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Four lean improvements Denison Landscaping

made that you can apply to your business today.
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DESIGN IT. SELL IT.

Landscape design is all about vision,
and knowing how to share that
Lvision with potential customers.
\With PRO Landscape design software,
you can translate your creative ideas
iinto photorealistic images and
proposals in minutes, giving your
vision the polish and impact you
need to sell. With more than 15 years
on the market, PRO Landscape is the
most popular, professional landscape
| design software available today -
and the next best thing to real.

« Realistic photo « 3D photo rendering
imaging » 3D CAD rendering

ko Customer proposals lighting

60-Day Money-Back Guarantee

www.prolandscape.com
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Smart Choice #1
Fuel Savings per Year

Hours You Save...

500 $364
750 $547 i
1,000 $728

Estimate based on 4.8 hours of operation per Gallon of fuel
(at $3.50/Gallon). Your.results may vary. PermaGreen is powered ™
;, a 6.5 HP Honda, Other spreader sprayers use 11-15 HP engines.
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It’s Not Business As Usual

BUSINESS
Best of the Web -
Divide and Conquer
Should mowing and pruning crews be two
separate entities, or is it more efficient to have
one crew manage both? Online message board

users share their methods.

Make Them Pay
Don't let unpaid bills cut into your profits.

Pursue delinquent clients the right way.

Business Opportunities -

Detering Deer

Protecting clients’ plants from deer damage is
a potential profit center for lawn and landscape

companies.

ADD-ON SERVICES
Christmas In July
Contractors add holiday lighting to their service

menus to supplement the slow winter months.

50 Concrete Plans

With the potential for impressive profit margins,

landscape curbing is a viable service addition.
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Difficult to manage, fire ant bait is a key to
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controlling their numbers on clients’ properties.
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These smart irrigation devices provide tools

for water conservation.
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Start looking now for holiday lighting options

that will help enliven winter profits.

U4 The Straight Scoop

Some of the industry’s leading

manufacturers show the features that
make straight plows a valuable tool for
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MORE BUSINESS PER GALLON.
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The Daily Resource for Landscape Contractors | lawnandlandscape.com

TOP BENEFITS OF hwnm“dscap@

Introducing www.lawnandlandscape.tv, the complete online tool for connecting to others
in the green industry. Here are some of the ways the new networking and education site can
help your business thrive. Log on and try it for yourself!
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OPTIMIZE PROFITS

For more ways contrac-
tors can increase pro-
ductivity and maximize
profits on installation
jobs, go to the Online
Extras section at www.
lawnandlandscape.com.
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INTERACTION WITH PEERS: Have a pricing dilemma? Chances are, you're not
alone. Compare your business with others like yours with our forums and social
networking capabilities

« VISUALS: Identifiying weeds becomes easier when there’s a photo to look at.
Post your photos or post pictures of projects - before and after

+ VIEWING CAPABILITY: Share your favorite industry-related videos with
your peers or see what others have posted

A VOICE: Take advantage of the opportunity to share your business views
with the world by starting your own blog or participate in other blogs

covering nearly every industry segment, including irrigation, design/build,
maintenance and lawn care

CURBING IMAGES

Check out the pictorial
of a curbing installa-
tion job and images

of finished landscapes
and get fresh insight to
apply to your upcom-
ing installation jobs.

UP-TO-DATE INFORMATION: Get the latest industry information from
the news feed delivered from www.lawnandlandscape.com

IRRIGATION EXTRA

See how much a

Las Vegas homeowners'
association has saved
this year with the
installation of
soil-moisture sensors in
this online extra.

r

Useful Tools for your Business

A toolbox of business essentials awaits
at www.lawnandlandscape.com:

Top 100 interactive map. Get more
information about the top revenue-
earning companies in the industry with
this easy-to-use map. Find it under the
“magazine”tab on the homepage.

MSDS/labels. Important pesticide use
and safety information is easily search-
able by clicking the “resources” tab and
choosing “MSDS/labels."

Weekly news and product informa-
tion. Click the “news" tab and choose
“e-newsletter”to sign up to receive
weekly industry updates.

Magazine archives. Click the “maga-
zine" tab and “issue archives.”
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Watch for a year-long series of pod-
casts on ways to grow your lawn and
landscape business, retain employees
and enhance your internal operations,
We'll also feature a turf plant health
podcast sponsored by Roots. Be sure
to watch for more information on
specific topics and launch dates for
these podcasts in our weekly Lawn &
Landscape e-newsletter.



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

ulkPR

i apmredbyRoundup i

0N

'141.;:1411.1111"" e, "":‘g; _,(uu. ,}.q.‘: :&zsuﬁ 5.

::——“‘—"

H’Jff Fast One
J eeds.

s




cindy code | ccode@gie.net

LANGAANISCABED i e

Lawn and landscape professionals enjoy networking - anywhere, anytime. Trade

shows, seminars, association meetings, message boards and so on, contractors are
always eager to share ideas and learn a business tip or two that can net them extra
dollars on the bottom line.

Message boards, chat rooms, podcasts and Webcasts represented the first wave
of online networking and learning. Now, Lawn & Landscape, is pleased to debut
a new method of connecting with other professionals in the lawn and landscape
industry - our social networking site, www.lawnandlandscape.tv. It's a one-stop site
for enriching your business and industry knowledge as well as communicating with
your peers. In addition to social networking capabilities, blogs and photo galleries,
one of the main components of our site is video. Think of it as a You Tube for the
lawn and landscape industry.

Whether you're a small, medium or large landscaping firm, www.lawnandlandscape.
tv provides social networking tools such as blogs, video sharing and before and after
lawn and landscape photos and designs to communicate with real contractors just
like you. It's what our message board community has been asking for, and we're
excited to bring it to you.

Installing and maintaining landscapes is a visual process. Seeing a new construc-
tion project take shape or observing the maintenance technique of a seasoned crew is
a beautiful thing. No longer do you have to search the Internet in hopes of stumbling
upon a site that offers dedicated videos and photo galleries pertaining to operations,
field training, plant identification, business seminars, as well as conversations and
opinions that actively shape industry trends.

Lawn & Landscape TV is a shared community, This is a dynamic site that relies
on the industry to regularly populate it with relevant industry videos, photos and
forum conversation. Think of it as a landscape that continuously takes a fresh look
with each new enhancement. Additionally, we'd like to create a section of our TV site
for commercials and radio spots you've produced so your peers around the country
can share and learn from these marketing efforts.

Log on today and take advantage of all of the features the site has to offer, includ-
ing posting your own blog, participating in forums, posting photos of your landscape
projects, sharing videos from You Tube and communicating via the social networking
capabilities.

Visit the site every day to take in new training videos and stay updated with our
news feed, delivered instantaneously from lawnandlandscape.com. We look forward
to seeing the free flow of ideas that will make your businesses better. We'd also like
to hear ideas you have for other additions to our new site. Send your comments to
me at ccode@gie.net. LL
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This tough new mini-skid system from Boxer is the irrigation and
landscape contractors’ toolbox. With over 50 versatile attach-
ments, the 300 Series handles a wide range of jobsite tasks. It is
also more than capable of driving a 48" trencher and 36" auger.
Trailer packages available, too. Check one out at your local
Boxer dealer today or log on to www.boxerequipment.com.
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letters to
the editor

FIRE ANT WOES

| just wanted to let you know that, although | have been in the lawn care

business for more than 35 years, | still learn something every day. All of

your advertisers have special products that fit specific needs. However,

I recently had a problem that was very difficult to deal with - fire ants. | just could
not get rid of them. Finally, | contacted Bayer and they had me apply two different
kinds of their products to the lawns. Within a week the fire ant problem disap-
peared. Hats off to your magazine for helping lawn and landscape owners, and hats
off to your advertisers that know what they have and what they are talking about.

Bill Atwood y
Bill's Complete Lawn Care inf For the latest on fire ants, check out
and Landscaping o “Tangling With Fire Ants” on page 54.

Trumbull, Texas

HELPING MILITARY FAMILIES

About 5,700 U.S. military families are asking for assistance
from Project EverGreen's Green Care for Troops program that is
designed to lift the burden of caring for their green spaces while A

their loved ones are serving in the armed forces in the Middle A

East. For most of us, it's a simple task to care for our lawns A i
and landscapes, but for our U.S. military families at home it is ‘%% £
the last task on their minds. ‘s#“

We all know the economic and environmental lifestyle bene-
fits of well-maintained green spaces. It is our mission to assist them
with this burden. More than 1,300 volunteers nationwide are assisting our families
at home through GreenCare for Troops - three-quarters of whom are affiliated with
the green industry. In managing this national program for Project EverGreen | have
the opportunity and honor to converse with our military families and soldiers daily.
One military wife e-mailed me recently to thank us for our assistance and said, “It
is so nice to know that there is someone on our side.”

Thank you to everyone who is volunteering, and for those who are interesting
in helping Green Care for Troops serve the needs of more families, please visit
www.projectevergreen.com and click on the Green Care for Troops link under “get
involved.”

GREENCARE
FOR TROOPS

Neer

Joy Westenberg
Project EverGreen
New Prague, Minn.

Letters to the Editor may be e-mailed to ccode@gie.net or faxed to 330/659-
0824. Include your full name, address and daytime phone number. We are
unable to publish all letters and may edit letters for length and clarity. Visit us
online at www.lawnandlandscape.com to subscribe to our magazine or weekly
e-newsletter. Or call toll-free at 800/456-0707 for more information.
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{ You handle
your business.

j We'll handle B
your trucks.

k Sterling Trucks
= Completelease

Complete your business today.
Visit us online at www.SterlingTrucks.com

AA\ =
STERLING' Daimler Truck Financial

vvvvvv
ing that works for you

All day. Every day.”
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IMMIGRATION

ollowing President Bush's executive order requiring
Fall federal contractors to use an electronic verifica-
tion system to avoid employing illegal immigrants, the
government published a proposed rule in the Federal
Register on June 12. Comments from the public are ac-
cepted until Aug. 11 (see sidebar, “To Comment...").

The Department of Homeland Security Secretary
Michael Chertoff designated E-Verify, the Web-based
system, as the tool it will require contractors to use.

In a June state of immigration address, Chertoff said
the administration hopes to implement the system by
the end of the year.

To comment on the proposed regulation, submit
tten comments to the Federal Acquisition Regula-
tion (FAR) Secretariat on or before Aug. 11. Com-

ments may be submitted the following ways:

ONLINE

ments under the heading “Comment or Submission.”

Visit www.regulations.gov. Submit com

> “FAR Case 2007-013

7. Cite FAR case 2007-013.

ices Administration, Regulatory
0 F Street, NW.,, Room 4035,

ATTN: Laurieann Duarte, Washington, DC 204

Cite FAR case 2007-013

ts received will be posted without
v.regulations.gov, including any
personal and/or business confidential information
provided. For more information, contact Meredith

Murphy, procurement analyst, at 202/208-6925.
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E-VERIFY TO BE REQUIRED
OF FEDERAL CONTRACTORS

lf[ |

The proposed rule requires that certain federal contracts
(generally those over $3,000) contain a clause requiring the
contractor and certain subcontractors use E-Verify to verify
employment eligibility of all newly hired employees and all
existing employees directly engaged in the federal work. The
goal is to help federal agencies avoid contracting with compa-
nies that knowingly hire illegal workers. It also aims to protect
U.S. workers by discouraging companies from hiring illegal
immigrants, which may drive down wages, the rule says.

About 70,000 employers are currently enrolled in E-Verify,
formerly known as Basic Pilot. From a federal standpoint, us-
ing the system is voluntary; however, 11 states have E-Verify
requirements on the books. Arizona requires all businesses
to use the system when making new hires; other states just
require government contractors to do so.

DHS does not have an exact figure on how many business-
es will be affected, but it may affect “hundreds of thousands, if
not millions” of workers, Chertoff said.

One business that may be affected is Fox Run Nurseries,
an Alexandria, Va.-based full-service landscape company.
About 60 percent of Fox Run’s business comes from federal,
state or local government contracts. Owner Lou Kobus says
his company is not using E-Verify yet, but he’s prepared to
move in that direction when it becomes a requirement. Fox
Run has about 60 employees. “You won't find the legitimate
contractors are worried about this,” he says, adding he’s not
concerned about the administrative side of it. “It’s just another
cost of doing business.”

Senske Lawn & Tree Care/Senske Pest Control, a $19 mil-
lion company in Kennewick, Wash., is another green industry
firm with federal contracts.

Since learning of the executive order, the company’s hu-
man resources representative has begun the E-Verify registra-

NEWSH

Visit us at www.lawnandlandscape.com
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tion process. “| really don't see much impact on our hiring
process,” says Gene Chafe, Senske’s federal contracts adminis-
trator, “We already require DMV records checks, drug screen-
ings and criminal background checks. The E-Verify process
seems pretty simple, and | wouldn't anticipate the process to
take more than a few minutes to complete.”

Though landscape contractors aren’t bracing for a big
impact, the proposed rule has many critics, The American
Civil Liberties Union is one of the most vocal in asserting the
system will fuel the black market for identity theft.

“E-Verify or a similar electronic employment eligibility veri-
fication system will exacerbate, not decrease, the incidence of
identity theft,” said Timothy Sparapani, ACLU's senior legisla-
tive counsel, in a Congressional subcommittee hearing in
early June. “Requiring each worker to present his or her iden-
tity to be granted permission to work will lead some desper-
ate undocumented immigrants - and those who smuggle and
illegally employ them - to steal the identities of work-eligible
American workers. In short, the identities of work-eligible
individuals will become commaodities for borrowing and sale”
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Kobus agrees that the system isn't foolproof. “You can
find out if the Social Security Number is a good one, but that
doesn't tell you if the worker is legal or not,” he says.

Additionally, Kobus questions the government’s ability
to enforce and administer such a requirement. On the other
hand, he does say there may be some benefit: Leveling the
playing field between “legitimate” companies and so-called
“low-ballers”

“Government contracts have been going for dirt cheap
over the last two years,” he says, citing one multi-million
contract where the lowest bidder came in 60 percent less than
the second-lowest firm. Kobus says such companies must be
paying illegal immigrants less than the required wages to bid
this low. “Those are the things that are happening, so thank
goodness those companies won't be around for much longer”

Tom Delaney, director of government affairs for the Profes-
sional Landcare Network, adds that such a rule may heat up
the immigration debate once again. “But then again, McCain
and Obama don't even want to talk about immigration, so |
guess we'll see” —Marisa Palmieri

Use Less

A catalyzed fertilizer increases nutrient
uptake so you can use 25%+ less.

Improved Nutrient Uptake With Nutrilife

75%
2413

3 50% §

e ————————— (rm— et

To get more out of your fertilizer or find the fertilizer blender
nearest you go to www.nutrienttechnologypartners.com
or call us at 610-594-9950.

USE READER SERVICE # 16

july 2008 | Lawn & Landscape 15


http://www.nutrienttechnologypartners.com

your industry

INDUSTRY GROWTH

lowa’s Green Industry
Exceeds $500M Mark

owa'’s green industry has enjoyed 74 percent growth since 2004,

a recent lowa State University Extension survey reveals, making it
the fastest growing segment of the state's agriculture industry.
Since 2004, lowa’s green industry went from $311.5 million in es-
timated value of sales and services to a $538.2 million economic impact, study
the study, which was authored by extension specialists and ISU faculty Cynthia
Haynes, Ann Marie VanDerZanden and Jeffery lles. The researchers surveyed landscape
contractors and designers, as well as arborists and garden center owners.

Most survey respondents expect their businesses to grow in employment, annual gross payroll and sales, and total
annual expenses by 2010. Though the size and type of businesses varied, most had only one location, were family-owned
and have been in business less than six years, Haynes says. “Respondents participating in our study were generally opti-
mistic,” she points out.

“Those people and businesses that can afford to pay for [land-
scape] services have not scaled back their commitment to their

properties,” agrees Bryan McGinness, president of Des Moines-
based Write Outdoor Services. The company, which employs 116
employees, including 40 seasonal workers, forecasted more than 18
percent growth this year alone and plans to double in size by the
year 2012. Growth will come organically and through continued
mergers and acquisitions. The company purchased Des Moines-
based Heard Gardens earlier this year.

Another landscape company who is reaping the benefits of
lowa's growing green industry is Des Moines’ Perficut Lawn & Land-
scape. The company, which earned $3 million in 2002, is expecting
$11 million this year, according to President Kory Ballard. Since that
marpr k (=] tw atc h time, the company also has gone from 24 full-time and 45 seasonal
employees to 40 full-time and 125 seasonal employees, as well as
doubling its vehicles from approximately 34 in 2002 to 70 of its
signature blue trucks today.

Though Perficut has enjoyed strong growth, it has felt some of
the negative effects of rising business costs, including soaring gas
prices — mainly, some unpaid bills for work performed, resulting in

.
Spelllng Errers cash flow restrictions. Also, Ballard has seen some large developers

make cutbacks or close their doors since 2007 and, on the resi-

The percent of 5,000 writing samples that dential side, he has seen some customers spend less and be more
contain at least one or more grammatical selective in the services they choose to purchase. On the com-
mercial maintenance side, the excessive snow this winter resulted
or spelling errors. The root of most prob- in property owners spending more than they budgeted, so they
lems was the exclusion of “be, “have, “do, are making service cutbacks on their lawn care as a way to recoup

costs, Ballard shares.
In fact, due to the residential construction slowdown, many
lowa landscape professionals have not raised prices “because they

“on”and “at” source: Whiesmoke.com

Image: Donald Sawvel | dreamstime.com
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are scared of losing work,” Ballard says. “We are paying more
for all of the products we use and have been unable to adjust
the prices accordingly.”

Despite these challenges, Ballard says the company will
still continue growth in the next few years “but at a much
slower rate than in the past,’ citing growth plans in the 5- to
10-percent range.

Though most lowa landscape contractors see a reduction
in new residential home building, they are seeing customers
invest money in their existing residences instead, McGinness
says. Both Perficut and Wright Outdoor Services report the
phone is still ringing with clients requesting quotes. Even with
Perficut’s initial $50 consulting fee to meet with design/build
customers, only four potential clients declined because they
didn’t want to pay the fee so far this year.

McGinness and Ballard plan to see the most growth come

VIK-TRENCH ® qupnmmmmmers

Our Name Says It All

» Fastest mini-trericher
on the market

*Trench up tS
30" per minute

* Cut 2"-4” wide trenches
up to 12" deep

* Choice of.4 modeéls,
plus optional urdiler .

r FREE | =

e

800-227-7515

Litte Beave PO. Box B40 Livingston, TX 7 LITTLE BEAVER
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from their tree service divisions. In addition to that sector,
McGinness says his enhancement profit center is enjoying
strong growth, and Ballard plans to see a boost in recurring
revenue from obtaining new maintenance clients after com-
pleting their installations.

lowa’s green industry provides more than 11,000 jobs.
Haynes and her colleagues plan to use this preliminary re-
search to create further educational programming and profes-
sional development opportunities to address industry needs.
Building the skills of the workforce will help position lowa’s
green industry for further expansion, she says.

Moreover, when it came to identifying factors that could
limit business success, survey respondents pointed only to the
availability of skilled labor and capital, which are also limita-
tions in states with larger green industries than lowa, Haynes
points out. -Nicole Wisniewski

Spend Less

Fertilizer costs going way up?
Control your expense by catalyzing your fertilizer with
Nutrilife. Nutrilife Fertilizer Catalyst allows you to lower
your nutrient blend by 25% or more.

— e —

Savings

- -
Way | i

; 2=V h Nutrilife
i Reduction '

Catalyzed fertilizers promote better uptake into the plant.
Call your fertilizer blender for a quote on a catalyzed
fertilizer with NutriLife.

Nutri
ife.

To get more out of your fertilizer or find the fertilizer blender

nearest you go to www.nutrienttechnologypartners.com
or call us at 610-594-9950.
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MERGERS & ACQUISITIONS

ValleyCrest Acquires $15 million D.C. Firm

In June, ValleyCrest Cos. acquired Pine Ridge
Landscaping, a $15.1 million full-service land-
scape firm based in Chantilly, Va. Terms of the
transaction were not disclosed.

The deal was a good fit for a few reasons,
says Roger Zino, president of ValleyCrest
Landscape Maintenance. These include the firm’s leadership,
commercial maintenance base, consistent growth and good
operations. “They really run a tight ship,” Zino says. Pine Ridge
former owners William Cumberland and Wayne Shiveley join
ValleyCrest as regional vice presidents. The acquisition is the
third this year for ValleyCrest, which ranks No. 2 on Lawn &
Landscape’s Top 100 list with 2007 revenue of $935 million.

Zino says acquisition inquiries have picked up over the last
two years. “The more acquisitions we do and as the leader-
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ValleyCrest

COMPANIES

ship teams continue to work with ValleyCrest
and enjoy the experience, the more the word
gets out,” he says. Zino adds that economic
uncertainty may increase sellers’ interest.
Though Zino declines to say how many
more acquisitions are on the horizon for
ValleyCrest, he says the company is always looking to partner
with firms that have great leadership teams and share Valley-

Crest’s values. Firms'size, location and service mix are second-
ary factors, he says.

“It's hard to predict in any given year how many of those
come to bear,” Zino says. “We look at the opportunities as they
become available and we welcome the exploratory discus-
sions to find out if there is a good match. We don't really have
a target number”~Marisa Palmieri
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WE HAVE A PRODUCT TO FIT YOUR NEEDS

FOUNTAINS . AERATORS . WATER QUALITY BIOAUGMENTATION PRODUCTS

1.800.693.3144

www.aquamasterfountains.com
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FUEL PRICES

Six Causes of Pain at the Pump

The cost of filling up a truck, mower or other piece of equip-
ment is enough to send chills down the spine of the average
lawn care operator trying to stay in the black. The price of fuel
seems to increase faster than lawns grow after a good spring
rain. To the casual consumer or fleet operator, the price jumps
seem to have no rhyme or reason. Yet behind the scenes, sev-
eral factors are at play causing green industry professionals to
consider adding or increasing fuel surcharges.

Here’s a look at six main reasons gas prices are climbing:

CRUDE OIL, The price change in a barrel of crude oil is con-
stantly in the news because it is important for gas prices. For
the most part, when the price of crude oil goes up, you can
expect the price at the pump to increase as well, according
to the U.S. Government Accountability Office (GAO). The U.S.

~ Is this how
you run your
business?
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buys crude oil in the world market, and the high world de-
mand mixed with the shrinking total U.S. share of the market
causes the price to skyrocket.

SUPPLY AND DEMAND. Not unlike the price of crude oil, the
price of gasoline is partly determined by what’s needed and
what'’s available, the GAO says. Some regions’ prices are always
higher than others because of their distance from the supply,
according to the Energy Information Administration (EIA). It
costs more to get the gasoline there from the ports, refineries
and pipelines.

REGULATIONS. Federal and state requirements for gasoline
have an impact on the cost of filling up a fleet. Rules are in
place in some parts of the country that require gasoline to

Leave Less

Nutrilife fertilizer catalyst puts more nutrients
in the plant leaving less to run off or leach into
surrounding sensitive areas.

Reduced Leaching Potential

The fertilizer catalyst that
reduces leaching potential,

Gl L el LAl

To get more out of your fertilizer or find the fertilizer blender
nearest you go to www.nutrienttechnologypartners.com
or call us at 610-594-9950.
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your industry b

have additives designed to reduce car-
bon monoxide and smog when the fuel
is burned. The extra step adds to the cost
of producing the fuel. About a third of
Diesel engines generally are more fuel-efficient than gas-powered ones, but the the U.S. gasoline supply is reformulated
trade off is that diesel fuel costs more to meet regulations, the EIA says.

