 
addressed turfgrass insect management 
to audiences in more than 30 states and 
in foreign countries, including Australia, 
South Africa, Canada, Singapore, Argen-
tina and Indonesia. 

Even though Brandenburg prides 
himself on not making his career his 
life, he says his wife Janice would say he 
works too much because he's constantly 
responding to e-mails from home. But, 
he sincerely declares, "I try to remove my 
entomologist hat when I leave the office. 

"What's unique about growing up on 
a farm is you never escape from it - you 
are there 24 hours a day and there is al-
ways something to do staring you in the 
face," he adds. "But when the day was 
over at 6 p.m. and it was time for din-
ner, we typically didn't do anymore work. 
Sure, we could have worked into the night 

http://www.turffiles.ncsu.edu


many times, but we developed a lifestyle 
where each workday had to come to an 
end. I try to keep that mind-set today. 
Even though I take great pride in what I 
do and I hope I have an impact and am 
valued and appreciated by others, I know 
I won't end my life saying, 'I wish I spent 
more time in the office.'" 

PEOPLE BEFORE PROJECTS. In the 
research world, owning a project and hav-
ing your name stamped across the top is a 
huge feat. The goal of every researcher is 
to publish their data. This is also part of 
what secures a professor tenure down the 
road. Once a professor earns their tenure by 
meeting certain criteria, he or she can focus 
on what they love to do and really frame 
their roles in a university and an industry. 

Since he gained his tenure in 1993, 
Brandenburg has been able to focus more 
on two roles - what he enjoys doing, which 
he believes naturally increases productivity 
on those project types, and what the in-
dustry really needs. Both of these charges 
are part of his job responsibilities, which 
amount to 70 percent extension and 30 
percent research. However, Brandenburg 
notices there is an odd thing that happens 
as a professor goes through the tenure pro-
cess. "So much about gaining your tenure 
is about focusing inward, and in some 
ways this process has a tendency to disrupt 
the flow of teamwork," he explains. "So 
if you spend the first part of your career 
looking out for yourself, then that works 
against you when you finally gain tenure 
and have a staff you need to work with. 

"And, today, this process has become 
more challenging for young people - the 

bar has been raised," Brandenburg adds. "In 
some ways, I'm glad I'm not going through 
it now - it would cramp my style." 

Brandenburg's style is a combination 
of the concern for others he learned from 
his mother and the teamwork approach 
he insists should be a priority over indi-
vidual accomplishments on the job. The 
latter he has tried to perfect by garnering 
tips as he watched colleagues become suc-
cessful at building teams whose members 
respect each other and work together. 

The greatest lesson Brandenburg 
learned regarding teamwork comes to him 
from Mike Villani, his grad school buddy, 
colleague and co-author of his 1995 book 
"Handbook ofTurfgrass Insects." In 2001, 
he passed away at the age of 48 from pan-
creatic cancer. "He was an outstanding 
turfgrass entomologist - I viewed him as 
one of the best in the industry," Branden-
burg says, adding that what he'll never for-
get are the conversations that took place at 
Villani's memorial service. "No one talked 
about what a great entomologist he was 
or how many books and research reports 
he published. Instead, they talked about 
what a great person he was - what a great 
father, husband, friend and colleague he 
was. Even though he was one of the best, 
he didn't let that in any way drive his deci-
sions or affect his motivation. While most 
people take great pleasure in being success-
ful themselves, he took great pleasure in 
letting other people be successful. He put 
people before projects. His name was al-
most always the last author on any project 
even if he managed the whole thing. He 
wasn't the boss, he wasn't the head scien-
tist - he was a coordinator. I think this is 

why he was remembered in such a personal 
way." 

What does this mean for Brandenburg? 
"It reminds me there is an incorrect per-
ception out there that putting people first 
makes you less productive," he says. "In 
this career, I truly believe the opposite is 
true. You can have an impact and be more 
productive if you take the approach of 
putting people first. Then people are will-
ing to step up to the plate and help you 
out. They cooperate with you and you get 
more loyalty. And then you're remembered 
in the way you want to be remembered." 

How does he emulate Villani's model? 
He believes teamwork means each member 
of your team feels they have ownership of 
a project so they feel they are integral to its 
completion - the same way Brandenburg 
felt fundamental to the family farm grow-
ing up. "It's about creating an environment 
where people do things because they want 
to do them," he says, adding that his team 
includes three full-time technicians, in ad-
dition to graduate students he hires dur-
ing the summer months. "I let them run 
various areas of projects and let them be 
the lead communicators on those areas. By 
doing this, I give them responsibility and, 
sure, there is one more opportunity for 
something to fall through the cracks this 
way, but I'm willing to accept that. This 
gives people empowerment and a sense of 
accomplishment. It makes the team better 
and more productive and it makes the end 
results better in the long run. 

"And, in our roles, there are always peo-
ple demanding answers from us," Branden-
burg continues. "And for the first few years 
on the job I remember freaking out about 
getting tests out on time, but that just made 
things miserable for everyone. Now, I real-
ize there is no reason to stress. If there is 
something affecting when research needs 
to be done, such as rainy weather, in most 
cases there is nothing we can do about it. So 
we just have to be good communicators on 
these facts and realize the work will still get 
done - and it will get done right, which is 
the most important part. We still get a lot 
of contracted research operating this way, 
so we must be doing something right." • 





the secrets 
N a m e : TOM F O C H T M A N 
Age: 51 
Title: Co-owner 
C o m p a n y : CoCal Landscape 
Location: Denver, Colo. 

Career Highlights: 
• Graduated from Michigan State University 

in 1981 with a degree in landscape 
architecture 

• Worked for Environmental Care Industries 
for eight years 

• Started CoCal Landscape in December 
1992 with partner Chuy Medrano 

• Became part owner of Madison Valley 
Ranch, a fly fishing lodge, in 2003 

• Became AEF Ambassador in 2006 

• Celebrates 25th wedding anniversary 

with wife Pam - October 2007 

• CoCal Landscape has won more than 30 
national and state awards for its work. 
Some memorable moments for Fochtman 
include: 1993 Excellence in Landscape 
Award from Associated Landscape 
Contractors of Colorado, 1995 Environ-
mental Improvement Award from PLANET, 
2000 National Green Star Award from 
PGMS, 2000 Contractor of the Year 
Award from American Society of Land-
scape Architects, 2003 Environmental 
Distinction Award from PLANET, 2006 
Decade Award from PLANET 

of my 
success 

Work hard, treat customers and employees with 

respect and have good strong morals - these are the 

foundations of Tom Fochtman's leadership style. 

Tom Fochtman is not your stereotypical contractor. 

The 51 -year-old co-owner of Denver-based CoCal Land-
scape would never enter a client meeting wearing a T-shirt, 
jeans and boots. Rather, Fochtman enjoys Italian wool slacks, 
button down shirts and the occasional tie. 

"I prefer bold but not bright colors," he says, adding the attire 
puts him on par with his customers and not on the same level as his 
competitors. "I've always fancied myself as one with a diverse business 
mind vs. just a landscape contractor." 

Fochtman is very competitive, though he'd rather not admit to it, 
and he dislikes the thought of being average or mediocre. He's always 
a body in motion, whether it's out meeting customers, working on 
acquisitions or spending time with his family. He conveys strength, 
focus and confidence - attributes that are all part of a leadership at-
titude he has used to build success at his landscape company and brand 
him an industry leader. 

An opportunistic view on business is what Fochtman credits for 
enabling him to grow in his career. If an opportunity arises, he con-
siders taking it, but not without looking over the details first. In this 
way, he is a perfectionist who believes the details keep a company from 
looking sloppy. In fact, Fochtman admits he would be disappointed in 
himself if he walked into a meeting and the customer asked a question 

B y K a t i e M o r r i s 



"If we work hard, are honest and ethical with customers and good with employees, 

then good things will happen and profit will follow." - Tom Fochtman 

nM he didn't know the answer to. 

As for the industry he loves, Fochtman 
sees landscape contracting as an area that 
will always be necessary because it's a key 
component to a property's image. People 
always need their lawns mowed, he says, 
and because of this reason CoCal will keep 
its place as a quality landscape company 
in the industry. 

EMERGING LEADER. Fochtman in-
herited his entrepreneurial spirit from his 
father, a self-starter and self-made man who 
taught Fochtman at a young age growing up 
in Petoskey, Mich., that reward is wrought 
from sweat and toil, and that hard work 
brings success. 

After graduating from Michigan State 
University in 1981 with a degree in land-
scape architecture, he spent a year with a 
Chicago-based contractor working in the 
field learning how to build landscapes. 
He remembers his first job with them 
was installing the landscape for Northern 
Illinois University. 

From there Fochtman joined Califor-
nia-based Environmental Care Industries, 
which is now part of Calabasas, Calif.-based 
ValleyCrest Cos., to work as a sales represen-
tative. The ECI opportunity served as the 
catalyst for meeting his friend and future 
business partner, Jesus "Chuy" Medrano. 

"My first thought was, 'Oh, man, here's 
this kid fresh out of college and it's my 
job to train this Gringo,'" Medrano says, 
adding the two quickly hit it off as friends 
and colleagues. As part of the sales team 
Fochtman knew nothing about landscape 
maintenance, and as the maintenance 
supervisor Medrano was able to teach him 
a thing or two. And, in return, Fochtman 
was able to teach Medrano a thing or two 
about handling customers. 

During Fochtman's tenure, ECI grew 
from a $14 million company to a $100 
million company in annual sales. He also 
grew, and in 1988 was promoted to vice 
president of marketing and sales for the 
company's Los Angeles office. 

"At 31 years old, I was the youngest 
person at the time to be promoted to that 
position in the company," he says. "It was 
a proud moment for me." 

But despite his professional success 
Fochtman was ready for new challenges 
and left ECI and the landscape industry 
in 1990 to work for a roofing company as 
vice president of marketing and sales. 

He was burned out on the green in-
dustry and was looking for a change when 
Davie Roofing contacted him. 

However, in 1992 Fochtman returned 
to the industry to open his own business. 
He knew he couldn't do this alone so he 
asked ECI buddy Medrano to join him. 
Medrano knew they worked well together, 
and the decision to become partners was a 
no-brainer. 

Those close to Fochtman thought he 
was nuts to uproot his family and relocate 
from California to Colorado to start a land-
scape business. But Fochtman had a plan 
in mind, and with dogged determination 
he pursued it. 

"The California economy was worsen-
ing and unemployment was high so my 
wife and I had to look at our options," 
Fochtman says. "Option one was to follow 
her career, option two was to move back to 
Michigan and option three was to go back 
to Colorado and open a business and we 
choose to go with the third option." 

