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Steve Hansen's half-acre show yard is an 
effective sales tool, but his backyard can 
close a deal. 



next best thing to real. 

Is ï 

DESIGN IT. SELL IT. 
Landscape design is all about vision, 
and knowing how to share that 
vision wi th potential customers. 
With PRO Landscape design software, 
you can translate your creative ideas 
into 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 
imaging 

Ì* Easy-to-use CAD 
• Customer proposals 

• 3D photo rendering 

• 3D CAD rendering 

• Night 6c holiday 
lighting 

PRO Vy 
Landscape 

//// llll 

SELL BETTER I PLAN BETTER | BID BETTER 

800-231-8574 or prolandscape@drafix.com 

USE READER SERVICE #10 

60-Day Money-Back Guarantee 

w w w . p r o l a n d s c a p e . c o m 
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• Improving the Way Professionals Care for Turf 

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

f For a FREE hand spreader, application guide and to connect \ 

with a LebanonTurf dealer in your area, visit our web site at 

www.LebanonTurf.com, click on promotions and enter coupon 

Woodace products are designed to help professionals 

care for landscape beds and ornamentals. The Woodace 

product line offers a variety of premium fertilizers, control 

products, and combination products adaptable for a vari-

ety of trees, shrubs, annual growers, and groundcovers. 

Woodace products provide the ultimate addition to 

enhance your maintenance program. Discover the 

opportunity in the Woodace Product line, ask your 

iTurf dealer for the following products: 

• 12-3-6 A.C.R.E. 
Ideal for azaleas, conifers, rhododendrons, and 
all evergreens char thrive in acidic soil. 

• 14-14-14 57% CRN 
Ideal for flowers, perennials and all 
ornamental trees and shrubs. 

Discover the Opportunity 
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34 
Show and Tell 
Steve Hansen's half-acre show yard is an ef fect ive sales 

too l , but his backyard can close a deal. 

BUSINESS 
4 6 Best of the Web - All In The Family 

Lawn & Landscape message board par t ic ipants 

we igh the pros and cons of h i r ing relatives. 

1 6 0 Business Opportunities -
Displays for All Seasons 
Seasonal displays like annuals, containers and 

hol iday decorat ing are n i ceadd i t i ons toc l i en t ' s 

landscapes - and your b o t t o m line. 

E Q U I P M E N T 
8 4 Blow Out 

Does a happy medium exist between landscape 

contractors and the general public about backpack 

blowers? 

9 0 Core Issues 
Versatile, efficient and powerful, the right aerator can 

inspire landscape contractors to increase their 

business and profitability. 

•; • ' 

-Mg JJS^.JH 
1 

¿V tàà v I 

Cover Photo: David Sandberg 

1 0 Lawn & Landscape | m a r c h 2 0 0 8 www. lawnand landscape .com 

http://www.lawnandlandscape.com


I R R I G A T I O N 

7 5 N o w Or N e v e r 

As water restrictions increase, now more than 

ever contractors need to follow solid water 

conservation practices. 

W H O W I L L D O T H E W O R K ? 

1 0 4 O u t s i d e L o o k i n g In 

Where does a contractor find the key people for 

his management team? Some ideal candidates 

may come from outside the green industry. 

M O W I N G 

5 4 T h e G r e a t D e b a t e 

Mulching, bagging, double cutting - what's 

the best way to deal with lawn clippings? 
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Lawn care operators need to know 

what they're dealing with to battle 

turf and ornamental insects. 
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9 6 P r o d u c t i v e P r e e m e r g e n t s 

Nothing is absolute. Lawn care operators 

will get more from their spring 

preemergent programs if they can 

bust some common client myths. 

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

1 1 6 Air F low 

Productivity and power are achievable 

with this lineup of blowers. 

1 2 4 T h e H o l e P a c k a g e 

Check out these aerators to help you 

decide which tines you want to put 

into the ground. 

1 2 8 P r e e m p t i v e Str ike 

Preemergent herbicides can stop weeds 

before they start. 
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Solutions that fit any grub problem. 

When it comes to grubs and the serious problems they can dish out, Bayer has the s o l u t i o n -

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

effectively. Therefore, keeping your customer's lawn healthy and lush and your business healthy and 

in the black. And all our products are Backed by Baye r and the support and science that come with it. 

For more information ask your Bayer Field Sales Representative or visit us at BackedbyBayer.com. 

MERIT allecTus DyLOH 

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

http://www.BackedbyBayer.com


T h e D a i l y R e s o u r c e f o r L a n d s c a p e C o n t r a c t o r s I l a w n a n d l a n d s c a p e . c o m 

This is t h e second m o n t h o f Lawn & Landscape's 

t h ree -pa r t Work Force Series. The extens ive coverage 

o f t h e indust ry 's labor s i tua t ion con t inues at 

l awnand landscape .com. Look for t h e sect ion t i t le 

"Work Force Series" o n t h e h o m e p a g e . 

T O P FIVE W E B STORIES 
^ ^ N T H ^ O A D ^ N e ^ n g l â ™ 

for Everyone 
A series of "Master Classes" and a keynote address were among the new features. 

3 Georgia Governor Eases Outdoor Watering Restrictions 
The state will provide exemptions to Level Four drought response. 

3 INDUSTRY BUZZ: Fuel Management 
Basic steps can be taken to improve fuel cost. 

3 ANLA Graduates Garden Center University Class 
The two-year program teaches business operations and efficiency. 

3 GIE+EXPO Online Registration is Open 
The Web site for this year's show was launched. 

T 

> 

Y O U R B U S I N E S S R E S O U R C E 

Find all the business forms you need, including 

contracts, j ob costing forms, safety reports and 

timesheets, in one convenient location: 

Visit lawnandlandscape.com/tools/businessforms. 

The Month Ahead | lawnandlandscape.com 
I N D U S T R Y B U Z Z 

Log on March 17 as 
Project EverGreen 
gives us another rea-
son greens spaces are 
beneficial. 

O N L I N E E X T R A 

At the bot tom of the 
homepage, under 
"current issue," read 
the companion to this 
month's article about 
preemergents. 

SIGNING IN 
IS EASY 

. 173456789 
N R M t j o h n D o e V i c e P ' ^ " ' 

X y z Services 

1 2 3 4 F o r e s t ^ 

A n y c i t y , A n y s t a t e , 12345 

First time logging on to our 

Web site? Select "click here" on 

our log in page. When prompted, 

use the 9-digit number above 

your name on the 

issue's mailing label as your 

Name ID. It's that easy. 

www 
E - N E W S L E T T E R 

To receive the latest 
news and product 
information in your 
inbox weekly, visit 
lawnandlandscape. 
com/newsletter and 
sign up. 

Log on to lawnandlandscape.com 
for the latest acquisition, legisla-
t ion and other industry news that 
affects your business. 
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EverGreen Software 

M A R A T H O N D A T A S Y S T E M S 

1 -

• T *""* 

Are you... 
A single - or multi-branch company with 20 or more employees? 

Generating most of your revenue from lawn care or landscape 
maintenance services. 

| j | Looking for a way to improve your customers'experiences, 
reduce churn and increase revenues and profits? 

Are you looking for a software provider that has • • • 
^ Committed to the green industry; bringing with it more than 15 years 

experience and over 12,000 satisfied users? 

A large, growing team ready to help with any customer service, custom 
enhancements, training and marketing needs? 

One of the only 100% web-based software packages in the industry? 

Site redundancy and data backup systems that ensure your systems 
will always be up and your data always safe? 

An integrated mobile solution with route optimization, connecting your 
techs to the office and saving you money? 

Integrated email capabilities and an online customer portal, streamlining 
customer communications and reducing costs? 

^ j ) An extensive library of standard and customizable reports? 

Then EverGreen Software is the solution for you. 
Call 1-800-762-0301 TODAY for your FREE TRIAL! 

www.evergreensoftware.com 
USE READER SERVICE #12 

Microsoft 
C E R T I F I E D 

Partner 

http://www.evergreensoftware.com


c i n d y c o d e | ccode@gie.net 

E x p a n d i n g Our Work Force 

The landscape industry suffers from an image problem. It's really quite hard to believe 
considering the beautiful landscapes that contractors bring to life. 

Consider the intricate design/build projects that spring out of dirt. Or, the mani-
cured grounds that border corporate campuses across the U.S. How about the theme 
parks, sports fields and gardens that contribute to the entertainment and serenity of 
Americans living much too hectic lifestyles? 

Yet, stop to contemplate the obstacles contractors face in trying to grow their 
businesses. Challenges include raising both wages and pricing, lack of available labor, 
price-cutting competition and activist interference prompting tiresome legislation. 
Enterprising business people have successfully built million-dollar landscape com-
panies, yet the seasonal schedules generally isn't enough to attract most American 
workers. Despite this, the government refuses to take action on the H-2B returning-
worker exemption program. 

The landscape industry has a serious labor problem that needs to be addressed. 
Last month, we began a three-part series on the labor crisis facing the landscape 
industry. The first article focused on H-2B and the predicament that business owners 
face without an adequate number of workers. Without workers, jobs won't be completed. 
With fewer jobs, less money will be spent on new and replacement equipment. 

With or without the H-2B program, the landscape industry must take steps to 
expand the work force from which it draws its workers. In addition to the tried and 
true recruitment principles, contractors must think outside the box and enlist new 
groups to the industry. Early retirees, part-time firefighters, laid-off auto workers just 
to name a few. This month, the second in our labor series focuses on unique recruit-
ment techniques and systems. 

But that's only one part of the solution. Long-term, the landscape industry needs 
to attract a whole new generation of people to the industry. Think students. High 
school, vocational and college students. The next generation needs to be the primary 
target of workers and future business owners. The outreach needs to be proactive 
and engaging. Students need to know about the great opportunities that await them 
in the landscape industry. They need to be told about the effect great landscape 
installations bring to families and communities. They need to hear it from you. 

PLANET's Student Career Days is one chance to interact with students. Visit www. 
studentcareerdays.org for more information. 

To portray the landscape industry in a new light to students, Lawn & Landscape 
is launching a new student edition. This publication will be distributed to students and 
professors at two- and four-year colleges across the country. The issue will illustrate 
the expansive careers and opportunities that await students in the green industry. It 
will also help to start a dialogue between students and potential employers. 

Spring is a time of new beginnings. Let's communicate loud and clear about the 
benefits of working in the landscape industry. LL 
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Total hours: Irrigation 

Total hours: Placing Sod Hours Bill Owen 
worked last week 

Total hours to date 
Crestview Job 

WEEKLY TIMECARD 

bittQm 

EVERY WORKER. EVERY JOBSITE. EVERY COS 

GUESSWORK 1 0 0 % ACCURATE 

t l ^ Ä c o s t c o d e s 

0 0 n t h e ^ 

X r e w s o n w e » 

vNor^ 

tClocK 

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

USE READER SERVICE #59 

THE JOBCLOCK. THE LANDSCAPER'S TIMECLOCK; 

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

Total Regular Hours 

Total Overtime Hours 

Total Double Time Hours | -0-

JobsiteName Cost Code 4/14 4/15 4/16 4/17 4/18 4/19 4/20 Total 

Brentwood Job Irrigation 7:38 7:35 3:31 18:44 

Crestview Job Placing Sod 4:22 7:58 7:49 20:09 

A 
Mountain View Landscape 

Employee Time Card 
Displays the total time worked by each employee 

Bill Owen 
Time card for: Monday. April 14. 2008 - Sunday. April 20. 2008 

JOB c o o e s JOBSITE/PROJECT 

Thürs . (srtfvletJ 

START LUNCH 

http://www.jobclock.com


l e t t e r s t o 
the e d i t o r 

Readers can forward their letters 
via the Letters to the Editor button 
at www.lawnandlandscape.com or 
directly to Editorial Director Cindy 
Code at ccode@gie.net. 

receiving Professional Landscape 

Design, Lawn & Landscape's bi-

monthly special issue? If so, please 

send an e-mail to mberendt@gie.net 

to subscribe. 

Sales Ingenuity 

I was reading 

through your recent 

article about Moon 

Turf Care [Janu-

ary 2008 ]and I 

truly enjoyed the 

ingenuity that 

those brothers have 

shown. Having 

been in the lawn 

care industry for 

13 years now, I've watched technology 

change rapidly. It's always educational 

and interesting to read a story like 

yours that highlights an interesting way 

in which another company is exploring 

new technologies productively. 

Christopher J. Brown 
Teed & Brown 
Nor walk, Conn. 

Work Force Series 

Survey results published in your Febru-

ary issue cover story "Who Will Do the 

Work" stated "....survey respondents 

said they will raise wages, increase 

benefits...." 

We as an industry need to be care-

ful with saying things like that. That will 

give our opponents more ammunition. 

They will say that raising wages is all 

landscape companies have needed to 

do to attract Ameri-

can workers. They 

want higher wages for 

American workers, 

and they think that 

foreign workers are 

holding down wages 

of American workers. 

With the low 

unemployment rate 

in most areas, raising 

wages will only cause already em-

ployed workers to move from their cur-

rent job to the higher paying job. This 

does nothing to help the labor shortage 

problem. 

YES, we might be forced to pay 

higher wages and increase benefits to 

try and attract American workers, but 

1. I doubt it will help; 2. It will put a 

strain on most small businesses who 

are already struggling to make ends 

meet; 3. It will leave many businesses 

with no financial means to advance em-

ployees; 4. The consumer will have to 

pay more money for the goods and ser-

vices; 5. Many businesses won't be able 

to recover the extra expense and will 

shut their doors; and 6. The employees 

will leave every t ime a higher wage and 

better benefits are offered. 

Chuck Twist 
President 
TNT Lawn & Landscape Mgmt. Inc. 
Stillwater, Okla. 
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Editor's note: Are 
you a design/build 

contractor interested in 

Design/Build 
I received Lawn & Landscape's new 

design magazine this week. Perfect 

t iming for my business. 

Nice touch Lawn & Land-

scape. 
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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 



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

WATER RESTRICTIONS 

RALEIGH RESTRICTS WATER 
The Raleigh, N.C., city 
council voted Feb. 12 
to ban hand watering with a 
hose and continue the ban 
of all automatic irrigation be-
ginning Feb. 15. The new or-
dinance is an extension of the 
irrigation ban implemented 
last October as result of the 
state's severe and lengthy 
drought. 

Several hundred mem-
bers of the Green Industry 
Council were on site to voice 
their displeasure with the de-
cision, said Ed Buchan, water 
conservation specialist for 
Raleigh's public utilities de-
partment. The ability to wa-
ter with a hose had provided 
some relief to contractors 

since the October irrigation 
bans. "Most landscape pro-
fessionals are pretty discon-
certed that we're moving to 
stage two, our most restric-
tive ban," Buchan said. "Hand 
watering is off the table now, 
so they're obviously going to 
be affected by that." 

As an alternative, many 
contractors are utilizing bulk 
reuse water available in Ra-
leigh and neighboring cities. 
After taking a free, 30-minute 
certification class, contractors 
with means to transport reuse 
water have unlimited access 
to. "Unfortunately we don't 
have in ground distribution, 
so it can create some logisti-
cal problems for people who 
don't have some sort of tank," 
Buchan says, adding the num-

ber of contractors interested in the reuse 
water has skyrocketed in recent weeks. "But 
one of the few bright spots in this situation 
is that people are aware they have access to 
the reuse water and there is increased inter-
est - we certainly applaud them for that." 

As of press time, there is no end in sight 
to Raleigh's restrictions, and unless there is 
"an unusual rain event" this spring, Buchan 
doesn't see one any time soon. "We don't 
ever get much rain in the summer, so if don't 
get rain this spring it could create a real cri-
sis," he said. 

As of now Raleigh doesn't even have stage 
three water restrictions, so a whole new sys-
tem will have to be created if things get worse. 
According to Buchan, that is when other com-
mercial businesses, like restaurants, could be 
affected. "We wish we would have been able 
to prevent this earlier, but no one can predict 
drought of this magnitude," he said. "Unfor-
tunately this isn't going away any time soon." 

-Emily Mullins 

GEORGIA LANDSCAPE CONTRACTORS 
SEE WATER USE RELIEF 

Georgia's severe and lengthy drought made 
h e a d l i n e s in 2 0 0 7 as the worst drought in the state's 

history. But residents saw relief when the state voted 

Feb. 13 to ease the level four restrictions, which banned 

virtually all outdoor watering in 61 counties, to level two 

restrictions, which allow hand watering of plants for 25 

minutes every other day for three days a week, as long as 

local water regulators sign off on the rule. It also allows 

homeowners and professional landscape contractors to 

water newly installed landscapes up to three days a week 

for 10 weeks once they pass an online certification pro-

gram that will start in April. 
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WATER-SAVING TIPS: 

New Plantings: 
• Group plants according to water needs 
• Use smaller plants 
• Use soil amendments properly 
• Use proper planting techniques 
• Mulch liberally 
• Create water basins 
• Use low-volume irrigation 

Established Plantings: 
• Prioritize water use 
• Control weeds and 

replenish mulch 
• Avoid fertilizer during a drought 
• Delay pruning 
• Water wisely 

Source: The University of New Hampshire Cooperative Extension 

A 10-percent reduction in water consumption 
ordered last year by Gov. Sonny Perdue is still in 
effect, and lawmakers also adopted Georgia's first 
statewide water plan, which calls for three years of 
assessments to measure Georgia's water supply and 
needs, and creates 11 regional councils to create 
their own water plans. 