Like gasoline, diesel fuel is a product of crude oil. Unlike gasoline, it’s a distillate
SEASONAL FACTORS. Events that occur
at certain times of year, such as hurri-

refined from crude oil, meaning it requires a different method of refinement

Also, less of it is produced. On average, about 7 gallons are produced from a : 3
> canes, can stop production at refineries

42-gallon barrel of crude oil, as opposed to an average 19.4 gallons of gasoline, ac for a short time, temporarily decreasing

cording to the Energy Information Administration, the supply, the EIA says. This is why most

This form of fuel has been met with soaring demand over the past few years, regions of the country saw a jump in
and U.S. refineries have been working at more than 90 percent to meet it, according prices after Hurricane Katrina. Other sea-
s nal nts, such as summer vacations,
to the U.S. Government Accountability Office. SRIAY Ve, St > EEVACRUORS,
up the demand for the fuel, causing
Diesel fuel is used for most of the transportation vehicles in the U.S. because

higher prices.
there are few alternative options at this point

TAXES. Federal, state and local govern-

ment taxes accounted for 15 percent of
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Crude oil: 58 %

Vv

the retail price of gas last year, the EIA says.
There are 11 states that added their own
tax on top of the federal one. But taxes
have remained fairly steady in recent years,
so they haven't been a cause of the volatil-
ity, according to the GAO.

INDUSTRY CHANGES. More than 2,600
mergers occurred in the petroleum
industry in the 1990s, the GAO reports.
Mergers sometimes involve companies
that compete with each other, leaving less
competition in the end. This enables gas
retail companies to charge more at the
pump. — Heather Wood

Let us know how you're coping with the
rising cost of fuel,

Visit www.lawnandlandscape.com and
click on Letters to the Editor.
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Get More

More Control Over the Cost of Your Fertilizers

More Environmentally Friendly by Leaving
Less Nutrients to Leach

More Quality Turf & Ornamentals by
Delivering More Nutrients
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To get more out of your fertilizer or find the fertilizer blender
nearest you go to www.nutrienttechnologypartners.com or
call us at 610-594-9950.
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regionaloutlook

Cindy Code | Editorial Director

| PONSORED BY: syng'enta

Is Thatch the Cdlprit?

Insecticide failure happens. However, profession-
als understand lack of post-treatment irrigation, too much
thatch, poor timing and accelerated microbial degradation
are often key contributors. With today's modern neonico-
tinoid insecticides, control is much better; yet researchers

still hear of product failure. Is it failure?

Thatch. Thatch layers have been and probably always will
be the number one reason why a grub control insecticide
doesn’t work. Thatch, especially layered thatch, acts like
a thick piece of blotter paper. Even when insecticides with
lower KOCs (organic carbon binding constant), significant
amounts of the product can be bound and held within
thatch layers.

The thatch layer must be managed in order for any soil
insecticide to work efficiently. Some professionals figure if
they core the thatch before applying an insecticide that the
insecticide will somehow, magically, go down the holes to
kill the grubs, mole crickets or billbug larvae. Research has
shown that this is simply not true.

Wetting agents and surfactants also seem to have little
influence on modifying the binding capacity of thatch. In
short, if you pre-wet the thatch and apply the insecticide
with immediate irrigation, you can often get some of the
insecticide through the thatch.

If you experience a grub insecticide failure, check the
thatch levels in the area first.
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Irrigation. Post-treatment irrigation of a grub or mole
cricket insecticide has always been important. Irrigation
seems to be most important following liquid applications
where the insecticide has a tendency to dry and stick onto
leaf blades and stems before irrigation is applied. Granular
formulations can somewhat overcome this issue by holding
onto the insecticide in a protected granule until rainfall or
irrigation arrives. Remember, the goal of the application is
to get the insecticide to the zone where the target insect is
feeding. For most grubs and mole crickets, this is the soil-
thatch interface.

Improper Rates. When the industry was using significantly
higher pounds of active per acre, there was fair room for
error in the application. However, with insecticides that are
applied at 0.2 to 0.3 pounds of active per acre, there is
much less room for error. When asked to investigate alleged
product failures, | always ask questions on the method of
application. What kind of sprayer was used, and when was
it last calibrated?

Summary. If you experience a failure of a soil insecticide,
don’t grasp for an unusual reason. Check the thatch, your

post-treatment irrigation and application techniques. LL

Shetlar is an urban landscape entomologist at The Ohio State Univer-

sity, Columbus, OH
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Homeowners. They're too busy. And they're forgetful. Fortunately, Meridian®
insecticide, the fast-acting grub and foliar insect controller, allows twice
as long for watering or rain as the most common brand. So even with
little cooperation from homeowners or Mother Nature, you can help

Meridian
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create noticeably beautiful lawns.

1-866-SYNGENTA * MeridianForLawns.com
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Emily Mullins | Associate Editor

Plant Production

Knowing a plant’s production cycle helps contractors
get the material they need when they need it

PLANT MATERIAL is an important
part of any landscape. But how exactly
does it get into landscape contractors'
hands? “All plants, from annuals to or-
namentals, follow the same basic route
to market, but the types of growers
vary along the way," says Jeff Gibson,
landscape business manager, Ball
Horticultural Co., West Chicago, lIl.

An originator is a plant breeding

1. Originators distribute seed and cuttings (pictured) to brokers and wholesale distributors.

and production company that distrib-
utes its products - seed or vegetative
cuttings - through a broker. These
brokers, or wholesale distributors, pro-
vide the seed or cuttings to a specialty
grower,

For annuals, these specialty grow-
ers grow young plants from seed to
make plugs, or produce liners (rooted

cuttings) from cuttings. Those cut-

2. Specialty growers grow seed and cuttings into plugs and liners. 3. Wholesale finish growers grow

the plugs and liners to fill the containers they're sold in, and then sell them to retailers. 4. Landscape

professionals can purchase plant material from wholesalers or retailers.

Photos: Ball Horticutural Co.
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tings may come from licensed stock
growers have at their locations or,
more typically, the growers receive cut-
tings directly from production facilities
around the world.

For woody ornamentals, growers are
specialized production nurseries that
are licensed to either take vegetative
cuttings from stock plants on their
own properties or to grow liners that
are sold to wholesale growers who fin-
ish the plants.

The next step is a wholesale finish
grower, who receives the plugs or
rooted liners and grows them to fill
the containers in which the plants
will eventually be sold. At times, the
specialty plug or liner grower may also
be a finish grower.

From there, the plants are sold to
retailers (such as garden or home cen-
ters), landscape distribution centers or

directly to landscape professionals.

Being aware of this plant produc-

tion cycle can be useful for con-
tractors who want the freshest plant
material in a timely fashion. Gibson
suggests contractors start working
with their suppliers six to nine months
in advance to avoid receiving root-
bound or overgrown material. “Work-
ing backward through a standard
production cycle with their supplier
will help contractors get the maximum
performance out of the annuals they
buy, as the plants will be fresh when
received,” he says. “Contractors will
also be more likely to get preferred va-
rieties rather than just what the grower
has available at that time."” LL
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cover story

Business as Usual

Four lean improvements Denison Landscaping

BY MIKE ZAWACKI/MANAGING

Consider John Denison a believer.

T'wo years ago his son and operations manager, Joshua Denison, along with the
company'’s logistics manager, Sabrina Kittrell, presented a plan that would change
his 34-year-old company, Fort Washington, Md.-based Denison Landscaping &
Nursery. Having witnessed the Japanese efficiency principals firsthand at Ariens Co.,
they wanted their boss to take a leap of faith and adopt lean management.

John Denison admits some apprehension about tinkering with his company’s
business model. He was familiar with lean concepts and knew just enough to talk
conversationally with industry colleagues. But what was there to fix? The $36 mil-
lion full-service landscape company was a leading player in its market. In addition
to maintenance, design/build, installation, irrigation and snow removal operations,
he also oversaw nearly 800 acres of plant farms that not only supplied his needs,
but also those of other landscape contractors and the general public. His profit
margins ranged from 12 to 24 percent, depending on the service area

“We were on top of the world,” John Denison says. “We had more work than we

John Denison

Denison Landscaping

Photo: Risdon Photography
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DENISON LANDSCAPING &
NURSERY

OWNER/PRESIDENT: John P. Denison

EXECUTIVE VICE PRESIDENT:
Duane Denison

OPERATIONS MANAGER: Joshua Denison
MAINTENANCE MANAGER: John Howell

DESIGN/INSTALLATION MANAGER:
Frank Denison

HARDSCAPES MANAGER: James Denison
PAYROLL MANAGER: Katelyn Denison
CORPORATE SECRETARY: Donna Denison

FOUNDED: 1973
EMPLOYEES: 140 year-round, 75 seasonal
H-2B WORKERS: 195, 76% of total work force

SERVICE BREAKDOWN:
5% Maintenance/Mowing
15% Design/Build

67% Installation only

12% Irrigation Services

1% Snow and ice removal

CLIENT BREAKDOWN:

52% Commercial

109% Residential

28% HOAs, condos and apartment buildings
10% Government/Municipal

Brothers: Duane, John and Frank Denison

Photo: Risdon Photogra
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could do and we were able to pick and
choose what we wanted to do.”

But ominous clouds loomed on the
horizon. Forecasts warned of an im-

pending economic downturn ushered

in by a collapse in the housing market,

among other factors. Committing to
lean would improve existing business
systems and control escalating costs,
Josh Denison says. “We saw ourselves
as doing well in the market but that
things were probably going to change
rather quickly,” he says. “We looked at
this process as a tool to get us in the
best condition possible.”

The profitable economy caused
Denison Landscaping to become lax
with its business systems. Lean would
get things back on track, says Duane
Denison, John's brother and the com-
pany’s executive vice president. “We
were bringing back good practices
that had eroded away because of the

good economy,” he says. “Anybody
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in their right mind wants to run their
company lean.”

So, trusting in his employees' enthu-
siasm, John Denison green lit lean
management. “It's not easy to sell me
on certain things,” he says. “| guess
I'm an old-school person. At first, this
seemed like more of the same old
stuff. But they had enough oomph in
their convictions to convince me lean
was something we should do.”

In hindsight, it proved to be a
shrewd move. The halcyon days the
company enjoyed into late 2006 are
now a distant memory. “We're hitting
the bricks pretty hard,” John Denison
says. “As of June 1 our payroll is the
highest it's ever been and our revenue
is off $500,000 in May. That's a real
concern.”

Lean, though, may be Denison
Landscaping’s saving grace. At the
very least the exercise forced the

company to reevaluate its business




processes, identify areas for effi-

ciency and increased productivity and
reinstate business maxims. “What we
did was take the processes in place
and fine tune them,” Kittrell says.
“Lean has taken our routines and
made them more productive because
the guys are watching how they
spend their time. Lean has taken our
processes and made sure we're using
everyone to their fullest capabilities.
John had a great company prior to
lean. What lean did was formalize it
and funnel it to where we're eliminat-
ing waste and improving our time
management.”

Once economic conditions
stabilize, John Denison expects lean
management principals will contribute
1 to 2 percent annually to his bottom
line. “For a $36 million landscape
company that's a significant amount
of money,” he says. “You want to go

out and do the job with processes that

ily 2008
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are as lean as you can, whether you're
calling it lean management or just
good business. It has surely revitalized
the way we look at doing business.”
John and his team at Denison

Landscaping say many of their lean-
inspired innovations are applicable
lessons for landscape companies of

any size and scope.

RECYCLING. The magnitude of
waste the company produced over
the course of a year never ceased to
amaze the leaders at Denison Land-
scaping. Take, for example, the 50,000
wooden pallets that accompany orders
of sod and bagged mulch throughout
the year. After their use, Denison Land-
scaping was either burning or paying
someone to haul them to the dump.
But following lean management
guidelines, Kittrell realized a golden
opportunity. Now these once nuisance

items are either sold or recycled into
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REVENUE:

2008.......537.5 million (projected)
20075 $36.2 million
2006.......536.8 million

2005....... $30.2 million
EQUIPMENT BREAKDOWN:

Riding mowers: 20
Walk-behind mowers: 20
Trimmers: 50

Blowers: 50

Vehicles: 150+

Trailers: 70

Skid-steer loaders: 48

MANAGEMENT PHILOSOPHY:

It is important to improve our organizational
structure and accountability of all personnel

to achieve success.

UNIQUE BUSINESS SYSTEMS OR
PROGRAMS:

700+ acres for plant propagation and storage;

15 30-yard trash containers for recycling;

hand-scanner time clock that downloads data
to a computer for direct payroll; 120+ vehicles

with GPS monitoring.

WHAT KEEPS US AWAKE AT NIGHT:

Immigration reform, the availability of H-2B

workers and a downturn in the economy
causing a slow down in cash flow while
commodity prices increase.

CONTACT INFO:

8911 Oxon Hill Road

Fort Washington, Maryland 20744
Phone: 301/567-0210
FAX:301/839-4428

Web: www.denisonlandscaping.com
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Lean Facility

mulch that is then used in future land-
scape projects.

Like pallets, plastic mulch bags -
as many as 450,000 in a year - were
another seemingly useless throwaway
commodity. “They were being sent
to the landfill," John Denison says.
“Now we're bringing them back, we're
cutting them, we're cleaning them
and we're selling them to a plastic
recycling company. Before, we were
paying to get rid of them.”

In the past, workers would throw
out as many as 900,000 plastic plant

containers in a year. Now the used

such as a composting program and
recycling excess dirt from landscape
projects to the company’s nursery to
reduce material waste.

The recycling program took six
months to go from concept to cash.
Today, Denison Landscaping has 15,
30-yard trash bins where refuse is
separated out into metal, wood, plastic
and other types of trash. In addition,
the new initiative is managed by the
company's tool room employees and
didn’t require any additional hires.
John Denison estimates that over
the course of a full year the recycling

Within the next 18 to 20 months, Denison Landscaping will move into its new, $2.5 million headquarters. The
strategic move nearly doubles the space the company currently occupies, from roughly 36 acres to 60 acres
of a recently purchased 153-acre farm. The new facility will include a new 18,000-square-foot, LEED-certified
office building, as well as state-of-the-art shop, tool yard and staging area. Also, the facility’s location grants
easier access to the Washington D.C. beltway and positions Denison work crews within 15 minutes of Northern
Virginia and only minutes from its clients to the north.

The new facility will be the culmination of all the lean management lessons the company’s leadership
learned over the last year, as well as reflect additional cost-saving innovations. “In looking to the future of
lean management at Denison Landscaping, we see our new facility as a new starting ground for us,” says Josh
Denison, the company’s operations manager, future leader and original advocate for adopting lean management
principles. “We're looking at designing this facility in ways that will afford us processes that are the least time
consuming, that involve the least movement and are the most efficient.”

e e e
pots are brought back, cleaned and program will contribute as much as
reallocated to the company’s nursery $50,000 to his bottom line.
operation, which in the past purchased
pots when it needed them. MORNING MINUTES. Most mornings
Denison Landscaping has also Denison Landscaping's staging yard
begun recycling its metal refuse, items was chaotic, to say the least. “Traffic
such as copper wire, piping and other was everywhere and mostly traveling
leftovers from irrigation installations.

“We've brought in $5,000 just from tak-

ing our metal refuse to the scrap yard

into each other,” Kittrell says. “We'd
have numerous accidents during the
morning launch because everyone was
instead of putting it in our dumpsters rushing to get out.”
for the landfill,” John Denison says. Even worse, there were days when

Other initiatives have taken root - work crews were still in the staging
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Destroyers vs. Builders

One of the most eye-opening revelations in adopting lean management processes
at Denison Landscaping were exercises regarding “builders” and “destroyers”
within the company, says owner John Denison.

Achieving lean status, according to the principals of this management
philosophy, starts with people who fall into two categories: destroyers and
builders. These two employee types are polar opposites, the yin and yang of a
work force. Unlike a builder, who is generally an attentive, positive visionary, a
destroyer is characteristically ineffectively trained, displays negative attitudes,
lacks the ability to listen to new ideas and possesses no strategic vision.

“That was an enlightening realization, that after being in business for almost
35 years some of the people you have on staff are destroyers and others, some
you didn't realize, were builders,” John Denison says.

Each week during the lean management process, Denison Landscaping
employees undergoing training were given a scenario and had to consider it
through the eyes of a builder and then through the eyes of a destroyer, says
Executive Vice President Duane Denison. At the conclusion, the question was
presented to employees, “Which one are you?”

“It was incentive for the individual to make the right choice,” he says.

yard at 9:30 a.m.

Lean management, John Denison
says, has shown the company that it's
all about minutes. Denison Landscap-
ing reassessed the traffic pattern of its
morning launch, diverting everyone
from multiple directions to one single
flow of traffic. It departmentalized
who loads trucks and when trucks get
equipped for the day's tasks. Mechan-

guys are stationed at the front of the
deployment line to inspect and trou-

bleshoot minor truck issues so these

problems don't escalate and impede

ics were organized so that three to four

Pictured above: (top row) John David Denison, intern; Katelyn
Denison, payroll; and James Denison, hardscapes; (bottom)
Monica Denison, administration; Josh Denison, operations;
John Denison, president; and Donna Denison, corporate
secretary.

Photo: Risdon Photography
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traffic flow. In addition, each division is
assigned its own starting point.

“We talk all the time about minutes
and how minutes add up into hours
and can be factored into a dollar
figure,” John Denison says. “So with
the change in our traffic flow during

july 2008 www.lawnandlandscape

the morning launch, if we can get it to
save us 10 minutes with 70 vehicles
being dispatched, then we're looking
at a cost savings of 700 minutes per
day in the morning.”

At this time, Denison Landscaping
has shaved off about six minutes from
its morning launch, with most trucks
dispatched by 7:45 a.m.

SPLIT SHIFT. An offshoot of Denison
Landscaping's drive to dispatch work
crews in the least time possible lead
to another lean innovation. Before the
lean initiatives, during the morning
launch trucks would line up outside
the equipment area and wait for
equipment, creating a time-consum-
ing bottleneck. To complicate this
situation, there was no accounting of
broken tools and equipment. “In the
past, returning workers would just put
the broken equipment on the floor of
the tool room,” Kittrell says. “If they
didn't tell anybody, someone would
go out with it the next day. Then we'd
have to run a replacement piece out to
the job site.”

Utilizing lean principals, Denison
Landscaping established split shifts
for the equipment shop and tool
room. The second shift of employees
works from 1 p.m. to 11 p.m. and is
responsible for fixing equipment and
outfitting trucks for the next morning'’s
launch. “We're able to get equipment
fixed that night and ready for the next
day,” John Denison says.

Since adopting the split shift,
Kittrell says the company has seen
an 85 percent improvement in these

departments’ performances.

ACCOUNTABILITY. “Awareness and ac-
countability” is John Denison’s mantra
when he discusses lean management

because every manager wants his

xge 1y



THE TRUCK THAT
LIVES UP TO YOUR
COMPANY NAME.

IT'S JUST PLAIN BIGGER.
When you're looking for the
right truck for your company,

the last thing you want to do

s compromise. This generation Tundra

s beefier than ever, with a bigger frame

er front brakes, bigger interiors and
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THE SUM OF ITS PARTS.
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TripleTech™ frame, integrated hitch receiver
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13.9-in. front brake rotors, available 5.7L V8 There's no job too large or too small in our book
available 6-speed transmission, available Whether you're hauling your payload; your gear,
10.5-in. ning gear. the list goes on. Every compo your crew or all the above, there's the right Tundra
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TRUCK OF THE YEARY b o

businessfleet.toyota.com
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Should mowing and pruning crews be two separate entities, or is it
more efficient to have one crew manage both? Online message board

| users share their methods.

Is there more than one right way to organize mowing and prun-
ing crews and maintain productivity? Jerry Zezas wondered this as he examined
the setup at his company, Blue Heron Irrigation and Landscape in Nokomis, Fla.,
and considered splitting the crew into separate groups to conquer the tasks. He
enlisted the help of Lawn & Landscape online message board users to see if he
was making the right decision in terms of efficiency.

| TRYING TWO. Zezas' project manager suggested separating the mowing and prun-
ing crews on the company's larger commercial accounts. “He says the efficiency of

" personnel just doing mowing or just doing pruning will make up for the additional

‘ travel time and fuel expense,” Zezas posts.

The manager proposed creating one mowing crew that mows properties weekly
and one pruning crew that prunes monthly. “He's convinced that two smaller crews
will create more efficiency for our larger properties.”

Todd McCabe sees merit in breaking down the crews because it can be more

34 Lawn & Landscape | july 2008 www.lawnandlandscape.com
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Bob is building an outdoor staircase. He can use either (A) natural stone, which weighs

approximately 390 pounds each, requiring heavy machinery and extra crew members
to move and position the slabs or (B) RockStep,” a reinforced concrete product” that
looks like natural stone but weighs just 80 pounds, so no extra labor or machinery

is required. Which material will allow Bob to save both time and money?
(B) RockStep. The perfect answer for all your landscaping step designs.

MystiCrete

ROCKSTEP

mysticrete.com 1-877-79STEPS Dealer inquiries invited

*Patents Pending
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HOW MUCH IS THIS
CONVERSATION COSTING YOU?

PUT DOWN FOR LAST
THURSDAYT

*

WHO CAN REMEMBERT
A JUST PUT 8 1/2 HOURS.
.\ :

N — ': 1
WHY DEAL WITH THIS?

WHEN YOU CAN HAVE THIS.

A""‘ OICAPE
LANOSCAPE
David Burns

Time card for: Monday, August 11, 2008 - Friday, August 15, 2008

Employee Time Card

Displays the total ime worked by each empioyee

Jobsite Name  Cost Code Mon Tues Wed Thu Fri Total

Brentwood Job  lrrigation 738 735 753 - - 23:08
Crestview Job Pranting 758 749 1547

7:38 - . 7:58 7:49 3853

Regular Hours [[38:53 |
Overtime Hours ; =@ ]

David Burns Double Time Hours 7 -0-

More than 500,000 workers clocked in today
with The JobClock System. Find out why!

THE JoBCLOCK: THE LANDSCAPER’'S TIMECLOCK.
Call today: (888) 788-8463 www.jobclock.com
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efficient. “The thing | don't like about having a mowing crew
pruning is that you are going to have a truck or trailer sitting
with about $10,000-20,000 in mowers and equipment that is
not being productive,” says the president of McCabe Landscape
Group in Wrightsville Beach, N.C. “| like for my mowers to be
mowing and not sitting on the truck.”

Not only does Bill Atwood want his mowing crews to make
the most of the equipment they haul, but he also doesn't want to
fill the trucks with additional items as the day goes on that would
make it harder to access the mowers.

“(Mowing crews) do not do any pruning as that will fill the
landscape trailer with limbs and other debris and make it difficult

to get mowers in and out of the trailer,” says the owner of Bill's

in mowers and equipment that
IS not being productive.

— Todd Mc A Lar

Complete Lawncare and Landscaping in Trumbull, Texas. “We
cannot afford to have $60,000 worth of equipment sitting still to
prune a few trees or bushes.”

Atwood's mowing crew’s responsibilities include mowing,
edging, trimming and blowing off hard surfaces. They also
perform some weeding and spray weed killer in sidewalk cracks
when necessary.

His pruning crew maintains oak trees, palm trees, crepe
myrtle trees and any other large shrubs or bushes in need of
care. In addition, the crew tackles mulch installation, seasonal
color, fertilization, aeration and any other tasks the mowing crew
doesn’t perform.

Chuck Twist found a slightly different way to make the sepa-
ration work. He has three to four crews that mow and one that
trims and does odd jobs.

“Since there are not enough hours to keep the trim crews
busy all day, they only work a half day trimming and then they
come in in the evenings, after the mowing crews have finished

for the day and clean and service all the equipment and trucks,”


http://www.jobclock.com

says the president of TNT Lawn and
Landscape in Stillwater, Okla. “They
clean the shop and organize every-
thing so that the mow crews only need
to come in in the mornings, grab their
route sheets and go."