It took six months for Fochtman and 
Medrano to create CoCal Landscape's 
business plan. They both were working 
full-time so they only had their nights and 



torn fochtman on environmental stewardship... 

Q . Describe the environmental message you represent through your role in the industry? Why is it important 
for a landscape contractor to think about the environment in his/her day-to day business dealings? 

A* "As a commercial landscape contractor we are somewhat stewards of the environment, at least as it relates 
to public open spaces. We need to recognize that we are role models to the general public, our fellow 
employees and to our peers within the green industry. 

"We are in a unique position to install and maintain outdoor environments that bring great joy and 
satisfaction to people. Very few people chose a career in a field where your canvas is a living environment 
that grows, changes colors, goes dormant and comes to life every spring. We need to conduct ourselves 
and our businesses in an environmentally responsible manner to ensure that future generations can enjoy 
the outdoor world as much as we have." 

Q * Describe the industry's role in the environment today? Where do you see your role specifically as a part of that? 

A* "The industry has done a good job of regulating chemical use over the years. I tell our customers that 
everything we buy today is pretty safe. When I say safe I mean it doesn't bother people, pets, the air or 
the environment in any way. Most of what we use can be purchased at the local garden center in some sort 
of formulation. 

"Because our customers believe our products are safe, it is my role to promote and support that within 
our company and make sure we adhere to it. It's a role everyone should embrace and it would help if you 
include this thinking in your company's mission statement." 

Q . Where do you see the industry s role in the environment in the next five to 10 years? What about your role - what 
are your personal and professional goals for improving your company's or employees' environmental focus in the 
coming years? 

A* "We're not really a green company per say. We use a normal amount of chemicals that is standard and safe. 
We don't overuse, overspray or overfertilize. We are very conscious about water usage in the West since 
water is a huge resource that is dwindling everywhere. We all need to become water experts and we need 
to embrace xeriscape in all parts of the country. 

"We currently recycle here in the office and we are going to use our oil to heat the shop and minimize 
our use of natural gas. We also use a recycling service that takes away all of our green waste and turns it into 
a mulch and soil conditioner, but I still think we can always do more. I am quite interested in converting our 
building to solar and maybe using hybrids for company vehicles where we can." 

Q . Why do you think it's important for green industry professionals to be stewards of the environment? 

A* "Since we work with landscapes and the outdoor environment, all of us in the industry are stewards. So it's 
important to be conscious of that and to use common sense with the products we use. Don't overuse. Be 
aware of the equipment we run. Most equipment emits some sort of pollution in the air so 
be aware of this and keep your equipment in good shape. If you use heavy duty oil for any piece of 
equipment, get rid of it. I think it's wrong to emit more than we should." 

Q * What do you do on a consistent basis to make your voice heard and support the industry? 

A. "Our industry can mandate watering three times a week. Today in Colorado we can water 
everyday if we want, but the thing is we don't need to. We put on a seminar for property 
managers about four years ago when the drought in Colorado was really bad. We explained every other 
day water ing is fine. We let managers know to not w o r r y about the plant materi-
al; it does not require daily watering. C o C a l Landscape has embraced three-times-per-week 
watering of all of our accounts, and most of our customers have responded positively. We violate this self 
governance on occasion for special circumstances, but generally speaking we believe we are doing our part to 
conserve water." 



weekends free to put the plan together. 
The time Fochtman devoted to the 

business plan didn't surprise his wife, Pam, 
who describes her husband as having a 
get-out-there-and-get-it-done mentality. 

"He is successful because he is aggressive 
in his growth plan," Pam says. 

Fochtman and Medrano have an ideal 
partnership that compliments one another. 
Fochtman finds the work and Medrano 
gets it done. Fochtman is the inside man 
working on projects and talking to clients 
while Medrano is out in the field leading 
work crews. 

"He has a higher tolerance for our 
customers than I do," Medrano says. 
CoCal's first five to six years demanded a lot 
of energy from Fochtman. His schedule was 
littered with 18-hour days and weekends 
to make the fledging company grow. As 
a result, it took him some time to find a 
balance between business and family. 

"My wife has been more accessible for 
my children than I've been, and part of me 
regrets that," he says. "I really respect fellow 
business owners who have done a better job 
of spending quality time with their families 
as they have built their businesses." 

But for Fochtman, the landscape busi-
ness is not just a job; it's a passion that 
motivates him to get up every day. 

"I enjoy the unique "living" aspect of the 
green industry, allowing us to work in an 
outdoor environment that is ever changing 
in size, color, scale, etc., which makes our 
industry unlike any other," Fochtman says. 
"Regarding the business itself, I am driven 
to have CoCal Landscape be a profitable, 
industry leading organization that provides 
a great service to our customers and a solid 
career path for our employees." 

This passion and dedication has re-
warded CoCal with more than 30 awards 
since its inception. One accolade, though, 
still stands out - the Excellence in Land-
scape Award from the Associated Landscape 
Contractors of Colorado (ALCC) in 1993 
for the company's work on "The Breakers," 
which was the largest luxury apartment 
complex in Denver at that time. It was 
CoCal's first honor and the company had 
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only been in business for less than a year. 
He remembers sitting in a Fort Worth, 

Texas after they won the first ALCC honor. 
The award rested in its own chair as if it 
were a third partner. 

"It was funny because when we won 
the award no one had heard of us since we 
were less than a year old," Fochtman says. 
"At the bar we had no one to celebrate with 
or brag to so we toasted each other." 

C O M P A N Y MOTIVATOR. Fochtman 
sees himself as a motivator for those around 
him. He learned early on that a company 
and its people are only as efficient as their 
leader. If the leader has a pessimistic attitude 
toward work and performs his tasks half-
heartedly, then his employees will mirror 
this work ethic. His job is to push himself 
to inspire others to do the same. 

Fochtman attributes most of his skills 
and leadership ability to Bruce Wilson, the 

former ECI president and mentor to many 
landscape business owners. Wilson, along 
with ECI's management team, he says, 
taught him not only about the business, 
but the importance in becoming a leader. 

"They helped create me," Fochtman 
says. "Bruce taught me patience, how to 
read people, how to size up a situation and a 
lot of the nuts and bolts of the industry." 

As a leader, Fochtman is not a hand 
holder, but rather a ball hander. He del-
egates responsibility and points employees 
in the right direction. His management style 
separates the strong from the weak. CoCal's 
fast-paced environment is meant for those 
who share Fochtman's traits - confident, 
aggressive and risk taking. 

"We have a Git-R-Done work environ-
ment," he says. "Self starters thrive here." 

By design, Fochtman gives future lead-
ers plenty of room to grow. He recognizes 
that while employees are an organization's 



foundation, great people are the founda-
tion of a successful business. "Your goal 
is to get enough good people on board 
so you can focus on going after business 
opportunities," he says. 

The value he places on relationships 
with those around him, especially with his 
employees, makes him an effective leader. 
"He has a genuine interest in everyone's 
lives and this makes him unique," Medrano 
says. "He is a natural bom leader." 

Fochtman is open, personable and not 
intimidating - all traits CoCal's employees 
respect. If someone has a question or a 
problem, Fochtman's door is always open, 
says Susan Beno, his executive assistant. 

When asked about his attention to em-
ployees, Fochtman says years ago he realized 
how the company impacted the lives of 
not only its workers, but their immediate 
families as well. Likewise, the majority of 
CoCal's employees are Hispanic and come 
from very family-driven cultures. By pro-
viding sustainable jobs CoCal impacts the 
families of its employees, both locally and 
in their home countries. In turn, Fochtman 
feels a deep responsibility to his people to 
help them provide for their families. 

"We have a lot of great people we love, 
are very fond of and go to war with us 
everyday," he says. "These are true friends 
we will have for the rest of our lives." 

He attributes a lot of CoCal's success 
to the core values he has lived by his entire 
life. The basic tenants to this include work-
ing hard, being honest and ethical with 
customers and treating employees fairly. 
From there, good things will happen and 
profits will follow. 

INDUSTRY ROLE MODEL. Fochtman 
views his company as a role model for 
others in the landscape industry. He has 
helped build a company that has impacted 
the lives of its employees, as well as the 
landscaping industry. 

"We have a great passion for our busi-
ness, industry and people," Fochtman 
says. "Our people are the life-blood and 
the foundation of our company." 

Fochtman's involvement in local and 

national events defines him as an industry 
leader in Medrano's eyes. Fochtman takes 
time to attend the Professional Landcare 
Network's (PLANET) Career Days every 
year and has participated in events for 
both ALCC and the Professional Grounds 
Management Society (PGMS). He has also 
spoken at events including the Landscape 
Contractors Association (LCA) conference 
and GIE Breakfast of Champions. 

Involving himself in industry events has 
given him the opportunity learn more about 
the industry and build relationships with 
his peers. "I attend events for educational 
and networking purposes," he says 

He doesn't attend these events out 
of obligation. He wants to converse and 
become a role model to those just start-
ing out in the business. He is the perfect 
example of what contractors strive to be 
- successful, business savvy and relationship 
oriented. With all this experience under his 
belt he has been asked a couple of times 
to speak at these events. His reactions to 
these requests are always the same. He is 
flattered and honored to share his stories 
with others in his community. 

"I want others to gain a better under-
standing of whatever it is I am talking 
about," Fochtman says. "I also want to get 
them on a comfort level where they will 
call me for some one-on-one time." 

Spending time with his peers allows him 
to exercise his talent of networking, Beno 
says. Fochtman has a knack for making 
connections and nurturing those connec-
tions into relationships. 

"He knows how to sell the company," 
Medrano says. "We don't let him do a 
lot of the employee interviews anymore 
because he dominates the conversation 
talking about the company and doesn't 
learn much about the candidate." 

Industry events have inspired Fochtman 
to give back to his community. In 2006, 
CoCal became a Academic Excellence 
Foundation (AEF) Ambassador after mak-
ing a donation of $25,000 to the Associated 
Landscape Contractors of America (ALGA, 
now PLANET) Educational Foundation 
scholarship fund. 

This was a memorable moment for 
Fochtman, who strongly supports the educa-
tion of young landscape professionals. He 
believes the future of the landscape industry 
lies in the hands of the young professionals 
coming out of school. 

"With all of the labor and immigration 
reforms going on we may need to become 
a lot less dependant on the Hispanic work-
force," Fochtman says. 

Fochtman also believes recruiting 
should take place in high schools. It seems 
the industry is more focused on acquiring 
student's right out of college, he says, but 
what about those kids in high school who 
have no interest in going to college? "We 
need to do a better job of letting these 18-
year-olds know that there are viable careers 
in the green industry," he says. 