The restrictions were lifted largely on account of 
pressure from green industry groups, like the Geor-
gia Urban Agriculture Council, news sources say. 
GUAC stressed the economic importance of Geor-
gia's $8.12 billion green industry during meetings 
with the governor and Environmental Protection 
Agency members."The landscape industry has been 
most largely affected by the bans," says GUAC mem-
ber Tony White, operations manager ofT. Lake Envi-
ronmental Designs in East Dublin, Ga."So far, about 
14,000 jobs and almost $2 billion have been lost as 
result of the drought [according to GUAC research]. 
That's significant." 

While the lesser restrictions don't really affect the 
counties already experiencing level two restrictions, it 
will prevent them from reaching level four restrictions, 
White says, adding that each county has the ability to 
t ighten the restrictions as they see fit. "The state is just 
the outside perimeter, making sure everyone is on the 
same playing field," he says. "The decisions of individual 
counties can create whole new issues." 

While progress has been made, White says this is 
just the beginning. "No matter what the water condi-
tions are, we as landscape professionals must be good 
stewards of our water resources," he says. "Drought or no 
drought, we must take ownership and responsibility to 
manage our water w i s e l y E m i l y Mullins 

info 
For more information about 

current water restr ict ions, see 

"Now or Never" on page ?0. 
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Gwes Back 
We're raising $150,000 to help orphans in a small East African village 
so they can have food, water, clothing, medicine and education. 
PermaGreen is pledging $75,000, plus we will add 50C to every dollar 
you donate*. Together, we can make a huge impact! Donate online at 
permagreen.com or CaringPlaceMinistries.org or by phone. 

*up to the $150,000 goal 

Aaron T. Jessen, Director of Marketing & Sales at PermaGreen, and his wife, Kendra, have founded 
a grassroots, 501(c)(3) non-profit, Christian organization called CaringPlace Ministries International 
to help HIV/AIDS affected and infected orphans in Bugonzi Village, near Masaka Town in the East 
African country of Uganda. CaringPlace absorbed a struggling orphanage in this poor village, which 
serves as a home and drop-in facility for 75 children. 

Aaron & Kendra have already raised enough money to conduct HIV testing, install a 10,000-Liter 
I fresh water tank, build a more adequate latrine and expand the children's diet to include meat 

hk. A and more fruits and vegetables. But the need is still great! 

fl The children currently sleep 3 or 4 to a bed, and the only means for cooking is an open fire, which 
^ H is difficult to maintain during Uganda's 9-month-long rainy season. The facilities have no electricity 

— ^ H and there is no transportation to the nearby town. And there are hundreds of children in the area 
^ S j who still need a home and the chance for a bright future. CaringPlace needs your help to provide 

H H ' B̂e! these children with the basics of survival! 

Robert Luwalira, the native Ugandan that founded the orphanage, is the Director of Operations in Bugonzi. He provides proper management 
over the activities on the ground and ensures that every dollar is spent for the benefit of the children. 

We need your donations to make this project a success! 
$50 provides a child with food, water, medicine, education and housing for a month 
$100 can buy chickens or goats and pay for mattresses and mosquito nets 
$500 can pay a teacher's salary for an entire year 
$1,000 helps with operating costs for a month or can go toward building dormitories, 
buying a vehicle, building a kitchen, installing electricity or many other major improvements 

The Green Industry is not just a green place...it's a CaringPlace! Please consider giving today! 
CaringPlace is a registered 501(c)(3) non-profit. All contributions are tax-deductable. 

visit permagreen.com/caringplace or CaringPlaceMinistries.org or call 800.346.2001 for more information 
"CaringPlace Ministries International" accompanied by the tree logo is a pending service mark of CaringPlace Ministries International, Inc. All! rights reserved. 



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

SALES 

TIPS FOR TOP-NOTCH ACCOUNT MANAGERS 

CONTRARY TO COMMON THOUGHT, landscape companies 
don't actually have to sell their services to their customers, 
says Tom Oyler. The client already knows they need their grass 
mowed, beds mulched or whatever it may be. All contractors 
really have to do is suppress their competitors. 

Doing so, it turns out, comes down to the all important role 
of the account manager, attendees learned at the Wilson-Oyler 
Group Success Series seminar in Atlanta last month. About 35 
professionals attended the event, titled, "Foolproof Methods to 
Develop World-Class Account Managers," which was sponsored 
by Husqvarna. Lawn & Landscape was the media sponsor. 

If account managers are effective, they'll move up their 
customers' value chains to be more than just the "landscapes," 
Oyler says. Doing so makes a firm "strategically relevant" to its 

CREATING VALUE. Good account also understand each cus-
tomer's values. For example, a private developer of a high-end 
office building with triple-net leases has different priorities 
than a third-party manager of an apartment complex. Oyler 
recommends landscape companies develop "value chains" for 
every type of customer. These lists depend on a client's market 
and individual circumstances. Account managers can better 
understand these details by reading magazines relevant to 
their customers and their businesses, attending their meet-
ings and joining their organizations (consider reading Real 
Estate Portfolio or joining the Building Owners and Managers 
Association). The goal is to understand "what the customer 
thinks of when they wake up," Oyler says. 

The Wilson-Oyler Group's Tom Oyler addresses about 35 landscape professionals at an Atlanta seminar. Photo: Lawn & Landscape 

Once the account manager has market knowledge, he or 
she is equipped to create and retain "lifetime customers,"Oyler 
and St. John say. 

After the customer signs a contract, the account manager 
develop an operations plan, establish time lines, coordinate 
with the support team and inform the client, all while keeping 
the value chain in mind. 

Within the first 30 to 90 days, the account manager should 
photo document current job conditions, evaluate the con-
dition of the landscape, determine a 90 to 180 plan for curb 
appeal, turf care, water management, etc., and discuss long-
range plans. During this process, an account manager should 
be prepared to defend his or her plan and provide supporting 
documents, keep the customer informed and seek counsel 
when necessary. It's all part of becoming a "subject matter ex-
pert," Oyler says. 

The Wilson-Oyler Group continues its Success Series on the 
following dates: March 6, Los Angeles; March 20, Denver; April 
3, Chicago; April 17, Columbus. -Marisa Palmieri 

clients, thus allowing it to suppress the competition. Oyler and 
his colleague Drew St. John outlined how account managers 
can achieve such success. 

BUSINESS FIRST. First, account managers must possess a busi-
ness mindset. While technical knowledge may be important, 
key business criteria like the ability to lead and inspire others, 
good organization/time management skills and self confi-
dence are necessary, St. John says. 

Effective communication is vital, too. St. John recommends 
account managers come right out and ask clients how they pre-
fer to communicate - e-mail, phone or in person. Another tip: 
After a phone call or meeting, send a follow-up e-mail, St. John 
says."Just ask them,'Did I capture everything we talked about?' 
What you heard is not always what the customer meant." 

Beyond the basics, the best account managers have a thirst 
for knowledge about their territory, Oyler says. "They become 
hyper-vigilant about their area, seeing new buildings and op-
portunities to improve density," Oyler says. 
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LABOR 

SHARE YOUR H-2B STORIES 
THE PROFESSIONAL 
LANDCARE NETWORK 
is appealing to landscape 
contractors to provide their 
stories on how not receiving 
the H-2B workers they need 
this year will impact their 
business operations. 

Because of the grim out-
look that Congress will act 
on this issue, Tom Delaney, 
PLANET'S director of govern-
ment affairs, says he wants 
to share industry stories with 
legislators, the media and 
others to continue to lobby 
for a legislative fix for the re-
turning worker exemption. 
The group has been distrib-
uting questionnaires seeking 
contractors' views on topics 
such as how much income 
will be lost as a result of not 
getting workers and what 
hardships will result from a 

failure to approve this year's 
exemption. 

"Congress has said several 
times, 'What's the impact?' 
and we haven't been able to 
show it," Delaney says. "This is 
our opportunity to do that." 

Delaney would like to 
send Congress as many as 
100 contractor stories. He be-
lieves this number provides 
a sufficient snapshot of the 
diverse ways people use and 
depend on these guest work-
ers. To date, Delaney says the 
response has been disap-
pointing. 

The government caps 
the H-2B program at 66,000 
annual visas, split for each 
half of the federal fiscal year. 
In 2005 and 2006, Congress 
passed a temporary provi-
sion allowing workers who 
participated in the program 

for any of the three previous 
years not to count against the 
cap. Congress has not yet ap-
proved the exemption for this 
year. As a result, it's likely only 
66,000 visas will be issued, 
eliminating an estimated 
100,000-plus workers from 
the labor force. 

At this point there's too 
much uncertainty surround-
ing this issue, Delaney says, 
and the green industry needs 
to use its collective voice to 
press for a resolution with 
regard to the foreign worker 
visa program. 

"Some companies may 
get their workers on time, 
other may have to wait until 
April and some many not get 

them at all," Delaney says. 
PLANET, which is appeal-

ing to both members and non 
members, will be accepting 
contractor stories through 
this month. 

Interested contractors 
may contact Delaney at 
tomdelaney@landcarenet 
work.org. -Mike Zawacki 

Log onto lawnandlandscape. 
com and download a copy of 
PLANET'S H-2B information 
request form to share your 
story with Congress about 
how these workers impact 
your company. 
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i n s i d e t h e i n d u s t r y 

ACQUISITIONS 
ValleyCrest 
C O M P A N I E S 

VALLEYCREST BRANCHES OUT IN THE SOUTHWEST 

VALLEYCREST'S LATEST ACQUISITIONS have expanded the 
company's reach in the Southeast, where it most recently ac-
quired Hilton Head, S.C.-based Second Nature Landscapes, a 
landscape maintenance company. 

The acquisition follows the news last December that the 
company acquired Scapes, a $16 million-plus landscape main-
tenance and design/build firm in Atlanta. Neither transactions' 
details were disclosed. 

The geographic location wasn't the primary reason these 
companies looked attractive, says Roger Zino, president of Val-
leyCrest's landscape maintenance division. 

"Our approach is that when we're interested in company, 
we're generally interested in the people and the teamwork," 
Zino says. 

Because of this interest, ValleyCrest will retain Scapes' and 
Second Nature's employees. ValleyCrest also benefits from the 
customer base the acquired companies bring. 

"Great relationships in the marketplace are the cornerstone 
of business," he says. 

With the Scapes acquisition, ValleyCrest ventures more into 
the residential design/build business, an area that has been 
limited to only a few ValleyCrest locations, including Southern 
California and Dallas. The company sees potential for more 
growth in that market, Zino says. 

Scapes, founded in 1982, ranked 88th on Lawn & Landscape's 
list of the nation's Top 100 landscape companies in 2007. 
Second Nature Landscape, formed by Steve Clark and Ed Mc-
Cullough in 2003, performs landscape maintenance for hom-
eowner and property owner associations, resorts, hotels and 
other commercial properties on Hilton Head Island. 

The landscape maintenance portions of the companies will 
become part of the ValleyCrest Cos. brand. 

On the design/build side of the business, Scapes will retain 
its name. -Heather Wood 

With & Without Bio-tone' 

Ensuring Plant Survival. 

Since 1929, Espoma has been the pioneer 
in natural gardening solutions. Our all natural 
plant foods, Bio-tone Starter and Bio-tone 
Starter Plus, are enhanced with a proprietary 
set of beneficial microbes that work naturally 
within the soil to help plants establish fast, 
withstand environmental stress, and promote 
deeper roots. They are environmentally 
friendly and safe 
for people, pets 
and children. 

The most trusted 
name in natural 
organics for over 
75 years 
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EDUCATION 

UNIVERSITY IN NEW YORK TO OFFER 
TURFGRASS MANAGEMENT DEGREES 

THOSE LOOKING TO PURSUE A DEGREE in maintaining recreational fields 
have another option. That State University of New York (SUNY) Cobleskill has 
been given the green light to offer bachelor's degree programs in turfgrass 
management. 

Starting with this spring's semester, the school offers the following degrees in 
this field: 

• Bachelor of technology in sports turf management - focuses on the 
cultivation and management of specialty grasses for sports fields and 
recreation areas. 

• Bachelor of technology in golf turf management - focuses on the 
production and maintenance of different specialty grasses for the 
greens, fairways and tees of golf courses. 

The programs, once closely related, have evolved into distinct fields with 
different cultural practices and now have separate professional organizations, 
says SUNY Cobleskill Professor of Turfgrass Management Zhongchun "ZJ" Jiang, 
Ph.D. While SUNY Cobleskill has always offered turfgrass management courses, 
the field was previously treated as a concentration under plant science. The 
new bachelor's degree programs include rigorous coursework in the field not 
required in the concentration under Plant Science, Jiang adds. 

To apply for the program, go to www.cobleskill.edu/admissions.html or 
www.suny.edu/Student/apply_online.cfm. -Heather Wood 
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GIE+EXPO 

ONLINE REGISTRATION OPEN 
FOR 2008 SHOW 
GREEN INDUSTRY PRO-
FESSIONALS CAN NOW 
REGISTER ONLINE FOR 
THE 2008 Green Industry 
& Equipment Expo at www. 
gie-expo.com. The event 
will take place Oct. 23 
to 25 in Louisville, Ky. 

Many features from 
last year's show will 
return, including the 
three-day outdoor demon-
stration area, free concerts, 
the Dealer Club and the 

Green Industry Conference, 
said Warren Sellers, expo 
director. Features from the 
Green Industry Expo and the 
International Lawn, Garden 

GiE-EXPC 

GIE+EXPO, will be incorpo-
rated as well. "Last year we 
were a bit limited on space 
because an exhibit hall ad-
jacent to our show floor was 

under construction," 
Warren said. "This 
year we will have 

^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ unlimited space for 
1 — - — — ~ the 650 exhibit-

ing companies 
and attractions like the New 
Product Showroom, on-site 

& Power Equipment Expo, 
the two industry events 
that merged to create the workshops and receptions." 

GIE+EXPO is sponsored 
by the Outdoor Power Equip-
ment Institute, the Profes-
sional Landcare Network and 
the Professional Grounds 
Management Society. For 
more information, call Sellers 
Expositions at 800/558-8767. 
-Emily Mullins 

For an up-to-date schedule 
of speakers and exhibitors, 
visit www.gie-expo.com. 

GROUNDSKEEPER PRO BUSINESS SOFTWARE 
FEATURES INCLUDE: 
• BILLING 
• SCHEDULING 
• ROUTING 
• ESTIMATING 
• CONTRACTS 
• TIME 8c MATERIALS 
• INCOME 8c EXPENSE REPORTING 

AND MORE! 

Download a FREE Trial of GroundsKeeper Pro 
Business Management Software and See 

How You Can Get More Organzied for 2008! 

OMERS TO PRINT SELECT INVOICE DATE RANGE ... 
ICES FOR ... Period Beginning: Period Ending: 

5 I 31 I 2008 
SELECT WHEN Payment Due Date 
PAYMENT IS IDue Upon Receipt 

DUE-

SELECT 
PREFERENCES ... 

ENTER MESSAGES TO PRINT ... 

SELECT PAPER TYPE .. 
Save 

thousands 
compared 
to similiar 
programs! 

PRINT 

Adkad Technologies / 1.800.586.4683 / www.adkad.com/freedemo.htm 
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EXECUTIVE FORUM RECAP 

EXECUTIVES FOCUS ON 
PEAK PERFORMANCE 

A panel of professionals shared succession planning experiences at PLANET'S 
Executive Forum. From left: Bruce Moore, Phil Allen, Joe Kujawa, Gary Thorn-
ton, George Gaumer and Rick Doesburg. Photo: Lawn & Landscape 

ABOUT 125 LANDSCAPE PROFESSIONALS EXPLORED 
THEIR INNER "POWER TO PERFORM/' at the Professional 
Landcare Network's Executive Forum in Scottsdale/Fountain 
Hills, Ariz., in February. 

The annual education and networking event took a detour 
from its typical management- and operations-heavy format, 
and focused this year instead on "the soft side of the hard 
stuff," as speaker/moderator Paul Sessions said. In addition to 
Sessions' talks on succession planning and how executives 
can navigate difficult conversations in their businesses, other 
speakers addressed executive wellness, coaching strategies 
and how to manage stress through relaxation techniques. 