The challenge Twist encounters
is that many employees don'’t enjoy
working evenings.

Twist adds there is one other em-
ployee who mows on a tractor with a
grooming mower two days a week, but
his main job is attending to the mow-
ing and trimming crews’ needs. He is
responsible for finding the parts that
are needed, making repairs in the field
and monitoring the quality of field and

shop operations.

COMBINED EFFORTS. Some posters
think forming two separate crews
might create the opposite of the
desired effect. Pruning all day could
get boring and cause the crew to work
less efficiently, they say.

Another notion was that a com-
bined crew can be the way to go if it's
managed properly, says Bob Keating
of Liberty Land Management in Palm
Harbor, Fla. He learned by experience
that separate crews didn't work well
for his company because the pruning
crew didn’t maintain properties fre-
quently enough, leaving them looking
unkempt between visits, he posts on
the message board.

“The property, by getting a full trim
each visit, looks better consistently.
The weeds are tended to quicker.
There are fewer trimmings to trim and
pick up. The annual beds get tended
to quicker. And more importantly, |
have fewer vehicles on the road, along
with fewer people,” he says. “l can just
look at my maintenance profit margin
now versus (with separate crews) and
know for a fact that | run a well-oiled

machine."”

In Keating's case, the trim crew
handles soft bed edging, tree canopies
and palms to 12 feet, and the overall
detail of the property. The mow crew
edges the hard surface, mows, trims

and blows the clippings.

In terms of enhancement and small
landscaping jobs, Keating says a dif-
ferent crew is warranted because he
bills clients extra for that work instead
of billing it as part of the standard

maintenance contract. LL

VIERSATILE

EQUIPMENT

Rock
Soils
Mulich
Compost

Erosion
Control

Landscaping
Construction
Turf

Capitalize on the Potential.
From the products applied to the markets served, Express Blower
has the most versatile blower equipment available.

1-800-285-7227

expressblower.com
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Contractors add holiday lighting -4 { g
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to their service menus to

supplement the slow winter months.

bout three years ago, The Lighting & Landscape Co. ac-

quired a small landscape lighting firm that came equipped

with a few holiday lighting prospects. Little did Marcus Craig
know but the service would quickly grow to comprise 40 to
“Holiday décor

50 percent of the company's total business.

has proven to be a very solid aspect of our business,” says the vice president

“From a small-business perspective, it's a

of the Niceville, Fla.,-based company.
really easy sector to grow.”

Many landscape contractors agree holiday lighting and décor is a profitable
service that, compared to some of the other off-season services, is relatively
easy to offer clients. And the number of contractors who offer it grows every
year, a trend that Scott Heese, president of Holiday Bright Lights, has seen first-

hand. His company, which manufactures lighting products and provides training

and marketing materials to holiday decorators, has witnessed membership to its

holiday décor program grow by 40 percent since last year.

Requiring few pieces of specialized equipment and having a low learning

Lawn & Landscape
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curve, holiday lighting is a great way
for contractors to generate supple-
mental income during the slow winter
months. And, perhaps an even greater
draw, it's a fun service to offer. “We
added the service about 10 years ago
as another source of income when
the market slows down in the winter,”
says Todd Dilley, owner of Outdoor
Environments, South Savage, Minn.
“It's an important aspect to our busi-
ness financially, and it's a fun aspect
we look forward to.”

Holiday décor is a sustainable
business as well, particularly in the
commercial market. “Regardless of
economic slows and peaks, most
commercial establishments have
some sort of holiday décor every

year," Craig says. “It's a fairly viable
business because there is a demand

for it year after year.”

GETTING STARTED. Most contractors
already have the equipment neces-
sary to offer holiday lighting services,
including ladders, hand tools and
trailers for hauling. The one wildcard
item is a boom lift, which is the most
specialized piece of equipment a con-
tractor needs to do the work. Because
holiday installation is seasonal in na-
ture, Craig finds it most cost effective
to rent a 60- or 80-foot boom lift for
$5,000 to $6,000 a year than to invest
$60,000 to $100,000 into owning a
boom unit. Dilley also rents a boom
lift for about $400 a week. Contrac-

tors should be able to effectively enter
the holiday lighting market for about
$20,000, Craig says.

Of course, this cost varies from
company to company. For example,
some contractors choose to keep
an inventory of holiday supplies
while others invest on an as-needed,
per-client basis. Each method has its
merits. For example, companies that
maintain an inventory will have the
extra expense of storing the materi-
als in the offseason, while companies
that invest on an as-needed basis risk
being unable to secure stock.

Like with equipment, most land-
scape companies already have the
manpower for the work. Because of

the low learning curve, mowing and

22853 02 X222 220"
Learn the Christmas Decorating
Business and Watch

Glow!

~

¢ Everything you
need to run a
successful exterior
Christmas lighting
s Visit our business at
website for affordable prices. .8
complete details .
on our training products and pricing.

g IN-STOCK WHOLESALE SUPPLIES
- CONTINUOQUS TOLL-FREE SUPPORT
SHORTEST LEARNING CURVE

* No Contracts to Sign!
* No Franchise fees!
* No Hidden Costs!

i www.CreativeDecoratinginc.com

4 1.888.251.8799  GREATIVE b,

DECORATIN
winning Creative Decorating — Over 27 years experience in the Christmas lighting business  SINCE 1980
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maintenance crews are capable of
adapting to holiday services. Training
can be done in-house, but supplier-
sponsored seminars are a solid source
for assembly and design techniques.
For companies that require ad-
ditional workers, the fall and winter
are ideal times to solicit laborers who
have been laid off from other land-
scape companies. Most of Craig’s
large commercial jobs require 10 to
12 people on a crew, so he doubles
his staff from October through Janu-
ary. Companies with smaller holiday
divisions, like Outdoor Environments,
make due with their established land-
scape crews, which remain on staff
throughout the winter. Most of Dilley’s

residential jobs are serviced by pairs

of workers, and commercial jobs
involve two or more pairs of installers.
Another thing contractors should
consider is the electricity available to
them, says Bill Mansoor, maintenance
manager for Designs by Sundown,
Denver. The company’s outdoor light-
ing supervisor visits each property
prior to the installation to ensure
electricity is available to support the
lights. Tripped breakers and malfunc-
tioning lighting displays can eat away
at the service’s profitability. “A lot of
companies provide proposals that
look wonderful on paper, but they
can't keep the lights going throughout
the holidays because they overex-
tend the amount of lights that can

be used,” Mansoor says. "Always use

Let us show you how™ -
our Holiday Decor System

can make you money!
\

366932-9363

www.holidaybrightlights.com

80 percent of the electricity you have

available and the lights will stay on.”

SET SCHEDULES. Haphazard schedul-
ing can ruin a holiday lighting busi-
ness. No client wants his decorations
up too early or too late. In fact, clients
want them up at the same time. Craig
has implemented a precise internal
scheduling system that has closely
tracked productivity and efficiency
throughout the years. Labor hours for
each job during the previous season
are examined and fine tuned and
turned into next year's schedule. “You
have to be an expert in scheduling la-
bor and processes or else you'll have

unhappy clients,” he says.

Depending on the commitment

) L
Making Seasons Bright

Become a Certified Holiday Bright Lightse Member

42 Lawn & Landscape
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Z7G222/227/327 Commercial Zero-turn Mowers
Kubota's reputation for quality is built into every

ZG Series zero-turn mower. In fact, these professional-grade
mowers are now equipped with Kubota's very own 22

or 27 HP V-Twin, air-cooled gasoline engines. They also
feature a high-performance HST transmission that's easy

to maintain. Plus, the standard deluxe suspension seat and
spacious operator platform provide unmatched comfort all
day long. Available with 48" Stamped and 48", 54" and 60"

Pro Commercial mower decks.

Financing available to qualified customers through Kubota Credit Corporation, U.S.A

|<| J b o r Q For product and dealer information, call 1-888-4-KUBOTA, ext. 404

EVERYTHING YOU VALUI

or go to www.kubotaZG38.com
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level, some companies’ holiday
services are year-round routines. The
Lighting & Landscape Co. initiates
and finalizes contract proposals from
February to May. The installation
schedule is created and tweaked dur-
ing the summer months. Commercial
installations are completed in phases
starting as early as September and
residential installations begin in late
November. Maintaining each property
keeps crews busy through December,
and take-down work is finished in Feb-
ruary, just in time for contract season
to begin again.

Making up 5 percent of its
$242,000 in annual revenue, Outdoor
Environments starts holiday lighting
proposals in mid August and per-

Take-
down work is scheduled from late

forms installs beginning Nov. 1.

January to mid-February, depending
on the weather.

Craig says weather should always
be considered during the holiday light-
ing season and he factors “cushion
days” into his crews’ schedules. These
make-up days come in handy when
the weather is uncooperative or a
schedule becomes too hectic. Craig
factors in one cushion day every three
weeks, but suggests companies new
to the holiday services market factor
in one per week.

INTRICATE INSTALLS. When it comes
to holiday lighting, commercial and
residential installations are very differ-

ent ballgames, Craig says, adding his
client breakdown is 90 percent com-
mercial, 10 percent residential, Most
residential clients want all of their dec-
orations up at once, while commercial
clients are more willing to have their
projects completed in stages. The
Lighting & Landscape Co. begins with
the lighting stage, when crews hang
lights, sans extension cords, without
plugging them in. "Commercial clients
don't mind because the lights aren’t
noticed by the public,” Craig says.
The greenery phase follows, and
includes garland, wreaths and other
daytime décor. Depending on the size
of the property and the job's complex-
ity, the phases of a commercial job
can take three days to two weeks. “We

Four less reasons to think about
global warming’s effect on lawns.

4

w
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Each variety in the Heat Tolerant Bluegrass Series has been
specifically bred to tolerate heat and humidity well beyond
traditional bluegrass regions. They provide a beautiful appearance — |
and show excellent brown patch and shade rolerance, yet each o 4
has characteristics all their own. They are a great addition to any )
commercial or residential landscape. Insist that the Scotts® Heat J
V)" ‘[l".l S' ~ D Nt 'I" 5 e l‘ .
Tolerant Bluegrass Series is part of the blends or mixtures you buy SHEN BN type systoms
start at's 1695.00
Call your Scotts Landmark Sced distributor, @
1-800-247-6910, or visit wuww.scottsproseed.com -
Professional Seed 1-800-822-
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For a FREE video and hydro seeding info pack call:

TURBO TECHNOLOGIES, INC.
3437

www.TurboTurf.com
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“Our Case loader/tool carriers are used for everything
from grading to moving granite. The uptime is fantastic
- nearly 1,600 hours a year with no problems.

Case performance and dependability have made me a
customer for more than 15 years.” si ci aa Landscape

ENGINEERED T0
GET MORE DONE- | 570MXT Loader/Tool Carrier

Prep a site for landscaping. Backfill holes. Move pallets. Plow snow. You'll get year-round productivity with one machine — a Case loader/tool carrier.
With the 570M XT, you can do more each day thanks to a new turbocharged engine, class-leading lift and breakout force, superior operator environment
and countless attachments. Plus, you'll get legendary durability and serviceability from the company that has sold more than 500,000 loader/backhoes.

Step inside and see for yourself.

SUPERIOR | RELIABILITY FUEL EFFICIENCY OPERATOR ENVIRONMENT SERVICEABILITY

You can depend on a Case 570M XT to get more done.
Contact your Case dealer for a demo today.
www.casece.com / 866-54CASEG

o

2008 CNH America LLC. Case is a registered trademark of CNH America LLC. All rights reserved

USE READER SERVICE # 36


http://www.casece.com

try to coordinate based on the type

of commercial establishment and any
holiday events they might have com
ing up,” Craig says. “Some jobs also
require more than just lights, which
we have to factor in as well.”

The Lighting and Landscape Co.

offers free maintenance services

throughout the holiday season and
guarantees to handle any issues
within 24 hours. The company also
takes a proactive approach by visiting
properties every evening to make sure
everything is up and running

Like the installations themselves

pricing differs from commercial to
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residential holiday lighting projects.
Craig prices his landscape lighting
jobs based on labor hours for the
install as well as the take-down work
Size and complexity of the project, as
well as the price for renting a boom
lift if necessary, are factored into the
final price. The company has holiday
lighting contracts ranging from $1,000
to several thousand dollars.

Outdoor Environments sees a
profit margin of 7 to 12 percent on its
holiday lighting services. Dilley prices
his lighting services by the square
or liner foot, depending on if he's
working on trees or houses, While it's
hard to determine an average price,
the average residential project ranges
from 1,000 to 2,500 square feet and
the average commercial job is 3,000
to 5,000 square feet, he says.

While Dilley doesn't have a sched-
uled maintenance program, his crews
will troubleshoot any problems, like
burned out lights and fallen Santas,

free of charge.

SELLING SUCCESS. A savvy busi-

ness sense is essential to operating

a successful holiday lighting service,
contractors say. “One of a contractor’s
biggest mistakes is trying to simplify
this business,” Heese says. “Without
the proper tools and training, this add-
on service can quickly become their
biggest headache.”

To help clients see the service'’s
value, contractors should present
themselves as a holiday lighting ex-
pert and stress the intricacy involved
in doing the job right.

“Christmas décor doesn't sound
that complicated, but it is really easy
to do a lousy install job,” Heese says.
“You have to demonstrate to clients
that they can’t do this at the quality
level that you can. If you can’t do that,

then they won't use you.” LL
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Plant growth
regulators (PGRs) save
contractors time and
money by lightening
workloads.

These days, using less of anything -
from time to money to fuel - is good busi-
ness. For lawn and landscape profession-
als, plant growth regulators (PGRs) aim to
do just that. These products save contrac-
tors time, money and fuel by slowing turf
growth, resulting in less frequent mowing.
Greg Black, owner of Black Landscape
Contracting, Mechanicsburg, Pa., started
using PGRs about three years ago with
two primary goals: to see fewer clippings
and to keep the turf on the area’s minor

league baseball field - a key account -

._
§
§
g
:
:

shorter and tighter. More recently, his goal
has been to mow less often and save mon-

ey on fuel. And he's been successful on

BY EMILY MULLINS/ASSOCIATE EDITOR
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mowing

and maintenance

The Many Roles of PGRs

Plant growth regulators (PGRs) do more than just slow turf

growth. Other uses include suppressing unwanted turf species

and keeping woody ornamentals under control.

Uses on Turf:

Suppress turf growth during overseeding to give young

seedlings time to grow.

Inhibit or suppress Poa annua seed heads.

Eliminate tall seed heads in roadside grasses.

Suppress growth of various turfgrass species, giving desirable

turfgrass an advantage.

Reduce the need for trimming around trees, landscape fixtures

and edges.

Improve turf health and color, stress tolerance and root

development.

Uses on Ornamental:
Reduce trimming needs.

Prevent fruit from falling from trees.

Suppress sucker and sprout growth.

Improve root development, branching and overall vigor.

all accounts. “We've seen decreases

in clippings and in the time it takes to
mow each property,” Black says. “Fuel
savings have definitely been noticeable
because our shorter mowing cycles
have reduced gas consumption.”

PGRs are becoming more popular
among lawn and landscape profession-
als, with 19 percent planning to invest
in the products this year, compared to
14 percent in 2007, according to Lawn
& Landscape research. Manufacturers
say this could be because contractors,
like Black, are catching on to PGRs'
time- and labor-saving benefits.

50

Lawn & Landscape | july 2008

Fuel prices are currently at their
highest levels in history and mow-
ing costs have increased as a result.
Because PGRs slow turf growth, a
reduction in mowing is realized, says
Dr. Dennis Shepard, field technical
manager for Syngenta Professional
Products, Greensboro, N.C. In turn,
reduced mowing can help mowers per-
form better and last longer because of
less wear and tear. Additionally, PGRs
can improve turf quality and density
and boost stress tolerance.

SEEING SAVINGS. Black's crews use

PGRs on both commercial and resi-
dential properties. About 80 percent
of Black's clients receive blanket PGR
treatments, along with fertilizer and
liquid iron applications to maintain turf
color. Some commercial properties,
particularly those billed hourly, only
receive PGR applications on hard-to-
mow areas like embankments. “Using
PGRs on hourly accounts results in
fewer billable hours,” he says. “For us,
it's a wiser business decision to only
use PGRs on seasonal accounts.”

Since using PGRs, Black's crews
complete each mowing job 20 to 25
percent faster, and can mow every 10
to 12 days instead of every seven. “In-
stead of four cuts a month, we can get
by with three, or sometimes two, using
PGRs," Black says. Like time savings,
fuel savings have been considerable.
Each of Black's seven maintenance
crews saves about $100 in fuel each
week, for a total weekly savings of
about $600. “We don't have to double
cut because turf is not as thick or as
heavy,” he says.

The time savings depend on a va-
riety of factors - from the time of year
to the product used to the rate of turf
growth. But contractors using PGRs
can ideally expect to mow every other
week vs. every week, or once every 10
days, says Ben Cicora, herbicide and
plant growth regulator business man-
ager at Bayer Environmental Science,
Research Triangle Park, N.C. “The sav-
ings are most significant during peak
mowing seasons like spring and fall
when grass is really growing,” he says.

Control, though, depends on the
type of product used and the applica-
tion rates. Some turfgrass PGRs will
slow turf growth for a few weeks, and
others, a few months. The product a
contractor chooses will depend on his

www. lawnandlandscape,com
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mowing

desired results and his budget. Some
PGRs will control turf for three or four
weeks, which may be suitable for
contractors battling the busy spring
season. Contractors will pay more for
longer control.

PGRs are most often used on
cool-season turf in the Midwest and
Northeast, Cicora says. They're also
used most frequently on commercial
properties with hard-to-reach areas,
like embankments and parking lot
edges, which take contractors too

and maintenance

example, PGRs should not be used
when turf is susceptible to insect or
disease damage because it will have
no chance to outgrow the injury. Also,
PGRs shouldn't be used on turf that
will experience a lot of activity, such
as an athletic field prior to a sporting
event, because the grass will need
time to grow and repair itself.

Climate conditions also play a role
when applying PGRs. Usually, there is
no real reason to apply PGRs once the
temperature rises above 85 or 87 de-

we can get by
with three, or sometimes two, using PGRs.”

— Greg Black, Black Landscape Contracting

much time to mow properly.

For lawn and landsape profession-
als struggling with labor challenges,
PGRs can also help reduce mainte-
nance costs and allow a contractor to

reallocate labor as necessary.

WHEN TO APPLY. PGRs should only

be used when turf is stress free, says
John Spalding, PGR product manager,
PBI Gordon, Kansas City, Mo. For
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grees because the turf goes dormant,
Cicora says. However, lush, irrigated
turf may need a PGR application about
once a month during the summer.
Black's crews apply PGRs to each
property every 18 to 20 days. If this
window is missed, turf “jumps out”
with uncontrollable growth, Black
says. To prevent this occurrence,
Black enters each PGR application
and date into a computer system and

an alert reminds crews when the next
application should take place. Crews
also keep job calendars in their trucks
as an extra reminder.

“When you miss an application, it's
like the turf is unleashed after it's been
held back forever,” Black says. “Once
you make an application you regain
control, but it can be pretty unsightly
until then.”

Black monitors humidity when
applying PGRs and makes applica-
tions when the temperature is between
55 and 78 degrees. The products
shouldn't be applied when conditions
are dry because turf will wilt. Black's
crews also maintain most of their
client's irrigation systems, so they
can adjust watering times as needed
for effective PGR applications. For
clients who manage their own irriga-
tion, Black instructs them on proper
watering techniques and gives them a
disclaimer on what their lawn will look

like if they don't follow through.

PRICING. The price of PGRs varies,
Cicora says, and can range from $60
to $120 an acre or $1.50 to $3 per
1,000 square feet, depending on the
product. Contractors spent an average
of $3,747 on PGRs last year, according
to Lawn & Landscape research.

To recoup the cost, lawn and land-
scape professionals need to weigh the
product cost and the labor costs of
spraying and mowing.

Black spent about $4,800 on PGRs
last year and he recouped this cost
through fuel savings alone. But on new
or specialty accounts, like the baseball
field, he factors in a fee to cover the
PGR'’s cost by considering property
size and the amount of product used.
Black's average application rate is
about 12 ounces per acre and then he
includes a 30-percent markup fee. LL




THE ARMY KNIFE OF TURF HERBICIDES

Turf Herbicide
for Grassy & Broadleal Weeds

- - E———

e B
fl OF REACH OF CHILDREN _ L
A5 <

[ PATENTED SYNERGISM REQUIRES LESS ACTIVE INGREDIENTS]

CRABGRASS * YELLOW NUTSEDGE * BROADLEAF WEEDS * TURF TOLERANCE * SPEED

G pbi /cordon
corpoRation

An Emplovee-Owned Company

800-821-7925 » pbigordon.com/q4

USE READER SERVICE # 41




pesticides

10

1 fire ants

Difficult to manage, fire ant

bait is a key to controlling their

numbers on clients’ properties.

TIMOTHY S. DAVIS

Black imported fire ant (S. richteri).
Photo: Scott Bauer.

or landscape contractors who don't live in fire
ant country it is difficult to understand just what
a problem fire ants can be for people. After all

they are just ants. Once contractors or clients
have their first tangle with them, though, they
quickly realize there is no such thing as just
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Fire ants are responsible for an estimated $6 billion in annual damage
in the U.S. Photo: Scott Bauer

ants. To date, fire ants range as far
north as Virginia on the East Coast

and Tennessee at lower elevations.

With estimates placing annual fire ant
damage in the U.S. at around $6 billion,
managing fire ant populations may be
an opportunity to add a new dimension

to a contractor's service menu.

BIOLOGY. The Internet will yield a
number of home remedies for dealing
with fire ants, and some are very en-
tertaining to read. Unfortunately, most
of these remedies are ineffective and
many can be very hazardous.

While fire ants are very susceptible
to insecticides, it is often difficult to
reduce their populations to a level ac-
ceptable to many clients. Fire ants are
difficult for people to manage because
they occur in very high numbers. It isn't
uncommon to have as many as 300 to
500 mounds in a single acre. They have
a very high reproductive potential and
during a mating flight can travel long
distances.

Fire ants are never going to be
eradicated, and any treatment, no mat-
ter how effective, is only temporary.

Widely disliked for their venomous, painful stings, fire ants have

spread across much of the Southern U.S. Photo: Scott Bauer.

communic

MANAGEMENT. There are three broad
categories of products in fire ant
management. These include individual
mound treatments (IMT), bait and
broadcast granular products. Each
product is a different type of tool in a
landscape contractor’s tool box, and
each has its place in a management
plan. What the professional landscape
contractor is selling, though, is not the
product, but their knowledge of each
tool and how to use it to effectively.

Fire ant bait, though, should be the
meat and potatoes of a landscape con-
tractor’s fire ant management plan. Bait
allow contractors to use the foraging
behavior of the ants to deliver the bait
to mounds throughout the treated zone.
When treating an area 100 percent

\\\, {
-~ 7\

clearly with them about
what to expect from a fire ant
management program.” — 7imothy Davis, Clemson University

coverage is not necessary to achieve
success. Fire ant bait has very low
levels of insecticide. The components
used in fire ant bait breakdown quickly
and leave no residual insecticides.

Field testing under rigorous
scientific control has shown, if used
correctly, fire ant bait provides 85 to 95
percent reduction in the fire ant popula-
tion. When broadcast correctly they are
relatively inexpensive, costing between
$7 and $15 per pound. Most labels call
for 1- to 1.5-pounds-per acre.