His mission to help educate young 
landscape professionals begins within Co-
Cal. In August 2007, he retained recruiting 
consultant Jennifer Buck to coordinate 
career days, internships and employee place-
ment for CoCal. Fochtman's goal is to one 
day have his five companies function as a 
national organization. 

As a leader Fochtman stretches his 
generosity beyond the industry and into his 
own community in Denver and the state of 
Colorado. He has recently become a sponsor 
for Brokers Benefiting Kids, has made dona-
tions to charities such as the United Way 
and participated in a program for homeless 
kids in the Denver public school system. 

Fochtman's love and enthusiasm for the 
industry can be seen in everything he does 
from hiring employees and participating in 
industry events to speaking with students 
and helping out in his local community. He 
is a true leader who uses his experiences and 
successes to give back to the industry and the 
people around him. He believes his success 
comes from the core philosophy he and 
Medrano built their organization upon: "If 
we work hard and treat our employees and 
customers well and with respect, then we will 
be successful," Fochtman says. "So if you do 
those things, good things will happen and 
profits will follow. We believe that, and that 
is the driving force behind our success." I 





ideas into action 
Den Gardner envisions a better world for the green 

industry, then finds a way to make it happen. 

N a m e : DEN G A R D N E R 
A g e : 5 5 
Title: Executive director 
Organizat ions : Project EverGreen a n d 
Turf & Ornamenta l 
Communicators Association 
Location: N e w Prague, Minn. 

Career Highl ights: 
• College - Minnesota State University 

- Mankato; 1973; majored in jounalism 

• Executive director, Turf & Ornamental 
Communicators Association, established 
it in 1990 

• Executive director, Project EverGreen; 
became organization's development 
director in 2003, and then executive 
director later that same year 

To understand what drives Den Gardner, you have to be 
transported back to 1950s Minnesota to a 50-acre hobby 
farm outside of a town called Delano. There, you'll find 
Den and his twin brother, Dan, age 9, working diligently 
to spruce up the yard around their home. During the 
summer, the boys would use a riding mower and push 

mower to carefully cut the grass. They'd get down on their knees with 
grass trimmers to manicure around the barn and other buildings on 
the farm. 

Then they'd turn their attention to the baseball field. Oh, the 
field. Picture a full-size, regulation Little League baseball field with 
iron posts and wire fencing for a backstop, bases made of concrete 
that were flush to the ground so no one got hurt, and a snow fence 
that acted as the left-field fence. To Den and his brother, this was 
Heaven. This was the stuff of dreams. And it was a lesson that Den 
learned early on: If you work hard, you get to enjoy the fruits of that 
hard work. 

"It was a great, great memory to me of green," Gardner says. "I 
understood, even at that tender age, how important it was to have 
a manicured field. My father instilled in us how important it was to 
have a well-maintained green space." 

Building a baseball field on a farm can be fraught with "hazards" 

By M a r k P h i l l i p s 



"The land was here before we were born and it will be here after (we hope). We're 

just temporary holders of the responsibility for stewardship of green spaces for 

home, work and play." - Den Gardner 

that only made the game more interest-
ing. The farms pig pen, for example, 
housed about 50 pigs. It happened to be 
near right field. "If you were a left-hand-
ed hitter and you hit a home run, the ball 
actually went into the pig pen," Gardner 
recalls. "Then you had to climb into the 
pen - the hogs were harmless - to retrieve 
the ball and clean it off if it needed it. It 
certainly made things very interesting." 

Gardner describes his dad as having 
been "a baseball fanatic." His father, Ken, 
never played the game, because he had 
suffered leg injuries that prevented him 
from playing. "But he always encouraged 
us in an incredible way to enjoy and play 
sports," Gardner says. The baseball field 
not only taught Gardner the value of 
hard work, but it taught him teamwork 
as well. Teams would come from across 
town to play at the Gardner family field. 
"It was special," he says. "But it wasn't 
that I felt special; it was just a special and 
unique experience to have this in a small 
town. It's something you never forget." 

Working on a hobby farm wasn't 
Ken Gardner's only occupation, because 
it was just that - a hobby. During the 
week, he'd labor at his dry cleaning store 
and work extra hours so he could take off 
time on the weekends to work the farm 
with his sons. It was something he didn't 
have to do, just like Den didn't have to 
found The Turf and Ornamental Com-
municators Association (TOCA) or Proj-
ect EverGreen (PE). 

"He and my mom both taught me to 
strive to get what you want accomplished 
- that there's no dream that can be at-
tained without working for it," Gardner 
says. "Their inspiration to me is invalu-
able. With the limited education they 
had, they were able to achieve what they 

did. It literally inspires me every day." 
Indeed, his father went until sixth 

grade in school, while his mother used a 
high school education to eventually man-
age a bank. 

Gardner's father understood very well 
the balance of hard work and fun that was 
needed to give his sons a balanced upbring-
ing. For the most part, except on week-
ends, he'd let Den and his brother sleep in 
because they'd have to go to school. "We 
would always have chores when we came 
home. One of those chores in the sum-
mer was taking care of the grass," Gard-
ner recalls. "Dad was so proud of the little 
farm he had. Even though it was this little 
hobby farm, he wanted that place to look 
great. We learned early on the importance 
of a well-maintained yard and what it did 
for you for your pride and for the enjoy-
ment of working outside." 

GETTING T O WORK. When Gardner 
graduated from college, he went right 
to work in a place that will make you or 
break you - a small-town daily newspa-
per. These are the places where young 
journalists perform myriad duties, many 
of them behind the scenes, hurried tasks 
that certainly aren't glamorous. It can be 
editing wire stories, taking photographs, 
writing news stories or going to sporting 
events and even writing editorials. Its 
fast-paced work that rarely leaves time for 
reflection. And Gardner relished it. It's 
where he learned and honed the most im-
portant of those modern-day workplace 
skills - multitasking. 

"To this day, even though I'm old," 
the 55-year-old says, laughing, "I tell peo-
ple if they want to get a great experience 
that can really prepare you for the future, 
go to work for a daily newspaper. Those 



den gardner on 
Q . What is the environmental message you feel you represent in your role in the industry? Why do you 

think it's important for you to think about the environment in your day-to-day business dealings? 

A « "We all are consumers and we all have a responsibility to care for the environment. When you create an 
organization like Project EverGreen you learn one thing in a hurry. If the companies and organizations 
sitting around the board table have only their own interests at heart, none of us will win the hearts and 
minds of consumers when it comes to using products and services to maintain green spaces. Like my 
friend Bill Klutho of John Deere says so often: 'When you come to a Project EverGreen meeting, you 
leave your hat at the door.' Whether it's groundwater contamination or emissions issues, or a host of 
other potential environmental problems being addressed, the only real chance to affect public opinion on 
stewardship is to do it together. The green industry needs to be one voice. If we don't unite, more restric-
tions will come our way and change the way business is conducted today. Together we can change at-
titudes and convince consumers we are part of the solution to environmental stewardship and leadership." 

Q . Where do you see the industry's role in the environment today? Where do you see your role 
specifically as a part of that? 

A « "As an industry we need to show what we've been doing for decades - taking care of the environment in a 
responsible way, while at the same time providing lifestyle benefits consumers expect and enjoy every 
day. My role, especially through Project EverGreen, but also through the T O C A publications that reach 
our industry, is to articulate the positive aspects of what end-users do every day using the tools provided 
by suppliers who realize how important it is to create products that are environmentally sound. None of 
us is capable of doing it alone. That's why Project EverGreen was started. We have to maximize the op-
portunities we have through the funding we receive to show the public environmental stewardship is one 
of the major reasons green matters." 

Q « Where do you see the industry's role in the environment in the next five to 10 years? What about 
your role - what are your personal and professional goals for improving your organization's 
environmental focus in the coming years? 

A« "The industry's role is to help consumers understand that how they care for their lawns and landscapes 
will have a direct impact on climate change. Whether you believe in global warming or not is almost 
irrelevant. The bottom line is we all need to show in our words and in our deeds that the actions we 
take for ourselves and our customers go far beyond the silly idea that it's all about aesthetics. It's 
ridiculous to answer the critics who say those things. We need to tell the story of the environmental 
benefits of well-managed green spaces. And we need to mold consumer attitudes through education and 
information so they can make informed choices. My goals are to encourage more dialogue through 
organizations like Project EverGreen and T O C A , and hopefully the voice of reason prevails in the end." 

Q * Why do you think it's important for green industry professionals to be stewards of the environment? 

A « "The land was here before we were born and it will be here after (we hope). We're just temporary 
holders of the responsibility for stewardship of green spaces for home, work and play. Think of it as 
one pitch to one batter in one inning of one baseball game. Doesn't seem like much, does it? But if 
everyone throws one pitch to one batter, then ultimately we can make a difference all around the world 
on the importance of managed greed spaces. Let's hit a home run when we throw our pitch." 

Q * What do you do on a consistent basis to make your voice heard and support the industry? 

\ 
A* "I write or speak everyday to someone inside or outside the green industry about the benefits of managed 

green spaces. I speak with the media several times a week (both trade and consumer). Through Project 
EverGreen and T O C A , I've been given a bully pulpit to spread the gospel of green, and I'm going to take 
every advantage I can to be persuasive and reach consumers - one blade of truth at a time." 



were some of the best experiences of my 
life. What a kick-start to my career." 

Working at a newspaper taught him at 
an early age how not to get flustered when 
he has a lot of work to do - which is of-
ten. He also learned how to do a variety of 
work. "I learned that even though I didn't 
know squat about all the different facets 
of newspaper publishing, it was amazing 
how fast you could learn on the job." 

It was that ability to quickly grasp the 
problem at hand and find a solution that 
has aided Gardner in building things. 
It's his passion. He often starts with an 
idea, bounces it off of people he trusts, 
and continues to mull it over. Often-
times, those ideas turn into something 
big - really big - and are things that fill a 
void. "When I first started to talk about 
TOCA, people would say to me, 'Huh? 
We're going to get editors who are com-
peting with each other, and PR agencies 
who are competing with other agencies 
and equipment and chemical companies 
to sit down in the same room and talk 
about their issues? And we're going to do 
it to help each other?'" he recalls, discuss-
ing the green industry communications 
association he started in 1990. "They 
said, 'We'll never get it off of the ground.' 
Of course, that's all I needed to hear." 

His wife, Sandy, says he's an endless 
source of ideas. "He's got a lot of creative 
ideas. But some ideas aren't doable some-
times. But he just keeps going," she says. 
"I think if he truly believes in something, 
he'll push it pretty far. It's like Project Ev-
ergreen - I'm almost astounded he was 
able to get it off of the ground." 