PLAYING IT SAFE. Sessions, the director of the University of 
New Haven's (Conn.) Center for Family Business, led Executive 
Forum's two general sessions about creating a "safe place" to 
discuss difficult topics and succession planning. A product of 
a family business himself, Sessions also operates a consulting 
business that focuses on family business succession planning, 

interpersonal communications and conflict resolution. 
Nearly every close-knit business has "a gorilla in the room" 

- the thing nobody wants to talk about, Sessions said. These 
topics often center on money, retirement, succession, sub-
stance abuse, death, incompetence and change. "What if you 
could talk about those things freely? How much better off 
would you be?" he asked. 

He offered the following strategies for creating an atmo-
sphere where it's comfortable to discuss the hard topics: 

• Consider "filters." Everyone sees the world through a dif-
ferent lens, Sessions said. Being conscious of one's own his-
tory, biases, prejudices and beliefs - and considering others' 
- is the first step to creating "safe spaces." 

• Take stock of your emotional responses. "Pay attention 
to your body," Sessions said. Know your body's emotional re-
actions to anger, fear, etc., and before you respond to these 
emotions, exercise a "pattern interrupt." Stop, take a deep 
breath, lower your shoulders and think for a moment. Then, 
Sessions advises, "Choose a behavior of the kind of person 
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Introducing the new Z-TrakM PRO 800 Series. Now there is a mower that 

excels in the three areas you care most about: durability, reliability, and productivity. 

The new Z-Trak PRO will let you mow faster with an even higher quality of cut. 

Features like a reinforced 7-lron™ Pro deck, a generous 11.5 gallon fuel tank, 

and an incredibly efficient design will make your business thrive like never before. 

For more on the Z-Trak PRO, call your local John Deere dealer today. 



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

It's rare to find power in perfect balance. 

A i l i n r p n t With its ideal ratio of active ingredients, new Quincept 
^ has more than enough power and flexibility to control 

crabgrass and other tough grasses, as well as over 2 0 0 broadleaf 
weeds. Get Quincept in the 64-oz . squeeze and measure jug, or the 
"no-glug" 2 ^ gallon size. 

For more information, contact a Nufarm representative or your local distributor today 

800-345-3330 www.nufarm.com/usto 
M Quincept and The Formulation Innovators ore trodemarks of Nufarm Americas Inc. 

Always read and follow complete label instructions. 

Value with a difference. 
Nufarm 
TurfA Specialty 
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BSE?' ' * ~ 

idm c o m P ' e t e control of glyphosate and the 
quick burndown of diquat, Razor Burn delivers visible 

results in 24 to 48 hours. So you'll eliminate weeds as fast as you'll 
eliminate complaints about slow progress. For fast-acting broad 
spectrum control, Razor Burn is a cut above. 

For more information, contact a Nufarm representative or your local distributor today. ^ 

800-345-3330 www.nufarm.com/usto 
'Razor Bum is a trademark of Nufarm Americas Inc. 
Always read and follow complete label instructions 

Value with a difference. 

Nufarm 
Turf A Specialty 

you want to be." And then act on that choice. 
• Chose a "safe place." When selecting a meeting place, Ses-

sions encouraged choosing a meeting place that reinforces good 
communication. Choose a neutral location (not the CEO's office), 
an agreeable t ime and consider air, light and noise. 

• Consider "checking in." For effective meetings Sessions sug-
gests instituting a "check in" policy, where attendees go around 
the room and give a brief explanation of their emotional state and 
what they expect to get out of the session. "It's just to let everyone 
know, 'Who's here today,"' he said. 

PASSING THE BATON. After laying the ground rules for how to ini-
tiate tough conversations, Sessions' second presentation focused 
on one of the most difficult topics a business owner must conquer 
- succession planning. "The best succession is one that nobody 
even notices," Sessions said. "It happens with such grace and such 
care that it's seamless." 

To achieve a graceful transition, it's important for the firm's 
leader to bring up succession and help the company address it, 
Sessions said. A panel of industry executives who've experienced a 
number of different types of exit plans weighed in, too. Gary Thorn-
ton, former owner of Thornton Landscape in Maineville, Ohio, said 
it's never too early for an executive to start thinking about how 
and when he or she will make an exit. "You have to start early be-
cause it's going to go really fast," he said. 

Executives also should realize that succession doesn't always 
mean retirement, members of the panel said. It may mean taking 
on a lesser role in the company, starting a new business, pursuing 
hobbies or teaching. 

"A succession plan is not a succession plan when it's only in 
your head,"Sessions said. A good, written succession plan includes 
a strategic plan, a development plan for future leaders, a transition 
t ime line and possibly an estate plan. 

To kick start the planning process, he recommended business 
owners create "transition councils," or a group of advisers to guide 
an executive through the preparations. It may include staff mem-
bers, peers, and members of the company's board of advisors or 
directors. 

Sessions peppered his presentation with real-life stories of 
family businesses, with both good and bad succession plans. One 
thing's for sure, Sessions said: "You don't want to be like the story 
of the 88-year-old father whose 65-year-old son retired before him 
because knew he was never going to get the chance to run the 
business." 

FIRST THINGS FIRST. In his keynote speech, Dave Zerfoss, presi-
dent of Husqvarna Forest & Garden Co., put it plainly to the attend-
ees: "We don't pull in the pits to do the necessary maintenance on 
ourselves often enough," said the avid NASCAR fan, using a racing 
analogy. 

"Many of us believe we've won because we have mastered 
the art of multitasking," Zerfoss said. "Multitasking may be a win-
ning strategy, but is it at a cost of mediocre performance and burn 
out? Even the best juggler can only keep the balls in the air for so 
long." 

To create better work/life balance, leaders must first determine 
all of the roles he or she fills in their life, Zerfoss recommends, 
crediting one of his favorite business books, First Things First by 
Stephen R. Covey. These roles may include but are not limited to 
"manager,""spouse,""parent"and "coach."To perform better in each 
of these roles, Zerfoss recommends all leaders create a decision-
making framework each week. Assign specific appointments for 
completing the tasks involved in each of these roles ("schedule an 
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occasion") - and keep them. This process is more than just cre-
ating a to-do list, Zerfoss emphasizes. "This exercise is not about 
prioritizing your schedule; it's about scheduling your priorities." 

-Marisa Palmieri 

For more of the latest green industry news, 

visit lawnandlandscape.com and sign up for 

the weekly e-newsletter or RSS feed. 

READER FEEDBACK 

SHARE YOUR GREEN 
SUCCESSES 
THE PROFESSIONAL LAWN AND LANDSCAPE IN-

DUSTRY is the green industry. Every day, contractors 

are responsible for improving the environment through 

commercial, residential and municipal installation, main-

tenance and renovation jobs. 

Professional contractors are educated and trained on 

responsible practices and are at the front lines of commu-

nications with property managers and consumers. 

As the "green" movement heats up, lawn and land-

scape professionals are using their knowledge and their 

influence to set sustainable and responsible horticultural 

trends and standards for businesses across the country. 

In future issues of Lawn & Landscape magazine, we will 

initiate a dialogue on green initiatives and share ideas, 

projects and concepts that landscape professionals are in-

troducing into their communities. We'd like to hear about 

the projects that you're working on. Please send your 

specific ideas and plans to Editorial Director Cindy Code 

at ccode@gie.net. Please include your name, company 

name, contact information and photos. We'll publish as 

many projects as possible in future issues of the magazine. 

-Cindy Code 

The more testing a product gets, 
the more you can trust it. 

Mallet 2F stands tall against even the best-known imidacloprid 
M j ^ y j ^ j insecticide. Tested extensively and proven in the real world, 

Mallet 2F works on contact and ingestion to control white 
grubs and other key pests. For the results you expect, get Mallet 2F. 

For more information, contact a Nufarm representative or your local distributor today. 

Value with a difference. 

USE READER SERVICE # 23 

ProDeuce saves you both. 

n ^ K ^ Spend less time and money on weed control with the 
p r e . a n c j post-emergent power of ProDeuce. Prodiamine 

and glyphosate combine to eliminate weeds in cracks, crevices, tree rings, 
mulched beds, foundations and gravel areas. This season, take advantage 
of the double impact of ProDeuce. 

For more information, contact a Nufarm representative or your local distributor today 

800-345-3330 www.nufarm.com/usto 
™PfoDeuce is a trademark of Nufarm Americas Inc. 

Always reod and follow complete label instructions 

Value with a difference. 

Nufarm 
Turf ft Specialty 
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SPONSORED BY: S V I I C e f l t a 

Extreme Weather 
Weather extremes almost always result in more business; yet it can throw curve balls too. Based on last season and 
winter patterns, researchers in the regions below share some insight into what this year may bring. 

NORTHEAST: Last season was a 
particularly easy year for turf managers 
in the NE. The fall growing season for 
turfgrass was favorable, so repair and 
recovery of damaged lawns should have 
been successful, says Richard Buckley, 
Ph.D., Rutgers University. A relatively warm winter fol-
lowed, with plenty of precipitation. If it continues, early 
emergence of some insect pests - chinch bugs/billbugs 
- are expected. Consider earlier application of preemer-
gent herbicides. It's not too late to soil test so nutrient 
levels and pH can be adjusted during the season. 

Pay particular attention to nitrogen input. Grass that 
never went dormant last year, and was actively grow-
ing into the winter may need an extra shot of nitrogen. 
Under-fertilized turfgrass is more susceptible to dollar 
spot and red thread diseases. 

In the landscape, warmer winters usually increase 
the incidence of mite activity. Spruce spider mites and 
hemlock rust mites were active in the fall and more are 
expected on susceptible coniferous hosts this spring. 

M I D W E S T : With uneven rainfall pat-
terns throughout much of Southern Ohio 
into parts of Indiana and Kentucky, many 
lawns were severely damaged by drought, 
says Joe Rimelspach, The Ohio State 
University Extension. As a result, summer 
seed work was never successfully completed resulting 
in thin turf prone to weed pressure. It will be a challenge 
to complete spring renovation work before crabgrass, 
foxtail and broadleaves set in. Likewise, seeding and 
patch-up work will likely result in diseases such as 
gray leaf spot which is a killer to perennial rye. On the 
ornamental front, evergreens - particularly hedges and 
arborvitaes - are collapsing from drought stress. Shade 
and ornamental trees will show losses this year and for 
years to come. The trees are so weak they're suscep-
tible to pests such as bag worms, mites and caterpil-
lar feeders, and diseases such as cankers, scab and 
anthracnose depend on the temperature and moisture 
in the spring. Root decline and root rot is also a concern 
especially if a wet spring ensues. 

SOUTHEAST: In areas of the SE, the 
persistent drought is at the center of all 
current turf management decisions and 
programs, according to Rick Branden-
burg, Ph.D, North Carolina State Universi-
ty. Areas from Raleigh to Charlotte, N.C., 

to Atlanta and to Birmingham represent some of the 
hardest hit regions. Fall seeding was delayed and spring 
seeding looks questionable. Water restrictions threaten 
both hand watering and drip irrigation which has seri-
ous implications for lawn care as well, particularly if 
products require watering in following application. The 
stage is set for numerous challenges unless weather 
patterns change dramatically this fall. Expect problems 
with Southern chinch bugs on St. Augustinegrass, and 
if grubs and mole crickets survive, controlling them is 
going to be more difficult under dry conditions. In dry 
soils, most insect pests reside deeper and make control 
more challenging. Dry weather may also make army-
worm problems more severe. Weed and disease control 
will also be challenging under these conditions. 

WEST: Southern California is currently 
experiencing close to normal weather 
conditions, while the Pacific NW is wetter, 
according to Leonard Burkhart, Ph.D, 
technical adviser for The Davey Tree 
Expert Co. If heavy precipitation contin-

ues through the spring, brown rot on cherries and more 
foliar-type turf diseases will be prevalent. Of concern in 
the West is the expansion of exotic and invasive pests. 
Root weevil (Diaprepes), similar to black vine weevil 
but more eager, and Thrips Myoporum, making this low 
maintenance landscape plant not worth planting, are 
two new pests challenges. Professionals in the West are 
trying to keep the Japanese beetle from establishing 
there, and are keeping an eye on the Eucalyptus tortus 
beetle in Southwest Nevada and Arizona. Other invasive 
pests to watch are: erythrina (coral tree) gall wasp cur-
rently in Mexico but not too far from SW California; light 
brown apple moth in the San Francisco bay area; pink 
hibiscus mealy bug in Southern California; and cycad 
scale before it wipes out the sago palms. 
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Business: 

57% 
U.S. businesses that expect to increase their 

prices in 2008 in anticipation of a possible 

recession. Source: infoUSA 

QUOTABLE: 
"If all you do is add to their cash flow in a weak economy, you're 
not going to get much extra spending out of them." 

- Chad Stone, economist, Center on Budget and Policy Priorities 

Stone was referring to whether the final economic stimulus package, 
approved in mid-February, would actually help small businesses or 
encourage them to invest back into their operations. 

Source: Fortune Small Business 

5 4 . 2 degrees Fahrenheit 
The average U.S. temperature for 2007, which was 1.4F 

warmer than the historic norm, making it the 10th 

warmest on record. Source: National Climatic Data Center 

2008's Main Business Focus for 
Landscape Contractors 

1 % 

Attracting new customers 

Finding quality labor 

Keeping current 

customers 

Updating the 

equipment fleet 

Improving 

employee training 

Adding new 

services 

J H h Better growth control 

| | | | j | Other 

Source: Lawn & Landscape Online 
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h o r t i c u l t u r e E m i l y M u l l i n s | A s s o c i a t e E d i t o r 

Tried ̂  True 

•r 3 
L h 

JOY CEBALLOS, owner of Color Concepts 

Landscaping in West Palm Beach, Fla., 

usually chooses drought-tolerant, low 

maintenance plant material that can with-

stand the area's tropical conditions. Some 

of her favorites include 'Mexican sage' 

(Salvia leucantha), 'Green Island' (Ficus 

microcarpa) and 'Shrubby Whitevein' 

(Sanchezia speciosa). 

"I mostly use plants I know will be suc-

cessful if they are being installed for the 

long term," she says. 

To keep things interesting, Cebal-

los makes it a point to incorporate new 

plants, but does so with caution. "I am 

trying to branch out, but it's risky if you 

don't know what a plant will do," she says. 

"I recently installed some 'Double Knock-

out' roses - in small quantities - and they 

seem to be doing great." 

To help make educated decisions, Ce-

ballos collects information from nursery 

experts, research books and old-fashioned 

trial and error. "I learn more and more as I 

go," she says. 

Above are four tried-and-true trees land-

scape contractors can incorporate in their 

landscapes. LL 

1. NORTHEAST 
Name: Alberta blue dwarf spruce 
Genus: Picea glauca 
USDA Zones: 2 to 8 
Plant Type: evergreen tree 

• Grows 5 to 7 feet tall, spreads 
18 inches to 2 feet wide 

• Grows best in full sun 
• Extremely cold hardy 
• Silvery-blue evergreen that 

does not revert to green 

2. NORTHWEST 
Name: Stellar Pink'dogwood 
Genus: Cornus x'Rutgan' 
USDA Zones: 5 to 8 
Plant Type: deciduous tree 

• Grows 25 feet tall and wide 
• Grows best in full sun to 

partial shade 
• Disease and borer resistant 
• Bears soft, shell pink flowers in 

early spring followed by a show 
of autumn foliage 

3. SOUTHEAST 
Name: 'Forest Pansy' redbud 
Genus: Cercis canadensis 
USDA Zones: 5 to 9 
Plant Type: deciduous tree 

• Grows 20 feet tall, 25 feet wide 
• Grows best in full sun 
• Regular watering schedule 

during first growing season 
helps establish deep, extensive 
root systems 

• Has scarlet-purple foliage that 
matures to maroon - pink flow-
ers bloom on bare branches 
between winter and spring 

4. SOUTHWEST 
Name: 'Palo Alto' sweetgum 
Genus: Liquidambar styraciflua 
USDA Zones: 6 to 9 
Plant Type: deciduous tree 

• Grows 40 feet or more in height, 
15 to 20 feet wide 

• Grows best in full sun 
• Provides reliable fall color, even 

in warm winter areas 
• Has maple-like leaves that turn 

brilliant orange-red or bright 
red in fall 
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Steve Hansen's half-acre show yard is 
an effective sales tool, but his 

backyard can close a deal. 
BY MIKE ZAWACKI /M AN AGING EDITOR 

Welcome to Steve Hansen's backyard, if someone has 

made it this far, then he's a pretty special prospect. 
By this point, Hansen has seen something unique in this indi-

vidual. Maybe it was something he mentioned to Hansen when 
discussing his vision for a landscape project, like placing an envi-
ronment's aesthetics above price concerns. 