BAIT AND SWITCH. Despite their
advantages, fire ant bait is the most
difficult strategy to use correctly, and
they require some extra knowledge by
the applicator.

Lawn & Landscape 55
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larvae. The larvae then excretes diges-

tive enzymes onto this “lip” and eat the

“The Internet will yield a number of home Benid tescltn ALl of the thes arits faad
remedies for dealing with fire ants, tidhgh & giocses calied tropholaids

where they feed from oils secreted by

and some are very entertaining to read.
Un rtunately, most of these remedies actually, since this gives them built in

these late stage larvae. It's quite elegant

food tasters. If anywhere in the colony

are IneffeCtlve and many can be ants become sick due to poisons, then
Vefy hazardous_” — Timothy Davis, Clemson University the queen does not eat from the food

source. She can always make more

workers and the colony lives on. Bait

takes advantage of this process by

Bait works by using the fire ants These three components work together ~ allowing the workers to deliver the toxin
behavior to deliver the insecticide to the  to deliver the insecticide directly to the throughout the colony. This is also why
colony. Fire ant bait has three different fire ant colony. most bait is relatively slow acting.
parts: a matrix, usually defatted corn Fire ants are voracious predators, The first key to getting high levels
arit gel; a carrier/attractant, usually but they do not eat solid food. They of control with this product is to use
soybean oil and an active ingredient. place food on the “lip” of the late stage fresh bait. The soybean oil used as an
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About The Author

pesticides

attractant can quickly go rancid once
exposed to air. Most of the active ingre-
dients are also sensitive to UV light and
water. So purchase only what you need
from a reputable dealer.

The second trick is to broadcast
the bait, which allows the contractor
to treat mounds he can and can't see.
This allows foraging ants to pick up the
bait and bring it back to the colony.

The third and most important trick
is to broadcast the bait while the ants
are actively foraging. It doesn't always
work to spread fire ant bait when it is
convenient. If the ants are not forag-
ing you are wasting time, energy and
money putting out fire ant bait. Fire
ants will forage when the surface soil
temperatures are between 75 and 95°F.
Using a pre-bait test may be the easiest
way to determine foraging activity.
Place a small amount of bait, wait 30
minutes, If the ants hit the pre-bait then
it is a good time to broadcast.

Avoid rain or irrigation immediately
after a bait application. The water is
quickly absorbed by the bait matrix and
can render a treatment ineffective.

When dealing with clients you will
be most successful if you communicate

clearly with them about what to expect

Timothy S. Davis is an import fire ant
specialist at Clemson University and
is pursuing his doctorate in entomol-
ogy. In 2006 he assumed respon-
sibilities as an extension program
leader for consumer horticulture
and state coordinator of the Master
Gardener Program in South Carolina.
His expertise in fire ant research
has been recognized world wide and
has taken him to Argentina, Australia
and Taiwan. He can be reached at
803/730-7956 or via e-mail at tdvs@
clemson.edu.

from a fire ant management program. of fire ant control to expect, then they
If they understand how long it takes a will be much happier with the profes-

particular product to work, and how sionals work.

long the treatment will last before a Remember, what you are selling is
retreatment is needed and what levels your knowledge, not the product. LL
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add-on services

BY MIKE ZAWACKI/MANAGING EDITOR

With the potential for impressive profit margins,
landscape curbing is a viable service addition.

> > > Jim Carter has a single regret about adding curbing to his landscape menu last
year; and it's that he didn’t adopt the service sooner

“For me, it's been a profitable addition,” says Carter, the owner of Buffalo-based

Grassman Lawn and Landscape, which expects to do about $100,000 in overall sales
this year. “My only complaint is | didn't do this sooner.” ;
With a $22,000 investment for a concrete curbing machine, Grassman Lawn and .
Landscape initially added landscape curbing on a part-time basis to augment its over-
all landscape service offerings. The initial positive feedback from clients convinced
FOR MORE ONLINE Carter to invest in booth space at a local home and garden show, and by the end of

the show he had commitments for 80 curbing jobs this season.
Check out July’s Online Extras at

www.lawnandlandscape.com for a i ; g
pictorial of a curbing installation job and then you get a call from his neighbor, and so on.

*Often curbing seems to sell itself,” he says. “You install it for one residential client

and images of finished landscapes. There are a number of solid reasons why curbing is a viable service option for

Photo: Curban Legends

landscape contractors. One enticement is that curbing has the potential for a 60
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Trim Your Labor Costs!

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

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

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

percent profit margin and requires
minimum manpower and a single

day or less on a job site, says Mark
Crosswell, president of Tygar Manufac-
turing in Atlanta. “Curbing can also be
performed in times other than the high
season for other landscape activities,”
he says, “which lessens the seasonal-

ity for contractors.”

may lead to

But for contractors thinking about
adding curbing as a new profit center,
there are some issues they should be
aware of to ensure they operate ef-

ficiently and profitably.

COSTS. With fuel prices spiking

around $4 per gallon, gas and diesel

- adaee”

prices are some of the main cost

constraints a contractor has to trouble-

shoot, both in traveling to various job

sites and from visiting potential clients

to offer quotes. “Probably 40 percent
to 50 percent of our fuel costs are
for running to do quotes,” says Jim

Hardin, co-owner of Curban Legends,

a $200,000 landscape curbing firm in

10 others that are.

— Jim Hardin, Curban Legends

Louisville, Ky. “We have had to make

some tough decisions as to what jobs

we're willing to travel for and how far.”

For long-distance jobs, Hardin will
pre-qualify clients before heading out

to quote, or he may subcontract the

job to an installer local to that market.

“It's never easy to turn down work,”

patterns.

Landscape contractors typically

What Is Curbing?

Decorative landscape curbing involves a machine that lays
extruded concrete to create a solid landscape border.
Appropriate for both commercial and residential settings,
curbing adds distinction between landscape beds, lawns,
property lines and other topographical boundaries. Unlike
unstamped gray curbing, landscape curbing offers clients

a wide selection of concrete colors, styles and stamped

he says. “But it doesn’t make financial
sense if it ties up our crew all day to

put down 100 feet when we could have
stayed in town and put down 500 feet.”

Material cost is another major
issue. It's important to monitor the
cost of each key element required
for curbing, including sand, colorant,
sealer and cement. Gaining a solid
understanding of material consump-
tion allows the contractor to not only
price the service appropriately, but
also more favorably negotiate prices
with suppliers.

“If you know you will need 1,000
pounds of brick red colorant you will
obtain much better pricing buying it
at one time vs. buying it in 25-pound

bags,” Hardin says.

SELLING THE SERVICE. Part of the
appeal for contractors is that it's not
a service that has oversaturated the
landscape market.

Pricing differs from region to

pick up curbing very quickly.

Most manufacturers provide training programs that cover the hands-on and technical
aspects of curbing, as well as allow for some practice time prior to a live installation.
Suppliers also provide curbing-related information on sales and marketing, advertising,

material procurement and accounting.

Photo: Tygar
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region, and from market
to market. For example,
Carter charges $9.50
per foot, which includes
color and pattern, for the
average residential or
commercial curbing job.
If the client wants lights
recessed into the curb-
ing, then Carter charges

tising in local periodicals and
newspapers, direct mailers,
distributing door hangers

and exhibiting at home and

garden shows. “One of the

best forms of marketing is

to simply get new curbing

jobs on the ground,” he says.

“Whether for neighbors,

friends or family, once others

an additional $4 per foot see an attractive curbing job
because the work requires a second Hardin recommends contractors your referral network will do the rest.”
day to complete the installation. If the resist the temptation to cherry pick Hardin emblazoned his truck with
job requires the removal of a land- large-scale jobs. There is merit to graphics of completed jobs to bring at-
scape feature, such as sod, concrete doing smaller-scale work. “A 50-foot tention to landscape curbing'’s appeal.
or other type of curbing, he charges a job that was marginally profitable may "It wasn't cheap, but it garners a lot of
$70 disposal fee, which is the mini- lead to 10 others that are,” she says. name recognition and attention,” she
mum to access the local dump. On A fair amount of marketing - both says. “We hear all of the time, ‘Curban
average, Carter says his profit is about  grass-roots and traditional - is neces- Legends, we've seen your truck.' Now
$6.50 per foot per project. sary, Crosswell says, including adver- we have a moving billboard.” LL
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Solid Footing

Jim Hardin, co-owner of Curban Legends, a Louisville, Ky.-based landscape curbing outfit, offers some
keys to ensure efficiency and profitability.

SMART SCHEDULING. To reduce travel time and fuel expense, do quotes and schedule jobs in the
same area of town and on the same day.

CREW SIZE. Running too small of a crew can be just as detrimental as over-staffing one. Develop
the crew number based on average job size and typical workload. If one crew member has a lot of
downtime, perhaps the position can be eliminated.

RUN SMOOTHLY. Each crew member should know their role with little direction from the time they r
arrive on site to when the truck pulls away. A poorly trained crew will stand around the job site waiting
for instructions, losing valuable time in completing the present job and moving on to the next.

QUALITY EQUIPMENT. When paid by the foot, the number of feet you can produce in a day is the
key to profitability. Invest in machines that extrude the curb quickly and resist clogging and bogging

down in the middle of a job.

Lawn & Landscape | july 2008 www.lawnandlandscape.com

Photo: Curban Legends
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© . field-tésted strategies for
T maximizing profit potential
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Whether you're a $100,000 or a $10 million landscape With installation work, the successful contractor practices

firm, in a challenging economic environment the contrac- solid strategies to minimize waste and increase efficiency.
tor's focus is to maximize production and profitability and
eliminate wasteful practices. LOGISTICS. Success on the job site starts at the company

This is critical when approaching landscape installa- headquarters. For Lawrence Landscape, installation work

Crawford Landscaping

tion, whether the job involves mulching and planting or the begins at the Friday morning manager's meeting where

Photo

construction of an elaborate backyard living environment the jobs for the next week are reviewed and discussed in
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installation

“Once we started

installation are another efficiency tool.
Each Lawrence Landscape job packet
includes a material list, color-coded
installation plans, directions to the job
site, customer contact information and
other paperwork. “The whole idea of
the job packet is that my salesman

for that job could be on vacation and
we'd still have all of the information to
do that job to the customer’s satisfac-

tion," Male says. “There's a lot less
stress and we operate much more
efficiently because there are a lot less
unanswered questions.”

A job packet also includes print-
outs of digital images with directions
for specific tasks, such as identifying

certain rocks to be relocated or to

2 leave specific trees undisturbed. The

g images are useful in crossing language

doing the manager’

$3.5 million in installation work annu-
ally. “You want to get as much done on
an installation project as you can that
first day. Therefore, you want your first
day to be the most successful.”

And once an installation project is
under way, the production manager
and the field staff must communicate
daily to address key issues and change
orders, Matthews says. “A timely
response is key because it doesn't
take much to hold a project up,” he
says, “And it also doesn’t take much to
begin performing a bunch of work that
isn’t in the contract.”

Project managers must constantly
reevaluate schedules to keep them
from falling fall behind. “Larger proj-
ects are easier to manage because of
“On a

their duration,” Matthews says.

meeting a lot

of our problems went away because it helped prevent
the wrong information from getting spread around to our
guys on the job site.”

For more on methods landscape contractors use to increase productivity and maximize profits
when doing installation work, as well as some of the tools and equipment they find helpful on the
job site, check out the July Online Extras at www.lawnandlandscape.com

— Frank Male, Lawrence Landscape

. ~

detail so everyone receives the same

information at the same time. “We
only plan out a week in advance
because any longer than that, certain
details begin to get fuzzy,"” says Frank
Male, co-owner of the $4 million land-
scape service firm in Lawrence, Kan
“Once we started doing the manager’s
meeting a lot of our problems went
away because it helped prevent the
wrong information from getting spread
around to our guys on the job site.”

Detailed job packets for each

68
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barriers with Hispanic laborers, Male
says. “With the images, it doesn’t mat-
ter how bad my Spanish is; | can still
get my point across,” he says.

The detail and attention devoted to
preparation impacts the success of the
project’s first day, which Kip Matthews
believes is the most important. “It sets
the tone for the entire installation proj-
ect,” says the construction department
operations manager at Gardener's
Guild, a Richmond, Calif.-based land-

scape company that completes about

small project, you don’t have as much
time to adjust to problems. If you
don't have time to make up for your

mistakes, it will cost your bottom line."

EQUIPMENT. Contractors are privy to
a wide variety of labor-saving tools and
equipment. However, the costs savings
are negated when equipment breaks
down on the job site, stalling the con-
tractor and his crew.
Dan Bishop hired a full-time fleet

service mechanic to act as a mobile
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The Commercial Landscaper’s Partner

It doesn’t get any better thanthe | Investin RedMax today ... you'll appreciate your productivity.
quality, durability and technical

innovation of RedMax.

Our competitors try, but they can't
meet our durability and our Strato-
Charged™ engine technology.

RedMax is THE commercial operator’s power equipment choice.

No hay forma de superar la
calidad, la durabilidad y la
innovacion técnica de RedMax.
La competencia lo intenta, pero no
pueden igualar nuestra durabilidad
y nuestra tecnologia de motores
Strato-Charged™.

« Brushcutters
« Trimmers
» Blowers

« Chainsaws
*» Sweepers

Edgers

To contact your RedMax dealer ... Zenoah America, Inc., 1100 Laval Blvd., Suite 110, Lawrenceville, GA 30043, U.S.A.
Phone: 800.291.8251 Fax: 770.381.5150 Web: www.redmax.com

USE READER SERVICE # 48



installation

equipment troubleshooter to its 25

trucks, 13 pieces of construction equip-

ment and eight equipment trailers.
“In 2007 we were incurring some
hefty costs outsourcing service and
repairs,” says the chief operating of-
ficer of Las Vegas-based DEK Land-
scape, which did about $9 million in
landscape business last year. “Fixing
equipment right on the job site has
brought our costs down compared to
having to go outside for service and
repair.” In the first quarter of 2008, the
mechanic reduced Bishop's equip-
ment repair cost by 40 percent.
However, not all installation
contractors run such a large fleet.
Regardless of a contractor's size,
Ken Pagurek, the president of HPK

Property Maintenance, a $2 million
full-service landscape firm based
in East Norriton, Pa., says immedi-
ately addressing equipment issues
increases productivity. “What happens
is that guys break tools, don't report
it to anyone and then leave them on
the trucks,” he says. “You go to start
a new installation job and you find out
all of your shovels are broken.

“We've addressed this by painting
a spot on the floor of our warehouse
that reads: ‘Broken Tools Here!""
Pagurek adds. “Now, at the end of the
day, workers place any broken tools
there and they get replaced. That way
we're not trying to track replacement
equipment down while crews should

be working.”
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microinjection systems

a Tree Tech®

MATERIALS. Rob Garpiel reduced ma-
terial costs by having his project man-
ager order the necessary materials for
each of his three installation crews at
the start of the work week. “We don't
store material,” says the president of
Garpiel Landscaping, a S1 million firm
based in Saginaw, Mich. “Instead, we
give crews the materials and say this is
what it's going to take to complete the
job. It forces whoever is bidding a proj-
ect to estimate exactly what's needed
so the guys on site have what they
need to complete the job. That way
installation crews don’t have to keep
going back over and over for more
material and it doesn't allow them to
waste material unnecessarily. This

has helped our bottom line because it

When the control of dcscrving
tree insect pests demands

yous attention...

Meritinjcctable.,
is;yoir best cheoice!

. .
Merit Injectable
The “ 1 tree and shrub insecticide now
available in a new Microinjection Product.

950 SE 215th Ave
Morriston, FL 32668
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makes our guys a little more culpable
for what they're doing on the job.”
Similarly, with fuel over the $4-per-
gallon mark, it has become cost
prohibitive for crews to travel to and
from vendors for materials. Bishop
negotiates with material vendors and
nurseries to deliver as much prod-
uct to the job site as possible. “If we
can plan ahead with our bigger jobs,
our purchasing department can get
everything dropped right to the curb
and our guys park the truck and work
for eight hours,” he says. “We can
maximize labor and efficiency by not
having our guys running around for
material and burning up fuel.”
Whether it's mulch, pavers or plant
materials, Pagurek won't dispatch an

installation crew until the materials
have been delivered to the job site, in
some cases a day or two in advance.
“I'm not a big fan of guys sitting
around and | want my guys working
when I'm paying them,” he says. “For
example, I'm not going to send 12
guys to a job site to put in 400 yards
of mulch and have them standing
around because the muich is late.”

CREWS. Like managing materials,
equipment and logistics, understand-
ing the extent of your crew’s capabili-
ties affects efficiency and profitability.
“If you don’t have enough guys then
your productivity goes down,” Pagurek
says. “If you have too many, then your
profit margins hurt. Evaluate the size

of the crew and know what that crew is
capable of accomplishing and what its
capabilities are with relation to what is
demanded for the project.”
Consistency is another critical
component, says David Katz, presi-
dent of Elite Landscaping, a $1 million
firm in Wappingers Falls, N.Y. Crew
consistency should stem from skill set,
repetition and productivity gauges that
can be monitored and compared. “If
you can keep the same people doing
the same job every day, then there
will be efficiency,” he says. “If people
are doing many different tasks on any
given day, then it is nearly impossible
to achieve a level of efficiency that
someone who only plants or only does
stone work is able to achieve.” LL
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appearance of foliar diseases. Make 2008 the year
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operations

Don’t let unpaid bills cut into your profits.
Pursue delinquent clients the right way.

BY MIKE ZAWACKI/MANAGING EDITOR

It’s inevitable. Sooner or later a client must pay.

Landscape contractors typically run on thin profit margins and they rely on a steady
stream of cash to operate. Therefore, it's critical to take measures to ensure payment is
received in a timely manner.

“Even in the best economy you can anticipate a handful of customers who will not pay,”
says John Mikorenda, sales and marketing rep for High Tech

Landscapes. a $15 million firm based in Branchburg, N.J. The

FOR MORE ONLINE

landscape firm dealt with a dozen delinquent clients in 2007 and

Check out July’s Online Extras to
find more contractor techniques to
secure payment and avoid delin-
quent clients. Share your experi-
ences at the online message board.

Mikorenda expects an impending economic downturn will increase

that number this year. “This doesn't make us nervous,” he adds.

“We just accept that there will be more trips to the courts.”

Photos: dreamstime.com
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Most contractors are well versed
in the routine of first making polite
phone calls, then sending certified
letters and finally filing suit in small
claims court, and others are resigned
to writing off the debt. However, there
are other avenues to ensure payment
and recoup unresolved bills.

PROTECTIVE MEASURES. Prevention

is the best debt-management strategy.
And whether it's a design/build job or
mowing, a solid contract is a landscape
contractor’s first line of protection.

Tim Turner, president of Windswept
Landscape Studios, a $1.2 million
design/build firm in Houston, employs
a contract that clearly outlines the
payment agreement and the penal-
ties for delinquency. Regardless of a
contract's strength, these provisions
need to be explained to the client at
signing. “When you set the boundaries
at the beginning it makes it a lot easier
to collect at the end, and to remind
people if they start to stray because of
some sort of financial issue,” he says.

Thorough documentation is another

Were you

featured
in this

issue?

WHAT NOTTO DO

Often the sound course of action is to deal with delinquent clientson a
customer-by-customer basis, says Bruce Phillips, a senior economist at
the National Federation of Independent Business in Washington, D.C.
“I don't think you can have a catch-all policy for every client,” he says.
“That's what big businesses do, rushing you off to court for $100."
However, Phillips advises contractors to never...

Business

mTHREATEN TO SUE IMMEDIATELY. This is the worst course
As Usua

of action because it antagonizes an already struggling client.
“You'll end up at the bottom of their list of people to pay and they're
going to gamble that you're not going to sue them for a few hundred
dollars.”

IGNORE A CLIENT'S CALLS. They're reaching out to explain
mtheir circumstances and come to a compromise. Hear them out
and work out a payment plan. “They may just need until the end of
the month to pay you. Two-way communication needs to be there
to resolve this issue.”

EEBE INFLEXIBLE. Unlike their corporate brethren, small
businesses are known for their flexibility. “The ability to work
together will go a long way when it comes to customer loyalty.”

www. lawnandlandscape.com july 2008 | Lawn & Landscape 7S




key, contractors say. Clients unable or
unwilling to pay will often cite “lack of
service” as a reason to renege on a bill.
Ross Fletcher, president of Hemlocks
Landscaping, a $2 million full-service
firm based in Jasper, Ga., has his
maintenance crews leave a property
service report after every visit. “It docu-
ments exactly what they did that day,”
he says. “A copy goes to the client and
a copy goes into their file back at the
office. It's a great way to document that
we did the work. We can show that on
this date six months ago we did these
things. It helps a lot in case you do get

involved in a court case.”

To avoid payment problems, Mark
Monroe adopted a credit card-only pol-
icy. “This has improved our cash flow
tremendously and has all but eliminat-
ed bad debt and the costs associated
with debt recovery,” says the president
of Nutri Green, an $800,000 lawn care
and tree/shrub care company based in
Fort Worth, Texas. “When we get a de-
clined credit card, we pursue that issue
immediately, not after 30 to 60 days."

Credit card auto billing is well worth
the 2- to 3-percent merchant process-

ing fee, Monroe says, and it outweighs

{/. 4 -

the resources wasted chasing past-due
clients. “We used to spend tremendous
resources mailing out overdue state-
ments and making collection calls,”
he says. “Now we can invest those re-
sources into more profitable pursuits.”
Other billing options are available,
too. Web savvy contractors can accept
payment through online e-commerce
services such as PayPal, says Bruce
Phillips, a senior economist with the
National Federation of Independent
Business in Washington, D.C. And
for a fee, a contractor can obtain
merchant status through a bank

BILL COLLECTING

Chasing after unpaid accounts is an agonizing
duty for landscape contractors.

Craig Davidson, president of Landry & Jacobs,
aPhoenix-based commercial and consumer debt
collection agency, offers landscape contractors
some keys to managing, controlling and collecting
accounts receivable.

The most effective collectors leave emotion
out of the equation. Speak directly, courteously
and remain calm. Contact the past-due client
and administer new deadlines. Ultimatums will
do nothing to resolve the underlying debt.

When dealing with a corporation or an LLC,
obtain a personal guarantor. Without it, if the

company should go out of business or dissolve, you
generally have no recourse or legally responsible
party to pursue.

Any landscape contractor who does not have the
capability to accept checks or credit cards by phone
has one hand tied behind his back. If you reach a past
due customer and have his attention, you must have
the ability to secure payment at that instant.

Finally, faced with a non-sufficient funds (NFS)
check, one method of securing funds is a little
known process called “cashing,” where you many
present the check to the account holder’s bank and
have it converted into a cashier’s check. This will
immediately secure the funds.
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to process credit cards through his
landscape company's Web site. “This
gives contractors a more professional
veneer,” he says. “And some people
like paying on a regular basis online.”

COLLECTIONS. Though a popular op-
tion, taking a delinquent client to small
claims court is not always a feasible
pursuit for the landscape contractor.

“In a few instances | consulted with
my accountant who advised that it
would cost more money to sit in small
claims court to collect on $S400 just for
the principle of it,” Turner says.

Instead, Rennels turned to a collec-
tion agency to retrieve unpaid funds.
It was an appealing option because it
took nearly all of the leg work involved
in chasing down payment out of his
hands. “We're growing and we don’t
have a full-time staff yet, and the office
stuff takes an enormous amount of
time,” he says. “While this is only a
small percent of our clients, when you
have to deal with it yourself it adds up
to a significant amount of time.”

Collection agencies are compensat-

ed in a variety of ways, from flat fees
to a percentage of what's collected.

can anticipat.e a handful of

customers who will not pay.”