Phil Fogarty, owner of Crowley's/ 
WeedMan, Euclid, Ohio, first met Gard-
ner when he was invited to speak at a 
TOCA event about 10 years ago. "The 
first thing I was impressed by was the fact 
that TOCA existed," he says. "When I 
found out Den was the guy who brought 
it all together, I was very interested in 
working with him." Fogarty describes 
Gardner as an innovator, a humble leader, 
and "the Guttenberg of our industry." 

While he's always coming up with 

ideas, there's no way for one person do to 
it all alone. "He knows a lot of smart folks 
and he networks and calls upon them for 
their help," Sandy says. "He talks to the 
people he knows and bounces ideas off of 
them. With TOCA, he just said, 'This is 
something the industry needs and let's see 
if it'll work,' and sought out people who 
could help him." 

It's never been Gardner's goal to get 
credit for the things he does. It's just not 
important to him. "I think it's because my 
parents were very humble people. They 
never stood up and raised their hand and 
said, 'Look what I did,'" Gardner says. 
"They always taught me that what was 
important was the project at hand - get-
ting it done and getting it done right." 

Gardner describes that "eureka" mo-
ment when he envisioned TOCA. "I 
thought, 'We need something like this. 
There needs to be professional devel-

opment in the industry," he says. "My 
first inclination is to bounce it off of a 
few people - you can't do these things 
by yourself. Maybe the seed came from 
me, but I know it doesn't work without 
the tons of people who give me support." 
In 2003 when he imagined Project Ever-
green, a national non-profit organization 
representing the green industry, he took 
a step back and pondered: "'Who can 
help me get this thing off of the ground?' 
I used that as a jumping off spot to build 
the organization," he recalls. "Building 
things is a rush - it hits you, and you can't 
wait to get it off of the ground." 

W O R K I N G WITH OTHERS. When 
it comes to leading a team, Gardner 
has learned some important lessons. He 
knows that not everyone is going to like 
him. "In fact, maybe a lot of people aren't 
going to like you, so don't worry about 



it," he says. He knows that micromanag-
ing a project isn't the way to get it done, 
but to instead allow the talented people 
he trusts to work through problems. "I 
am totally hung up on getting great work 
done and figuring out the best way to get 
it accomplished," he says. "I've always 
been a person who doesn't like to look 
over someone's shoulder. I'm not hung 
up on laying blame, thinking I'm smarter 
than anyone (because anyone who knows 
me knows I'm not). I just want to fix 
things and get on with the next thing." 

More than 20 years ago, Gardner 
opened a fortune cookie that read: "You 
can undertake and complete anything." 
He pasted it to his desk and reads it ev-
ery day as a reminder. "It was as good 
back then as it is today," he says. Great 
leaders aren't only those born to lead, he 
believes. "That's too simple." He believes 
that while you should take your work se-

riously, you shouldn't take yourself 
too seriously. Being strategic is a 
trait of a good leader as well as the 
ability to have a plan and adapt to 
change when needed. 

He believes good leaders should 
be confident and display that con-
fidence, but not be afraid to fail 
and to rely on others for help. 
"Don't think you have to do it 
yourself," he says. "Bounce ideas 
off of people who aren't afraid to 
tell it like it is." For future leaders 
of tomorrow, he has some simple 
advice. "Believe in yourself or have 
someone constantly yelling in your 
ear to do it," he says, adding that 
where there's no passion, there's 
no leadership. "And never give up 

5 - sometimes give in." 
Leadership is being able to cor-

^ j ral your passion and infuse it in 
others. "Leadership is knowing 
when to hold em and knowing 
when to fold em," he says. "Lead-
ership is managing from your 
head, but letting your heart come 
along for the ride for those most 
crucial decisions." 

Gardner marvels at the young 
talent he sees working in the green indus-
try. "When I look at the skill level I had 
when I graduated from college, I shut-
ter to think that I could even call myself 
prepared," he says. "These young people 
today are so much better prepared for 
the business world than I was. And that's 
fabulous." But if he has one bit of advice 
for young people, it's this: Slow down and 
be patient. "The word patience' has left 
their vocabulary if it was ever there," he 
says. "It's just a different society today 
- not necessarily better or worse - but 
there's a different mentality today about 
how you get from step A to step B." 

H O W HE WORKS. Gardner actually 
starts his day in the middle of the night. 
Armed with a pad of paper and a pen at 
his bedside, he makes lists - all the time. 
If an idea strikes while he's sleeping, he 

jots it down when he wakes up. In fact, 
everything is written down. "My first boss 
told me never to go into any meeting 
without paper and a pen. Today, maybe 
it's a laptop," he says. "But he taught me 
preparedness. If you're prepared, you will 
succeed." 

Its that type of preparedness that his 
friend and colleague Norm Goldenberg, 
who serves on the board of directors of 
Project EverGreen, says helps Gardner 
succeed and reach out to others. "He's able 
to boil down all kinds of info and present 
it to us in a way that's easy to read and 
understand," Goldenberg says. "He's just a 
great communicator. That's what he does. 
He's a very friendly, amiable guy. He meets 
new people very quickly and he's just a 
wonderful person." 

Fogarty describes Gardner as someone 
who doesn't take the status quo as the way 
it has to be. "He found a way to organize 
the hundreds of people who write about 
our industry, when everyone told him he 
couldn't do it," Fogarty says. "I think it 
was an incredible thing he did." 

Gardner's goal every day is to return 
messages promptly. If he's in the office, his 
goal is to return any phone call within two 
hours. If it's an e-mail, he'll reply in 24 
hours or less. "With young people today, 
there's not anything that even resembles 
that," he says. "You can not only go days 
without hearing from them - you may 
never hear back from them. From a busi-
ness courtesy standpoint, there are things 
I've learned I can share with young people. 
And, in turn, I can learn from their talent, 
so its a two-way street." 

Gardner says he starts off every day 
knowing that if he's not around tomor-
row, there will be someone to take his 
place. "I'm only as important as the people 
I work with and communicate with every 
day," he says. "I'm not curing cancer. I'm 
not teaching 6-year-olds how to read. I'm 
one bead on a rosary of people trying to do 
the best we can to help others do their jobs 
better and understand the importance of 
what this industry is all about." 

Says Sandy, "With Den, what you see 
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iving a dream 
N a m e : SCOTT J A M I E S O N 
A g e : 4 5 
Title: President & CEO 
C o m p a n y : The Care of Trees 
Location: Wheel ing, III. 

Career Highl ights: 
• College - DePaul University; 1994; MBA; 

Michigan State University; 1985; masters 
in urban forestry; Purdue University, 1984, 
bachelor's in urban forestry - Mankato; 
1973; majored in jounalism 

• President and CEO, The Care of Trees, 
1998 

• Instructor on tree care for homeowners, 
Morton Arboretum; instructor on tree planting 
and care, Chicago Botanic Garden 

• Organizations: Tree Care Industry Associa-
tion; Illinois Arborist Assocaition; Internation-
al Society of Arboriculture; Mayor Daley's 
Landscape Committee; Open Lands Project; 
Greater North Michigan Avenue Association 

Scott Jamieson helps others cultivate a passion for trees. Never underestimate the importance of a tree. 
This has never ceased to amaze Scott Jamieson in the two 
decades he's worked in the green industry. Regardless of 
culture or economic background, a tree is much more than 
a coarse trunk, outstretched limbs and green leaves. 

"I teach this class for Tree Keepers, which is part of 
the Open Lands Project based out of Chicago," Jamieson says. "I was 
teaching on the city's south side, which, if you know Chicago, is a pretty 
rough area. This woman said to us - and I'll never forget it - Taking care 
of my trees now makes me want to clean my windows.'" 

Educating people about tree care enlightens them on the importance 
of trees. "When people have a sense of ownership with their trees, those 
trees, even in a tough neighborhood like Chicago's South Side, they 
survive," Jamieson says. 

And this wasn't an isolated incident. Throughout his career people 
have demonstrated time and again their emotional attachments to trees. 
Caring for trees is much more than making an environment look pretty. 
There are strong social aspects, as well. "I've had clients break down in 
tears if we had to remove a tree from their backyards," he says. "It was 
literally a part of their family." 

Those are the types of clients Jamieson and the 500 people at The Care 
ofTrees tend to work with - those with passionate, emotional connections 
to trees who see their true value. 

And as the president and CEO of the Wheeling-Ill.-based arbor care 
company, Jamieson has seen it as his duty to not only relay this message 
to the people his company serves, but also to make sure his employees 
appreciate the fact that they are not just taking care of trees. They're 
protecting an important piece of many people's lives. "People put a lot of 

By M i k e Z a w a c k i 



"You don't always get it right and sometimes people will fail. But that's one of a 

leader's main responsibilities - to put the key in the ignition, turn it on and see if 

they can go." - Scott Jamieson 

emotional investment in trees," he says. "For 
me, the satisfaction is preserving the trees 
that have survived for generations and still 
remain standing. To preserve that is quite a 
legacy." 

ASCENSION. Gary, Ind., in not often asso-
ciated with the great outdoors. Set in the shad-
ow of steel factory smoke stacks, Jamiesons 
hometown of suburban Miller was a tough 
place to grow up. But mechanized progress 

hadn't yet caught up with this enclave and the 
region s lakefront area remained relatively pre-
served. The interplay between pristine beauty 
and industrial pollution fascinated Jamieson. 

"I remember standing on a sand dune 
and looking off to the left you could see the 
belching smoke from the steel mills," he 
says. "Yet, here was one of the best preserved 
ecosystems in the United States." 

He was determined then to take back 
the areas destroyed by progress and bring 

them back to healthy, sustainable settings. 
Spurred on by this passion for the outdoors, 
Jamieson wanted to make a career out of 
understanding the natural environment. He 
attended Purdue University where he majored 
in urban forestry. "Scott was in the very first 
arboriculture class I thought in 1983," says 
Harvey Hold, a professor of urban forestry at 
Purdue. "He was an exceptional student." 

Jamieson s early perceptions changed as he 
immersed himself further into his education. 



scott jamieson on 
Q . What is the environmental message you feel you represent in your role in the industry? 

A « "I got into this profession because of a love of the environment based on the environmental struggle and 
balance I witnessed growing up in Gary, Ind. Today the "environment" isn't simply the rural countryside or 
the forests. It's in our backyards, where we go to work; it is something we interface with each and every 
day. Even those bound to an office have an environment to care for and make better. 

"As C E O I really do see myself leading our organization in growth in a service business that 
makes a difference in the world. As an arborist it might be easy to take for granted that we can make a 
positive difference in the world by the work we do. We care for trees and most of us know trees are vitally 
important to the health of this planet. On a small scale, in that small environment, a single tree can be vitally 
important to that ecosystem and the sustainability of the site. When an arborist climbs into a tree, he or 
she suddenly witnesses an entirely different ecosystem up in the branches and canopy of the tree. There is 
a complete world there and that world is connected to other trees, other plants and animals and ultimately 
back to us. How we run a business and how we teach our people to treat the environment shows up in the day 
to day. One of our values is "environmental stewardship." We call it out. We let our people know that a 
value of our company is being a steward for the environment." 