? Then again, maybe he clicked with Hansen's choice in music -
Ol' Blue Eyes reverberating from the faux-rock speakers spread throughout Hansen's half-acre 

« outdoor showcase. 
"The folks who hire us, once they tour the grounds and become comfortable with our process and design style, I don't feel these folks are putting projects out for competitive bid," 

s 
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Hansen Landscape 
Contractor 
OWNER: Steve Hansen 

INCORPORATED: 1979 

EMPLOYEES: 16 year-round, 20 seasonal 

SERVICE BREAKDOWN: 
15% Mowing/maintenance 
78% Design/build 
4% Irrigation 
3% Installation only 

CLIENT BREAKDOWN: 
99% Residential, 1% Commercial 

REVENUE: 
2008 $2.5 million (projected) 
2007 $2.25 million 
2006 $2.37 million 

MARKET CONDITIONS: There are more 
than 150 landscape companies throughout 
the East Bay area, many with hands-on owners. 
Hansen Landscape focuses on high-end clients 
who place quality first and price second. 

CONTACT INFO: 
4600 Crow Canyon Place 
Castro Valley, Calif. 
PHONE: 510/773-1003 
FAX: 510/537-2183 
E-MAIL: hansen.steve@comcast.net 
WEB: www.hansenlandscape.com 

he says. "For the most part, once they 
go through that tunnel with us, they're 
pretty much going to work with us all 
the way through." 

Hansen caters to clients who aren't 
looking for cost-conscious functional 
landscape designs. Instead, they're 
transforming their private spaces into 
unique living environments. "They 
want the icing on the cake, the above 
and beyond," he says. "Big boulders, 
tremendous water features...outdoor 
kitchens, arbors and extensive lighting." 

Hansen's show yard, which is locat-
ed at his home, is a functioning sales 
machine alive with the various design 
flavors that whet the appetites of high-
end residential clientele. Sometimes, 
though, they need a little extra cajoling 
to focus on their vision. "People who I 
feel are looking for something quality, 

having a lean market in this area," 
Hansen says. "We're close to the dot-
com stuff and to a lot of big business. 
Our clients continue to spend." 

The region's average home price is 
in the $700,000 range, with 80 percent 
of the average home's real estate 
allotted to the backyard. The aver-
age residential project site is between 
1,500 and 3,000 square feet. 

"Our target demographic is the 
person, age 40 through 60, who's 
been in their home for five to 10 
years." Hansen says. "It's probably 
the second home they've owned and 
they're at the point now where they 
want to do something they've always 
wanted to do - something really nice. 
They want to work with someone who 
allows them to not worry about the 
process. And they're more concerned 

"While this is a big area - almost a half 
acre - we're sharing with you the various 
components that we perform and we can 
conform them to any space that you have, 
whether it's 400 square feet or a few 
thousand square feet." - Steve Hansen, Hansen Landscape 

I'll show them my backyard," he says, 
lifting the back gate's latch and beck-
oning them to his private refuge. "I 
share with them that this backyard is 
the place where family happens. This 
is the place everyone wants to come 
and congregate and enjoy." 

THE MARKET. California's Castro Val-
ley, located east of San Francisco, is 
prime for custom high-end design/ 
build work. "I don't ever recall, at least 
when it comes to residential work, ever 

with a quality job than they are price 
conscious." 

Hansen's average design/build job 
is between $40,000 and $100,000. 
"We typically pick up one $150,000 
job per year," he says. "And we've 
got a lot of projects in the $30,000 to 
$60,000 range." 

Hansen describes his 30-year-old, 
$2.5 million company, Hansen Land-
scape Contractor, as small in stature 
even though it has enjoyed steady 
growth. In his first year in business the 
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c o v e r s t o r y 

company cleared $25,000. Ten years 
ago, it broke $1 million in revenue and 
Hansen projects surpassing the $3 
million mark in 2009. The company 
employs 22 people, 40 percent of 
whom are seasonal labor, working for 
three divisions - Hansen Landscape 
(design/build), My Gardener (mainte-
nance) and AAA Sprinkler Repair. The 
design/build division typically manag-
es three projects at any given time and 
its work makes up nearly 80 percent 
of Hansen's overall business. 

Hansen's company is on par with 

about 150 or so design/build firms 
it goes head-to-head against in the 
market. Because of this saturation, 
the company needed to optimize its 
identity in the marketplace. 

In the early 1990s, Hansen dis-
played the company's landscaping 
prowess during the annual county fair. 
It was an opportunity to catch the eyes 
of 100,000 prospective clients visiting 
the area during the fair. Many of the 
landscape contractors exhibiting had 
small-scale, minimalist displays, but 
Hansen constructed a 1,600-square-

foot landscape that showcased a 
complete hardscape setup. 

"It raised the bar for the type of 
work we were doing and showed we 
were worthy of the type of work people 
wanted," he says. "That really made 
me think that we only really demoed 
this for two weeks and then we had to 
tear it down." 

What if he could replicate this on a 
permanent basis, Hansen wondered. 
The notion harkened back to the mar-
keting philosophy that people weren't 
necessarily buying an item; instead 

U n r e a l i t y T e l e v i s i o n 
One of Hansen Landscape Contractor's biggest obstacles is overcoming unrealis-

tic expectations brought on by home-improvement television shows. 

Clients entering into a landscape project believe a yard can be completely 

transformed over the course of an afternoon, says Steve Hansen, owner of the 

Castro Valley, Calif.-based Hansen Landscape Contractor. 

"What these shows do is bring in a crew of 100 people and boom it's done," 

he says. "In our world it doesn't happen that way. People see those home 

shows and it's misleading." 

While those programs inspire people to invest in their backyards, 

they also create unrealistic expectations for how long a professional 

landscape job takes to go from concept to completion. 

"We'll get a call from a prospective client that they're having a 

family reunion in a month and can we get the project done by then," 

Hansen says. 

Instead, Hansen educates clients that, at the very least, the initial 

consultation, design portion and contract signing could take between 

four to six weeks. In addition, the average project may take an additional 

four to six weeks to complete, and as long as eight to 10 for more involved 

landscape designs. 

Sticker shock is another issue, Hansen says. "Often those shows are only re-

vealing the material costs for a project and they don't account for labor," he says. 

"The pricing is just not realistic." 
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c o v e r s t o r y 

W h y F r a n k S i n a t r a ? 
Music is an important component to create mood and to relax people. 

Steven Hansen had tr ied different varieties of music to play in his half-acre 

show yard, but noth ing seemed to click. 

Then he called upon The Chairman of the Board. 

From the first song on through the rest of the compi lat ion CD, Frank 

Sinatra's voice and music sets a distinct tone and puts prospective clients 

in the right frame of mind, Hansen says. 

"It just develops this whole feeling of what life could be," he says. "And I 

never get t ired of it. It runs an hour, which is the average t ime people spend 

in the show yard, and some Saturdays I'll play that CD six or seven times." 

) ) 

they're investing in an emotional 
notion, and with residential landscap-
ing that is unique intimacy. Hansen 
needed a way to match up clients with 
the end product they desired. 

Inspired, Hansen transformed half 
of his one-acre residential property 
into a $250,000 sales tool. 

SHOW YARD. Hansen's first order of 
business is to get the prospective cli-
ent into the show yard. "Then they're 
going to leave here and think either, 
'Wow, this guy is way overpriced,' or 
'Wow, no one else we've spoken to has 
anything like this.'" 

Working with a client is contingent 
upon first visiting the show yard. Client 
leads come in either through a referral 
or though the company's full-page Yel-
low Pages advertisement and are fol-
lowed up with an e-mail invitation. This 
serves the dual purpose of presenting 
an air of exclusivity to the client and to 
weed out tire kickers. "A lot of people 
who get this e-mail think it's more 
effort than it's worth," Hansen says. 
"They think it'll be a lot of froufrou and 

they don't bother to follow up." 
Tours take place on Saturdays 

starting at 9 a.m. and are scheduled 
in one-hour segments so a client has 
undisturbed access to explore the 
show yard at their own pace. Many 
people don't fully comprehend what 
they're in for when they visit Hansen's 
show yard. "They're not going to see 
a big landscape sign out in the front," 
he says. "By having people come to 
the show yard, which is also my home, 
they get the sense that we're real." 

The show yard isn't row upon row 
of plant materials and hardscape 
samples. Instead, it's a walk-through 
environment that engages the senses. 
Interconnecting pathways illuminated 
by low-voltage lighting take visitors 
through a variety of scenarios be-
decked with combinations of stamped 
concrete, boulders and mounding, 
flagstone walls, patios equipped with 
full-service outdoor kitchens, benches, 
arbors and privacy areas. Adirondack 
chairs tempt visitors to sit and lose 
themselves in the calming rhythms of 
one of five water features. Each out-

door vignette was designed to convey 
a sense of potential and possibility for 
the visitor. 

Hansen cautions visitors to not be-
come overwhelmed by the show yard's 
magnitude. "People see the show yard 
and think their own yard isn't that big," 
he says. "While this is a big area -
almost a half acre - we're sharing with 
you the various components that we 
perform and we can conform them to 
any size space that you have, whether 
that's 400 square feet or a few thou-
sand square feet. 

"This is just the first step," he says. 
"We're going to baby step with you 
from here on out." 

The space is constantly evolving to 
stay current with industry trends and 
clients' ever-changing outdoor tastes. 
By spring, Hansen hopes to enhance 
the ambiance by installing a propane 
fireplace. He's also planning a putting 
green for 2008. With the show yard, 
cost has never been an obstacle. 

"Customers want to be inspired," 
he says. "So I've always felt 'let's go 
overboard on some things and spend 
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c o v e r s t o r y 

a little bit more money.'" 
It's proven to be a sound invest-

ment. Visitors end their tours at an 
open-air sunroom porch located in the 
show yard's center. Here visitors com-
plete a questionnaire and contemplate 
whether they want to move forward 
with Hansen. Nearly 75 percent of 

S w e a t E q u i t y 
It's a common conundrum: The client pays for the design but doesn't 

pull the trigger on a project. Often a minor price point is the seemingly 

insurmountable obstacle between contractor and client. 

To troubleshoot this, Steven Hansen, owner of Hansen Landscape 

Contractor in Castro Valley, Calif., offers clients "sweat equity projects." 

Hansen breaks down the project into components he believes the 

customer could do on his own. For example, a client can often handle 

demolition and site preparation work, or install laid out plants. 

"We still charge the client for management of the project, but we're 

not charging the same for the labor," he says. "A lot of times contractors 

feel like they don't want the client doing any work because it takes work 

way from them. I feel that if I don't get the 

job, then I've lost out on everything." 

Sweat equity work can knock about 25 

percent off the cost of the project, Hansen 

says. He offers the sweat equity option 

for about 10 percent of his projects, of 

which about half of those clients elect to 

do some of the labor themselves. Hansen 

issues deadlines for the sweat equity work 

and to date has not had any issues with incomplete work or scheduling 

setbacks. 

"It is work that, for us, is more taxing on my project manager's nerves," 

he says. "But it means our client can have a much nicer landscape at a 

lower cost because they're willing to do some of the labor." 

show yard visitors elect that next step 
and hire Hansen for an at-home con-
sultation. At this time they must write 
a check for a consultation fee - $250 
for a hardscaping consultation and 
$150 for a landscaping consultation. 
That fee is applied back and subtract-
ed from the cost of the final base proj-
ect. It's another strategy Hansen uses 
to qualify serious business prospects. 

"I tell them in the e-mail invitation 
that they should bring their check 
books," Hansen says. 

Following the in-home consultation, 
prospective clients can then choose 
to have Hansen prepare a landscape 
design. He charges on a sliding scale 
based on project size. The fee is $1 
per square foot for the first 2,500 
square feet, $.50 per square foot for 
the next 1,500 square feet and $.25 
per square foot for anything over 
4,000 square feet. 

"The majority of our design fees 
will be between $2,000 and $3,000," 
he says. "If they hire us to install the 

"I share with them that this backyard 
is the place where family happens. 

This is the place eveyone wants to 
come and congregate and enjoy." 

- Steve Hansen, Hansen Landscape Contractor 

project, then the paid design fee is ap-
plied toward the project costs." 

Hansen follows a pricing strategy 
that allows the client to choose a sim-
pler project without sacrificing quality. 
Hansen phases his designs to include 
a base project and additions that may 
span out over months or even years 
to accommodate a range of budgets. 
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A days work 
in 1 hour! c o v e r s t o r y 

"There are no quality concessions or 

concerns with the base project," he 

says. "We don't offer two tiers of sprin-

kler systems or two tiers of soil prep 

to accommodate different budgets. 

Instead, page one is the cost of these 

items as a base project, and page two 

is all of the options that the client can 

pick and choose from." 

Inviting people to his home is an 

intimate business philosophy, Hansen 

admits, but it's effective at pre qualify-

ing serious clients. 

"The people who come to the show 

yard are looking for a good quality 

contractor and they care more about 

the end visual results of a project than 

inviting three guys to their home for 

his craft at its best. 

While the show yard tends to be 

more of a fragmented museum to 

landscape materials, the backyard is 

more cohesive and representative of a 

design style brought down to a single 

final decision. "I have a lot of stone 

work and a wall with sheer descents 

and water that comes into a pool 

with a hot tub," he says. "There are 

sitting areas composed of flagstone 

and wood decking. It has my big table 

with six captain chairs around it and 

an umbrella over it. It's got chaise 

lounges and a propane heater over to 

one side. It has a masculine feel to it 

and it tends to be more tropical. I have 

a bunch of palm trees with little white 

"By having people come to the show 
yard, which is also my home, they 

get the sense that we're real." 
- Steve Hansen, Hansen Landscape Contractor 

Shape bed edges with zero turn 
steering capability. 

Install landscape pavers, lighting, 
or edging material. 

m 
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OUR NAME SAYS IT ALL 

843.756.6444 

www.1hour.eztrench.com 

some ideas, some pricing and to get 

some landscaping installed," he says. 

BACKYARD. The backyard is a special 

place. Hansen brims with pride be-

cause a lot of work has gone into his 

backyard - about $200,000 worth of 

improvements. Hansen, too, appreci-

ates the icing on the cake and the 

above and beyond. 

"The backyard was never meant to 

be a sales tool and my wife especially 

didn't want to invite people into our 

backyard," he says. "My backyard 

has only been 'completed' for about 

four years, and it's only been in the 

last year or so that I've felt I can bring 

people into my personal backyard." 

Bringing a select few to the back-

yard unveils Hansen's private side and 

Christmas lights hooked up." 

Hansen invites about 15 percent of 

his prospects into his backyard. It's ex-

clusive, but effective. He estimates 95 

percent of those visitors sign contracts 

for Hansen to do work on their own 

homes. 

"The backyard takes many of 

those various components from the 

show yard which are spread out and 

not so intimate," he says. "When I 

bring someone into the backyard 

they're getting to see a 2,500-square-

foot yard that is more in line with what 

their yard is going to be like. They get 

to see what they can have." LL 

www 
Visit March's online extras 
to read more about how 
Hansen Landscape Con-
tractor does business. 
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Lawn & Landscape message board participants weigh 
the pros and cons of hiring relatives at their companies. 

Brian Klimek hasn't had much luck finding dedicated, year-round 
employees to fill out his staff. "In my area it is really hard to find someone that 
wants to work in the 'green industry' full time," says the president of Green World 
Irrigation Specialists in Monroe, N.Y. 

Klimek looked for help a little closer to home - very close. He hired his brother 
as an irrigation technician. This is either a smart move or a decision an employer 
later regrets, depending on the family dynamic. Employers have to find a way to 
keep the business running without letting emotions cloud their better judgements. 

Participants of the Lawn & Landscape online Message Board recently joined 
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Aerator 20 Aerator PRO-26 

TurnAef Aerators 
Steerable TurnAers allow you to aerate like 
you mow 
30% more productive 
For larger areas, maximize productivity with 
Chariot add-on 

Aerators 
• Durable uni-body design keeps you running 
• Covered chain and belt reduce maintenance 

and chain problems 
• Solid steel axles and sealed bearings for 

increased longevity 
• Handlebar throttle for greater control 

Turf co-the Direct Answer 
for Turf Renovation 
At Turfco* Manufacturing, we're the only family-run 

company focused on the turf renovation market. In fact, 
we've been making turf renovation equipment for more than 

50 years. We are also the only company that sells direct to lawn 
care professionals like you. Because of our focus—and working 

directly with you—we offer the most innovative and serviceable products 
at the most affordable prices. 

From our full line of products and services to direct access to our people and 
resources—you get the Direct Advantage from the leader in turf renovation. 

Edge-R-Rite II LS-22™ Overseeder KisCuttef Sod Cutter 

ì c 
• The ultimate in 

edging versatility 

• Eliminate shovel work 
for edging installation 

• Seeds over 30,000 
square feet per hour 

• V/i blade spacing for 
maximum germination 

1 Cutting sod has never 
been easier 

• Lower vibration reduces 
operator fatigue 

TURFCO 
a I r e e l / *For Details, Call Toll Free 800-679-8201 

or Visit www.turfcodirect.com 
TURFCO MANUFACTURING, INC. • 1655 101" Ave. NE • Minneapol is , MN 55449-4420 • Phone-765.785.lOOO • Fax-765.785.0556 
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Klimek and weighed in with their 
experiences sharing their workspace 
with their families. For the most part, 
experiences with relatives are positive, 
but a few board posters found it's best 
for them to keep their home lives and 
their work lives separate. 