Others were dissatisfied with the
legal process. “In the few instances
where small claims court was pursued,
| found that we wound up with an es-
sentially useless judgment lien against
individuals who have no non-exempt
assets,” Monroe says, adding he has
never recovered debt as a result of a
small claims court judgment.

This is the reason John Rennels
became disenchanted with the court
system. “We do most of our work on
contract, so from a legal standpoint
you'd think we’'d have legs to stand
on,” says the president of A Plus Lawn
and Landscape, a $250,000 firm
based in Lawrenceburg, Ky. “We'd
take the delinquent clients to court
and they still wouldn't pay. It was just
a waste of time and money."

John Mikorenda, High Tech Lan

Rennels chose a service that bases its
fee on a declining scale. For example,
the service takes about 6 percent of
the total claim it recoups for Rennels,
and that percentage is reduced the
more he uses the service. The service
is also Web-based, which is convenient
for Rennels. Once a client is 30 days
past due, he enters the delinquency
information into the company's Web
site and it takes care of mailing late-
payment notices and dealing with
small claims court.

In some circumstances the threat
of collections is enough to motivate
a past-due client. “On occasion | will
have a client that will go beyond 30
days or more without so much as a
phone call,” says Greg Gutknecht,
president of Earth Balance Organics, a
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$§72,000 lawn care company in Stone
Mountain, Ga. “I will call them two or
three times leaving messages. The
last message | leave is, ‘| am forced to
turn your account over to collections
and your service has been suspended
until your account is paid in full.” All of
a sudden they call me back telling me
how sorry they are and that the check
is on the way."

Some landscape contractors take
past-due collections into their own
hands. “We will make two or three
phone calls to the customer,” Mikore-
nda says. “If there is no response to
the calls we will send a certified letter
asking for payment. If the certified
letter fails, we will then take them to

small claims court.”

you know, you're not getting paid.”
From experience, Sherbondy
tracks down the property owner and
communicates the situation one-on-
one, often appealing as one business
owner to another. More times than not,

this resolves the situation, he says.

PERSISTENCE. Even under the worst
circumstances, many landscape
contractors hesitate to use a collec-
tions agency or the courts in fear of
permanently alienating a client. Often,
a solution can be remedied between
the contractor and client.

Turner, for example, recently had
a client balk about the last 10 percent
owed on her $30,000 design/build

job. Instead of getting frazzled with the

“In the few instances where small claims
court was pursued, | found that we
wound up with an essentially useless

judgment lien against individuals who have
No non-exempt assets.” — mark Monroe, Nutri Green

Sometimes, pursuing past-due ac-
counts requires some detective work
on the contractor’s part. For example,
with commercial maintenance work
problems arise when a management
company changes mid-contract.

“With maintenance work you
have a hard time finding the person
making the decisions of who gets
paid and who's not getting paid,”
says Andy Sherbondy, president of
Houston-based Earth Essential, which
does about $400,000 in annual sales.
“Three or four months down the road
there may be a new manager and it's

a whole new ballgame. The next thing

client, Turner evaluated the situation
and recognized that he'd known the
client for some time and she'd referred
business to him in the past.

“I told her we needed to collect on
this so let's come up with a payment
schedule,” Turner says. “But by doing
this I'm going to charge you 1 percent
interest because of the additional
paperwork with accounting.

“By doing it this way, as opposed
to holding her to the contract and
demanding the money, | was able to
keep the client and | had my money
within four weeks,” he says. “And | got

two other referral clients from her.” LL

\ 3

DETAILS ON
HOW THE
R450H REDEFINER

CAN SAVE YOU
TIME AND MONEY.

* Redefines bed edges up to 60
feet per minute (depending on
soil type and condition)

« 1 year limited warranty
commercial and rental
Weighs only 90 Ibs with gas
and oil

« Very maneuverable; easy to load
and unload

« Adjustable cutting depths of 2’
3 and &

- Handle folds for easy storage

« Tungsten carbide cutting teeth
on rotor

RE\[DEFINER
@ PRODUCTS, B

CONTACT:

Brown Products, Inc.
800-897-3726
www.brownproducts.com
lee@brownproducts.com

USE READER SERVICE # 57

Lawn & Landscape 79


http://www.brownproducts.com
mailto:lee@brownproducts.com




How can a product that’s so tough on grubs
be so gentle at the same time?

It’s a little miracle we call Acelepryn™.

Nearly 500 independent university trials prove it: New DuPont™ Acelepryn™
"v insecticide delivers excellent control of the 10 toughest grubs, plus other
key pests, in as little as one application—and at the lowest application rate
ever utilized for white grub control. No other grub product can match the
outstanding environmental and toxicological profile of Acelepryn™ Or its reduced-

risk classification from the EPA. Tough on grubs, yet gentle at the same time
DuPont™ Acelepryn™ Learn more by visiting us at proproducts.dupont.com
Kill them. With kindness.

DuPont
Acelepryn
INSECTICIDE

DuPont Professional Products

The miracles of science~

fomarks of DuPont or its affiliates. Copynht & 2008 £ 1. d Pont te Nemors and Company. All fiphts reservad

USE READER SERVICE # 58



Get Smart with

Soll-Moisture Sensors

With considerable savings in water consumption, can your
clients afford to ignore adding this technology to their systems?

FOR MORE ONLINE

For a detailed chart outlining a
client’s water savings since install-

ing SMS, visit July’s Online Extras at
www.lawnandlandscape.com.
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BY MARISA PALMIERI/SENIOR EDITOR

It’s July - Smart Irrigation Month. What better time to consider all of
the technologies a contractor can employ to irrigate in the most efficient way
possible? The results, no doubt, will be cost and water savings for clients and
landscapes with healthy, vibrant plants.

One product category contractors may want to consider, or reconsider, are
soil-moisture sensors (SMS). Though SMS have been around for more than 50
years, many contractors have hesitated to use them because the technology

was historically unreliable. But industry experts say they deserve another look,

as the SMS of today yield average water savings of about 40 percent. In addi-
tion, the Environmental Protection Agency’s WaterSense program is research-

ing SMS along with weather-based controllers for its product labeling program,

which is similar to the EnergyStar program for electrical appliances. With the

tima
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inexpensive and effective way
to conserve water.”

consumer awareness on the rise -
and the ever-increasing demands on
the nation’s water supply - this is one

area contractors can’t afford to ignore.

Dana Lonn, director of Toro Co.'s
Center for Advanced Turf Technol-
ogy, Bloomington, Minn., says SMS
deserve another look from contrac-
tors. “In the past, many of the soil-
moisture sensors used consumable
parts like gypsum blocks that would
degrade over time,"” he says. “Today,
most soil-moisture sensors are based
upon microelectronics. Properly
packaged to protect the electronics,
they will last forever and will give us
extremely accurate measures of volu-

To find out more about us and
the opportunity U.S. Lawns
can offer you, contact:

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

Fax: (407) 246-1623
Email: info@uslawns.com
Website: www.uslawns.com
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— Michael Du

s, University of Florida

metric water content.”

THE RUNDOWN. There are several
types of SMS on the market, says Tom
Penning, president of Riverside, Calif.-
based Irrometer Co., a manufacturer
of SMS. Some soil-moisture sensors
are modules designed to be added on
to irrigation controllers, and some irri-
gation controllers themselves possess
soil-moisture sensing capabilities.

The way in which sensors measure
soil moisture varies by manufacturer,
but it's generally measured either by
the water tension in the soil or from a
volumetric standpoint. Typically, the
sensors are engaged when a control-

& "Cut above™ the resl
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ler sends a signal to irrigate. The
sensor checks the water content in the
soil and if the measured soil moisture
is above the user-entered threshold,
the controller will not irrigate. One of
the major benefits of SMS is they fully
take advantage of any rainfall events,
Penning says.

Soil-moisture sensors can save big,
manufacturers say. And they've been
backed up by researchers including
the University of Florida's Michael
Dukes, whose 2004 residential study
in Florida concluded soil-moisture
sensors saved an average of 59 per-
cent more water than a system run by
a time clock set according to his-
torical evapotranspiration (ET)-based
irrigation schedule with a rain sensor.

Dukes also confirmed a common
manufacturer claim: In regions with a
relatively high cost of water, property
owners who install SMS can see a
return on their investment in less than
a year because of the water they'll

« Corporate Purchasing Power
« Sales & Marketing Guidance
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save, “As Florida's population and
accompanying residential communi-
ties continue to expand, there will

be an even greater drain on existing
freshwater supplies,” Dukes says in a
summary report of the study. “Soil-
moisture sensors are an inexpensive
and effective way to conserve this
important resource.”

CASE IN POINT. In Las Vegas, Russ
Griffin, president of Private Greens of
Nevada, is pleased with the results

he's seeing in his first year using SMS.

Like in Florida, water conservation is
top of mind in dusty, arid Las Vegas
where population is rising as quickly
as Lake Mead, the city's main water
supply, is receding. The lake’s water

THE PRO’s
CHOICE FOR
BEST INDUSTRY
PUBLICATION.

www.lawnandlandscape.com

level has dropped approximately 100
feet since January 2000. The South-
ern Nevada Water Authority promotes
a number of programs for saving
water, like offering property owners
$1.50 per square foot of grass re-
moved with no cap on the maximum
square footage.

That incentive doesn’t sit well with
everyone, despite the SNWA's esti-
mate that every square foot of grass
replaced with xeriscaping saves an av-
erage of 55 gallons of water per year.
Many of Griffin's clients covet their
lush, green yards for their lifestyle and
environmental benefits. He believes
soil-moisture sensors may be the
answer for his turf-loving customers.

In January, Griffin installed three

SMS at a Las Vegas homeowners'
association site. In both 2006 and
2007 the HOA consumed nearly 1.9
million gallons of water during the first
five months of each year. This year,
during the same period, the site has
used only a little more than 1.2 million
gallons — a 30-percent reduction. The
HOA paid about $350 per installed
soil-moisture sensor, Griffin says. The
investment will pay for itself by year's
end, Griffin says.

SMS VS. ET. Naturally, industry
members are considering how SMS
work alongside or instead of other
“smart” technologies, like ET control-
lers and rain sensors. Though both
ET controllers and SMS automatically

True Wireless Control
No AC / No Batteries

3 Mounting Assemblies
Handset operates up to
198 valves

1
( 1! J
3729146
"MJw D!Ggp_rp.tom
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irrigation

Grow your
business using adjust without user intervention, SMS  ing them before | sell them to custom-
Rain Bird® awareness lags behind. “The Center ers just to make sure I'm confident.”
Rotors... for Irrigation Technology did testing As for the SMS vs. ET debate,

protocols for ET technologies several Toro's Lonn says both are good tech-
years ago and are just now finishing nologies that can result in efficiency
the testing protocols for sensor-based gains. “ET does a very good job of
systems,” says Kingsley Horton, tracking climate,” he says. On the
western states sales manager for other hand, ET doesn’t read rainfall; it
SMS manufacturer Acclima, Merid- estimates how much rainfall may have
ian, ldaho. He expects the CIT tests, made it into the soil.
WaterSense exposure and increased ET controllers also don’t account

before | sell
them to customers just to make sure
I’m confident.” — JoeNeison, The Neison Tean

...then celebrate

your success with contractor testing to improve the use for other non-climate issues that cre-
a ROY?I Caribbean® of SMS in years to come. ate a need for disrupting irrigation
cruise for two. The Nelson Team, a full-service says Brian Lennon, sales manager for
landscape company in Leeds, Ala., Irrometer. “For example if pipes break
Get on board to go is one company that’s in the SMS and lawns are flooded, ET wouldn't
aboard by filling out a testing phase. “Until recently, soil- know that.”
Registration Voucher now at moisture sensors weren't reliable in Lonn adds, “Soil-moisture sensors
www.rainbird.com/shiftgears. our opinion,” says owner Joe Nelson. have the advantage that they measure
“Some manufacturers had them on actual soil moisture, so they measure

the market and then pulled them, and  the effectiveness of rainfall and the
there were reliability problems relating  vigor of the plants,” he says.

to the chemistry in the soil. But in Nelson, who's a partner in the
R‘I” BIRD my mind, they're at the point where EPA’'s WaterSense program, puts it
they're probably going to be reliable. plainly: “I may be wrong, but if I'm a

But | tend to be cautious, so I'm test- plant and | want someone to know

USE READER SERVICE # 63
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SHIFT GEARS:

To drive your bottom line.

7R %

With Rain Bird® 5000 Series Rotors, it's about greenbacks, not callbacks.

“Ever since | started using - Greener grass with Rain Curtain™ nozzle technology.
Rain Bird's 5000 rotors, | « More greenbacks in your pocket.
never get callbacks from my - Faster installs with no special tools needed.

eustarners. Never. And tha's - No callbacks from customers about brown spots.

; - Value-priced and backed by a five-year warranty.
money in the bank.”

—Bryan Harris For additional product details, consult with your
Harris & Company Rain Bird salesperson, or visit www.rainbird.com/shiftgears.

RAIN I BIRD
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irrigation

when to water me and | feed myself
from my roots, then they need to
know how much water is in my roots.
Soil-moisture sensors are the best way
to know that."

SMS do have drawbacks, how-
ever. For example, they are limited
to measuring only a specific point in
the landscape, Lonn says. “ET has
the advantage that it is less critical to
local issues such as sensor placement
which may prove important in the
long run,” he says.

Nelson has gone over the SMS vs.
ET debate himself, and he's leaning
toward soil-moisture sensors, though
he's testing both.

Nelson says he's been cautious
when selling all smart technologies

w“

SPECificda

New lid seal collar for greater durability
Improved ribbing structure for increased strength
Knock-out mouse holes increase fexibility

The Trusted Valve Box
for 38 years

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

USE READER SERVICE # 65

to his clients. “When you go to your
customer base, you have to be confi-
dent,” Nelson says. “Rain sensors are
an easy sell, for example; customers
understand those. But with ET, they
don't really understand it. So | didn't
want to push ET and then come back
two years later with soil-moisture sen-
sors or another technology and say
‘Wait, I've got something better." So
I'm trying to skip a step and start with
soil-moisture sensors.”

There's another perception issue
contractors have to mitigate when it
comes to SMS: irrigating in the rain.
“You have to use them in conjunction
with rain sensors,” Nelson says. “It
takes a period of time for the sensors
to know it's raining, and you do not

Worldwide

OV oucastie

1160 Nicote Court
Glendora, CA 91740

Toll Froo (B00) 735-5566

Phane (909) 582-6272
Fax (309) 5827971

www.cargonind.com

want your systems running in the rain
before the soil-moisture sensor knows
it's raining.”

Nelson expects to begin selling
soil-moisture sensors by year's end to
his 80-percent residential customer
base. He'll start first with new installa-
tions and then target existing custom-
ers for retrofits. He is not sure yet how
his customers will receive the SMS,
which will be $400 to $600 per up-
grade, but Nelson plans to sell them
the same way he does drip irrigation.
“What you can do is show them the
payback,” Nelson says. “You say, this
will cost you $500, but you'll save X
amount of water and get you payback
in one to four years, depending on the
client.” LL
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Where would you be without green?

For starters, you'd be looking for a new job. Luckily ect EverGreen is dedicated
10 showing the rest of the world why what i mportant. W tand that

green makes spaces more beautiful, reduces ene )
Angwith Yoursupport, Project EverGreen can help your industry grow ;

e ” EverGreen |
D ipar more and o contiibute, visit www.projectevergreen.com or call 877-758-4835, Because Green Mattars

e —
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Intelligent Innovations

These smart irrigation devices provide tools for water conservation.

Acclima SCX Suspended Cycle Add-on Device
www.acclima.com
+ Interfaces with most standard irrigation controllers
« Works with patented Digital TDT soil moisture sensors to suspend
controller activity when soil moisture is sufficient
« Typically saves 40 percent more water than standard irrigation
controllers
« Provides irrigation history; displays soil temperature and EC
« Acclima - 866/887-1470

Circle 200 on reader service card

Agrifim Drip Irrigation Products
www.agrifimusa.com
+ Line includes pressure-compensating emitters, dripperlines,
bubblers, adjustable emitters, non-compensating emitters,
misters, micro-sprinklers and jets
« Polyethylene tubing, distribution tubing in polyethylene or
vinyl, and fittings, stakes and risers are also available
« Products are durable
« Agrifim - 800/688-8108

Circle 201 on reader service card

DIG Micro-line Drip Line
www.digcorp.com
« Extruded micro tubing
« Flow labyrinth in line emitters are molded into the inside
wall of the tubing
« In line dripper is built with a large filter along the cross
section of the dripper to ensure particles on the bottom
of the micro tubing do not enter the labyrinth
» DIG Irrigation Products - 800/322-9146

Circle 202 on reader service card

90 Lawn & Landscape | july 2008 www.lawnandlandscape.com



http://www.acclima.com
http://www.agrifimusa.com
http://www.digcorp.com

NET CONTENTS: 2.5 UB CGALLONS (8.46 hiter
NETWT:2T75L8S, (1258 kg

Green it up fast with 0 FERROMEC
Keep it green with FERROMEC MiCROS

pbigordon.com/ferromecmicros

An Eni;

FULLY CHELATED IRON FORMULATION
NON-STAINING

TANK-MIX COMPATIBLE

SUSTAINED AGRONOMIC BENEFITS

HELPS CORRECT CHLOROSIS FROM
MICRONUTRIENT DEFICIENCIES
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product spotlight

Dynamax GP1 Data Logger
www.dynamax.com
« Can be used as a stand-alone recording unit or as a soil moisture
control to other irrigation systems
« Records the data from four soil moisture sensors
« Contains storage for 600,000 readings
+ Sensor reading levels can be set to trigger or shut off irrigation
« As many as ten units can be linked in a network
« Dynamax - 800/896-7108

Circle 203 on reader service card

Hunter Professional Landscape Drip Line
www.hunterindustries.com
« Helps apply water slowly and evenly
« Application rates enable water to soak in gradually below
the surface
+ Features in-line, pressure-compensating emitters with a
built-in check valve
« Available in 250- and 1,000-foot coils
+ Kink resistant
« Hunter Industries - 760/744-5240

Circle 204 on reader service card

Hydro-Rain HRZ 100

www.hydrorain.com

« Combines a low-flow valve, filter and pressure regulator
into a single unit

« Options range from 0.1 gpm to 5.0 gpm

« Fits inside a 6-inch round valve box

« Preassembled for speed and ease

« Filter is upright for maintenance access
Hydro-Rain - 888/493-7672

Circle 205 on reader service card
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Irritrol PC Control
System

www.irritrol.com

New controller features an
internal transformer and a built-
Irritrol 1w »

in junction box for permanent
connection to a typical

residential electrical system

+ Features a weather-resistant
housing and door

External antenna allows for wireless communication

to the computer within the home

PC Control software has been upgraded

Irritrol - 800/883-1234

Circle 206 on reader service card

EVERYONE'S
TALKING
ABOUT
THE 9UZZ

Irrometer Watermark
Soil Moisture Sensor
200SS

www.irrometer.com
« Indirect, calibrated method of
measuring soil water
Suited for use with handheld
digital meter or data logging
equipment
Features a stainless steel

enclosure

+ Will not dissolve in soil
and not affected by freezing
temperatures
Irrometer - 951/689-1701

Circle 207 on reader service card
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product

spotl

Rain Bird STPI
Controller

www.rainbird.com

[e=)
R
o
=
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- Designed for contractor
installation and
homeowner operation

- Easy to operate

+ Available in four-,
six- and nine-zone
indoor mount models

« Homeowners can customize the schedule for each
individual zone

« Includes water-efficient features, including a rain delay
option and a seasonal adjust feature

- Rain Bird - 800/724-6247

Circle 208 on reader service card

g ht

K-Rain RPS 75 Rotor

www.krain.com

- Designed for basic residential and
light commercial applications

« Provides the same features as the
Hunter PGP, including the
reversing mechanism

» Has a %-inch inlet

« K-Rain - 561/844-1002

Circle 209 on reader service card

MoouLAr
PRO-SErIES
CONTROLLER

Up To 15 StaTiONS
Remote ReADY

PC-300i (InpooR) 3-sTA $ 70-
PC-300 (OutpooRr) 3-sTA.....$ 83-
PCM-300 (3-sTa.MopuLE)....$ 1952

-------

........

PROS-04...4”ProSrpray..$ 1.25
ALL REGULAR NozzLES 75¢

Buy tHE Box or Bac
MINI-GLIK® 5. & $
RAINSENSOR T:‘é/]‘o 1 5

Order By 1 p.m.
SHIPS SAME DAY

800-600-

Mer sSALE

ADJUSTABLE
Por-Upr
4” TurF

RoTtor

JOPADIUS TING, :“

Buy tHE Box

PGP

00
ea

Hunter DepenpasLiTy

WE Stock THE
CompLeTe Hunter Line

Is Your BEST Source For )
Hunter Prooucts At THe BEST Prices

TURF ASK Agour _ —
(8873)

QuUANTITY e
M-F 7:30-5 SAT 8-1 P01 PRiciNG @ @
Se Habla Espaiiol Call Now & Save
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ANNOUNCING THE FIRST
GAS-POWERED, 7 PASSENGER,
325 HP LCF CREW CAB.

You’ve been asking for it, and now it’s here. The first Isuzu Crew Cab powered by a V8
gasoline engine! The 2008 gas Crew Cab is the perfect solution for landscape, construction
and delivery applications.

Isuzu gas Crew Cabs will accommodate 12-ft. and 16 ft. bodies. With 325 hp, the Vortec
6.0L engine delivers ample power to haul seven workers and all their gear to the jobsite in
one trip. Come in today to see this productivity-enhancing truck for yourself.

AD@)E

E0 D 1L P e NOT
COMMERCIAL TRUCK CENTER

ORDER NOW FOR THE UPCOMING LANDSCAPE SEASON!
1-800-543-5109 OR 770-496-1000

www.adobetrucks.com or mdunning@adobetrucks.com
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product spotlight

King Innovation Universal SnapTap Saddle

www.kinginnovation.com
« Designed to fit %-, 1- and 1%- poly pipe

« Universal side latch provides a visible, secure connection
« Ergonomic hurricane handle provides comfortable, quick rotations
+ Equipped with a cutting tip
- Provides a tight seal
« Short thread allows for quick installation
+» King Innovation - 800/633-0232

Circle 210 on reader service card
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WHY IS
ALL THE
CHATTER
ABOUT

PESTICIDE

AND

FERTILIZER
USE

SO HEAVILY
WEIGHTED
TO ONE
SIDE?

Because without your voice, only
one side is doing all the chattering
at a city council session or town
hall meeting right down the street.

Contact Elizabeth Grotos for action steps
you can take now. No one else can tell
your story with the same authority and
the same passion at the grassroots
level as you. If you don't step up, an
anti-chemical activist group with an
agenda will be successful in restricting
your freedom to choose what pesticide
and fertilizer products you can use.

Contact Elizabeth now,
(202) 872-3869 or egrotos@dclrs.com.

Make it personal.
Get involved.
Be professional.

RISE (Responsible Industry for a Sound Environment)” is the national trade
association representing the specialty pesticide and fertilizer industries.

www.pestfacts.org
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product spotlight

Signature Control Systems
eConstellation Online Irrigation
Management

www.signaturecontrolsystems.com

- Makes available irrigation and water
management of sites from anywhere in the world
over the Internet

« Uses real-time weather data (evapotranspiration)
and transmits it to each controller in the network

- Remotely monitor sites from one location or an
infinite number of locations

« Programs and site data are stored in personal and

secure accounts

Hoed] D geeteny |t s [ e o E oL B

« Does not require expensive desktop software
- Signature Control Systems — 866/474-4628

Circle 211 on reader service card

No other machine has
more capacity, productivity,
or reliability.

Call 877-482-2040 to
find out more or go to
WWWw.Z-spray.com.