Q» What is the industry's role in the environment today? Where do you see your role. 

A. "As an industry leader I must be involved in our industry associations to help foster work with the 
environment. It is a responsibility of an industry-leading company. Our industry is in a unique position of 
positively impacting the environment. We don't sing that song enough to our clients and the public in general. 
The industry also has the ability to shape legislation that will benefit the environment as well as our busi-
nesses. They are not mutually exclusive." 

Q. Where do you see the industry's role in the environment in the next five to 10 years? What are your 
goals for improving your company's environmental focus in the coming years? 

A. "Fuel and the use of alternative fuels is key. Reducing the emissions of our vehicles makes sense. We need 
to lead this. Isn't it a win-win when we can be caring for the very trees that clean our environment using 
trucks, saws and chippers that have zero emissions and even run on a renewable resource? That is where we 
all need to be heading. At The Care of Trees we are utilizing hybrid technology in our sales vehicles. We aggres-
sively recycle in all offices. We are replacing incandescent lights with compact fluorescent lights where possible. 
We are very active in environmental conservation/sustainability groups in all of our markets. Having our people 
involved in the communities they serve for causes they believe in like the environment keeps their internal 
fires burning." 

Q . Why is it important for green industry professionals to be stewards of the environment? 

A. "This trend of environmentalism and sustainability is not another fad - it is truly a trend and a 
trend we should be leading. Without 'green' would we have a 'green industry?' Our green industry 
professionals have a very awesome position in this world - an opportunity to make money doing something 
that makes a positive difference in the world. Like Warren Bennis said to me, 'Wow, you do good for the 
work and make money at it.' Isn't that what making a 'living' should be about?" 

Q* What do you do on a consistent basis to make your voice heard and support the industry? 

A. "Never enough. I have been on boards, will be on boards, will continue to be involved in meetings and 
programs. I write articles. I sponsor and send personal money for political action committees that can help 
drive the change we need in Washington. In my current role one of the best things I can do for our industry 
is to grow our company in a manner that makes our teammates, clients and the industry proud. If The Care 
of Trees can be noticed by the business world outside of our industry as a place that employs a team doing 
good things for the world, that certainly helps support our industry." 



"Early on I wanted to be out in a rangers 
tower away from everybody," he says. "Most 
students, when we go out to recruit, that's 
what they want to do, too. But I discovered 
it was cooler to be able to work with nature 
in the city where people lived and where most 
of the population is. I still have this attraction 
to make tough urban places better." 

Following his undergraduate work, Ja-
mieson attended Michigan State University 
where he earned a master's degree in urban 
forestry in 1985. Some years later Jamieson 
returned to school for an MBA, which he 
earned from DePaul University in 1994. 

Following his masters work at Michigan 
State, Jamieson worked as a tree and shrub 
specialist for ChemLawn. He worked in the 
company's Hickory Hills, 111. office during the 
summers while in school. He later became sales 
manager of the company's Mokena, 111. office 
overseeing a fleet of 60 trucks. "I'd worked 
my way up the ChemLawn ladder and got 
away from trees on the lawn care side, which 
was what they were all about," he says. "But 
that wasn't where my passion was." 

Jamieson returned to tree care when he 
accepted a position as an arborist for Hen-
dricksen, The Care of Trees in 1989. The 
company was being led by two industry icons, 
Larry Hall and John Hendricksen. "They had 
just merged their companies and had a laser 
focus on arboriculture," Jamieson says. 

Jim Kielbaso, a professor of urban forestry 
at Michigan State while Jamieson was working 
on his master's degree, facilitated the meeting 
between Hendricksen and Jamieson. 

"These two were a just a good fit," Kiel-
baso says. "Scott's a can-do guy. He's a forward 
thinker with all kinds of ethics, values and 
responsibility. I knew he was good and capable 
of almost anything, but I admit I didn't really 
know how good he would become." 

At The Care ofTrees Jamieson returned to 
his roots spraying and fertilizing trees while 
at the same time learning how to climb. 
He soon was leading a pruning crew, an 
experience he says prepared him for future 
management roles because it gave him a 
greater appreciation for field operations and 
the estimation process. Most importantly, 
though, he learned how to deal with people, 

especially with work crews, which were largely 
staffed with Hispanic workers. 

"When you're out in the field, and you 
work alongside of anybody, one of the best 
languages is hard work," he says. "If you can 
work hard alongside someone and support 
and care about them, you can gain their 
respect without knowing the language." 

Jamieson advanced to become a sales 
arborist for the downtown Chicago market. 
"Selling tree care in downtown Chicago was a 
dream," he says. "What could be better than 
caring for trees in an urban environment?" 

After a few years of cutting his teeth 
in Chicago sales, Jamieson became district 
manager in 1991, regional vice president in 
1994 and chief operating officer in 1995, 
where he was responsible for all operations 
in the Chicago operating unit. 

Jamieson excelled at each new assignment, 
which was propelled by a desired to better his 
management and sales skills. "I kept moving 
along," he says, "and I kept taking advantage 
of training and opportunities to learn. Cir-
cumstances occurred and suddenly I'm vying 

for certain positions in the company." 
In 1998, Care ofTrees named Jamieson 

its president and in 2003 the company added 
the title of CEO. 

Jamieson's advancement up the corporate 
ladder had as much to do with seeking out 
opportunity as it did with the synergy between 
him and the company. 

"It so happened my values and the values 
of the organization matched up really well," 
Jamieson says. "I really believe that in life what 
you do is match up your values. If there's a 
match then magical things can happen. People 
call it a lot of things - The Secret, The Laws 
of Attraction - I think it's a harmonization 
of your values, and that's what has lead to 
my success within the organization." 

The year The Care ofTrees named Jamie-
son its president the company reported about 
$26 million in revenue. This year revenue 
should near $53 million and the company 
will employ at 25 locations more than 500 
people, a number that's nearly doubled during 
that same time period. 
LEADERSHIP. Jamieson doesn't envision 



the traditional pyramid structure when he 
contemplates his role at The Care of Trees. 
Instead, he sees himself as the center of a 
ring of circles. Each circle in that structure 
is a constituent he, as CEO, must satisfy. 
Each is linked to the others in that same 
circle. "I have to serve a board of director," 
he explains. "I have to serve the employees 
in the organization. I also have to serve the 
community and the industry. And then there 
are our clients. 

"At times its very difficult to serve all of 
those constituents equally," he adds. "For 
me, as a leader, I go back to that question 
of whats the right thing to do right now 
for whatever constituent I'm dealing with. 
Ultimately, though, it comes down to what's 
the right thing for the organization." 

Jamieson's leadership is evident not only 
in his company, but also within the industry, 
says Cynthia Mills, CEO of the Tree Care 
Industry Association. "Scott lives out his 
values as a leader and he does not accept the 
status quo," Mills says. "He shows through 
his leadership that no matter how successful 

you are there is always room for improvement. 
These are not only the values he holds his 
company to, but he also holds himself to." 

Being an effective leader also means 
encouraging and developing leadership. 
Typically a group identifies its leaders as the 
charismatic and outgoing people with fol-
lowers. Jamieson disagrees. "You don't build a 
successful company with only stars," he says. 
"You build a successful company with ordinary 
people who you help create extraordinary 
results. Bringing out the full expression of 
people, their skills and talents in the workplace 
is what leadership is all about." 

A little bit of confidence is often all that's 
needed to unlock the seeds of leadership. "I've 
seen a lot of people in our organization think 
they don't have much potential," he says. 
"Then you invest a little bit of time in them 
and a light goes off. The next think you know 
they're some of the most successful managers 
in your organization." 

Jamieson remembers running the Chicago 
region and having a difficult time finding a 
district foreman. He wondered why a crew 
leader at another office, a prime candidate 
for the position, hadn't applied. Jamieson 
drove to a job site and, taking the crew leader 
aside, explained he would be great at the 
position. "He looked at me as if he'd never 
heard anything like that before," he says. "He 
applied, got the job and it was as if someone 
put the key into his ignition. He just took off. 
You don't always get it right and sometimes 
people will fail, but that's one of a leader's 
main responsibilities - to put the key in the 
ignition, turn it and see if they can go." 

COMMITMENT. Family is another of 
Jamieson's passions and he enjoys sharing 
his love for the natural world with them. He 
recently lead a field trip for his 8-year-old 
daughter's class to the Morton Arboretum. 
"I'm committed to preventing nature defi-
ciency syndrome in children," he jokes, but 
adds an all too serious issue is a generation of 
children who don't have the same exposure to 
the outdoors previous generations did. "It's 
so easy for kids today to spend time in front 
of the computer instant messaging or play-
ing video games. There isn't as much open 

space where they can just run in the woods 
and explore." 

Remembering his own childhood, he 
sought the outdoors to escape living in a broken 
family and in a poor neighborhood. "It's not 
a sob story, just the opposite," he says. "That 
experience empowered me to create something 
different for myself." 

Part of that is fostering an appreciation for 
the natural world. To achieve this Jamieson has 
devoted himself to a number of professional 
and community service groups throughout his 
career, including the Illinois Arborist Associa-
tion, Chicago Green Corps., the Greater North 
Michigan Avenue Association and the Chicago 
Botanic Garden, to name just a few. 

He also devotes himself to guiding the 
next generation of tree-care workers. Jamieson 
serves as an instructor at Michigan State and 
Purdue, the Morton Arboretum and the Chi-
cago Botanic Gardens. He's also a mentor with 
the Elmhurst College Mentoring Program. 

With regard to the industry, Jamieson is 
committed to increasing safety standards in 
tree care. As its top executive, he's made safety 
a mission of paramount importance at The 
Care of Trees. 

Tree care is one of the most dangerous 
professions in the nation. According to indus-
try statistics, in 2006 tree care had about 53 
fatalities per 100,000 workers - that's roughly 
one death per week. "As the company's new 
president Scott took the initiative for increased 
safety and he's taken it to new levels at The 
Care of Trees," Mills says. 

The industry has a responsibility to ensure 
every worker comes home at the end of the 
day, Jamieson says. That's why he has made 
safety a vital mission for The Care of Trees. 
However, the safety program's success is only 
as effective as the leadership that carries it 
out, he says. "We view safety as a function 
of leadership," he says. "It starts with me. If 
I am not credible or approachable, our safety 
program will not generate the benefits we want 
and our people will be at risk. 