KEEPING IT CLOSE. Some partici-
pants, say hiring a family member 
ranks up there with their best business 
decisions. Dave Reynolds, owner of 
Alpine Sprinklers and Landscaping in 
Kalispell, Mont., hired his wife, a retired 
nurse, more than 10 years ago to man-
age the office. 

"I realized after the first year that 
I really wasn't the boss anymore," 
Reynolds posts. "She was. I swallowed 
my pride and got away from a lot of 
the day-to-day things and have had a 
lot more success." 

This freed up some of Reynolds' 
time, allowing him to focus more on 
the big picture. As an added bonus, he 
has found the office has been better 

Trumbull, Texas, also hired his wife to 
run the office. His son and grandson 
are part of the team as well. "I never 
get to tell anybody anything, never get 
to count money, can't write checks," 
Atwood says. "They just tell me where 
to go. I love this business." 

Family members have an emo-
tional - if not financial - investment in 
the company, giving them a reason to 
want to succeed at the job. This could 
be what makes them such dedicated 
employees at some companies. Janice 
Waterman, owner of Fairhope, Ala.-
based Friendship Landscaping and 
Lawns, found this to be the case with 
her son, who has been working for her 
for four years. 

"The one thing I was lucky with 
was I was able to train him and work 
with him to help him become interest-
ed and proud of his accomplishments 
and the work he does," she says. "Now 
he does all the irrigation installs and 
takes pride in it." 

Dale Wiley has had similar good 

the office and we are all happy and 
speaking." 

Some posters have learned that if 
they want to keep emotions out of the 
workplace and to stay on task, they 
make sure they don't lose sight of 
what brought them together. "We all 
laid out the expectations in advance 
and we review the goals on a regular 
basis," Reynolds says. 

WELL-CONNECTED. Daniel Hanson 
got his foot in the door by taking a 
route that's not uncommon in the 
green industry - working for his father. 
After working in the family busi-
ness "for a long time," he now owns 
Láveme, Calif.-based SCLM Co. and 
his brother is the vice president of 
operations. 

Hanson's mother used to be in 
charge of the books, and his sister 
also was employed at the company for 
a short time, and it never posed any 
significant problems. 

"Some people can't seem to work 

"Some people can't seem to work with family, 
but we have never had an issue with it." 

— Daniel Hanson, SCLM Co. 

organized, sales have increased and 
customers and employees have been 
happier since his wife took over the 
paperwork responsibilities. 

The addition of his wife worked so 
well he decided to bring his daughter 
on board to manage the estimating 
and job costing. That hire has led to 
positive results for the company as 
well. "It again has been a good move," 
he says. 

Bill Atwood, owner of Bill's Com-
plete Lawn Care and Landscaping in 

fortune with his son, 21, who has been 
working for the company since he was 
16. "He is field supervisor and does an 
excellent job," posts Wiley, the owner 
of Landscape Specialty Services in 
Forest Grove, Ore., adding he employs 
his wife as the company controller and 
office manager. 

Sometimes working with loved 
ones can present situations that are 
too close for comfort. 

"We all get into it every now and 
then," Wiley says. "But it never leaves 

with family, but we have never had an 
issue with it," he writes. 

Will Sharp also has heard horror 
stories. He and his brother co-own 
Lawn Dawg Services in Matthews, 
N.C., and they employ the wife of a 
third brother. So far, Sharp has noth-
ing negative to report about working 
with family, he posts to the message 
board. 

Like others on the message 
board, Bryan Taynor of Bryan Taynor 
Landscape Design in Columbus, Ohio, 
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Pumping life 
into your profits. 
Little Giant engineers and manufactures 
the elements your customers need to achieve 
beautiful, long-lasting water features. 
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I 

1-888-956-0000 ^ 
www. LittleGiantLandscapeProducts. com 

©2008 Franklin Electric Co., Inc. 
Little Giant* is a registered trademark of Franklin Electric Co., Inc. 
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Mitsubishi Fuso trucks 
carry one thing 

no other trucks do. 

A 5-Year Powertrain Limited Warranty! 

Compare every medium-duty truck out there. Nobody else's warranty delivers this kind 
of longevity. Only Mitsubishi Fuso vehicles carry the best protection in the business -
5 Years/175,000 Miles on FE/FGs and 5 Years/250,000 Miles on FM/FKs. And that's 
on top of our 3-Year bumper-to-bumper and 4-Year rust-through limited warranties*. 
That's dependability that'll carry your business for years to come. 
* See your dealer for complete warranty details. 

FUSO 
www.mitfuso.com THE RIGHT TRUCK FOR THE JOB 

A 
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Kawasaki 
Power Products 

KAWASAKI. HIGH PERFORMANCE 
RUNS IN THE FAMILY. 

KAWASAKI POWER PRODUCTS. The Kawasaki name says it all. And now our heritage of engineering 

and reliable power is backed by our Leading Edge Warranty—one of the best warranties in the industry. 

Commercial grade Kawasaki power products are the choice of landscape professionals, and now our 

warranty lets you buy with even more confidence. For more information see your authorized Kawasaki dealer or 

go to www.kawpowr.com or call 800-433-5640. 

http://www.kawpowr.com


was worried about what the dynam-

ics might be like when he hired his 

brother, but says his brother has given 

him no reason to fret. 

"He has prior experience and I 

have been training him to take charge 

of things in the field," Taynor says. 

"It's been nice to have someone in 

that position, and he understands that 

work is work. 

" I 'm not big brother at the office," 

he adds. " I 'm his boss, and there have 

been no problems." 

Matthew Schattner's employees 

might have a different story about 

their boss. 

"At one time or another I've had 

my dad, both of my nephews, my 

brother, brother-in-law, wife and oldest 

daughter working for/with me," says 

the owner of Matz Snow & Lawn in 

Kansasville, Wis. "At this t ime I won't 

divulge who all is or isn't working for/ 

with me anymore. I 'm a tyrant!" 

Other message board participants 

acknowledged they have tried the fam-

ily approach to business and achieved 

less than positive results. 

"Never again will I have family and 

business mixed," says Rick Brauneis, 

manager of Vision Designs in Orlando, 

Fla., without divulging how he arrived 

at this conclusion. 

Kelly Tohill, owner of Tohill's Lawn 

Maintenance in Atlanta, previously 

contemplated bringing a family mem-

ber aboard but says Lawn & Land-

scape message board participants 

talked him out of it. 

A WAY IN. Some Lawn & Landscape 

message board posters who have had 

luck working with family have also 

seen the issue from the other side: 

as the one who's looking to get into 

the business. For those who are just 

starting to map a career path, family 

members can provide the portal into 

that world. 

"I learned the sod business at the 

kitchen table from my old man," says 

Steve Cissel, CEO and founder of 10-

20 Media in Woodbine, Md. 

Ryan Holt, owner of Driftwood 

Lawn Care and Landscape in Rising 

Sun, Md., gives his nephew an op-

portunity to see what the landscape 

industry is like by hiring him to mow 

during the summer. 

Sometimes an employee doesn't 

start as a family member, but ends up 

that way, as Todd McCabe learned. 

"I work with my wife," posts 

McCabe, president of Landscapes 

Unlimited in Wrightsville Beach, N.C. 

"I hired her in 2002 to handle pruning 

and seasonal color, somehow started 

dating her later that year and then 

married her" 

In other instances, romance was 

found with clients. This was the case 

for Bob Keating and his wife. 

"My wife was a 10-year client on a 

nice property," says Keating, president 

of Liberty Land Management in Palm 

Harbor, Fla. "We ended up friends, 

then 'poof!' She is now a property 

manager with another large company 

which we just started servicing." 

Hanson also met his wife while on 

the job. 

"We landscaped her house and 

while working on the project we hit it 

off and ended up dating and got mar-

ried in 2005," he says. 

"Funny how things work out some-

times." LL 

Log onto lawnandlandscape. 
com/messageboard to share your 
thoughts about working with family 
members. 

Our new warranty lets you buy with more 
confidence. For complete warranty details 
and coverage, please see your dealer or 

visit www.kawpowr.com. 

Kawasaki 
Rower Products 
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the great 

debate 
Mulching, bagging, double cutting - what's the best way to deal 

with lawn clippings? 

BY EMILY MULLINS /ASSOCIATE EDITOR 

When it comes to clippings, Matthew Schattner has worst, better and best 
case scenarios. 

The owner of Kansasville, Wis.-based Mat'z Snow & Lawn prefers to double cut his clients' lawns 
because it's time efficient and not labor intensive. His second choice is to mulch the clippings, which is 
often difficult on thick, Wisconsin turf and takes twice as long. Schattner's third option - his worst-case 
scenario - is simply to bag and haul, a method he'd rather avoid. "We had one client whose lawn we 
bagged with every cut last season," he says. "Of course, we charged him extra for the time involved to 2 

c. 
go slower and dump the bagger frequently. I really try to avoid these accounts, but if they're willing to 

„ 6 
pay..." o 

o 
Like Schattner, landscape contractors must determine their clippings collection and removal £ 
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At Walker Manufacturing this is how we think about what we do—we don't make lawn mowers, we make 
beautiful places. That thought has inspired us for nearly 30 years on our quest to design and build the best 
possible machine to make a beautiful place. And the Walker is made for landscape contractors who have 
the same thought—we don't "mow grass", we make beautiful places. Ask to see a Walker demonstration if 
you are not using Walker and would like a little help in making your own beautiful places. 
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strategy before the first lawn can be 
mowed. As a rule, most contractors 
opt for a light-on-labor method that 
leaves a client's lawn looking neat 
and professional. As with any service, 
clients have different preferences and 
there's always an exception to the rule. 

Fortunately, contractors have op-
tions when dealing with lawn clippings. 
MIf there was ever a collection device 
that saved time and added value to 
my services, I'd definitely pursue it," 
says Chris Rubottom, owner of Vista 

Landscape Solutions in Tallahassee, 
Fla. "Especially if it didn't involve stop-
ping repeatedly throughout a job and 
hauling away debris." 

MORE TO MULCH. Initially, Rubot-
tom collected clippings in his riding 
mower's bag attachment, but found it 
cumbersome to stop and empty the 
bag multiple times during the same 
job. "Particularly when there were 
leaves on the ground we'd have to stop 
every two to three rows to empty the 
bag," he says. "Then we'd either have 

to get permission from the homeowner 
to leave the bags on the curb or haul 
them off ourselves and dump them 
someplace." 

Rubottom now chooses to mulch 
his clippings back into the lawn, which 
saves 30 to 40 minutes per job. For 
$100 to $200 each, he purchased 
mulching kits that attach to his com-
mercial zero-turn and walk-behind 
mowers. "In general, we've been just 
as successful mulching as we were 
bagging," Rubottom says. "We can 

leave the job site just as clean." 
Most clients are content with Rubot-

tom's mulching policy, and consider 
the clippings extra fertilization (see 
Mulching Advantages, page 60). On 
the rare occasion a client prefers the 
clippings to be bagged, Rubottom's 
crews hand rake the clippings and haul 
them away. This results in an extra 
charge of $50 to $100, depending on 
the weight and size of the load. "We try 
to avoid this extra work," he says. 

Andy Carlucci, owner of AC Lawn 
& Landscape, Point Pleasant, N.J., 
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also chooses to mulch clippings back 

into his clients' lawns. "We decided to 

mulch because of the t ime involved in 

collecting and dumping the clippings, 

plus the investment to dispose of them 

legally," Carlucci says. "Mulching 

saves us a lot of t ime and money." 

For Carlucci, the biggest costs 

he says. "We just can't recoup those 

costs." 

New Jersey's Department of 

Environmental Protection is very strict 

when it comes to clippings disposal 

because of the potent smell and 

chemical residue, which limits Car-

lucci's options and reiterates why he 

the tidy appearance of a clippings-free 

lawn. If potential clients want their clip-

pings collected, Carlucci usually refers 

them to another company. "Mostly 

it's the higher-end clients who want 

clippings removed because they don't 

want them in their beds or tracked into 

their homes," he says. "We make sure 

"We make sure homeowners are aware we don't collect 
clippings and, unfortunately, some do not sign 

contracts with us if this is a service they want." 
Anthony Carlucci, AC Lawn & Landscape 

associated with clippings disposal are 

the manpower to bag them and the 

fuel cost to make the 45-minute round 

trip to the nearest landfill. The landfill 

disposal fee can also add up, starting 

around $50 per ton. "Everyone knows 

what the cost of gas is right now," 

chooses to mulch. Contractors should 

check with their states' departments of 

environmental protection about similar 

regulations. 

While Carlucci sells most of his 

clients on the idea that clippings are 

beneficial to the soil, some still prefer 

homeowners are aware we don't col-

lect clippings and, unfortunately, some 

do not sign contracts with us if this is a 

service they want." 

As part of a routine mowing and 

maintenance job, Carlucci's crews 

make sure to blow clippings away from 

To lind out more about us and 
the opportunity U.S. Lawns 

can otter 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 

U.S. LAWNS 
NO ONE KNOWS THE LANDSCAPE NUifJBUNCE NDUSIRY LIKE WE DO. 

Planning to start a landscape maintenance company? Already in 
the landscape maintenance industry? Then let U.S. Lawns show 
you how to start or convert your business and grow with the 
leader in the commercial landscape maintenance industry. 

Our lour ideals, Trust Quality Service an Value, along t h a 
"No Job is Too Big or Too Small" philosophy, make U. S. Lawns 
a "cut above" the rest. 

• Superior Financial Management 
• Low Capital Investment 
• Financial Assistance 

» Protected Territories 
• Ongoing Support 

r 
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' Corporate Purchasing Power 
» Sales & Marketing Guidance 
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OVER TIME, YOU'VE SEEN A NUMBER 
OF GREAT THINGS GET EVEN BETTER. 

Another one of these things is the family of Dimension® specialty herbicides from Dow AgroSciences. 
Our new Dimension 2EW liquid formulation is an easier-to-use, low odor formulation that can now be 
sprayed over the top of ornamentals. Plus, it offers everything you've always counted on from past 
sprayable formulations of Dimension and Dimension on fertilizer. You get broad-spectrum control of 

crabgrass and other grassy and broadleaf weeds all season long. You also get postemergence control on 
newly emerged crabgrass. And it never stains. With the service and support of Dow AgroSciences, you 

can count on the family of Dimension specialty herbicides to be a great thing that just keeps getting better. 

www.DimensionHerbicide.com ^Trademark of Dow AgroSciences LLC State restrictions on the sale and use of Dimension specialty herbicide products apply 
Consult the label before purchase or use for full details. Always read and follow label directions. ©2006 Dow AgroSciences LLC T38-337-001 (11/06) BR 010-60459 510-M2-432-06 
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walkways, decks, driveways and mulch 

beds. This extra service takes four to 

six minutes and leaves homes looking 

as neat as if the clippings had been 

collected. "Even our current high-end 

clients are OK with us not collecting 

their clippings because they see we 

are just as neat as the house next door 

that has its clippings bagged," he says. 

"Eventually I think every landscape 

company will mulch its clippings as it 

gets harder and harder to find places 

to dump them." 

DOUBLE CUTTING. Schattner collects 

clippings only during fall cleanups. 

All other times he double cuts his 

clients lawns, which is more effective 

than mulching his region's thick turf, 

he says. His mulcher is attached to 
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M u l c h i n g A d v a n t a g e s 
Keeps nutrients in the soil, potentially reducing the need for fertilizer. 

Moisture in the clippings is kept in the soil, reducing the need for water. 

Leaving the moisture in the soil through mulching is especially important 

during hot, dry weather. 

Eliminates the need to dispose of clippings, which is significant in areas where 

ordinances dictate disposal methods and the associated costs. 

Source: The Grasshopper Co. 

Wood Chipper ^ 
www.uapraxit.com H 
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TVe o\f\\\j \\v\e to buiU your b o i i o t A \\v\e. 

When you have the equipment to handle every task imaginable, a funny thing happens. You get more work and 
make more money. Not exactly rocket science, but one heck of a good business strategy for a landscaper 
looking to grow. And, coincidentally, the reason we offer an unrivaled, complete product line. Walk-behind 
mowers. THE TANK." Spreaders and sprayers. We've got them all. Along with financing plans and service to 
get you started and keep you running. To demo our latest products, visit a Cub Cadet Commercial dealer 
today. Or learn more at cubcadetcommercial.com or by calling 877-835-7841. 
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INTRODUCING 
THE 

SRM-280 

NEW CLASS 
PERFORMANCE 

The SRM-280 Series of 
ECHO Trimmers, all in a 

bold new color, represents 
an entire new class of 
performance for ECHO 

Trimmers. Visit our 
web site to learn more. 