Patents Pending

&DTD @U@Mm 920 Hendricks Dr. ® Lebanon, |
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e H2 Obstacle Course:
yor Clients W&! wo to One.

For clients with Spring 2008 labor needs, Stick with the winners. No one has spent more time
masLabor was successful in 451 out mapping the course than masLabor, and no one is as
of 453 applications for foreign labor certi- successful at achieving winning results year after year

fications, near-perfect results in clearing
the first H-2B hurdie. Even without H-2B
cap relief, masLabor clients who cleared
all the hurdles in time to beat the cap
were double the national average.

Applications for 2009 H-2B workers are ready now
Don’t get left behind. Call or email us today to ensure
the best possible results next year

And remember to support Save Small Business
(www.savesmallbusiness.org), the not-for-profit
organization dedicated to making the H-2B
program work.

. & 2
maslabor and the H2 programs m a s La b o r

capable, reliable legal labor for up to e
3 S L AR The H2 Labor Specialists
10 months a year, year after year.

Mid-Atlantic Solutions, Inc. Telephone 434.263.4300 « P.O. Box 507 = 650 Front Street « Lovingston, VA 22949 = www.maslabor.com * solutions@masiabor.com
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@ e o )
Making Spirits Bright
Start looking now for holiday lighting options that will help enliven winter profits.

Brite Ideas LED Warm White Lights

P —————————— www.briteidea.com

« Offers a softer glow

« Mimics the color of traditional incandescent lighting

» Available in a variety of designs in wreaths, garland and mini-lights

« The LED Warm White Icicle Linkable is pictured at left

« LED lighting saves energy and provides longer bulb life than traditional lights
« Brite Ideas Decorating -~ 888/200-5131

Circle 214 on reader service card

Creative Displays LED Mini Lights

www.creativedisplays.com

- Has been tested and improved for nearly a decade

+ Pro-Grade LED mini light has a full-wave reflector and a resistor
« Provides a 50-percent increase in brightness with

« Displays vibrant colors

» Dimmable, waterproof and crush resistant

« UL approved in the US and Canada

« Rated at 50,000 hours

« Creative Displays - 800/733-9617

Circle 215 on reader service card

Christmas Décor Franchise Opportunity
www.christmasdecor.net
« Opportunity to generate revenue during the winter months
« Professional-grade products are available

- Run by a proprietary operating system

1§

—— "o Wi T ———————— « The Décor Group
1

+ Includes training and year-round support

* TR T e r e -

\

Ui Ll Circle 216 on reader service card
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Call Today: (502) 968.3188

7.0 HP » Features

7 hp Subaru Engine 0-2 mph Hydrostatic
Drive (FWD & REV)

10" Pneumatic Tires Weight - 210 Ibs

40 |b seed hooper Total Width 30.5"
Productivity 18,000 sgft / hr

9.0 HP » Features

9 hp Subaru Engine 0-3 mph Hydrostatic
Drive (FWD & REV)

11" Pneumatic Tires Weight - 235 Ibs
40 Ib seed hooper Total Width 30.5"
Productivity 26,000 sqft / hr

13.5 HP » Features

13.5 hp Subaru Engine 0-4 mph Hydrostatic Drive
Drive (FWD & REV)

13" Pneumatic Tires Weight - 400 Ibs

60 Ib seed hooper Width 40.5"
Productivity 52,000 sqft / hr

Seed Gra;;h” > Mixer

Pistol Grip Control - Variable speed pistol grip controls like on commercial mowers USE READER SERVICE # 78

Hopper Cover - Largest capacity hoppers in the industry, optional hopper cover shown.

Blades - Solid 11 gauge high carbon spring steel blades. Blade changes in just 5-10 minutes. New patent pending reel
design which allows for easy cleaning and protection again plastic netting that can damage other machines.

Seed Graph - Calibrated to provide accurate and even seed delivery for all types of seed (Even Bermuda).

Mixer - Large 4" diameter mixer that mixes the entire hopper and prevents clogging. New patent pending mixer design

regulates seed flow based on ground speed for the most accurate seed delivery system at any speed.



product spotlight

Holiday Bright Lights LED Light Technology
www.holidaybrightlights.com
+ Features Flex-Plug, which creates the smooth, bright LED lights
+ Flex-Plug eliminates the unwanted flickering and ensures
delivery of the truest color possible
+ Includes replaceable bulbs that are durable for both indoor
and outdoor use
» High-Light LED diodes provide the brightest and truest color
spectrum with 10 times the life at 1/10"the power
+ Auvailable with Light Links - an LED light with the classic,

traditional look of an incandescent light
+ Light Links easily hang into position with a locking gear system
- Holiday Bright Lights - 866/932-9363

Circle 217 on reader service card

Creative Decorating Training DVDs
www.creativedecoratinginc.com
+ Designed for those who are starting a Christmas decorating
business
» Can be used to train a staff
» Provide step-by-step instructions
« Creative Decorating - 888/251-8799

Circle 218 on reader service card

TurF TRACKER®
The Driving Force behind great lawns for over 25 years!

USE READER SERVICE # 79
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OCTOBER 22-25, 2008

THE LOUISVILLE MARRIOTT DOWNTOWN
AND KENTUCKY EXPO CENTER

LOUISVILLE, KENTUCKY

A

GREEN INDUSTRY CONFERENCE
GO FOR THE GREEN

For the second year in a row, PLANET will partner with the Outdoor Power Equipment
Industry (OPEI) and the Professional Grounds Management Society (PGMS) to bring
you unparalleled educational value and countless ways to connect with industry peers!

for the Education ...

Over 70 educational sessions on Finance/
Business, Sales/Marketing, Human
Resources, Leadership, Customer Service,
Design/Build/Installation, Landscape
Management, Lawn Care, Safety, and
Industry Recruiting.

GO

for the Demonstrations ...

In one mega try-before-you-buy
demonstration area — as large as 20
football fields — test new products right on
the spot!

GO

for the EXPO ...

The largest green industry showcase, the
GIE+EXPO features over 500 exhibits,
of outdoor power equipment, lawn

and garden products, outdoor leisure
items, light construction and landscape
equipment.

GO

for the Networking ...

Through the nightly receptions, Breakfast
with Champions, awards banquet and
more, make connections, develop
relationships, and learn from peers and
industry innvators.

REGISTER NOW: GreenlndustryConference.org * (800) 395-2522

Early-bird deadline: September 5, 2008

Attending educational sessions at GIC qualifies you for 2 education points for PLANET certification renewal.

PLATINUM SPONSOR

JOMNDEERE |

7o PLANET

The association of members who create and maintain the QUALITY OF LIFE in communities across America.
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The Straight Scoop

Some of the industry’s leading manufacturers show off the features that make straight
plows a valuable tool for snow removal contractors.

Blizzard 7600LT

www.blizzardplows.com
» Rugged snowplow designed for light commercial applications
« 7-1/2-foot design
- Fits most half-ton trucks
« Convenient light tower that removes with the plow
« Features durable, continuous welded seams
« Flared 7-1/2-foot moldboard provides increased snow-rolling action
« Blizzard Plows - 414/362-3943

Circle 219 on reader service card

BOSS Professional-Grade, Super-Duty Snowplow
www.bossplow.com

+ Available in steel and poly models

« SmartHitch 2 is a simple and fast attachment system

« SmartLight 2 projects a wide, far-reaching, consistent beam

- Features enclosed high-performance hydraulic package

» SmartTouch 2 hand-held control features several mounting options

+ SmartShield, baked-on powder-coat paint finish features a zinc primer

« Features a heavy-duty push frame and reinforced moldboard

« BOSS - 800/286-4155

Circle 220 on reader service card

Daniels Straight Blade Plow for Skid-Steers
www.danielsplows.com
+ Available in 10-, 12- and 14-foot widths
« Can push and stack snow and eliminates the need for multiple pieces
of equipment on the job site
« Standard options include double-acting cylinder with maximum stroke of
35 degrees, cushioning valve, two-pin mounting plate, swivel plate and
pivoting backing plate

« Options include a pusher kit, alternate mounting plates and curb guard
« Daniels Plows - 847/ 426-1150

Circle 221 on reader service card
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Enterit

This Month, win qClip from CLIP Software

qCLIP is the result of combining the latest technology from
QuickBooks™, the latest mobile and GPS technology along
with the years of experience and development in CLIP.

qCLIP further enhances the capabilities of your favorite accounting program by
adding customer management, routing, scheduling of jobs, $ per hour tracking,
cell phone integration, GPS integration and much more. If your company is set
up in QuickBooks™ and you would like to automate some of its operations,
qCLIP is an ideal companion. All of your billing and business functions will
still remain in QuickBooks™: CLIP has its roots in the green industry and we

understand your needs.

www.clip.com

|
E NTE R TO DAY‘ Go to www.lawnandlandscape.com/sweepstakes/contestdetail.asp

» Chances to Win New Products - Archived Magazine Articles

* Daily News » Sign Up for Your Personalized

» Message Boards My Lawn&Landscape Account

Questions?  LaméLandsiape.com

sweepstakes
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product spotlight

Fisher X-Blade

www.fisherplows.com

12-gauge polished 304 stainless steel moldboard and powder

coated steel structure form a rust-free plow blade
« X-treme blade curl and 10-inch moldboard overhang

to promote optimum snow rolling and foiling action

+ X-treme 75-degree attack angle for better ice breaking and scraping _

+ Exclusive X-bracing on the back of the blade provides

superior torsional strength and rigidity to eliminate moldboard stress

» Moldboard is now available in powder-coated 12-gauge steel

« Blades are available in 7'%-, 8-, 8%2- and 9-foot lengths
Fisher Plows — 414/362-3943

Circle 222 on reader service card

Winmn

Hiniker Convertible C-Plow
www.hiniker.com
+ Conventional plow and backdrag plow in a single unit
Upper % of the moldboard is hydraulically folded over to
create backdrag plow
» Converts with the touch of a button
« Available in 8- and 9-foot widths
+ Quick-hitch mounting system provides one-lever attachment
of plow to the truck
» Hiniker - 507/625-6621

Circle 223 on reader service card

Meyer LotPro
www.meyerproducts.com
« Features contractor-class moldboard
+ 32-inch height and 75 degree attack angle improves
clearing performance and back dragging
+ Behind the moldboard is the redesigned black iron,
a tubular-steel A-frame and push bar for a stronger plow
at key points

+ Heavy-duty trip striping provide two to three times the life of most

trip springs

+ Modular EZ-Mount Plus system attaches and detaches in
than a minute

« Meyer Plows - 216/486-1313

Circle 224 on reader service card
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SnowDogg Medium-Duty Straightplow
www.buyersproducts.com

« Medium-duty for homeowners and light commercial

applications

- Designed for sport utility vehicles and light-duty trucks

« Stainless steel corrosion-free moldboard

- 70 degree attack angle for scraping, rolling and throwing action

- Features a 3/8-inch cutting edge

« Available in 6-foot, 8-inch and 7-foot, 5-inch widths

« Buyers Products - 440/974-8888

Circle 225 on reader service card

OLDHAM

CHEMICALS COMPANY, INC.
OVER 40 YEARS OF RELIABILITY

[ Largest Manufacture nt

:
Eabs § Biades m tha USA

200 GALLON LAWN RIG

* 200 GALLON OLDHAM TANK WITH BAFFLE.

* HYPRO D30 TWIN DIAPHRAGM PUMP.

* 5.5 HP HONDA ENGINE.

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

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

1-800 888-5502

PO BOX 18358
3701 NEW GETWELL ROAD
MEMPHIS, TN 38118

Curtis Industries, LLC
111 Higgins Street
Worcester, MA 01606

tel: 800 343. 7676

USE READER SERVICE # 83 USE READER SERVICE # 82
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Western Pro-Plus

www.westernplows.com

.

Industry first, optimum strength power bar
construction adds torsional strength and rigidity to
eliminate blade twisting

Optional blade wings add to carrying capacity and
reduce trail-off and a single pin for quick attach/detach
Tubular quadrant built to withstand severe use
Massive pivot point with 1-inch diameter pivot bolt

to prevent nose plate stress

Optional back drag edge moves snow from tight areas
Western Plows - 414/362-3943

Circle 226 on reader service card
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Gra

sshopper Snowthrowers

www.grasshoppermower.com

PTO-driven

« Delivers “no-clog” performance, even in deep or heavy,

wet snows

« Discharge spout, controlled from the operator’s seat,

rotates 180 degrees to deliver snow as far as 30 feet away
Available in 48- and 60-inch models

+ Includes heavy-gauge steel construction, a high-speed,

12-inch-diameter auger and a replaceable scraper blade
QuikConverter implement system lets the user remove
mowing deck and add dozer blade without tools
Available for all True ZeroTurn FrontMount power units
Grasshopper - 620/345-8621

Circle 228 on reader service card
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new products

Advan Groom PGR

www.advanllc.com

« Contains the active ingredient trinexapac-ethyl

+ Manages the growth of warm- and cool-season turfgrasses
« Reduces the frequency of mowing and amount of grass clippings

- Increases turf density, color and quality
« Advan - 800/250-5024

Circle 229 on reader service card

Heather Wood | Web Editor

LawnGrips Brutus Boot

www.lawngrips.com

Features a 100-percent waterproof, commercial-grade membrane
High-wall sole adds stability and increased durability

Finished leather upper increases stain resistance
Commercial-grade insole provides extra comfort and arch support
7-inch height with padded collar provides ankle support
LawnGrips - 877/447-4771

Circle 230 on reader service card

Morbark 1300B Track Tub Grinder

www.morbark.com
« Track-mounted for mobility
« Features a 330L Caterpillar undercarriage
+ Includes hydraulic augers
+ Has a laser-cut hammermill
« Optional features are available
« Morbark - 800/831-0042

Circle 231 on reader service card

110 Lawn & Landscape | july 2008



http://www.advanllc.com
http://www.lawngrips.com
http://www.morbark.com

new products

Otterbine Air Flo 2 Diffused Aeration

www.otterbine.com
« Induces oxygen into water features by producing air bubbles at the pond
bottom which transfer through the entire water column
+ Mixes the bottom and top waters to break up thermal stratification
« Maintains the natural appearance of a water feature
« Otterbine Barebo - 800/237-8837

Circle 232 on reader service card

Rapid Reel Hose Reels
www.rapidreel.com
- Feature a braking system that allows the user to adjust the amount of drag
the reel applies as the hose is pulled out
« Made of rustproof, die-cast aluminum with stainless-steel hardware and
brass fillings
+ Reel models are available to accommodate 150- to 225-foot hoses
« Backed by a 10-year guarantee
« Rapid Reel - 866/523-2363

Circle 233 on reader service card

RollMaster Mobile Work Station
www.lyonworkspace.com
« Features an expand-a-top insert that extends the work platform by 18 inches
- Two storage drawers and sliding work surface feature ball bearing slides
for ease of operation
« Includes a large storage component that can be locked
+ Has 4-by-1-inch, heavy-duty casters — two swivel with locks and two fixed
« Protective rubber mat covers the entire work surface
+ Lyon Workspace Products — 800/433-8488

Circle 234 on reader service card
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new products

Fitch Fuel Catalyst
www.fitchcatalyst.com
+ Long-term fuel stabilizer and octane booster
+ Creates a molecular change in fuel, improving engine efficiency and
reducing harmful emissions
« Drops into the fuel tank of any piece of outdoor power equipment
- Warranted for 5,000 operating hours
+ Advanced Power Systems — 888/881-2774

Circle 235 on reader service card

Serena Angelonia
www.ballhort.com
« Seed-grown
» Provides branching and season-long performance
» Full, yet compact
+ Continues blooming without deadheading
« Grows 10 to 12 inches and spreads 12 to 14 inches
- Displays flower spikes in lavender, lavender pink, purple, white or a mixture
« Ideal for full sun landscapes in moderate to hot climates
« Ball Horticultural - 630/231-3600

Circle 236 on reader service card

Subaru EX40 Engine

www.subarupower.com
» Air-cooled
« 4-cycle
« Delivers a maximum output of 14 horsepower
+ Uses chain-driven overhead cam technology, lowering resistance
for the air/fuel mixture flow, optimizing engine performance
- Easy to start
+ Meets CARB and EPA Tier 3 emission standards
+ Subaru - 800/277-6246

Circle 237 on reader service card
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WWW.GIE-EXPO.COM
(800) 558876

Register early

With more than 20,000 participants
from across the U.S. and around the
world, the time to book your hotel
and register is NOW!

*Green Industry Conference. See www.greenindustryconference.org.
*PGMS School of Grounds Management. See www.PGMS.org.
«Green Industry Expo™ Workshops. See www.gie-expo.com.
*Networking opportunities with your peers

*New Products Livel showcase

*STIHL Lumberjack Challenge

*Two evenings of free concerts at 4th Street Live!

«Complete array of industry suppliers.
See floorplan at www.gie-expo.com/attendee.html.

*520,000 Trucks of the Industry Giveaway

*Three-day pass for only $10

*Kohler's free brat fry in the demo area
Make connections, order products and learn
profit-boosting strategies that will become
the best souvenirs ever!

3 days of demonstrations, 80
business-building seminars, New
Products Live!, STIHL Lumberjack
Challenge, many chances to win
products, show specials!

THURSDAY,
OCTOBER 23 | 8:00PM

38 SPECIAL

With Special Guests,
The Briggs Bluesbusters,
6:30PM

i,
Presented By: [smices:smratron )
R

FRIDAY,
OCTOBER 24 | 8:30PM

LONESTAR
With Special Guest, Candy

Coburn, 7PM, @

Presented By:
GStens
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One Tough Decision At A Time

omeone once said, “Hindsight is
much more accurate than fore-
sight, but a lot less useful.”

Have you ever felt that you didn’t
have enough information from your
accounting system when faced with
making a difficult decision or preparing
the upcoming year's budget? Perhaps
the information from previous years
was too inconsistent to identify trends
or make a correct analysis of the situ-
ation. Maybe you were thinking of buy-
ing a new piece of equipment - a mini-
excavator or a tracked loader - but you
weren't sure if it would pay for itself.

Labor shortages have lessened some-
what as the economy has softened. You

may have thought about hiring a new

Great leaders un
the value of timely, accurate and reliable data.” — Jim Huston

supervisor, but then thought, “What if
the bottom falls out of the economy?”
Could you justify a new position?
Should you take the risk? If you aspire
to be an entrepreneur, then welcome to
the club. You pay your dues one tough

decision at a time.

IDENTIFYING PATTERNS. Generals rare-
ly have enough information when mak-
ing tough decisions. Often, they make
life or death decisions with minimal in-
formation to work with. I'm reminded of
Dwight D. Eisenhower and D-Day. Gen.

Eisenhower and his staff agonized for
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months as they painstakingly planned
the Allies’ invasion of France during
World War Il. In the end, success or fail-
ure hinged upon the weather.

Leaders never have enough data
and the data they have is either incom-
plete or not 100 percent reliable. Great
leaders understand this and appreciate
the value of timely, accurate and reli-
able data. Still they manage to make
good decisions. Somehow they are
able to step back, analyze the data they
do have and identify patterns. This is a

skill that is important to develop.

PARALYSIS OF ANALYSIS. Many lead-
ers (leader may be the wrong term)

freeze up when faced with tough deci-

sions. Others, like Gen. George McClel-
lan, one-time head of the Union Army
during the Civil War, get caught up in
endless analysis. | call this the “paraly-
sis of analysis." The worst offenders
simply procrastinate. Often, any deci-
sion is better than no decision at all.
While training as a 2nd lieutenant in
the U.S. Marine Corps, our instructors
taught us that if we were ever caught
in an ambush, not to “hunker down.”
That was certain death and what the
enemy had counted on. It was better to
immediately counter-attack - that was

“un”certain death. | guess this is one of

the few times when uncertainty is bet-
ter than certainty.

Here are some tips when faced with
tough decisions.

*Remember, experience is the best
teacher - preferably someone else’s.

*Collect as much data as you can.

eUse industry benchmarks and
your own historical data if available.

*Plan. Remember, if you fail to plan,
you are planning to fail.

eFocus on the big picture and de-
velop your end-game strategy.

*Read. Leaders are readers.

*Network. Be proactive. Join asso-
ciations. Participate. Take the initiative
to seek out people who are valuable

resources.

o) ¢

derstand this and appreciate

PULLTHE TRIGGER. Being an entrepre-
neur is not for the faint of heart. You
will have to make some tough deci-
sions. This may be especially true dur-
ing the current economic cycle. Many
of my clients are currently making un-
pleasant decisions regarding person-
nel, pricing and cutbacks.

Remember, you will never have com-
plete or perfect data (hindsight) to help
you make decisions. But don't let that
stop you. Entrepreneurs are rewarded
for seeing patterns and opportunities
that no one else sees (foresight) and

taking action accordingly. LL
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sales and

marketing

Marty Grunder

18 a speaker, consultant and author, as well as owner of
Grunder Landscaping Co, Miamisburg, Ohio, Reach
him at 866/478-6337, landscapesales@gienet or

via wwwmartygrundercom,

Can You Use This Technology?

y assistant, Nancy, laughs at

my infatuation with gadgets.

If there’s something that will

make life easier or save time, in most
cases | will get it. If you can find ways to
save time, think about how many more
clients you can call on. And it goes
without saying that the more clients
you call on, the more sales you'll make
and sales is something we can all use,
QuieTunes are available from the
Duluth Trading Co. (www.duluthtrad-
ing.com). They are ear muffs that
protect your ears from loud noise like
mowers, weed eaters and chainsaws.
The neat thing about this product is
you can plug them into your iPod. By
doing this you can actually hear what-
ever you are playing on your iPod with-
out blowing out your eardrums. Think
about all the lessons your team could
glean from these. Ask them to listen
to one of John Maxwell's lessons on
leadership, or a Lawn & Landscape
podcast? Maybe you offer up a test and

already have one, but what about your
drivers? If you have a Spanish-speak-
ing work force and they seem to get
lost often, maybe installing these would
help? Think about the cost of gasoline
and it's pretty easy to see why $200
for a device that saves S4-per-gallon
fuel is money well spent. | realize GPS
is something most of you have. | just
want you to think about getting them
for others in your company in hopes
of saving money, and maybe making
them feel important in the process?

| just ordered a Ford Hybrid Escape
for my wife. It will be a while before it
comes in, but [ believe it will be money
well spent. The technology behind the
Escape Hybrid is nothing new. It's an
SUV that runs on batteries at speeds
of 25 mph or less. The gasoline engine
kicks in above that and when the air
conditioning is put on the “max” set-
ting, so it's not perfect. But, it gets over
30 mpg in the city, which is the type
of driving my wife mostly does. With

give you about a $3,000 credit for pur-
chasing one when | wrote this column.
This is a great deal. | encourage you to
look into this vehicle and research with
your accountant the tax credits avail-
able. Learn more about hybrid vehicles
at www.hybridcars.com and learn more
about the tax credits at www.savefuel.
gov. This vehicle might be one you or
your company wants to consider.
Finally, I've saved the best for last.
There's an incredible program called
ooVoo that | use to stay in touch with
clients, friends and family. ooVoo
is available for a free download at www.
ooVoo.com and you need to check it
out today. ooVoo allows you to talk with
anyone who has Internet access and a
camera as if they were sitting in front of
you. My brother lives in Seattle and my
sister lives in Washington, D.C. | live in
Dayton, Ohio, but a few times a month
| talk to them for free from the comforts
of my favorite chair. It's amazing and
there are many other types of applica-

they’ll take an interest in you.”

— Marty Grunder

those who pass get lunch? When you
take an interest in your people, they'll
take an interest in you. And listening to
music or an educational program on
something that also serves as ear pro-
tection is a win-win, and it might be the
reason someone works for you instead
of a competitor.