"Good, bad or otherwise, what happens 
throughout the organization is the direct 
result of senior leadership," he says. "And, in 
my case, that comes down to me." • 



all for one 
Knowing that it takes more than one person to truly get the job done, 

Erica Santella leads with others in mind. 

When Hurricane Andrew devastated most of South Florida in 1992, 
many of the areas TruGreen branch managers found themselves in 
desperate situations. Julie Jesse, then manager of the Ft. Lauderdale 
branch, received countless calls from corporate managers who were 
mainly concerned with the disaster's impact on company revenue. 
Tired and frustrated, Jesse then received a call from Erica Santella, 
region technical manager of the Orlando branch, who asked what 

she could do to help. Twelve hours later, Santella arrived in Ft. Lauderdale driving a trailer 
loaded with the equipment and supplies Jesse needed to get her branch back up and run-
ning. "Her response was amazing," Jesse says, adding that the two women barely knew 
each other at the time. "When everyone else was concerned about revenue, Erica was 
concerned about the people." 

Thinking of others comes naturally to Santella. Whether its spending her days off 
shopping for new materials to better train 24 branches worth of crews, to adopting home-
less dogs (she and her husband, Noel, have taken in more than a dozen over the years) to 
donating platelets to the American Red Cross as often as she's allowed (she recently hit the 
55-gallon mark and is aiming for 100 gallons in the next decade) she is ready and willing to 
help when and wherever she is needed. "People in the industry call her if there's a problem 
because they know she'll always be there," says Jesse, who today is Santella's best friend. 
"She's approachable and she's reachable, and that's an important part of leadership." 

LEADINGTHE WAY. Many who know her agree that Santella's accessibility is one reason 
she is such a respected leader in the lawn care industry. Other reasons are her patience, 
fairness and her ability to communicate and get things done. "Her personality is very ef-
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N a m e : ERICA MARIE SANTELLA 
A g e : 5 0 
Title: Region technical m a n a g e r 
C o m p a n y : TruGreen 
Location: O r l a n d o , Fla. 

Career Highl ights: 
• 1978 —Earned a Bachelor of Science 

degree in agriculture from the University of 
Illinois, Champaign-Urbana 

• 1983—Earned a Master of Science degree 
in agronomy from the University of Arkansas 

• 1983—Joined ChemLawn as a research 
associate 

• 1985—Moved to Florida to open 
ChemLawn's Central Florida Research branch 

• 1987— Appointed to Florida region technical 
manager position 

• 1995— Was named TruGreen-ChemLawn's 
Florida region staff person of the year 

• 2000— Became the first female president of 
the Florida Turfgrass Association 

• 2000— Served as chair for the "Green 
Industries Best Management Practices" 
reference guide 

• 2003— Was appointed to the Florida Pest 
Control Enforcement advisory council 

• 2006— Received the President's Award from 
the Florida Pest Management Association 

• 2006— Received the Wreath of Grass Award 
from the Florida Turfgrass Association 

• 2007— Was appointed to the Dixon 
Research fund committee by the Department 
of Agriculture and Consumer Services 

fective when it comes to communicating," says Kirk Hurto, vice president of 
TruGreen technical services. "She can decide the right thing to do and then 
convince others why its the right thing to do. They're confident in the decisions 
she makes because they know she has their best interests at heart." 

But unlike some leaders who influence others with force or even intimida-
tion, Santella leads with a level-headed hand and realizes that you can attract 
more bees with honey. "There are some leaders who have very boisterous, driver 
personalities," Hurto continues. "Erica knows how to get other people to work 
with her because she's more of a coaching leader than anything else." 

Santella's leadership capabilities span beyond crews and colleagues and into 
her day-to-day dealings with clients, association members, industry volunteers 
and politicians. In addition to her role at TruGreen, she is also extremely active 
in the quest to protect Florida's water quality and quantity. In fact, she says 
her participation in writing the Florida reference book "Green Industry Best 
Management Practices," which she describes as "the bible when it comes to 
water quality," is one of her biggest career accomplishments to date. Santella 
was chair of the project, a joint effort between the Department of Agriculture, 
the University of Florida and various water management districts. 

Being an effective communicator is important when interacting with 
such a wide variety of people - especially high-profile people to whom time 
is always a factor. "A professor I had during my graduate studies stressed that 
good writing does not have to be difficult to read. It should be easy on the 
eyes and get the point across in as few syllables as possible," Santella says. 
"Members of local governments have so much on their plates - what do they 
want and need to know about slow vs. soluble fertilizer? You have to be able 
to boil it down for them." 

Santella credits the bulk of her leadership capabilities to what she's learned 
from Jesse over the years, and both women agree that their roles at TruGreen 
brought them together and put them in the positions to learn from each other. 
"Leaders used to be the hard-nosed men, but these days they can come in 
many different forms," Santella says. "True leaders have to be respected and 
there is a big difference between fear and respect." 

Being a respected woman in a male-dominated field can be difficult, and 
even intimidating. But if you're good, you're good, and true expertise is a gift 
whether coming from a man or a woman. "It's hard to be a woman in this 
industry, especially 20 years ago when Erica started out," Jesse says. "Clients 
expect a man to come and help them with their problems and here comes Erica 
- but she has no trouble getting down and dirty with the best of them." 

Santella's minority status in the industry has never really bothered her, she 
says, even though it spans all the way back to undergraduate school when she 
was usually the only female in her classes. "I never felt intimidated when I was 
the only woman in a class," she says. "In fact, I wondered why more women 
didn't enter this field." 

GETTING THERE. As a young girl growing up on the Southwest side of 
Chicago, Santella's first love was animals, but severe allergies directed her at-
tention to the next best living thing: plants. "She always loved plants and took 
a real interest in the yard," says her mother, Rita Miller. "And she always had 
some sort of project going, like nursing a sick bush until it was healthy again 
or planting a patch of gourds just to watch them grow." 

She attended undergraduate school at the University of Illinois, Cham-



erica santeiia on environmental stewardship... 
Q . What is the environmental message you feel you represent in your role in the industry? Why do you think it's important 

for you to think about the environment in your day-to-day business dealings? 

A . "As we grow and develop new communities, turfgrass has a role to play as nature's best water filter. Training 
of employees and customers is an on-going process. You can't give a message once and expect it to sink in. We 
are the conscience for the public. Most of our customers don't understand (or want to understand) the negative 
effects that can happen if lawn and ornamental care are not done properly. The average person is concerned 
about the environment, but really has no idea how to make a positive impact. As lawn and ornamental 
professionals, we have the opportunity each and every day to educate them on the value of what we do." 

Q . Where do you see the lawn care industry's role in the environment today? Where do you see your role specifically as 
a part of that? 

Am "We are educators. We must teach our customers, the general public and even university researchers what lawn 
and ornamental service companies do to help protect the environment. Invite a regulator, extension agent or 
university researcher into your facility to let them see that making a profit and being a sound environmentalist 
can both be accomplished by the same company. Whether it is an approved materials list or untreated buffer 
zones around water, I encourage other Florida TruGreen managers to get as educated as possible and to get 
involved in the local community." 

Q * Where do you see the industry's role in the environment in the next five to 10 years? What about your role - what 
are your personal and professional goals for improving your company's or employees' environmental focus in the coming 
years? 

Am "We have to play an active role in the regulatory process. This means going to meetings and having our voices heard. 
It can sometimes be difficult to determine which meetings to attend. Personally, I will continue to be involved with 
the Department of Agriculture and Consumer Services, Department of Environmental Protection and the University 
of Florida. I will be an active member of professional associations, such as the Florida Pest Management 
Association. From this involvement, you often make contacts that you have no idea will be important. Never 
underestimate the value of the people you know." 

Q * Why do you think it's important for green industry professionals to be stewards of the environment? 

A m "We are in the public eye each and every day. There is always someone watching what we are doing, and there 
are those who don't appreciate our positive impact on the environment and economy. We have to show that we 
are concerned about the environment. And why wouldn't we be? We live here, along with our families 
and pets." 

Q * What do you do on a consistent basis to make your voice heard and support the industry? What special things 
do you do? 

Am "I attend a lot of meetings, and I listen and read. I read every professional magazine that comes out to see what 
I might be missing. I'm not shy about calling up a competitor to ask if they have heard about an issue. I encourage 
our local facilities to stay involved in local issues. Our Ft. Lauderdale location, for example, participates in an 
annual Water Matters Day. The first year, some attendees were somewhat taken aback to see a lawn care 
company at an environmental event. They shouldn't be! Our Vero Beach location has had informational booths at 
the area's county fair at the request of an extension agent. We need to appear in places where we are not 
expected to be." 



paign-Urbana, where she "floundered though 
and dabbled in several majors," including 
computer science, forestry and botany before 
finally settling on agronomy. Santellas parents 
were strong proponents of education and 
expected all of their children (Santella is the 
third of four) to attend college. However, 
what they studied while they were there was 
strictly up to them. "My dad was a chemist 
and my mom was a math teacher - I was 
bound to be a geek," she jokes. "They just 
assumed all of us would go to college, but 
there was never a time I was told, 'Oh, you 
don't have an agricultural background, why 
are you going into that?'" 

To earn money during college she took 
a job performing field work for a soybean 
breeder where she gained an appreciation 
for applied research. Upon graduation, she 
responded to an advertisement for a research 
associate at the University of Arkansas in 
Fayetteville where she could work full time 
while earning a masters degree. "I applied, 
got the job and headed West with my two 
dogs, my fish and whatever else fit into my 
Buick Skylark," she recalls. 

For five years, Santella worked under 
Professor John W. King, who "hired her when 
all she had was potential." Here, she and the 
three students working under her experienced 
the gamut of the lawn care industry - she 
ran turf plots, worked with spray equipment 
and learned about mowing, irrigation and 
weed control. In addition to her station in 
Fayetteville, she also had one in Little Rock, 
and worked at both while earning her master's 
degree in agronomy. 

Santella loved her work in the applied 
research field, and swore to many she would 
never leave it. After graduating from the 
University of Arkansas, she began searching 
for a job with a chemical company that would 

allow her to continue applied research - a tall 
order considering there were few companies 
that offered that type of work, specifically 
for lawns and ornamentals, back in 1983. 
ChemLawn, the company's name prior to 
its 1992 merger with TruGreen, was one 
such company, and Hurto hired Santella as 
a research associate in Douglasville, Ga. Soon 
after, she was transferred to Orlando, Fla. to 
help expand the company's Florida market. 
In the late 1980s, Hurto suggested San-
tella take on the position of region technical 
manager, a job that initially focused on the 
training of employees. She accepted and has 
worked at TruGreen in that position ever 
since. "Once I began to do training with 
our branch's employees, I was hooked," she 
says. "My mom was a teacher, so maybe it's 
in my blood." 