Hi ECHO 
Ask Any Pro! 
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a 48-inch walk-behind mower, which 
he doesn't consider to be his "fastest 
or most efficient machine by far," but 
says is good for tight spaces. "For us, 
mulching is really only an option once 
we get through spring," Schattner 
says. "Otherwise, the grass is so thick 
a mulcher basically just makes things 
more difficult." 

When he does collect clippings, 
Schattner hauls the debris to his fa-
ther's 80-acre farm, where it serves as 
fertilizer. "This is an environmentally 
correct method of disposal, and my 
dad's farm is only about 20 minutes 
away from our furthest customer," he 
says. "There are many farmers out 
there who, if approached in the correct 
manner, would go along with having 
organic matter brought to them for 
free." 

labor and fuel costs, he says. 
Elliott disposes the remaining 

clippings at his shop. He sometimes 
rents a 30-yard Dumpster for about 
$340 a month and $60 to $70 for each 
additional month to keep on site. Once 
it's full, the Dumpster supplier hauls it 
away and leaves an empty one. Other 
times, to reduce his monthly dump bin 
costs, he creates an on-site compost 
pile and rents a Dumpster only when 
he has enough debris to fill it. Elliot fills 
his dump bins four or five times a year. 

"If you have space at your shop, 
I recommend keeping your clippings 
there and, when it's worthwhile, call a 
Dumpster company to come in and 
haul them away," Elliot says. "If it's a 
few months before you can fill a dump 
bin, make a green space or a compost 
pile in the meantime." 

"If there was ever a collection device 
that saved time and added value to 

my services, I'd definitely pursue it." 
- Chris Rubottom, Vista Landscape Solutions 

Schattner charges three times the 
cost of a regular mowing job to haul 
clippings away, with bagging and 
hauling costs each comprising 1/3 
of the final fee. This "rule of thumb" 
also serves as a rough estimate for the 
company's leaf collecting services. 

A BIT OF BOTH. Benjamin Elliott, presi-
dent and CEO of Oak Hill Landscape 
Group in Atlanta, says about 80 per-
cent of his clients' lawns are mulched 
and the other 20 percent are bagged. 
Fortunately, most of these sites are 
large five- to six-acre properties that 
allow disposal of the clippings near the 
back of the lot, which cuts down on 

Elliott has tried many disposal 
methods over the years. He used to 
take his clippings to his parent's lot 
and burn them, but Atlanta's burn 
bans as result of the region's drought 
have eliminated this option. 

He also used to take his clippings 
to the county dump where he paid 
about $100 per load, plus about 2V£ 
extra working hours per employee to 
make the trip. When an independent 
company acquired the dump and 
tripled the fees, Elliott needed to find 
an alternative. 

"Smaller landscape companies 
without a shop may have no other 
alternative than the county dump," 

USE READER SERVICE # 44 
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he says. "But disposing of clippings 

at our shop cuts down on labor, gas 

costs and dumping fees." 

No matter where he disposes of 

them, Elliott charges his clients for 

the extra time and effort. While he 

has no set cost, he factors in the cost 

of bags, the t ime to haul them off the 

trucks and into the Dumpster, how 

much room the debris will take up, the 

cost of the Dumpster and how much 

debris a client accumulates over time. 

"The cost largely depends on how big 

the property is and how much debris 

is produced," Elliott says. "A client we 

serve every week will produce many 

more clippings than a client we visit 

only seasonally." LL 

Advantages of Cl ippings Col lect ion 
• Cl ippings, leaves, trash, sticks and o ther debr is can all be p icked up 

s imul taneous ly wh i l e m o w i n g . 

• Where there are no ord inances regard ing c l ipp ings disposal, grass 

ca tch ing mowers are easy t o e m p t y and requi re less labor t han 

rak ing c l ipp ings. 

• C l ipp ings are an excel lent source o f compos t for use in gardens, 

and nurseries. Source: The Grasshopper Co. 

GET TOUGH 
TOUGH STUFF 
S P R I N G G I V E A W A Y 

5 ^ ! 

BE ONE OF 850 WINNERS! 
Get additional information online at: 
WWW.ECHO-USA.COM/GETTOUGH 

Grand Prize: 1-Winner 
(ARV $36,500) 
2008 Ford F-150 4x2 truck, 
Harley-DavidsorT Special Edition 

1st Prize: 2-Winners 
(ARV $8,699 each) 
Yamaha Grizzly 700 Utility ATV, 
Ducks Unlimited Edition. 

: . 
V ^ ^ J Y 

\ I t you are a professional user of outdoor power equipment, you don't want to miss 
this one! *Buy an ECHO product with an MSRP of S299 or more from a participat-
ing ECHO dealer anytime between February 1, 2008 and April 30, 2008 and you 
may win one of more than 850 prizes. No purchase necessary. See below for details. 

'No purchase is necessary A purchase will not increase your chances of winning. Must be 18 years old. a resident of the 50 United States or D C .. and a professional user of 
ECHOoutdoorpowerequipmenttoenter Begins: February 1.2008;Ends:April30.2008 Fordetailsonhowtoenter.ortofindaparticipatingECHOdealer.seeOfficialRules 
ih-storeorgotowww.echo-usa.com/gettough TofindaparticipatingECHOd^alervisitwww echo-usa com/gettoughorcall 1-8QO-432-ECHO. Void where prohibited by law 

USE READER SERVICE # 45 

w w w . l a w n a n d l a n d s c a p e . c o m march 2008 | Lawn & Landscape 1 41 

http://WWW.ECHO-USA.COM/GETTOUGH
http://www.echo-usa.com/gettough
http://www.lawnandlandscape.com


e s t i c i d e s & f e r t i l i z e r s 

Lawn care operators need to know what they're dealing with 

to battle turf and ornamental insects. 

BY E M I L Y M U L L I N S / A S S O C I A T E EDITOR 

Insects and the outdoors go hand 
in hand. But some can cause serious damage 

to turf and ornamentals if not carefully monitored. 

That's when lawn care operators (LCOs) should 

step up and battle the bugs with their springtime 

pest control programs. 

According to 2007 Lawn & Landscape 

research, 44 percent of landscape contractors 

offer turf insect control and 31 percent offer insect 

control in trees and ornamentals. To get the jobs 

done, they spent an average of $3,797 on insecticide 

products last year. A popular service, revenue from 

chemical and fertilizer services rose 13 percent from 

2006 to 2007, as stated in the research. Regardless 

of what area of the country LCOs are located in, 

there's a variety of pests that should be kept under 

control which can create profitable opportunities. 

continued on page 70, chart on pages 66,67 
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Golf course superintendent, Joseph Galloway, and certified plant 
injection specialist, Latisha Galloway, examine Hemlock trees on the 
Connestee Falls Golf Course. 

The pre-measured capsule is inserted into a small hole drilled at the 
base of the trunk, and the tree takes the solution up naturally. 

"The longevity of the active ingredient, imidacloprid, 

was much greater with Mauget's Imicide than any other 

competitive product that we looked at. We see about twelve 

to fourteen months control, and have used Mauget for the 

last four years to control the Hemlock Woolly Adelgid." 

"Mauget is a completely hermetically sealed system, so we can 

treat trees that are growing up out of the water. The systemic 

insecticide is injected directly into the tree and translocated 

throughout the tree's vascular system. It stays in the tree, so 

there's never any insecticide that can get into the waterway. " 

Joseph Galloway 
Brevard, NC 

Trust the proven microinjection technology of 
Mauget's pesticides, fertilizers and micronutrients. 

• University and field proven since 1958 
• Can be used near waterways, parks & schools 
• Easy to use with minimal tools 
• High profit potential 

/ W a i i a c t 
5435 Peck Rd • Arcadia, CA 91006 • 800-TREES Rx (800-873-3779) • www.mauget.com • mauget@mauget.com The Right Way To Treat A Tree 
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p e s t i c i d e s & f e r t i 1 i z e r s 

PEST NAME INFESTS TYPES DESCRIPTION ACTIVITY 

MOLE CRICKET Turf Tawny, Southern, 
Short-winged, 
Northern 

Light brown; up to 116 inches long; 
have short, stout forelegs, spade-like 
feet, large eyes 

Adults lay eggs in the spring, which hatch in 
two to four weeks. Nymphs feed and grow 
through the summer, mature into adults in 
the fall. Spend winter deep in the soil - come 
to the surface to feed during warm periods. 

—1 

WHITE GRUB Turf N/A Plump, c-shaped insects with three 
pairs of legs; whitish in color with 
dark areas near the rear and a 
distinct, brown head 

Feed at the thatch/soil interface in the fall 
and early spring. 

CHINCH BUG Turf Blissus hirtus, 
Blissus insularis, 
Blissus 
leucopterous 

Adults are inches long with a 
black body covered by white wings 
with two black spots; red legs 

Mate early in the season when the 
temperature reaches 70 degrees. Females 
lay eggs on roots, stems, leaves, leaf sheaths 
or crevices in nodes and other protected 
places. Eggs are laid over a two- to three-
week period. 

APHID Ornamentals Various Adults are Vfc to 14 inches long, 
may or may not have wings, body 
is bulbous with two tube-like 
projections near tip of abdomen; 
vary in color from gray, brown, pink, 
red, yellow and lavender 

Most species overwinter as fertilized eggs 
glued to stems or other parts of plants. 

FLAT-HEADED 
BORER 

Ornamentals Bronze birch, 
Flat-headed 
apple tree 

A narrow, dark metallic, greenish-
bronze beetle under 3A of an inch 
long; short antennae and legs 

Overwinter as larvae under bark or in 
galleries of infested trees. Produce one 
generation per year. 

ADELGID Ornamentals Gall-forming 
(Cooley Spruce 
Gall, Eastern 
Spruce Gall), non-
gall forming (Pine 
Bark, Hemlock 
Woolly) 

Adults vary in size from Vi6 to V& inch 
long; come in winged and wingless 
forms; round; black or brown in color 
with white waxy covering 

Varies depending on type 

LACE BUG Ornamentals Azalea, Sycamore, 
Rhododendron, 
Hawthorn 

Adults are Vfe inch long; transparent 
lace-like hood covering on head; 
lace-like wings on back 

Eggs hatch during April or early May (two 
months earlier in southern states). Nymphs 
molt several times over a four to six week 
period. 

SOFT SCALE Ornamentals Cottony Maple, 
European Fruit 
lecanium, 
Magnolia, Oak 
lecanium, Pine 
tortoise 

Adults are 14 to !6 inch long; 
immobile with rudimentary legs and 
piercing and sucking mouthparts; 
bud-like in appearance 

Eggs hatch in mid-summer and crawlers 
migrate directly to leaves. Return to twigs 
and bark where they spend the winter as 
settled second-stage scales. Continue to 
grow on twigs in the spring. 

SPIDER MITES Ornamentals Boxwood, 
Southern red, 
Spruce, Two-
spotted spider 

Extremely small - no more than !6 
millimeter in diameter; adults and 
nymphs have eight legs - larvae have 
six legs; different types vary in color. 

Overwinter as tiny round eggs on leaves or 
bark that hatch in March or April. 

WEEVIL Ornamentals Black Vine, 
Northern Pine, 
Strawberry Root, 
Two-banded 
Japanese 

Type of beetle, but differs by having 
mouth parts on a short or long snout, 
depending on type 

Varies depending on type 

BILLBUG Turf Bluegrass, 
Denver, Hunting 

Adults are 14 to !6 inches long; snout, 
head and prothorax are as long as 
wing covers; gray to black in color -
wing color varies 

Overwinter under a leaf litter and in tur f -
become active in April/May. Active all year in 
warmer states. 
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For a comprehensive, searchable database of insecticides, MSDS and product labels visit www.lawnandlandscape.com/msds 
This guide is not intended to be a complete list or recommendation for insect control. Be sure to read and follow label directions. 

PROMINENT AREA COMMON CONTROLS 

Feed on turf stems and roots. Burrowing 
loosens soil around roots, uprooting the 
plants and drying them out. 

Feed on grass roots, cutting them off 
completely just below soil line. Grass dies in 
irregular brown, spongy patches. 

Destroy grasses by feeding on plant juices 
in stems and leaves. Damaged grass turns 
yellow, then reddish-brown as it dies. 

Suck plant juices from buds, leaf veins and 
tissues under bark. Damaged leaves appear 
stunted, deformed, discolored - some may 
die. 

Tunneling may cause bark to crack, 
branches to die. Dieback may occur in tree's 
infested areas. 

Yellowing/twisting of needles, dieback may 
occur. Heavy infestations of Hemlock Woolly 
will kill tree in three to four years. 

Injure/destroy plants by feeding on plant 
juice on underside of leaves. Leave small 
white spots that turn yellow or bronze. 

Plants experience yellowing, stunting and 
dieback. Some infestations produce large 
amounts of honeydew and subsequent 
black sooty mold. 

Cause small spots on leaves or needles. 
Heavy infestations cause leaves/needles to 
turn pale green to yellow and drop. 

Notch leaf margins and/or chew bark areas. 
Cause plants to wilt and die. 

Adults chew holes in stems/leaves. Larvae 
feeding in stem causes center of leaf to turn 
yellow and die. Small yellow patches may 
become larger throughout season. 

Southeastern and 
Atlantic coast states, port 
areas of Florida, eastern 
half of U.S. 

Throughout the U.S. 

Eastern, Southern and 
Central U.S. 

Throughout the U.S. 

Spreading throughout 
the U.S. 

Eastern and Western U.S. 

Throughout the U.S. 

Throughout the U.S. 

Throughout the U.S. 

Throughout the U.S. 

Bluegrass: throughout 
U.S. and southern 
Canada; Denver: Rocky 
Mountain states; 
Hunting: southern U.S. 
and Hawaii 

Fipronil, imidacloprid, 
delta methrin, bifenthrin 

Imidacloprid, clothianidin, 
thiamethoxan 

Carbaryl, chlorpyrifos, 
bifenthrin, delta methrin, 
diazinon, talstar 

Imidacloprid, fipronil, 
chlorpyrifos, permethrin, 
capsaicin, soybean 
oil with surfactants, 
abamectin, oxydemeton-
methyl, pyriproxyfen, 
S-Kinoprene 

Imidacloprid, dicrotophos, 
oxydemeton-methyl, 
acephate, dinotefuran 

Imidacloprid, abamectin, 
oxydemeton-methyl, 
predatory beetles, 
dinotefuran 

Abamectin, capsaicin 

Fipronil, imidacloprid, 
dicrotophos, soybean 
oil with surfactants, 
abamectin, pyriproxyfen, 
dinotefuran 

Photo Credits: 
Mole Cricket - Johnny 
N. Dell. Bugwood.org 

White grub - Alton N. 
Sparks. Jr., University of 
Georgia 

Chinch bug - University 
of California Archive. 
University of California. 
Bugwood.org 

Aphid - Whitney 
Cranshaw. Colorado 
State University. 
Bugwood.org 

Ash borer - Whitney 
Cranshaw. Colorado 
State University, 
Bugwood.org 

Adelgid - Chris Evans, 
River to River CWMA. 
Bugwood.org 

Lace bug - USDA ARS 
European Biological 
Control Laboratory. 
Bugwood.org 

Soft scale - United 
States National 
Collection of Scale 
Insects Photographs 
Archive. USDA 
Agncultural Research 
Service. Bugwood.org 

Spider mites - Clemson 
University - USDA 
Cooperative Extension 
Slide Series. 
Bugwood.org 

Weevil - Charles Olsen, 
USDA APHIS PPQ. 
Bugwood.org 

Bluegrass billbug -
Whitney Cranshaw. 
Colorado State 
University. Bugwood.org 

• ¿ T V , 

Bifenazate, spinosad, 
bifenthrin, hexythiazox, 
fenbutatin-oxide, 
capsaicin, permethrin, 
imidacloprid, cyromazine, 
abamectin, oxydemeton-
methyl, S-Kinoprene 

Diflubenzuron, bifenthrin, 
dinotefuran, imidacloprid 

Imidacloprid 

LI _l 

IMAGE 
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Solutions that fit any ornamental pest problem. 

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

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

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

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

Field Sales Representative or visit us at BackedbyBayer.com. 

RONSTRR 

a l l e c T u s 

MERIT rempo 
tmw 

MERIT 
TREE INJECTION INSECTICIDE 

Armada C O M P A S S 

CoreTect 

F Q R B I D 

B A C K E D 
by B A V E R 

Bayer Environmental Science, a business division of Bayer CropScience LP, 2 T.W. Alexander Drive, Research Triangle Park, NC 27709.1 -800-331 -2867. www.BackedbyBayer.com. Allectus, Armada, Compass, Forbid, Merit, 
Ronstar and Tempo are registered trademarks of Bayer AG. CoreTect is a trademark of Bayer AG. Not all products are registered in all states. Always read and follow label directions carefully. ©2008 Bayer CropScience LP. 

http://www.BackedbyBayer.com


p e s t i c i d e s & f e r t i l i z e r s 

continued from page 64 

PEST PREVENTION. Darin Bowers, 

president of Pro-Mow Lawn Care, 

Charleston, III., says his most common 

springtime insect is scale that infests 

pines and euonymus. To treat the dif-

ficult pests, his one-man crews spray 

dormant oil just before early spring. "If 

we miss this application, the scale can 

be very hard to control during the rest 

of the season," he says. 