Next is a GPS device mounted in
your truck - maybe all of your trucks. |
know they are expensive and you may

four children, she can haul them to
school, to sports and the like and we
can save a ton of money on gas and
feel good in the process. To be honest,
| still have one of those full-sized SUV's
in my garage as that’s all that can hold
my entire family when we need to trav-
el together. But | spent a lot of time
running the math on the Ford Escape
purchase and it makes sense. Throw
in the fact that the government will

july
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tions you can use it for. I've introduced
it to hundreds of landscape contractors
and the common response when they
see what it does is “this is incredible.” |
hope you'll look into this tool as a way
to save money, time and improve rela-
tionships with family, friends and even
clients. | have sold thousands of dollars
worth of work to my clients while talk-
ing to them on ooVoo, so this is also a
sales tool. LL
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it’s about
people

Bill Arman

15 & 32-year veteran of the landscape maintenance

Industry and Is 2 founder of The Harvest Group, a national

landscape business consultancy, He can be reached at
949/466-8837 or people@glenst

12 Sources For Finding Good People

nowing and nurturing your re-

cruiting sources will pay big

dividends with your recruiting
program. Here are some additional re-
sources to bolster your talent pool.

SCOUTING SYSTEM.
partners who share in your success. In

Enlist strategic

other words, when you are successful
these folks will benefit from your suc-
cess. These can include vendors, local
schools, vocational training centers,
churches, community organizations and
yes, even friendly competitors. Let these
folks know you are looking for people.
Be specific with what you are looking for
like title, experience, pay range and per-
formance expectations. I've used many
sources over the years and if handled
correctly they will really want to help
with your search. By being very specific
with your needs you can avoid many

false-alarm leads from your sources.

THE COMMUNITY. Get involved with the
communities you hire from. Once you
have identified your target learn where
they socialize, relax, go to learn, where
they shop, eat, worship, recreate and
get gas. Are you getting the picture? It
sounds a bit like stalking, but hey, this is
serious business and we need to be very
resourceful.

VOLUNTEER. | often do volunteer work
in my community and the communities
where my business operates. When you
volunteer you have a great network that
loves to help others, like you with your
recruiting needs.

BECOME FRIENDLY. Get to know com-
panies with a similar workforce. | have
engaged with janitorial, restaurants and
hotels that have a similar workforce.
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These companies can serve as sources
for people, new ideas for recruiting tac-
tics and referrals. If you are feeling really
confident then engage some friendly
competitors. Yes, even your competitor
can be a source. Remember it is a two-
way street here - give and get leads.

ENGLISH AS A SECOND LANGUAGE.
These classes are for those people learn-
ing to speak English. Learn where these
are being conducted in your community
and let them know your need and the
available opportunities.

LOCAL PARKS: Check out local parks in
the community you operate. On week-
ends these are great family gathering
spots. And if you have a good scout,
then they can get the word out about
your company.

CHURCHES: These often have job boards
and job fairs with companies listing their
open positions. Is your company on this
job board?

JOB FAIRS. Have a job fair at your facility
or at a nice location with free food and
nice giveaways. Make sure these are well
thought out with your facility looking its
best and your best people available to
host. Allow time to meet one-on-one and
in small groups. Have your job outlines
and benefit overviews ready for handing
out. Remember, people want to work
in a positive, friendly and encouraging
environment. Have employees involved
who represent the targeted positions
you are seeking.

ADVERTISING. Run a creative ad in tar-
geted newspapers. Try a billboard, signs
on trucks, signs in front of your facility,
banners and church job boards. Track

www.lawnandlandscape.com

your results on these to make sure you
are getting a return on your costs. The
best advertising | have used was run-
ning radio spots on the local Hispanic
radio stations. Muy Bueno!

CONFERENCES. Be present and atten-
tive at industry conferences. Network
and scout for talent. | have had great
success when giving talks and presen-
tations at industry events.

TEMP-TO-PERM SERVICES. This is ef-
fective for administrative and staff posi-
tions because it gives you the ability to
try out several candidates with little risk.
If they don't meet your needs, then you
get a new person. If they impress, then
convert them into an employee after a
given period of time, usually 90 days.
Negotiate the conversion fee up front.
As for the field positions, | have had very
little success with this source, but | have
tried it in extreme-need situations with
marginal results at best. | have heard of
entire organizations using contracted-
out employees but have not had first-
hand experience with this process.

PLACEMENT AGENCIES. | have used
placement agencies with good results,
Use a contingency vs. a retainer for
most positions. You pay a contingency
if they find a person for you. A retainer
is paid, in part or in whole, up front to
retain a search for a position. When
looking for an executive-level person, a
retainer might be best. For a supervisor,
sales and manager position, | suggest
you find a reputable agency and build a
solid working relationship.

Remember, with all of these meth-
ods it's important to keep them “warm”
and on standby. This will save you time
when you start searching for talent. LL
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Deterring Deer

Protecting clients’ plants from deer damage is a potential
profit center for landscape and lawn care companies.

a A any landscape professionals have heard
;)‘ :‘9 an earful or two from clients who've experienced
S deer damage on their properties. White-tailed
deer, found in nearly every state in the United States, and
mule deer, common throughout the western U.S. and Cana-
da, can wreak havoc on perennial gardens in the spring and
ornamental trees and shrubs in the fall and winter.

In regions with a lot of deer pressure, landscape pro-
fessionals typically do their best to avoid installing deer-
attracting plants like rhododendrons, yews and arborvitaes,
but many find their do-not-plant lists are as variable as the
weather. Severe drought and extensive hard-packed snow
coverage are two factors that can cause deer to feed ag-
gressively, moving to plants they wouldn’t otherwise touch
or going to greater lengths to access food sources,

These variables and the fact that deer pressure appears

to be increasing in many regions as development contin-

& TYPES AND RANGE — Deer are one of the most widely distributed mammals in North America. The
white-tailed deer is found in just about every state except Alaska and Utah. The mule deer is primarily
a western species; the black-tailed deer is a subspecies of the mule deer.

& HABITAT - Deer live in the forest edge. They thrive in agricultural areas interspersed with woodlots
and riparian habitats. They favor early successional stages which keep brush and sapling browse within
reach. Dense cover is used for winter shelter and protection.

@ FOOD HABITS - Leaves, stems and buds of woody plants are a staple food for deer. Preferred plant
species vary considerably in quality and regional availability. Nutrient requirements and the amount
of food consumed vary with age of the animal, season and the reproductive cycle, but daily dry matter
consumption averages 2 percent to 4 percent of live body weight. For adult bucks, daily consumption
is greatest in spring and averages 4.4 to 6.4 pounds of air-dry food per day. Consumption is about
half that during winter. For does, greatest daily food consumption occurs in early fall, just prior to the
breeding season.

Source: Internet Center for Wildlife Damage Management (http//lcwdm.org/handbook/mammals/Deer.asp)
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ues, mean landscape
customers are looking for
reliable solutions to keep
deer from damaging their
properties.

In response, landscape
firms seeking additional
revenue may want to con-
sider adding some type of
deer control program to
their service mix.

There are generally
two ways companies add

deer control - by repelling

tions or excluding them
with fence installations.
“Deer control is a multi-faceted

service,” says Guy Keon, managing

Protect Your Property With
Virtually Invisible Deer Fencing Systems

Benner’s
Gardens

~gince 1992~

1-800-BIG-DEER

USE READER SERVICE # 87
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While deer fencing is one of the most effective methods for keeping deer at
bay, many property owners hesitate to install fencing for aesthetic reasons
them with spray applica- Installers say there are some “virtually invisible” options on the market

Photo: Benners Gardens

partner of Deer Fencers, an installa-
tion firm based in Phoenixville, Pa.

“It's a good way to drive additional

revenue; plus it's good for
building overall customer
relationships.”

Deer Fencers, sister
company to fencing supplier
Benners Gardens, installs
between 150 to 250 deer
fences annually with its own
crews in Philadelphia and
Connecticut and through its
satellite partners along the
East Coast, some of which
are landscape companies.

Andy Felix, president
of Tree-Tech in Foxboro,
Mass., sought to emphasize
his company’s expertise in protecting
plants when he added a deer control

spray service to his $7.5 million firm's

It’s Not Slow Release,
It’s Better

You want consistency when it comes to

your nitrogen. With StabilizedNitrogen
Technology (SNT), more available
nitrogen stays in the soil for results that

last for weeks, Insist on SNT for:

* Better color & quality

* Increased nitrogen efficiency
* Extended nitrogen availability Insist on it
* Environmentally sound

888-547-4140
* Granular and soluble programs

www.stabilizednitrogen.com

USE READER SERVICE # 88
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mix. “Being arborists, we specialize in

the care of trees and shrubs,” he says.
“Since a number of our clients were
having problems with deer damag-
ing their plants, | thought ‘This has to
become a part of what we do.""
Tree-Tech began offering deer
control two years ago. Despite slow
growth due to two seasons of minimal
deer damage, Felix is convinced deer
control is a good fit for his firm and a
potential revenue stream for any com-
pany that takes care of landscapes.
Not only does it show a commitment
to protecting clients’ outdoor invest-
ments, deer control generally doesn't

require any major new equipment.

Since a number of our cli

plied directly to the plant. They repel
by taste and are most effective when
applied to trees and shrubs during the
dormant season, which is one of the
reasons this product was attractive to
Felix. “I thought a push to our clients
in areas with deer issues would help
keep my spray equipment going later
into the season,” he says.

Also, firms adding deer applica-
tions don't need large-scale equip-
ment; backpack sprayers will do, Felix
says. “The great thing is you only
need to spray six feet high and under
- that's as high as they can graze.”

In terms of repellent product
choice, there's a wide variety on the

market. Felix has tested several, but

i

!

ents were having problems

cide he uses: “It leaves an orange-col-
ored residual on the leaves.” Though
some clients have hesitations about
the color, Felix sees it as an opportu-
nity to educate clients on the safety

of the applications. “It's usually not a
stumbling block to a sale,” he says. “It
also allows the client to see that we've
made an application - there truly is
material on the plants.”

Because reapplication may be
necessary in the winter or early
spring, pricing can be tricky. Tree
Tech's deer control applications start
at $200, and go up depending on the
amount of deer-susceptible plants on
a property. When pricing, it's always

best to visit a property, Felix says.

with deer damaging their plants, | thought ‘This has
to become a part of what we do.” — Ay Feiix, Tree-Tech

SPRAY APPLICATIONS. Lawn care or
tree care companies likely already
own the spray equipment required

for repellent applications, Felix says,
adding that's one of the reasons he
pursued this service, Plus, “It's a

good opportunity to get on a property
and see a client you may not have
otherwise seen,” Felix says. “You can
sell winter work and it’s a good add-on
service, especially if you're in the busi-
ness of protecting their plants.”

There are generally two types of
repellents, according to the non-profit
Internet Center for Wildlife Damage
Management (ICWDM). Area repel-
lents are applied around the plants
(often in perimeter applications) and
repel deer by odor alone. Contact

repellents, the second type, are ap-

settled on a combination fungicide-
antidesiccant material. “Together
they offer good protection that we
felt would last throughout the winter,”
he says, adding he hesitates to call
the service a complete success at
this point, as low deer pressure the
past two seasons hasn't translated
into enough applications to properly
gauge effectiveness. “There hasn’t
been that much injury from deer as
there has been in the past, so the
jury’s still out.” According to ICWDM,
repellents’ effectiveness often depends
on rainfall, as they don't withstand the
elements well, though in some cases
they can be combined with products
to improve their weatherability.

Felix notes another drawback of

some repellents, including the fungi-

ORr

“You have to get a good look at the
type of plants they have, plus you
may notice others sales opportuni-

ties,” he says.

FENCING INSTALLATION. There are a
number of fencing options for control-
ling deer, including temporary and
permanent electric fences, but the
most common deer fences for resi-
dential and commercial landscapes
are permanent woven wire or plastic
fences. Though experts say they're
the most reliable and effective way
to manage deer damage, they have
some drawbacks and aren’t right for
every client.

For example, many homeowners
experience deer damage in their front

foundation plantings. Not only do cus-
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tomers balk at installing permanent
fencing in this area, local codes often
restrict fence heights. The standard
height for deer fences is 7 to 8 feet.
“The main drawback is that consum-
ers think of typical deer fences as a
utilitarian-looking product,” he says of
the woven wire or plastic fences. An-
other consideration is cost. Depending
on property scale and type of system,
permanent deer fencing installations
range between $1,500 and $50,000,
Keon says.

Because of the issues with per-
manent deer fences, Keon has seen
an interest in temporary, winter-only
fences. “During the winter, people
aren't are as concerned about the

overall look of their property,” he

says. They're more open to the idea
of a temporary fence that’s installed
in the fall, taken down in the spring
and stored off-site by the contractor
during the rest of the year. The benefit
to the contractor is temporary fences
provide a recurring-revenue stream.
Prices for temporary fences de-
pend on property size and the service
options, Keon says. He estimates the
materials cost about $4 per linear foot
and that installation usually figures to
three-quarters the cost of materials.
Like deer spray services, one of
the greatest attributes of a deer fence
installation business is it requires little
start-up investment, Keon says. A
typical deer fence for a residential or

commercial application is installed

using only hand tools. Larger com-
mercial or agricultural deer fences
may require basic landscape installa-
tion equipment such as a skid-steer
loader, but that's generally not the
market landscape contractors who do
fencing target, Keon says.

Installation crews typically consist
of two or three men. “A two- or three-
man crew should be able to knock
our a one-acre project in two to three
days,” Keon says. As deer fence
installation is typically a “light" side
service for green industry firms, Keon
says landscape contractors generally
appoint and train one lead foreman.
After that, the balance of the labor
generally floats from other available

installation crewmembers. LL
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Stop giving away PROFITS

Same Clients
’ Less Work
i Increased Profits
, Work safer for 2008

Vulcher.com 800.806.6764

0 Kuriyama of America, Inc.

847/755-0360 « 847/885-0996 FAX
www.kuriyama.com « sales@kuriyama.com

To Advertise On
This Page Call

Bonnie Velikonya
At 800/456-0707

www.lawnandlandscape.com

www. lawnandlandscape.com

*Offset the blggut increase
in fertilizer history by
buying AMMOS
*A product made with all
American raw materials

CALL TODAY!

PROMOTE YOUR
BUSINESS
+ Posting Signs
*Door Hangers
+ Brochures

* Postcards & More v, ?

View Hundreds of
Promotional Ideas, Layouts
& Exclusive Images Online

RNDSIGINS

Marketing, Design & Print

www.RNDsigns.com 1
800-328-4009

RVAN

US.LAWNS

NO ONE KNOWS THE
LANDSCAPE MAINTENANCE
INDUSTRY LIKE WE DO,

Planning to star! a landacape maintenance
company? Aresady in the landscape
maintenance Industry”? Then et US. Lawns
show you how 10 start or convert your business
arvd grow with the leader in the commercial
landscape maintenancs industry
To find out more about
us and the opportunity
U.8. Lawns can offer, call
1-800-USLAWNS or visit

us at www.uslawns.com

:IWIIHHI
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FastPac FPSCB-100
and the FPSCB- 2(}0

Visit the FastPac website for allthe info

FASTPAC SPRAYING SYSTEMS INC
www.fastpac.biz

customerservice@fastpac.biz
Phone: 888.792.7058 Fax: 888.792.7078

ORDER 800-372-1755

ONLINE www.NovaeCorp.com

[§GRIDIRON

Custom Tool Storage

Backpack Blower Rack

Other configurations available
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Maximize your advertising dollars by reaching:

« The Industry's Largest Print Audience,

« The Industry's Largest Media Web Audience.

- The Industry's Largest Classified Section.

We offer the industry's lowest costs to be seen in both
Lawn & Landscape magazine and lawnandlandscape.com

for one low cost.

Please contact Bonnie Velikonya at 800/456-0707 x5322

or bvelikonya@gie.net

SINESS OPPORTU

1-800-334-9005

www.allprogreens.com/training

SELI
N ARAR4

1-800-334-9005

www.allprogreens.com/training
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T'wo Profit Centers - 60% +
Two Revenue Streams

T'wo Customer Bases

A Simple, Easy Add-On Service

Up Sell Current Products & Services
Buy Manufacturer Direct - Wholesale

LANDSCAPES AND JOBS

T'wo Profit Centers - 60% +

* Two Revenue Streams

T'wo Customer Bases

A Simple, Easy Add-On Service

Up Sell Current Products & Services
Buy Manufacturer Direct - Wholesale

LANDSCAPES AND JOBS

BUSINESS OPPO

Is Your BusiNESs
IN THE RED?

Find the “GREEN" Solution
with the #1 Organic-Based
Lawn Care Opportunity!

* Proven Marketing Accelerates Profitability
« Differentiate Yourself Using Proprietary,

Organic-Based Fertilizers
« Successful Training Tools and Programs
* 21 Years of Accelerated Success

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

THE LEADER IN ORGANIC-BASED LAWN CARE™
www.nl-amer.com

SELLING YOUR BUSINESS?

FREE NO BROKER
APPRAISAI FEES

Professional Business Consultants

sin
Povsiness o

0,
;\L‘ < ’l,

& /. <
-~ -
S ., %
.~

a. @

ofters from qualibed buyers withour disclo

identitics. Consultants” fees are paid by the buyer

CALI

708-744-6715

FAX: 508-252-4447

SUBCONTRACTORS
Looking for subcontractors to plow and salt
commercial sites! SRSA, Inc. services Western

PA, Eastern OH, and Northern WV.
We've been in business since 1979. We supply
the salt. Top pay. Work today - get paid today!
Call & come aboard with a great organization
Call 1-866-352-SRSA
Visit www.srsainc.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
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BUSINESS FOR SALE

THE

COMPANY

CORPORATION"

INCORPORATING WHAT'S RIOHT FOR YOU

If lawn and landscaping is your business,
treat it like one. Protect your personal
assets now. Incorporate or form an LLC
today with The Company Corporation
in 10 minutes or less.

Visit www.incorporate.com

or call 888-743-7325

DEALERSHIPS AVAILABLE
Z-Dump, the revolutionary dump bin insert
that fits into any standard pickup truck bed

with out changing the trucks appearance
is currently looking for dealers throughout
the United States. Z-Dump offers dealers a
highly profitable product along with
excellent floor planning options and an
outstanding freight program.

For more information please contact
Sam Proud, National Sales Manager, at
630-563-5321 or
email samproud@z-dump.com.

SERIOUS ENTREPRENEURS ONLY!
After four years, $400,000 of market testing,
and Millions of dollars in earnings, we have

perfected the most powerful, automated,
turn-key, sales and marketing system on the
planet. That's How Normal People Like You
Are Earning $5,000 to $10,000 a week Without
Picking Up The Phone.

visit: www.philoenterprises.com

Improvement

* You recognize Curb Appeal

* You know Landscape Materials

* You deal with Contractors

* You work for Home Owners

* You know Property Managers
Combine these for your benefit...

Supply the hottest part of the home improvement market today:
Outdoor Living Spaces

|y,
CART= AWAY
P SUPPLY ~

America's Outdoor Improvement Sol
LOCATIONS AVAILABLE
888-MIX-KING

www.lawnandlandscape.com

BUSINESS/EQUIPMENT/PROPERTY
FOR SALE

Located in south central NJ,
Landscaping / Maintenance company,
accounts, equipment, real estate; 3 acre
commercial building lot, 1-1/2 acre lot
with 4,000 sq. ft. house, in-ground pool,
and 2,600 sq. ft. building.

Both lots have road frontage and all
amenities. Large asphalt and stone
parking / equipment storage.
$2,000,000.00 Hank 609-517-3063.

WESTERN PA
SNOW REMOVAL BUSINESS

In business since 1979. 118 commercial
customers. Over 250 sites. Gross revenue
for 07 -'08 season $855,000.

Gross Net 40- 45%.

All subcontractors, no equipment.
One Personnel Director.

One top notch Sales Person.
Serious inquires only.

CALL 724-847-2027

LAWN CARE COMPANY
EAST COAST OF FLORIDA
10 years old with an excellent reputation
Fertilization, Insecticide and Herbicides
Mostly HOA's and POA’s,
Owner willing to stay, Sales exceed $1.2M,
Call John Brogan Acquisition Experts, LLC.
772-220-4455

LOOKING TO SELL
YOUR BUSINESS?

We have experience selling businesses in
the green industry on a national level.
Contact Ed Kozak
Midwest Venture Resources, Inc.
630-705-3055

INTERMOUNTAIN WEST

Very profitable landscape contractor with
sales of $9 million and excellent relationships
with many of the premier developers and
contractors in one of the fastest growing
areas of the country offering an
excellent quality of life.
Email bperry@cfaw.com for a
confidential business profile.

july 2008 | Lawn & Landscape

APPLICATING/LAWN
MAINTENANCE COMPANY

Located in the Beautiful Rocky Mountains!
Owners retiring after 20 years in business. Well
established company in a booming & fast grow-
ing market. Good quality equipment-Excellent
Reputation-many multi-year contracts. Owner will
help train. Lawn Spray-Tree Spray-Deep Root Feed-
Pest Control-Noxious Weeds-Lawn Mowing/lrriga-
tion maintenance program. Gross over $569K/ in
7 months.(May - October.) Serious Inquires only.
Call 970-904-1890

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.

BUSINESS WANTED

WANTED TO PURCHASE
Chemical lawn & tree care companies,
any area, any size business reply in strict
confidence. Contact Green Venture Group
greenventurepartners@yahoo.com

ORGANIC

ORGANIC LAND CARE
Accreditation program for professionals
August 2008 - NOFA Organic
Lawn and Turf Course in CT, MA, NJ
NOFA Organic Lawn and Turf Handbook
Standards for Organic Land Care
Visit www.organiclandcare.net
Or call
203 888-5146

FOR SALE
Cut off Saw Parts at Discount Prices!
Parts For:
Stihl, Partner, Makita, & Husky
Eﬁ » Cylinders
* Air Filters

@ ,.? ¢ Drive Beits & More!

T: 1.888.288.8371 » www.cutoffsawparts.com

To Advertise Call
Bonnie Velikonya
800/456-0707 x5322
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“The Dual Spreader Carrier”
For All Lawn Care Companies

Call 508-852-5501
For more information & pricing go to
www.paramountglobalsolutions.com

BARK BLOWER FOR SALE
2005 Finn Bark Blower 605 Only 180 hours.
Great condition. New is over 90K. Will sacrifice for
65K or best offer. Motivated. This machine has
the same ability as a truck mounted machine,
but you don't have to buy another truck.
Has seed injection.
Call 865-777-1755.

rorsate: MULCH TRUCK
2002 Express blower
40 yd. capacity seed injection system
well maintained 79k miles
$160,000
Duke’s Landscape Management Inc.
908-850-6600

FOR SALE

FINN BARK BLOWER, Kubota engine, 150’
hose, mint, 700 hours, cost new $40,000.00
Price $19,900.00.

1987 FORD TWIN AXLE HYDROSEEDER
1500 GAL., Bowie Allison, auto, low miles, top
cannon, elec reel, exc. Cond. Price $13,900.00.

TORO 580D 16FT FAIRWAY BATWING
MOWER 60hp diesel, 565,000 New, 1675 hrs
Price $16,900.00.

1997 NEW HOLLAND SKID STEER, 800 hrs.,
exc. Cond. Price $10,900.00.

HOWARD PRICE BATWING MOWER, hydro-
power 128, exc cond. 126" cut Yanmar diesel,
900 hrs Cost new $37,000. Price $9,900.00

CALL 215-881-7103

TREE EQUIPMENT
RED BOSS Tree Spades, Stabilizers.
TREE BOSS loading system: move or
place trees/ boulders. TREE PLANTERS. 25
years in business. Detail, Quality and Service
make a Difference!
Call Tree Equipment Design at 877-383-8383.

info@treeequip.com.
www.treeequip.com.