Though she certainly had the educational 
background and the "genuine interest" in 
the line of work, Hurto says Santella was a 
quiet and rather shy person when she started 
at ChemLawn 24 years ago, which is ironic 
when thinking about the fairly pubic position 
she's currently in. "She was so focused on the 
research and she thought that would be her 
primary goal," he says. "When I first suggested 
she take on the role of region manager, she 
was reluctant to the idea. I still tease her to 
this day because she can't imagine not doing 
the work she's doing now." 

C O M M O N G R O U N D . What Santella 
does now varies considerably from day to day. 
"While the title has not changed, the responsi-
bilities certainly have," she says. "Training still 
remains a key job, but the regulatory process 
has also entered into view." For example, 
in a week's time, she'll conduct field visits, 
perform regulatory work, track chemical 
use, meet with county commissioners, lead 

safety training meetings and determine the 
cause of a client s patchy lawn. Other times, 
she'll participate in state and local associa-
tion meetings to discuss current water and 
fertilizer regulations. The one predictable day 
of the week, Monday, is usually reserved for 
"catch-up type work." 

"Training is her forte," Jesse says, and it 
currently takes up about a third of Santellas 
time. Knowing how important well-trained 
employees are to the future of the industry, 
she strives to come up with innovative ways 
to make learning interesting and fun. Her 
mentor program combines online, visual, 
hands-on and formal classroom training 
to provide new employees a well-rounded 
educational experience. 

Santellas array of responsibilities requires 
her to interact with people from all walks of 

"It sounds strange now, but I used to think to myself that my ideas were weird and not of any value. 

Then one of two things would happen - either someone else would bring up the same idea or after the 

meeting someone would say, 'Why didn't you say that earlier!"' - Erica Santella 



life, her favorite aspect of the job, she says. 
"Everyday I learn from the people around me 
- whether it's the guys in the warehouse, a 
company president, a client or a politician," 
she says. "Plants are a big part of it, but the 
people part is what I enjoy most." 

All of this diversity, combined with con-
troversial issues like pesticides and water use, 
means conflict is almost inevitable. Santeiia 
has dealt with her fair share of opposite-
minded individuals, but never lets it interfere 
with her mission. "When you're sitting across 
the table from a Sierra Club member discuss-
ing pesticide use, some people ask why I even 
bother," she says. "But my mother always said 
that when you're working with people with 
very diverse viewpoints you must find some 
common ground." 

Like her mother, who was active in Chica-
go's civil rights movement in the 1960s, and 
her grandmother, who fought for a woman's 
right to vote, Santeiia knows that her efforts 
are works in progress, a philosophy that has 
been particularly helpful when dealing with 
city, county and state regulatory agencies. 
"You have to take your successes as they 
come and build upon them - there is no 
point where you have won,'" she explains. 

"Digging in your heels and being bitter and 
ornery won't get you far. If my mother could 
work successfully with a racially polarized 
group on the Southwest side of Chicago, we 
can work through our issues too." 

Despite all she does, Santeiia is the last 
to take credit for any of it. In fact, she gets 
a bigger thrill out of seeing a newcomer 
participate at a meeting for the first time or 
find the courage to speak up and share an 
idea. Perhaps this is a reflection of her once 
reserved ways. "I wish I would have learned 
earlier the value of speaking up when you 
have an idea," she says. "It sounds strange 
now, but I used to think to myself that my 
ideas were weird and not of any value. Then 
one of two things would happen - either 
someone else would bring up the same idea 
or after the meeting someone would say, 'Why 
didn't you say that earlier!'" 

Miller agrees that her daughter's presence 
has always been strong, yet silent. "Erica's 
quiet, but once she talks, it's worth listening 
to," she says. "I imagine that's how she is 
during meetings too. She doesn't talk just to 
have the floor." 

Hurto says this ability to let others have 
the floor is part of what makes Santeiia such 

a successful leader. "She gets people to open 
up because they know she'll listen to what 
they have to say," he says. "The nature of her 
personality has won over many people who 
were once averse to trying new things, and 
her can-do attitude has helped people become 
better at what they're doing." 

After all these years, Santeiia still strives to 
be better at what she does - and sometimes 
forgets when to stop. "We live a few hours apart 
but we make the effort to get together once 
every few months," Jesse says. "On these days 
she's supposed to take the day off, but, really, 
she's always working. She is so involved in her 
career and in the industry that sometimes it's 
hard to separate herself from it." 

But Santeiia has clear ideas of what in-
dustry professionals like herself need to do 
to direct the industry where it needs to go 
in the future. One of the first tasks at hand 
is improving the training and education of 
industry employees, she says, stressing the fact 
that math and interpersonal skills are just as 
important as application skills. 

Santeiia adds that the ornamental side of 
the industry also presents a huge challenge for 
those who are unfamiliar with all the different 
terminology. "People tend to learn lawn care 
relatively quickly and then become afraid of 
trees, shrubs and palms," she says. "We need 
to think of them simply as other plants and 
build upon our knowledge of grasses." 

The pesticide debate and water use restric-
tions will continue to plague the industry in 
years to come, Santeiia says, and everyone 
needs to be prepared to do their part. "I've 
heard that 10 percent of the population is at 
the extreme ends of any debate, and our debates 
are no different," she says. "As an industry, we 
need to target our efforts to the middle 80 
percent of the population to better inform 
them about the value of what we do." 

Nobody is more aware than Santeiia 
that these feats can't be accomplished by one 
individual. But she is living proof that one 
individual can inspire and encourage others to 
think, participate and contribute to a common 
cause. "Erica's a real example of someone who 
knew her own strengths at an early age," Miller 
says. "I'm very proud of her professional ac-
complishments because they are all hers." • 
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N a m e : T O M S H O T Z B A R G E R 
A g e : 5 2 
Title: Genera l m a n a g e r 
C o m p a n y : Tomlinson Bomberger L a w n 
C a r e & Landscape 
Location: Lancaster, Pa. 

Career Highl ights: 
• Appointed by Pennsylvania's governor to 

serve on the Pesticide Advisory Board, 2007 

• Committee chair of Renewal & Remembrance 
at Arlington National and Historic 
Congressional Cemeteries, 2007 

• Bachelor's degree, Applied Psychology/ 
Organizational behavior, Albright College, 
Reading, Pa., 2001 

• Reviewed well-know pathologist Alex Shigo's 
book "Modern Arboriculture" prior to 
publication 

A education-filled career guides Tom Shotzbarger in 

advocating for the industry. 

Professionals in the landscape industry are typically categorized 
in one of two ways. You're either a "plant guy" who's had to 
learn about sales, management and finance, or you're a "busi-
ness guy" - an entrepreneurial type who's accrued horticultural 
knowledge along the way. 

Tom Shotzbarger is neither. Or he's both, depending on which way 
you look at it. Though the general manager of Tomlinson Bomberger 
Lawn Care & Landscape in Lancaster, Pa., doesn't fit into one of the 
typical green industry "types," one thing is for sure - Shotzbarger is an 
education guy. And it highlights why his 34-year-long career in the green 
industry has been both fulfilling and successful. 

"Tom only has one degree, but he probably has enough education to have 
two and a half by now," says Joan Shotzbarger, Tom's wife of 30 years. 

In addition to continually pursuing his own education, Shotzbarger has 
been on the giving end, too, serving as an instructor at several community 
colleges and conducting talks and training sessions at countless industry 
events over the years. If you need evidence of Shotzbarger's commitment 
to education, take a look at his signature. He lists his professional certifica-
tions after his name, which isn't notable in itself, as its a common practice 
among professionals. But most professionals don't have eight certifications 
flanking their names like Shotzbarger does. "He has to be the reigning 
champion in all of PLANET in professional certifications," says friend 

B y M a r i s a P a l m i e r i 





"A positive image for the green industry is critical, and things like more training, better 

education and professional certification help foster and improve the public's perception that 

what we do is create and maintain the quality of life in communities/' - Tom Shotzbarger 

and former colleague Fred Haskett, managing 
partner of U.S. Lawns West and St. Charles 
County in St. Louis. (See sidebar below to 
learn about Shotzbarger s eight certifications.) 
"I have two and I thought I was doing pretty 
well," says Haskett, jokingly. 

Though the alphabet soup may seem like 
overkill, Shotzbarger doesn't promote his cer-
tifications for self-serving reasons. Certifica-
tion is one of his "causes." He believes it's one 
of the factors that will contribute 
to improving 

public perception of the green industry. 
"A positive image for the green industry is 

critical, and things like more training, better 
education and professional certification help 
foster and improve the public's perception 
that what we do is create and maintain the 
quality of life in communities," he says. 
So when clients and peers notice the eight 
designations after his name, they ask about 
them. "It really adds value to not only my 

career but the whole industry." 
Continually seeking opportunities 

to better the industry and himself 
through education and volunteerism 
are the hallmarks of Shotzbarger's 

THE R O A D O U T WEST. 
Shotzbarger got his first taste of 
the green industry during his 
senior year of high school in 
Philadelphia. After three and a 
half years working part-time 
at a card and gift shop, he felt 
the urge to work outdoors. 
He asked around, and a 
friend of a friend got him 
a job with Liam Ferns 
Landscaping. 

Shotzbarger enjoyed 
the job mowing lawns 
and continued to work 
there during the sum-
mers when he at-
tended Haverford 
College in Haver-
ford, Pa. At the 
time, Shotzbarger 
pursued a liberal 

arts degree, but he 
didn't yet have a clear 

goal for his education. 
After two years he decided to put it 



torn shotzbarger on environmentalism... 
Q * What is the environmental message you feel you represent in your role in the industry? Why do you think it's 

important for a green industry professional like yourself to think about the environment in your day-to-day 
business dealings? 

A. "Always consider the impact on the environment and not just profit opportunity. For example, it is 
unnecessary to damage trees by drilling holes to deliver materials directly to the trunk or roots when 
non-invasive, non-damaging methods are appropriate and effective. Landscape professionals are in the 
public eye and need to set a good example." 

Q . Where do you see the industry's role in the environment today? Where do you see your role specifically as a 
part of that? 

A. "We need to improve the public perception that we are educated and scientifically competent to be 
environmental stewards. We need to be more proactive in delivering a positive message about the 
advantages and benefits for the public to use professional lawn care and landscape firms - Project Ever-
Green provides a perfect vehicle for us to deliver the positive message. Also, there is a position of reality 
and functionally, environmentally appropriate treatment somewhere between the extremes. Those who 
want to ban all pesticide use by professionals and not regulate the potential abuse by homeowners are 
misguided. There needs to be recognition that do-it-yourselfers are generally not as knowledgeable 
and conscientious about pesticide use as licensed, green industry professionals, who are trained, skilled 
and conservative in their use of pesticides. That issue is rarely addressed by the environmental 
extremists." 