After this early-season applica-

tion, his crews treat ornamentals with 

broad-spectrum insecticides in May 

repair the grub damage." 

Bowers does limited marketing for 

his pest control services, spending 

about $2,000 annually on newsletters 

and invoice inserts to help educate 

his clients. "Generally, a customer will 

have us fertilize or mow before they'll 

worry about insect control, so we 

really only market this service to our 

existing customers," he says. 

Gil Grattan, president of Virginia 

Green Lawn Care in Richmond, Va., 

says grubs are by far the area's most 

"We always have customers who won't spend the money for 
preventive grub control. It can be a considerable expense to 
repair the grub damage." - Darin Bowers, Pro-Mow Lawn Care 

WWW 

Reference the chart 

on pages 66 and 

67 to help identify 

common turf and 

ornamental pests 

and for products 

LCOs can use to treat 

them through their 

own pest control 

programs. 

and June to control bagworms and 

Japanese beetles. 

Turf insects are rarely a problem 

until grubs arrive in the summer, Bow-

ers says, and his crews begin preven-

tive grub treatments in early June. 

"We guarantee successful grub control 

with one treatment per season, and we 

never have problems," he says. 

In the fall, Bowers' focus shifts to 

indoor insect, like aphids, spiders and 

other household invaders. His crews 

perform perimeter pest control by 

applying broad-spectrum insecticide to 

the foundations and adjacent areas of 

their clients' homes. 

This is also the time of year when 

his technicians tend to the grub dam-

age in the lawns of clients who chose 

to forgo preventive grub control ser-

vice. "We always have customers who 

won't spend the money for preventive 

grub control," Bowers says. "It can 

often be a considerable expense to 

prevalent pest, and are really the only 

ones treated for regularly. Grub treat-

ments begin in late June with a liquid 

insecticide application that coincides 

with a fungicide application, as both 

products need to be watered in to be 

effective, Grattan says. 

Grub control is part of the com-

pany's "Estate Lawn Care" package, a 

10-step program that aims to prevent 

weeds, brown patch and grub prob-

lems. The company also markets grub 

control to its regular customer base, 

recommending clients get a grub treat-

ment application every two to three 

years. "We do not really have a major 

insect problem in our area, so it's re-

ally a secondary concern for most of 

our customers," Grattan says. LL 

Log on to lawnandlandscape.com/ 
messageboard to share your tips on 
successful insect control programs. 
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mom 

Between installation profits and 
a recurring revenue stream, 

MistAway® offers its lawn 
and landscape customers 

a new service category 
that's a great fit for 
their businesses. 

^ H i s t R w a y S 
^ systems w ' 

Outdoor Insect Control 



MOSQUITO MISTING: 
A Great Complementary Business 

Hot, steamy days and mosqui-
toes go together in the south-
ern United States like cookies 

and milk. But homeowners don't want 
mosquitoes to have their just desserts 
at their expense. 

When one of Randy Eastep's cli-
ents asked him to investigate mos-
quito misting systems, he wasn't 
sure what he would find until he 
came across the Mist Away® system. 

The Mist Away system sprays a very 
fine mist of a botanical insecticide 
through nozzles installed around the 
perimeter of a property. The mist set-
tles on the grass and landscaping, kill-
ing mosquitoes on contact. The system 
is programmed to automatically spray 
for 30 to 45 seconds at dawn, and then 
again at dusk when mosquitoes are 
most active, and beneficial insects like 
bees and butterflies are not. 

Eastep, owner of Metro Lawn Care 
in Dallas, says the misting system is 
reliable, easy to maintain and virtually 
sells itself. "Mosquitoes are a problem 

A PROFITABLE RECURRING REVENUE SERVICE 
MistAway's business attraction lies in its instal-
lation profits and recurring revenue stream for 
lawn and landscape professionals. Contractors 
have found that a typical installation can net 
gross profits of $600 to $1,200, after equip-
ment, labor and initial insecticide fill costs. 
Service can generate an annual gross profit 
averaging $400 per customer (netting out 
insecticide costs, incremental cost of service 
call, provision for equipment replacement and 
wear). Because of this, the recurring nature of 
the service makes it possible to build up a sig-
nificant source of incremental profits in just a 
few years with relatively modest effort. • 

Representative Gross Profits From Installing And 
Servicing 20 Misting Systems Per Year ($K) 
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Service gross profit @ $400 per system per year 

Installation gross profit @ $900 per system per year 

in our area. When we sell one system, 
it perpetuates itself?' he says. "The mar-
gins are good." 

Leo Martinez, president of Land Re-
source Management in Spring, Texas, 
agrees, "It's a no-brainer. It's very sim-
ple to install and doesn't require a 
large capital investment." 

Martinez dedicates one 
vehicle toward his mosqui-
to misting business and 
has a crew of three who 
are trained to work with 
the system. He figures he'll 
have the truck paid off in 
two years. "It's a service our 
customers are open to be 
cause we've already gained their 
trust in the other services we provide 
to them." 

The system can be installed on a 
residential property in one or two days 
with a margin of 20 to 30 percent de-
pending on labor, he says. And the 
misting system is easy to schedule in 
between typical landscape installation 

and maintenance jobs. 
"Misting is a great service because it 

opens the door to the landscape outside 
so customers can enjoy their yards," 
says Timothy Felts, vice president of 

Crawford Landscaping, 
Naples, Fla. "It re-

ally controls the 
insects and it's 

a great up-
and-coming 
service for 
full-service 
l a n d s c a p e 

operations." 
For mainte-

nance firms that 
are on custom-

ers' properties once a 
week, it's easy to keep an eye on 

the system. However, it's not necessary 
to inspect weekly as its advanced con-
trol system will detect a problem - like 
a potential leak in the line - shut the 
system off and alert the customer with a 
rapidly-blinking warning light. • 



Now Is The Time To Get In / 

7 1 

f t f 4 \ 

While mosquito misting 
is a relatively new resi-
dential service, it is not 

a fad. In Houston and Dallas, where 
the idea originated, the business has 
been around for nearly 10 years. It 
has taken a while to grow to notice-
able size because it has been driven 
almost exclusively by word-of-mouth. 
But today, the systems have become 
part of a growing trend among people 
who spend time and money on their 
backyards, installing pools, backyard 
kitchens and firepits, making it the 
perfect time to get into the business 
yourself. Its early enough to get in on 
the ground floor, but most of the trail 
has already been blazed. 

Consumer awareness is triggering 
market growth. MistAway estimates 
that in 2007, the industry added about 
10,000 systems, growing the installed 

base to around 35,000 systems. It 
expects the industry to add another 
13,000 systems this year with contin-
ued growth at 25 to 30 percent per year 
for the foreseeable future. 

"Consumer awareness of mosqui-
toes and the problems mosquitoes 

<5 MistRway 
— ¿ - systems. 5 > 

www.mistaway.com 

cause are at an all-time high," said 
Scott Pinkerton, sales representative 
for Univar, the market s largest insec-
ticide distributor. "Contractors who 
are already presenting themselves as 
protectors of the environment in other 
aspects of their businesses now have 
an opportunity to provide a valuable 

mosquito management service to their 
customers and make a profit." 

The growth is not exclusive to the 
longer-season southern states. Al-
though more and more sys 
terns are being sold in the 
Southeast, awareness and 
interest are increasingly 
growing in regions such 
as New England and the 
Midwest where intense 
mosquito problems can 
ruin short summers. 

And growth in this area 
can mean growth across the 
board for landscape profes-
sionals. "It opens the door to new 
business," says Leo Martinez, presi-
dent of Land Resource Management, 
Stafford, Texas. "If customers trust you 
for this big-ticket item, they'll trust 
you for other services as well." • 

MISTAWAY® SYSTEMS: 
THE IDEAL PARTNER FOR SUCCESS 
MistAway provides mosquito misting equipment for almost 40 
percent of the U.S. urban residential market, reinforcing its 
position as the industry's market leader. The company has the 
experience of more than seven years in the business and almost 
13,000 MistAway systems in the field, which provides a clear ad-

vantage for its customers. 
With training and layout sup-
port for your first few installs, 

and high quality, personal-
ized marketing materials 
available for your use, 
MistAway makes it a snap 
to quickly add misting to 

your landscape business. 
In addition, MistAway's 

innovative, durable equipment 

means higher profits for you. In 2007, MistAway introduced Gen 
II I , an innovative, tankless batch-processing unit that blends 
a small quantity of precisely diluted insecticide each time the 
system is activated. Gen Ill's snap-in/snap-out cartridge of 
botanical insecticide dramatically reduces the time required to 
replenish and service the system. It also includes a number of 
other advanced features like leak detection, wind-sensor support 
and secure, field-programmable dosing, to lead the industry in 
both usability and safety. 

Finally, industry leading service and support stands behind 
every unit sold by MistAway, with one-
to two-day turnaround on orders 
full-time dedicated tech support 
and on-demand design and lay-
out assistance for large or com-
plex installations. • 
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i r r i g a t i o n 

or ever 
As water restrictions 
increase, now more than 
ever contractors need to 
follow solid water 
conservation practices. 

Since March 2007, Randy Bodine has teeter-tottered on two 
extremes of water restrictions. In his hometown of Auburn, Ala., the 
president of Bodine's Landscape Services is under voluntary water use 
restrictions. But north of Auburn to the Tennessee line, in bustling cities 
like Birmingham and Huntsville, all outdoor watering is banned. Period. 
"We do irrigation work all over the state, so this had made things really 
hard on us," he says. 

Bodine's not the only landscape contractor whose business is wilt-
ing from a lack of water. The National Drought Mitigation Center maps 
abnormally dry to severe drought conditions in most of the Southeast 
and Southwest, and even in seemingly unexpected areas like Montana, 
North and South Dakota and parts of Wisconsin. Areas of exceptional 

drought span from parts of Alabama to the Carolinas. In fact, accord-
ing to a Government Accountability Office survey of water managers, 



i r r i g a t i o n 

36 states anticipate local, regional or 
statewide water shortages by 2013, 
even under non-drought conditions. 

With 48 percent of landscape 
contractors experiencing an increase 
in landscape watering restrictions 
over the last two years, how can they 
maintain their businesses? "Water re-
strictions have wide-reaching affects," 

rain and snowfalls are considerably 
lower, vital lakes are drying up and 
warmer temperatures are evaporating 
precipitation faster than it can fall. 

The second is the booming popula-
tion growth. For example, growth in 
Birmingham has doubled in the last 10 
years, yet the holding capacity of Lake 
Purdy, the city's main water supply, 

"The basic argument coming from the 
landscape industry is a fair one, but it's hard 
to argue with the drinking water supply.' 

— Ed Buchan, Raleigh, N.C., public utilities department 

says Russ Prophit, president of Precise 
Irrigation Design and Consulting, 
Winter Haven, Fla. "For example, the 
water problems in Atlanta have cer-
tainly impacted the nursery industry 
here in Florida. Conserving our water 
resources will benefit everyone - from 
landscape contractors to tax payers." 

WHAT'S GOING ON? Most irrigation 
experts discuss three primary factors 
contributing to the country's water 
shortages. The first, and most unpre-

:>!e, is Mother Nature. Average 

has remained the same, and levels 
started dropping last year, Bodine 
says. Unlike in Birmingham, lawmak-
ers in Auburn anticipated growth and 
tripled the capacity of its largest lake 
10 years ago, a precaution Bodine 
says many other districts should take. 

"Growth in many areas of the U.S. 
is outpacing what municipalities are 
doing in terms of water capacity," he 
says. "When there's not as much water 
to go around as it is, and then Mother 
Natures cuts you 20 inches short, you 
have a real problem." 

The third, and perhaps most preva-
lent, problem is lack of awareness 
about the need to conserve water and 
practice smart irrigation. According to 
2007 Lawn & Landscape research, 
91 percent, 73 percent and 80 percent 
of landscape contractors in the West, 
Southeast and Northeast/Midwest, 
respectively, use drip or low-volume 
irrigation. While those numbers are up 
from a few years ago, there is room 
for improvement when it comes to 
education. Research from the Irriga-
tion Association (IA) shows there are 
more than 2,600 certified irrigation 
contractors, auditors and designers in 
a country of more than 40,000 irriga-
tion contracting companies. 

Robert Wade, owner of Wade 
Landscape in Laguna Beach, Calif., 
understands the value of education in 
the irrigation industry. A certified land-
scape professional from the Profes-
sional Landcare Network and a certi-
fied water manager from the California 
Landscape Contractors Association, 
he's also applied to be a WaterSense 
partner through the Environmental 
Protection Agency and expects to be 
accepted any day. "We talk to prop-
erty managers who've been told their 
system was in great shape when in re-
ality it's one of the worst systems I've 
ever seen," Wade says. "The industry 
as a whole needs more education, but 
we also need to educate clients about 
problems to look for." 

THE BRIGHT SIDE. Wade is a rare ex-
ample of an irrigation contractor who's 
embraced the need for water conser-
vation and used it to his advantage. 
While parts of California are awaiting 
a mandatory 30-percent cutback in 
annual water use, Wade and his crews 
are busy replacing outdated irrigation 
systems with smart systems and main-
taining them for utmost efficiency. For 
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i r r i g a t i o n 

the past three years, he has made a 

name for himself knowing the ins and 

outs of what he calls lean water man-

agement, which makes up about 40 

percent of his total business. Commer-

cial properties seek out the company 

and great word of mouth keeps the 

jobs coming. "It's gotten to the point 

where property managers know we do 

this kind of work," he says. 

However, Wade's residential clients 

present a bit more of a challenge. Of 

the 10 to 20 installations his crews 

perform each day, every single client 

has to be convinced Wade's smart 

systems work and told why their cur-

rent systems don't. "Most homeowners 

are skeptical from the start," he says. 

"Every day my guys have to educate 

someone at their doorstep." 

The cost of a smart system vs. 

a standard system is most clients' 

main deterrent, Wade says. However, 

many counties in California reimburse 

those who invest in efficient irrigation 

products like smart controllers and 

multistream, multitrajectery rotating 

nozzles. While Wade predicts the re-

bates will dry up once water-conscious 

irrigation becomes standard (Califor-

nia law mandates only smart control-

lers will be available for purchase by 

2010), he's baffled why more hom-

eowners and contractors alike don't 

utilize the program now. "I 'm not sure 

if it's a fear of technology or a fear of 

the unknown," Wade says. "But con-

tractors who are seeing the water crisis 

affect their business negatively haven't 

taken the time to see what's available." 

TURN FOR THE WORSE. But the situ-

ation isn't so optimistic in areas like 

Alabama where irrigation is currently 

not an option. For the past 23 years, 

Bodine has seen annual revenue 

growth of between 3 to 5 percent. That 

growth was flat in 2007. He historically 

adds about 20 to 25 seasonal employ-

ees, but had no need for them this 

past year. He's downsized his equip-

ment budget by 20 percent, and is 

tightly controlling spending in all other 

areas. He has 15 jobs - $500,000 

worth of work - he's either lost or has 

had to put on hold because homeown-

ers don't want to install landscapes 
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<s> 
NO 

WATERING 

they can't water. "We're at the point 

where we'll drive that truck or use that 

mower one more year until we see what 

happens," he says. "That's the mindset 

of a lot of contractors." 

As a full-service company, Bodine is 

not only lacking on the irrigation side of 

things, but dry lawns also require less 

mowing. Tie that in with a shaky housing 

market and an economy on the verge of 

a recession and the outlook gets even 

bleaker. "How do you quantify how many 

millions of dollars have been lost in the 

Southeast's irrigation and landscape 

industries?" Bodine asks, adding Ala-

bama's landscape industry generates $9 

billion a year. 

Bodine firmly believes green industry 

professionals are suffering due to munici-

palities' lack of preparation. "Cities all 

over the country are simply unprepared 

for growth," he says. "They're not proac-

tive - they're reactive. When lakes dry up 

and there's no rain on the horizon, you 

can't just restrict companies that need 

water for their livelihood." 

UNDER CONTROL. Ed Buchan, water 

conservation specialist for the Raleigh, 

N.C., public utilities department, has felt 

the brunt of some angry landscape con-

tractors who share Bodine's perspective. 

"We've eliminated lawn irrigation, which 

really puts an end to what lawn profes-

sionals are able to do," Buchan said in a 

January interview. "If we don't get a lot 

of rain this spring we'll probably end up 

prohibiting all lawn watering this year." 

Buchan's predictions were correct. 

Raleigh City Council voted to ban all 

outdoor irrigation and hand watering with 

a hose beginning Feb. 15, and the rules 

may worsen come spring and summer. 