% LANDSCAPE DESIGN KIT 3
48 rubber stamp symbols of trees, shrubs.
plants & more. 1/8" scale
Stamp sizes from 1/4" 10 1 34
PRICE $123 + SH + tax in CA

Price subect 1 changs mith

CALL NOW 877-687-7102 TOLL FREE
of 916 - 687-7102 Local Calls
wan grercaratam Tue Wed, Thut 8-4 30 Pactic Tere

CALL NOW TO ORDER or for YOUR FREE BROCHURE

FREE CATALOG

Commercial Mower Parts
Buy Direct

Mow More Supplies
1-800-866-9667
WWW.mowmore.com

1-800-786-9274 [T
www.watercannon.com U THTES

‘489
‘1099

BN« 3000 Psi ... ¥159 | arp Gx
.‘- + 4000 Psi ... *259 18Hp GX

FORMS AND DOOR HANGERS. Invoices,
proposals, work orders and more. Fast service and
low minimum quantities. Order online and save.
4WorkOrders.com Shorty's Place in Cyberspace.
800-746-7897.

TrakMats~

Ground Cover Mats for Professionals

* Tough, Lightweight

* Cleats for Traction

* UV protected

* Light color preveats
burnt grass

* Hand cutouts for

lifting

TURF AND TREE SPRAYERS

needs, The SDI

Fatlor your equipment to
'™ Serices pr
with unlimited portability.

your speciiic

wides the right balance of power

* Long lasting
comunercial grade
tlhul.,l.lu tank
construction
* Available in sizes

from 120 to

* Engines from 6 to 54 HP w

1065 GPM
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WINDBREAKER WALKING BOOM

* Designed for accurate application
without drift or wind -

o«

Hood with 6 drip-free
nozzles on 10" spacing

P.O. Box 3107, Visalia, CA 93278

om


http://www.paramountglobalsolutions.com
http://www.treeequip.com
http://www.watercannon.com
http://www.trakmats.com
mailto:sales@trakmats.com
http://www.sprayingdevices.com

classifieds

TREE STAKES
Doweled Lodgepole Pine
CCA Pressure Treated
2" Diameter, Various Lengths
Economical, Strong and Attractive
Phone: 800-238-6540
Fax: 509-238-4695
JASPER ENTERPRISES, INC.

We ship nationwide.

Web site: www.jasper-inc.com

PLANT MATERIAL

PERENNIALS & GROUNDCOVERS
Over 160 varieties - No order too small
FREE Color catalog
Shipping UPS & FedEx daily

1-800-521-7267
www.evergreennurseryinc.net
EVERGREEN NURSERY, INC.
1501 Dials Mill Rd. Statham, GA 30666

WETLAND/NATIVES &
CONSERVATION

Large selection of Plugs, Perennials,
Grasses, Natives & Conservation.

CHIEF MOUNTAIN FARMS
Ph 443-350-3894
fax 410-658-7331
www.chiefmountainfarms.com

HELP WANTED

GREENSEARCH
GreenSearch is recognized as the premier provider
of professional executive search, human resource
consulting and specialized employment solutions

panies and allied horticultural trades throughout
North America. Companies and career-minded
candidates are invited to check us out on the
Web at http://www.greensearch.com or
call toll free at
888-375-7787 or
via e-mail info@greensearch.com.

LANDSCAPE EQUIPMENT HELP WANTED

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

Come join
WORKFORCE®

the
of NATURE!

ValleyCrest Companies has exciting

jobs open right now across the country

at all levels for professionals who want
to work with the best.

Founded in 1949, we are a leading
nationwide provider of landscape
development and maintenance services

Bilingual a plus.
Please send your resume to the
artention of Ms, Sanchez at

opportunities@valleycrest.com or
fax ro 818-225-2334.

<

ValleyCrest

COMPANIES

www.valleycrest.com

exclusively for interior and exterior landscape com-

www.lawnandlandscape.com

US.LAWNS

ons Mgr.. Branch Manager or

Regional Manager to work for you

E-mati resume to hr@usiawns.net or
fax o 407/246-1623.

US.LAWNS

OUTSIDE SALES REPS
48 year old independently owned &
operated Phoenix construction & landscape
equipment co. wishes to expand our local
market reach with additional outside sales
reps. Construction & landscape equipment
exp. required, incl. tractors, skid loaders,
commercial riding mowers, etc. Sales exp.
with new AND used equipment a big plus.
Medical/dental/401k, a great place to work.
ddickerson@a-zequipment.com or
Attn: Doug, PO Box 80406,

Phoenix, AZ 85060

View the classifieds online at www.lawnandlandscape.com
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How can you hire top
talent and still have
time to run
your company?

It is simple with
JK Consultants on
Your Team

Know Us
Know Success

You have probably already
heard about JK Consultants
from someone within the Green
Industry. At JK Consultants, we
are expert recruiters and are
very active in the landscape
industry. We care as much
about the success of your
business as you do.

Contact us today to confidentially
learn more about our services.

JK Consultants
Phone: (209) 532-7772
Email: contact@JKSuccess.com

www.JKSuccess.com

Where Professional Friendships

Are Valued
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HELP WANTED

CHRISTY

LANDSCAPES

Christy Webber Landscapes is a progres-
sive, evolving, woman owned business
that is passionate about enhancing private
and public space in our community. We
are a full-service urban landscape provider
offering design, construction, and main-
tenance programs to residential, commer-
cial, and municipal properties throughout
Chicago.

We are looking for qualified individuals
who will be with us long term and who
are excited about entering a growing
company.

CHICAGO

« Shop Manager

« Small Engine Mechanic

- Commercial Maintenance -
Field Supervisor

- Commercial Maintenance -
Project Manager

BLUE ISLAND

- Branch Manager

- Commercial Maintenance -
Project Manager

» Snow - Project Manager

Please send inquires to Patsy Mendez at

patsy@christywebber.com or
fax to her attention: 773.533.0771.

BRICKMAN

Enhancing the American Landscape Sinoe 1939

Brickman is looking for leaders
who are interested in growing their
careers with a growing company.

Nationwide career and internship
opportunities available in:

* Landscape Management
* Landscape Construction
* Irrigation

* Accounting

* Business Administration

Start grou 'I.H'\"]‘uu)' career al:

brickmangroup.com

FIND YOUR JOB TODAY

www.Greenlndustry-Jobs.com

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-Adantic and
southeast. Fax 301-414-0151 or
email carcers@ruppertcompanies.com
for more information.

ﬂo?n Onec

Irrigation Systems

Rain One, a progressive growing company
established in 1991, is currently searching
for qualified candidates to join our
Columbus, Ohio team.

Positions include:
« Service Technicians
« Residential and Commercial Installation
« Foremen and Labor

Valid drivers license a must, snow removal
and Spanish skills a plus. We offer IRA,
AFLAC, insurance, and year-round
employment for salaried team members,

See us at www.rainoneinc.com

Send resumes to
careers@rainoneinc.com or

GREENHOUSES INC

SALES OPPORTUNITIES

North America’s leading producer of quality
cacti and succulents for global retailers, with
exceptional sales revenue and brand
recognition has openings for a Senior Sales/Ac-
count Manager, and Inside Sales staff based in
Ontario. Competitive compensation, plus
incentives, benefits package, expense
account & pension plan. For confidential
enquiries call Maureen:

Human Resources,
Sorensen Greenhouses Inc.
e-mail: maureen@sorensengreenhouses.com
Phone: 519322-2361
Fax: 519 322-2156

LANDSCAPE DESIGNER
Career opportunity for an experienced
Landscape Designer to join an industry
leader. Located in Kentucky’s beautiful
Bluegrass region, Nature's Expressions

offers a great place to live and work
with competitive salary and benefits.
View our work at www.nei-lex.com and
e-mail your resume today.
kowen@nei-lex.com

ValleyCrest Tree Care Services,

ValleyCrest Tree Care Services provides award-winning
arborist seevices 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/Estimatar, Cerew Leader/Foreman, CDL Driver,
Production Specialists, and Spray Technicians,

Branches Include: Livermore, Sacramento, Santa Ana,
Gardena, Ventura, Phoenix, Tampa, Sarasota, Venice,

Orlando and Adanta

For consideration, please email resumes to: treecare-

jobs@valleycrest.com
fax to 614-759-7099 o fax to (818) 225-6895.
126 Lawn & Landscape | july 2008 www.lawnandlandscape

Green Roof Sales

Account Manager

Join a proven leader in the rapidly
expanding greenroof industry!

ZinCo USA has an opening for an
Account Manager in the Boston area to
lead our nationwide sales and marketing
team to enhance our pioneer and leader
position. Manage sales and gross profit

margin development, drive business
development, lead negotiations with
clients, formulate proposals, review
specifications and identify opportunities
to increase revenues and profits.
Salary commensurate with education
and experience.

WWW.Zinco-usa.com
Email resume to info@zinco-usa.com

.com
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HELP WANTED

GOTHIC LANDSCAPE, INC. &
GOTHIC GROUNDS MANAGEMENT, INC.

Since 1984, we have been creating long-term rela-
tionships with clients through outstanding person-
alized service and problem solving. We are one of
the largest landscape contractors in the southwest-
ern US operating in the greater Los Angeles, San Di-
ego, Phoenix and Las Vegas markets. The Company
specializes in landscape construction and mainte-
nance for residential master-planned community
developers, home builders, and industrial commer-
cial developers. We offer an excellent salary, bonus
and benefits package. Outstanding career opportu-
nities exist in each of our fast growing branches for:

Account Managers
Estimators

+ Foremen

+ Irrigation Technicians
Project Managers

Purchasing Agents

Sales Personnel

Spray Technicians (QAC, QAL)
Superintendents

Supervisors

For more information, visit www.gothiclandscape.com
or email: hr@gothiclandscape.com
Ph: 661-257-1266 x 204
Fax: 661-257-7749

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

* |rrigation Technicians

We 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

iction superintendent

! Join the company where
' People Matter...

Our moto i Our business is people
and their love for trees.* We offer
excellent carcer opportunities ar all levels.

We value safety first, provide ongoing
training. and have an excellent
compensation and benefit package
that includes a 401 (k) with company
match and ESOP

SA- W /ihecareoftmes.

&I . 877.724.7544
e 10,847.459.7479
Apply online at

www.thec: .com[careers

Come Grow

D,.
NBE__ with Us!

N eonTonare o

Specializing in Railroad, Roadside, Industrial
and Aquatic Vegetation Management,
our clients include many of the
largest corporations in North America.

DBi is a market Jeader with a clear vision
of the future, investing heavily in
our people, our core values and
a friendly work environment.

WE ARE LOOKING FOR
HARD-WORKING TALENTED
INDIVIDUALS WITH EXPERIENCE
'O MANAGE THE DAY-TO-DAY
OPERATIONS OF OUR BRANCHES
AND DIVISIONS THROUGHOUT
THE UNITED STATES AND CANADA.

Qualified applicants must have a

minimum of 2 years «7 experience
in the green industry,
have proven leadership abilities
and strong customer relations
and interpersonal skills.

*WE ARE ALSO ALWAYS LOOKING FOR TALENTED
FIELD PERSONNEL - SUPERVISORS, FOREMEN
TECHNICIANS AND LABORERS... COME GROW WITH US!

We offer an excellent salary, bonus and
benefits package including 401(k) and
company-paid medical and vacation benefits.

For career opportunity and confidential consideration,
send resume including geographic preference
and willingness to relocate to:

DeAngeio Brothers, Inc. | Attre: Hurman Resources.
100 North Conahan Drive | Hazleton, PA 18201
Phone 800.360.9333 | Fax 570.459.5363
Email cfaust@dbiservices.com
EOE/AAP MF-D-DV

www.dbiservices.com

LANDSCAPING COMPANY

LANDSCAPE MANAGEMENT
MANAGER

LANDSCAPE CONSTRUCTION
MANAGER

Wanted in Baja California Sur, Mexico.
Los Cabos, resort area. Permanent
employment.

Prior managerial experience of 4 years
in similar positions. Spanish spoken is
desirable.

Best experience in Grand Tourism
Hotels and residential developments
with excellent interpersonal skills.

We offer a great salary, bonus and
benefits package. Outstanding career
opportunity in our fast growing
company.

For more information, email to:
hsanchez@viveroloscabos.com.mx
www.viveroloscabos.com.mx
Ph: 624-1739850 x124
Fax: 624-1739878
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LIGHTING

Learn Erom
The: Best!

Looking to pay franchise fees
for Christmas lighting?

Don’t look here.

This Holiday Season

At Creative Displays, we offer only

commercial-grade standard and

Increase market share and
accelerate off-season revenue
with Brite Ideas Decorating!

TETE
T’;'TV'T "“hh:

LED Christmas lighting at wholesale
cost, with no franchise fees

For a free copy of our 2008 catalog,

contact paul@creativedisplays.com
or call toll-free 800-733-9617

Visit our website at

www.creativedisplays.com.

Christmas Decor.is the

Leader in the Holiday R % s

Decorating Industry! : % 4

24% Average Net
Profit
Over $2,000 Daily
Production Per Crew

Street
Renners

INCORPORATE

SOFTWARE

TurfGold Software

Save nme, \H(.'.HHIH\\' your l‘\l\ll\\\\, .Hld l‘le('

more money with customer relationship

Call Us Today! * 'Speak with our trained
professionals today!

1-800-687-9551 FREE business kit & DVD! FREE Demo Video a vww. TurfGold.com
www.christmasdecor.net 888-200-51 3 ] REEAINSA953 talky]

management software for the green industry!

www.sayitwithlights.com

INSURANCE

E M.F.P. Insurance Agency, Inc. % Your single source for marketing your

WEB DESIGNERS

Web Design, Brochures, Logos, Lettering

and Printing Services for Landscapers.

Insuring the Green Industry since 1986 landscape business.

Samples online:

Applicators Hydroseeding Snow Removal
Industrial Weed Control Holiday Lighting Tree & Shrub Maint www.landscapermarketing.com
Right of Way Mowing & Maint Landscaping or call 888-28-DSIGN.

Complete Range of Pollution Coverages

New Comm'l Auto Program for Landscapers

and Mowing & Maint. Services with VERY LOW RATES! GPS VEHICLE TRACKING
Contact one of our Green Industry Specialists No monthly fees
matt@mfpinsure.com jleonard@mfpinsure.com rick@mfpinsure.com Call 407-888-9663
www.vehiclewatch.com

Toll Free: 800-886-2398 Fax: 740-549-6778
% www.mfpinsure.com %
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employees to be accountable for their
actions. This not only applies to the
company’s management team, but to
every individual who wears the Denison
Landscaping moniker.

For example, in the past there was
no accountability when it came to a
worker’s safety gear. If a laborer lost his
helmet or forgot his safety glasses at
home, he'd simply go to the tool room
and secure a replacement. Lackadaisi-
cal attitudes toward equipment account-
ability cost Denison Landscaping about
$30,000 per year.

replenishing these items.”

To get the necessary buy-in from
its labor force, Denison's management
team sought out their opinions on how
to best affect change within the com-
pany. For example, when it restructured
its equipment shop and tool room ac-
cording to lean principles, the company
solicited the input from those directly
involved in that area.

“It was a great exercise,” Duane Deni-
son says. “Together, we looked at areas
and how to improve things to make them

more efficient. During this process, lean

cover story

Sometimes acceptance involves
conveying lean principles to people
without emphasizing that it's part of
a business management philosophy,
Josh Denison says. “During our sum-
mer kick off meeting we stressed that
it's not business as usual at Denison
Landscaping,” he says. “Times are
tough and we need to pay attention to
the little things.”

For example, the price of fertilizer

has nearly doubled, Josh Denison says,

and it's important for field crews to un-
derstand the costs associated with not
accounting for the proper use of that
material, In today’s business climate
there is a direct cause and effect to
everyone's actions, he adds, and it's up
to each individual to decide whether
that outcome improves or hinders the
company's bottom line.

So far, the impact lean manage-

“It’s not easy to sell me on certain things. | guess I’'m an

old-school person. This seemed like more

of the same old stuff. But they had enough oomph
in their convictions to convince me lean was
something we should do.

“Through lean management, we
went out and purchased lockers for
about $3,000 and assigned everyone
hard hats, vest and safety glasses,”
John Denison says. “Now workers

have somewhere to put these things

at night and they don'’t have to worry
about bringing them in the next day. If it
breaks, then we’'ll replace it. But if they
lose it, then they have to buy another
one. They are accountable for these
items everyday and it has significantly

cut back on the expense of constantly

management was the driving force to
improve the conditions in the equipment

shop and in the tool room.”

LEAN FUTURE. Lean is a state of mind,
not a business exercise that has a start
and a finish, John Denison says. As a
whole, his company is still learning the
lean process. It's training the rest of the
staff in lean management principals and
reprogramming long-established mind
sets to now focus on time accountability

and time management.

— John Denison, Denison Landscaping

ment has had on Denison Landscaping
has been positive and significant, John
Denison says. And while the process
has presented some eureka moments
for his management team, it also has
served to remind them of the value
inherent in solid business practices,
those principles that he built Denison
Landscaping on over the last 34 years.
“We're still the good company that
we were," John Denison says. “We're
just practicing lean management to

make us better.” LL
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AquaMaster. www.aquamasterfountains.com 18 19
BASF www.betterturf.com 49 39
B Mmfg. www.brownmfgcorp.com.... 78,79 56,57
C&S Turf Care Equip 102 79
Carl Black GMC 120 89
Carson by Oldcastle Precast Enclosure Solutions....... www.carsonind.com 88 65
G d ng 46 37
Case Construction EQUIpment ... eernes WWWLCBSECR.COM a5 36
Compact Power www.cpiequipment.com n 13
Creative Decorating www.creativedecoratinginc.com 40 30
Curtis Industries www.curtiscab.com 107 82
Daimler Truck Fi ial www.sterlingtrucks.com 13 14
Deer Fencer www.bennersgardens.com ns 87
DIG Irrigation Products www.digcorp.com 85 62
Drafix Software/PRO Landscape .......co..... s WWW.prolandscape.com 2 10
DuP: www.proproducts.dupont.com 80, 81 58
EP Henry www.ephenry.com 103* 80*
Ewing lrrigation ‘www.ewing1.com 93 70
Exakti www.jobclock.com. 36 59
Express Blowers www.expressblower.com 37 29
Fastp www.fastpac.biz. ”
FMC Corp. -umtmﬂmmm TR, 755, 77%, 9T osioiiiiiiciissniican 5 3%, 54%, S5, 74°
Ford www. 25
GIE+Expo 2008 www.gie-expo.com 13 86
GMC Truck www.gmec.com 6,7,65
Green Industry Confi www.greenindustryconference.org... e 103* 81"
G Prod www.growthproducts.com i3]
Holiday Bright Lights www.holidaybrightlights.com a2 32
Hortica www.hortica-insurance.com 73 52
Hunter Industri www.hunterindustries.com 83 60
ICT Organics www.lctorganics.com n 51
John Deere wmm 56,57 42
Kohler www.kohler.com 132 91
Kubota www.kubota.com 43 33
Kuriyama www.kuriyama.com 21
Land-Op! www.landopt.com. 19 20
Lawn Soluti www.lawnsolutionscp.com 101 78
Little B www.littlebeaver.com 17 17
LT Rich Products WWW.Z-spray.com 98 76
Marsan Turf www.sprinklersdless.com 21,47,94 23,38, 71
Maruy WWW.Maruyama-us.com 20 22
Mid-Atlantic Soluti www.maslabor.com 99 77
Middle Georgia Freighthner .. .insscnnsnns WWW.gatrucks.com 51 40
MistAway Sy www.mistaway.com 96 73
M www.monsanto.com 9 12
Mysticrete, ‘www.mysticrete.com 35 28
Neely Coble www.neelycoble.com 89* 67*
Novae Corp. WWW.Novaecorp.com 21
Nutrient Technology PArtners ... WWW.NULrienttechnologypartners.com............... 15, 17, 19, 21 16,18,21,24
() Oldham Chemicals Co. www.oldhamchem.com 107 83
Pace Ameri www.paceamerican.com 108 84
PBI Gord: www.pbigordon.com 53,67,91 41,47,69
Perma-Green Sup! WWww.permagreen.com 3 n
Progressive C cial Auto | www.progessivecommercial.com. 31 26
Project EverG www.projectevergreen.com 89 68*
Quali-Pro www.quali-pro.com 3l 31
Rain Bird www.rainbird.com 86, 87,131 63, 64, 90
R. Mfg. WwWw.rawsonscreens.com 88 66
Real Green Sy www.realgreen.com 63 46
RedMax www.redmax.com 69 a8
RISE www.pestfacts.org 97* 75*
RNDSigns www.rndsigns.com 21
Professional Seed www.scottsproseed.com a4 34
SePro Corp. www.sepro.com. 61 45
SVE Sales www.mudtracks.com 70 49
Syng www.syngentaprofessionalproducts.com 23 25
Texas Nursery & Landscape AsSOCIation ... WWW.DXn13.0rg. 109 85
Toy www.toyota.com 33 27
Tree Tech Microinjection Sy www.treetech.net 70 50
Turbo Technologi www.turboturf.com a4 35
Tygar Mfg. ‘www.tygarmfg.com 59 44
U.S. Lawns www.uslawns.com 84,121 61
US Praxis www.stumpmachine.com. 58 43
Vuich www.vulcher.com b1

130 Lawn & Landscape | july 2008

www. lawnandlandscape.com


http://www.adobeequipment.com
http://www.montagefence.com
http://www.betterturf.com
http://www.brownmfgcorp.com
http://www.carsonind.com
http://www.cascadelighting.com
http://www.casece.com
http://www.sterlingtrucks.com
http://www.prolandscape.com
http://www.proproducts.dupont.com
http://www.ephenry.com
http://www.ewing
http://www.expressblower.com
http://www.fastpac.biz
http://www.hunterindustries.com
http://www.ictorganics.com
http://www.johndeere.com
http://www.landopt.com
http://www.lawnsolutionscp.com
http://www.z-spray.com
http://www.sprinklers4less.com
http://www.maruyama-us.com
http://www.maslabor.com
http://www.gatrucks.com
http://www.mistaway.com
http://www.mysticrete.com
http://www.neelycoble.com
http://www.nutrienttechnologypartners.com
http://www.paceamerican.com
http://www.pbigordon.com
http://www.quali-pro.com
http://www.rainbird.com
http://www.realgreen.com
http://www.redmax.com
http://www.scottsproseed.com
http://www.sepro.com
http://www.mudtracks.com
http://www.syngentaprofessionalproducts.com
http://www.txnle.org
http://www.tygarmfg.com
http://www.uslawns.com
http://www.stumpmechine.com
http://www.vulcher.com
http://www.lawnandlandscape.com

“The bottom line: there is no better spray head
on the market than the Rain Bird" 1800° Series.”

Bill Knight
Knight-Scapes, L.L.C.

//

Install Confidence: Install Rain Bird 1800 Series Spray Heads and Nozzles.

Professional irrigation contractors like Bill Knight and his sons choose Rain Bird to keep their customers
happy. They minimize changeouts and callbacks by installing the best in performance
and reliability every time. Thanks to all the contractors who have done the
same, making Rain Bird spray heads and nozzles the dominant choice.

Visit www.rainbird.com/1800 and tell us why you trust your reputation
to Rain Bird.

RAINIBIRD

USE READER SERVICE # 90



http://www.rainbird.com/1800

The new 40 hp KOHLER. Command PRO.

A whole new high for horsepower. Again.

Relentless P :
KOHLER. | (50 porformance

KohlerEngines.com

USE READER SERVICE # 91