Q . Where do you see the industry's role in the environment in the next five to 10 years? What about your role 
- what are your personal and professional goals for improving your company's or employees' environmental 
focus in the coming years? 

A « "I see the future role of the industry as using appropriate trees, shrubs and groundcovers that are best 
for the location, using insect- and disease-resistant varieties, advocating and training for integrated pest 
management and plant health care and more training on the cultural practices necessary to create and 
maintain landscapes that add to the quality of life." 

Q « Why do you think it's important for green industry professionals to be stewards of the environment? 

A« "We should know more about the environments we create and maintain. Knowledge and professional 
practices create value and beauty." 

Q . What do you do on a consistent basis to make your voice heard and support the industry? 

A« "I support industry associations - PLANET, LCAR PLNA, TCIA, ISA and others, serve on the state of 
Pennsylvania's Pesticide Advisory Board and serve as committee chair for Renewal & Remembrance. I 
also like to write, train, educate and advocate." 



on hold until he mapped out a future. 
Though unsure about the type of degree 

he'd seek, Shotzbarger knew from his expe-
rience mowing lawns he wanted to work 
outdoors. Shortly after he married his wife, 
Joan, in 1977, the young couple moved across 
the country to Oregon, where Shotzbarger 
could pursue year-round employment in the 
green industry. 

With the understanding that he needed 
a crash course in Northwest plant material, 
Shotzbarger sought employment at one of the 
Portland area's best retail nurseries. Within 
a week he secured a job at Drake's 7 Dee's, a 
nursery and landscape services company. 

During his 12 years in Oregon, Shotz-
barger established himself as a student of the 
industry, taking horticulture classes at local 
community colleges and business classes at 
Portland State University. He also began his 
career as an educator in Oregon, teaching plant 
identification and landscape maintenance 
courses at Clackamas Community College. 

It was here, too, that Shotzbarger got 
the opportunity of a lifetime - the chance 
to work alongside pathologist Alex Shigo, 
considered by many to be the father of 
modern arboriculture. The two conducted 
tree biology training sessions together in 
the early 1980s. "He looked to me as not 
only a commercial practitioner, but also as 
an educator," Shotzbarger says. "Spending a 
week out in the woods with A1 Shigo was a 
remarkable opportunity to learn about the 
whys and hows of trees and arboriculture." 
He lists the privilege of previewing Shigo's 
renowned book "Modern Arboriculture" as 
one of the significant accomplishments of his 
career. "It was truly an honor," he says. 

M O V I N ' O N UP. The foundation for 
Shotzbarger's professional leadership style 
also was laid in Oregon. The credit for that 
feat goes to Bill Owen, owner of General Tree 
Service in Clackamas, where Shotzbarger 
worked for seven years. 

Shotzbarger credits Owen with introduc-
ing him to the science of arboriculture and 
teaching him the value of a leader's ability 
to own the decisions he makes. "There was 
an expression he used," Shotzbarger recalls. 

"There are three ways to do things. There's 
the right way, the wrong way and my way,' 
he would say. I learned there was a black 
and a white in many circumstances, but 
occasionally you do what the boss wants 
because he feels it's important. I learned an 
aspect of ownership - that the leader takes 
responsibility for the decision he makes." 

Shotzbarger has carried that lesson 
throughout his career, and it's clear he's done 
something right. After leaving General Tree 
Service to move back East, Shotzbarger 
changed jobs frequently - he just kept 
getting recruited. "Once I advanced my 
education and experience, it seemed a 
natural progression to change things up 
and I was getting offers on a regular basis," 
he says. "I've always been one to follow 
opportunity." 

Follow he did. After a short stint in 
New York, Shotzbarger moved back to 
Pennsylvania, where over a nine-year period 
he worked as division operations manager for 
Ehrlich Green Team, as regional horticultural 
specialist forThe Brickman Group and as gen-
eral manager for McFarlandTree & Landscape 
Services. 

These promotions presented some of the 
greatest challenges of Shotzbarger's career, 
which he tackled in the way you'd expect him 
to - by pursing education. His first major 
transition was moving from a production role 
into a sales position. It required a whole new 
mind-set, and Shotzbarger became a voracious 
reader of everything related to sales. The next 
big change - becoming a general manager 
- was Shotzbarger's motivation to complete 
his bachelor's degree. This time around, at 
Albright College in Reading, Pa., Shotzbarger 
chose the field of organizational behavior - a 
key ingredient of which is learning about the 
interactions between people. 

"One aspect of that is realizing more 
and more that life is not black and white 
- there's an awful lot of gray," Shotzbarger 
says. "I acquired a greater appreciation for 
other peoples' perspectives." 

In 2001 he was recruited again by Tom-
linson Bomberger Lawn Care & Landscape. 
President Clark Tomlinson remembers hear-
ing about Shotzbarger for the first time. "One 

of our sales managers said, 'Hey Clark, if you're 
ever interested in being on the golf course a 
little more, I found a guy who could run the 
company in his sleep,'" Tomlinson says. "It 
was interesting enough, so I pursued having 
a conversation with Tom." 

Two years after than meeting, a consultant 
told Tomlinson and his partner Dave Bom-
berger it was time to hire a general manager. 
Tomlinson knew he had his man. He called 
on Shotzbarger to develop a job description 
for the position, and at the end of a several-
hour long brainstorming meeting, he offered 
Shotzbarger the job. The company hasn't 
looked back since. Shotzbarger doesn't exactly 
run the $8 million-plus, full-service firm in 
his sleep, as he frequently works 13-hour days, 
but he does bring to the company a wealth of 
experience and the value of volunteerism. 

Doing what a great general manager 
should do, Shotzbarger fills in the gaps for 
some of the owners' weaknesses by applying 
his planning and organizational management 
skills, which have translated into significant 
growth for the firm. 

"He's very strong in budgeting and rev-
enue growth, "Tomlinson says. "He helped us 
make a four-year plan to meet revenue growth. 
We put the plan together and it happened." 



man of the house 
Friends and colleagues note a number of reasons Tom Shotzbarger has 
the strong character and leadership qualities he does today. His wife 
mentions his upbringing; his boss names his integrity. Friend and former 
colleague Fred Haskett, however, has a different philosophy: "The poor 
man has three daughters and for a very long time lived in a small house 
in Reading, Pa.," Haskett says. "That's been a big character builder." 

Haskett laughs, conceding he's being facetious. Nevertheless, he 
remembers working with Shotzbarger at Erlich Green Team in the early 
1990s. "I used to get into work at 6:30 a.m. and Tom would be there 
already halfway through a pot of coffee," he says. "One time I asked, 
'Why do you get here so early?' And he said, 'I've got one shot at the 
bathroom very early - I take it and get out of there. It gets pretty ugly 
around there after that."' 

Haskett jests because he knows how close the family is. Shotzbarger's 
wife, Joan, says he always enjoyed following his daughters, Katie, 29, 
Julie, 28, and Jillian, 20, in their educational and athletic pursuits over the 
years. "He either coached or was the best - loudest - cheering fan at 
many basketball and lacrosse games and cross-country meets through 
the years," she says. 

Though Haskett was joking about "the poor man with three daugh-
ters," Joan acknowledges that her husband enjoys having some male 
camaraderie now that two sons-in-law have joined the family. "Tom is 
thrilled to spend time with the guys," she says. 

Tomlinson adds, tongue in cheek, "Surprising 
- you plan for something and it happens." 

In addition to his business and technical 
acumen, Shotzbarger brings to the company 
a strong value of integrity. "His integrity is 
unwavering," Tomlinson says. "He'll always 
ask, 'Is this the right thing to do?' The people 
who work under Tom are very aware they 
have a lot to learn from him." 

Shotzbarger understands that he's in a po-
sition to make an impact. His leadership style 
is one of setting an example and guiding co-
workers to make the right decisions, though 
it hasn't always been that way. "Leadership 
isn't something that's a gift - it's an acquired 
knowledge," Shotzbarger says. "Over time, 
my leadership skills have improved, but 
they're not yet to the point where they'll 
ultimately be. But if my desk is neat, if I'm 
on time for meetings and pursuing a certain 
level of professionalism, than others learn it 
and get to practice it as well." 

Shotzbarger makes it a point to set the 
example, even on a seemingly micro scale. 
For example, he instituted the practice of 
calling Tomlinson Bomberger staff members 
"co-workers" and referring to customers as 
"clients." "'Employee' sounds like a subservi-
ent position; 'co-worker' is more parallel," 

Shotzbarger says. And he prefers "client" over 
"customer" because "customers walk in once, 
buy something and leave. With clients, you 
have an on-going relationship," he says. 

Though he says the results are intan-
gible, there is something to be said for the 
company's 85-percent client retention rate 
and 80-percent co-worker retention rate. 

G I V I N G BACK. Shotzbarger calls himself 
an eternal optimist, and that characteristic 
shines through in most everything he says 
and does. "I feel I've been very blessed, with 
my wife, my children and the companies I've 
worked for," Shotzbarger says. "I feel like I 
need to spread it around." 

Over the years, that's exactly what he's 
done. Shotzbarger sits on PLANET's certi-
fication committee, he's served as an official 
observer for the CLT exam and has given a 
number of presentations at industry-related 
conferences, seminars and training events. 
"One thing I love to do is training - whether 
it's the technical or business end," Shotzbarger 
says. "It gives me a chance to give back some 
of the knowledge and wisdom I've gained 
from many of my mentors, associates and 
colleagues." 

This year Pennsylvania's governor ap-

pointed Shotzbarger to serve on the state's 
Pesticide Advisory Board, a group of 17 
representatives who advise the state depart-
ment of agriculture. "I feel uniquely honored 
to have been chosen to sit on the board and 
represent our industry in a way that can have 
an impact," he says. 

Also this year, Shotzbarger served the first 
of a two-year term as the president of the 
Lawn Care Association of Pennsylvania and 
took the reins as committee chair for Renewal 
& Remembrance at Arlington National and 
Historic Congressional Cemeteries. He con-
sidered the opportunity to organize Renewal 
& Remembrance, the PLANET-sponsored 
national landmark beautification event with 
more than 400 volunteers, a privilege. "I was 
honored by [event founder] Phil Fogarty to 
be asked to step in where he was stepping 
down," Shotzbarger says. 

The industry should be thankful for one 
of Shotzbarger's weaknesses - his inability to 
say no to volunteering for his passions. He's so 
often called on to serve because he gets things 
done, Haskett says. "Tom can put a set of 
blinders on and just focus really aggressively," 
he says. "He's truly a remarkable person - he's 
disciplined and passionate about anything he 
gets involved in." • 
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