It's hard to argue the restrictions haven't 

had a positive affect on Raleigh's water 

supply. After the October irrigation ban, 

the city's water use dropped 35 percent 

compared with average summer months, 
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The breakdown is simple: you 

have your dealers and you have 

your landscape pros. But every 

once in a while you come across 

that rare breed who happens to 

be both—guys like Tony. They 

offers to his customers. T h a t s 

not to say Tony hasn't been on 

his fair share of competitive 

equipment . In the end, he 

felt that Exmark was the only 

way to go. 

his expert advice and support , 

not just as a dealer, but as 

a professional who'd spent 

thousands of hours in the field. 

And to find a company who 

shares his values and respect 

Meet Tony Weston, the preacher and the choir 

only buy and use what they sell. 

From the day Tony jumped 

on an Exmark® Lazer Z® as a 

landscape pro, he's been reluctant 

to operate anything else. He believes 

they're the best mowers on the 

market. So as a dealer, they're 

the brand he 

But let's face it, a great product 

is only half the story. Like all 

Exmark dealers, Tony knows 

the importance of customer 

service. From day one, he set 

out to be honest with everyone 

who walked through his shop 

door. Besides selling exceptional 

mowers, he wanted to offer 

for customers, well that was 

just a perfect fit. His customers 

couldn't be happier with the 

relationship and the mowers. 

After all, how can you argue 

with a guy who practices what 

he preaches? 

There's a story behind every mower. 

&Ê1WÊF 

I To read more about Tony and other 
members of the Exmark team who 

» v make the Lazer Z the best mower on 
the market, visit exmark.com/stories 
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i r r i g a t i o n 

Buchan says, adding the new restric-

tions should add another 5 percent sav-

ings, or 1 to 2 million gallons per day. 

He says the most common argu-

ment from landscape contractors is 

the green industry is being hit harder 

than any other that uses water com-

mercially. While Buchan agrees, the 

reasons why are just not that cut and 

dry, he says. "Few industrial users 

have the capability of limiting water 

use," he says. "Like a pharmaceutical 

company - they have to use a specific 

amount of water to operate. It's hard to 

make everyone understand, and even 

when they do understand, they don't 

like it." 

Another controversial aspect of 

restricting water use is it's simply 

easier to monitor the water use people 

can see, like irrigation systems and car 

washes. "The average fast food restau-

rant probably uses the same amount 

of water as a car wash, but you don't 

see that," Buchan says. "The basic 

argument coming from the landscape 

industry is a fair one, but it's hard to 

argue with the drinking water supply. 

Watering your lawn or washing your 

car is seen by many as a luxury." 

It's true, most municipalities 

structure water restrictions in a way 

that makes them easiest to police, 

Prophit says. But many times, they 

result in the water not being used 

as efficiently as possible. He finds it 

impossible to properly irrigate many 

of his largest properties under Winter 

Haven's current one-day-per-week ir-

rigation schedule. "If everyone is only 

allowed to water on, say, Mondays, you 

use more water on that day than you 

would if you could stretch it out over 

seven days," he explains. "Implement-

ing one-day-per-week restrictions is the 

best way to police rather than the best 

way to use the available water." 

Prophit is spreading the word about 

the importance of smart irrigation and 

water conservation. As a state ambas-

sador for the IA, he travels the country 

"talking to whoever will listen" about 

the industry's problems and where 

it needs to go. "The word is getting 

out," he says. "People are listening and 

understanding. The outlook is positive, 

but the process is slow." LL 
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e q u i p m e n t 

Does a happy medium exist between 

landscape contractors and the general public 

about backpack blowers? 

BY MARK A. PHILLIPS/ASSOCIATE EDITOR 

Caleb Auman can't imagine life without backpack 
b l o w e r s . These portable tools are an indispensable component of his op-
eration, says the owner and president of Auman Landscape Co. in Lancaster, 
Ohio. In addition to his maintenance crew, his design-build crew uses these 
powerful portable cleanup tools. "I would hate to think what it would take to 
sweep off a sidewalk without a blower," Auman says. "The labor involved, 
especially with doing so many properties, would be overwhelming." 

Recent scrutiny and legislative efforts, though, threaten to prohibit blower 
use as the issue over its audio impact on the general public is debated. How-
ever, conscientious self regulation by contractors may be the answer to strike 
a happy medium between the need to move light lawn refuse efficiently and 
the general public's desire for a noise-free environment. 

w w w . l a w n a n d l a n d s c a p e . c o m march 2008 | Lawn & Landscape 8 5 

http://www.lawnandlandscape.com






e q u i p m e n t 

GOOD SENSE. Jo Solet, a Harvard 

Medical School researcher who stud-

ies the effects of noise on the body, 

claims in a recent Boston Globe article 

that the decibel levels emitted from 

leaf blowers are to blame for raising 

heart rates. But most studies on leaf 

blowers have shown that the bulk of 

the machines sold today produce 

decibel levels comparable to normal 

conversation (60 to 70 decibels). By 

comparison, a telephone dial tone is 

about 80 decibels. 

"We need to draw the line that says 

we shouldn't have to put up with the 

noise and what's being put into the 

air," Solet says in the article. Should 

some sort of ordinance pass, commer-

cial use of leaf blowers within 150 feet 

of residential areas would be illegal. 

As backpack blowers' power 

and popularity in the green industry 

increase, complaints by some horn-

Larson says. Several blower manufac-

turers are actively working with local 

municipalities to develop responsible 

operator training programs. These 

training programs have been very 

successful in reducing and sometimes 

eliminating leaf blower noise, he says. 

Interestingly, most of the high-

pitched whine from high-performance 

blowers comes from the impeller, 

Larsen says. Some manufacturers are 

producing blowers with a feature that 

temporarily reduces the engine's RPM 

around noise-sensitive areas. 

Contractors like Auman can't 

afford to be noisy. As responsible 

stewards of their environment, Auman 

has strict rules about blower operat-

ing hours. "For any work we need to 

do before 7:30 a.m. we don't run the 

blowers, especially if we're in a resi-

dential neighborhood," he says. As a 

rule of thumb, it's t ime to put away the 

toughest job site assignments, such 

as cleaning-up debris in large parking 

lots, moving wet-matted leaves and 

hedge clippings, Larsen says. Smaller 

displacement handheld blowers per-

form lighter duties such as pushing 

dry grass clippings, bark dust and 

other debris from pavement surfaces. 

"Personally, I prefer backpack 

whenever I 'm out in the field, just for 

the power of it," Auman says. "One of 

my guys prefers a handheld because 

of the size of it, because he can get 

into little nooks on the job site." 

Les Hart relies on blowers to 

remove debris after his crews have 

installed sod or laid seed. He tends 

to select machines in the middle of 

the power spectrum because they're 

mostly used for a quick cleanup tasks 

around a client's yard or job site. 

"It has to be something that's 

easy to operate and lightweight," says 

"Most operating do's and don'ts for blowers involve courtesy and 
good sense. These are things like paying attention to 

noise, avoiding use when people are sleeping or having meals 
and not running equipment early in the morning or 

late in the day." -JayLarsen, Shindaiwa 

eowners have prompted regulations 

to limit sound levels produced and the 

hours or days of use, says Jay Larsen, 

marketing manager for Tualatin, Ore.-

based Shindaiwa. Typically, regula-

tions focus on elevated noise levels 

that purportedly affects the ears. But 

legislation under review in Cambridge, 

Mass., would for the first t ime cite 

blood pressure as the reason for an 

outright ban on blowers. 

Most leaf blower complaints can be 

mitigated through operator training, 

machines as night falls. 

Larsen applauds this consideration 

on the part of landscape contractors. 

"Most operating do's and don'ts for 

blowers involve courtesy and good 

sense," he says. "These are things like 

paying attention to noise, avoiding use 

when people are sleeping or having 

meals and not running equipment 

early in the morning or late in the day." 

BLOWERS IMPORTANCE Commercial-

grade backpack blowers handle the 

Hart, the owner of Harts Landscaping, 

Paris, Tenn. "You must make sure it 

moves the volume of air you need for 

the job." 

If backpack blowers are the leading 

choice for landscape contractors, then 

a quality commercial-grade handheld 

unit is an ideal supplement, Larsen 

says. "In a business where time is 

indeed money, a solid, commercial-

grade handheld blower is a fantastic 

choice for those fast, truck-to-task 

jobs," Larsen says. LL 
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e q u i p m e n t 

BY C R A I G G A I N E S / C O N T R I B U T I N G EDITOR 

Versatile, efficient and powerful, the right 
aerator can inspire landscape contractors to 
increase their business and profitability. 

The days of backbreaking lawn aeration are over. 
Long a lucrative but laborious ancillary business for landscape contractors, aeration has 

undergone a technological revolution during the past decade. The service, performed in the 
o> 

spring and fall, entails driving tines into the ground (almost always mechanically these days, 
although some contractors still use hand implements for small areas) to pull up cores of earth. s 

c This relieves soil compaction and allows lawns to better soak up and retain water and nutrients. J 
o 

As labor becomes scarcer in the industry, contractors demand easier-to-use and more efficient £ 
£ 

machines and manufacturers have delivered. While succeeding push models have served their o 
o 

owners well for decades, these classics have been joined by ride-on models and pull-behind units. a. 
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e q u i p m e n t 

"With this aerator 
attachment, it's so 

fast, and it pulls just 
great plugs. We've 

increased our 
productivity." 

— Curt Hughes, Hughes Landscaping 

When shopping for an aerator, pay close attention to the 
tines. Look for ones that are going to remove a core, not 
just punch a hole. 
Photo: Lawn & Landscape archive 

The results - more versatile, ef-

ficient and powerful aerators - have 

inspired contractors to increase this 

portion of their business, often to 

quick success. Depending on how of-

ten a contractor performs the service, 

a new aerator can pay for itself within 

a year. And even before it improves 

your company's bottom line, it will 

improve the productivity of your em-

ployees. "The guy at 2 o'clock in the 

afternoon is going just as fast as he is 

at 8 o'clock in the morning," says Bob 

Brophy, director of lawn products for 

Turfco Manufacturing, Blaine, Minn. 

But this increase in options means 

that contractors have to make smart 

purchasing decisions. A contractor 

who doesn't carefully consider the 

machine he's buying could become 

stuck with a $2,000 to $8,000 or more 

tool that doesn't fulfill his needs. 

VARIETY. Chris Hurlow, the lawn care 

manager at Fast Eddy's Grounds Main-

tenance in Mount Vernon, Ohio, raves 

about his new ride-on aerator. 

"With the new ride-on machine, I 

did what would have taken me three 

weeks in one week," Hurlow says. 

"We'll pay it off in a year. That was the 

whole thing: If I could justify it by sell-

ing as much as the machine cost, we'd 

buy it," and he says he's confident he'll 

be able to do that. 

For big properties, a ride-on aerator 

is awesome, Hurlow says, adding he 

can cover about 100,000 square feet 

in 30 minutes using the unit. But that's 

not all. It also includes attachments for 

spreading seed, lime and fertilizer as 

well as other functions. "It doesn't just 

get used one time a year," he says. 

But while Hurlow is happy with 

his new purchase, it's not the only 

aerator in his fleet. Fast Eddy's serves 

a variety of lawn sizes, some of which 

are too small for a ride-on model. "I 

have to have two or three different 

machines," he says. "We take care 

of properties, 10 to 20 acres down to 

5,000-square-foot lawns. I couldn't live 

with one machine." 

This is in line with Brophy's rule 

about buying aerators: One size does 

not fit all. Before buying a machine, 

contractors need to examine their busi-

ness to determine the size they need. 

"What size lawns is he going to aerate? 

There are different sizes of aerators," 

Brophy says. "If his customers have 

small back gates, he doesn't want a 

big machine." 

Contractors should also look at 

the type of terrain they'll be covering. 

"Your larger machines are great hill-

side machines, "Brophy says, but "the 

machines that do well on hills won't do 

well with the gates." 

Which means contractors who 

do enough business should consider 

diversifying their fleet. "Mot every 

machine is designed to work on every 

property," Brophy says. "He may be 

better served by spending the money 

on a smaller and a big one." 

Hurlow doesn't have any com-

plaints about his new aerator, but he 

wishes the machines in general would 

perform better on hills. "It's just taxing 

to run the machines on hills," he says. 

VERSATILITY. Curt Hughes admires 

the tank-like quality of his walk-behind 

aerators. He just wishes his employees 

were as durable. "I still have some 

models that are, heck, 20 years old," 

says the owner and president of 

Hughes Landscaping in Parker, Colo. 

"They have some problems but you 

could shoot the thing five times, and 

they still run." 

Over the years, Hughes built up 

a fleet of six walk-behind models, 

because he enjoyed the durability so 

much and because he was so used 

9 2 Lawn & Landscape | march 2008 w w w . l a w n a n d l a n d s c a p e . c o m 

http://www.lawnandlandscape.com


S h o r t e r v is i ts a n d h igher prof i ts . 

It s our a i m to please. 

T h e secret t o a great p e r f o r m a n c e is in the foil ow th rough . H i t crahgrass, sedges and 

hroadleaf weeds with Eche lon herbicide in t he first r ound , and you'll use fewer chemica ls 

and spend less t ime on your next scheduled t r e a t m e n t . Plus, t he re are two f o r m u l a t i o n s 

of Ec he lon fo r your convenience , Eche lon sprayahle and Eche lon on fert i l izer. It's just 

one way to score m o r e profi ts . 

Echelon. Expect Alore. 

Always read and follow label directions F MC and Echelon are trademarks ol FMC Corporation 
©2007 FMC Corporation Ail rights reserved FSP-064310U7NK 

•FMC 
FMC Professional Solutions 
1 - 8 0 0 - 3 2 1 - 1 F M C • fmcproso lu t ions .com 

Echelon 
H E R B I C I D E 

USE READER SERVICE # 64 



Bigger. 

Better. 

Bandit. 

TWENTY-FIVE YEARS. 
Bandit chippers have been 

outperforming the competition 
day in and day out for the past 

twenty-five years. See for yourself 
why more industry professionals 

trust the Bandit name. 

CALL TO SET UP A PRODUCT 
DEMO AT YOUR JOB SITE TODAY! 

1-800-952-0178 
http://www.banditchippers.com 

to buying those machines. But as his 

business grew and the nature of his 

labor changed, he knew he needed to 

diversify. "It was tough because you 

have six aerators but you need six 

guys to get behind those dudes," he 

says. "Labor is getting tougher to find." 

In the market for an aerator that 

could handle larger properties, Hughes 

came across one manufactured by a 

mower manufacturer that can be at-

tached to the front of his zero-turn. 

"Most yards we aerate twice a year. 

Some lawns three times," he says. 

"With this aerator attachment, it's so 

fast, and it pulls just great plugs. We've 

increased our productivity. Because 

you ride on it, you don't walk behind it. 

You just turn that zero-turning radius 

machine around." 

While the front-mounted aerator 

attachment has allowed Hughes to 

increase the number of aeration jobs 

he does per season, it's not without 

its drawbacks. He points out that this 

type of aerator requires a specific 

mower. He's also learned that train-

ing is key for this type of equipment. 

"If you leave the tines in and back it 

up - bad things, man," Hughes says, 

referring to the damage done to lawns 

when tines move one way and the 

machine powering it moves another. 

Employees who have used riding 

mowers before are used to quickly 

throwing the machine into reverse, and 

it's those employees who end up dam-

aging the equipment. "I was the first 

one that bent the tines up," Hughes 

says. "We've figured out what to do 

and what not to do." 

Training takes 10 minutes to teach 

somebody how to run a front-mounted 

aerator, he says. And within an hour 

they're pros, he adds. 

FEATURES. Eric Johansson, plant 

health care manager at Landscape 

East and West in Portland, Ore., has 

three push aerators. He's a contractor 

who knows what he needs from his 

equipment, and doesn't overbuy. "The 

push-behinds are more versatile, a 

little more compact," he says. "They 

allow us to use residential sites with 

stairs and grades to negotiate." 

Johansson likes his smaller aera-

tors to have removable weights that 

make the machines lighter and more 

compact for transport. Push-behind 

models have become better ergonomi-

cally designed in the past few years, 

he says, and the maintenance on them 

is minimal. "The machines don't have 

a long down time," Johansson says. 

"It's a no-brainer. We're doing a lot 

more of that in house. They're lasting 

a lot longer." 

Another improvement to push 

aerators in the past decade has been 

to their turning ability, which amounts 

to a small revolution. Older models 

had to be picked up, or at least the 

tines had to be disengaged from the 

ground, when the operator turned the 

machine. This procedure but a drain 

on productivity. Then a split-drive push 

model debuted that allows turning 

without having to lift up the aerators, 

says Linda Beattie, public relations 

specialist for Classen Manufactur ing, 

Norfolk, Neb. "That turning ability is 

essential," she says. "Since these are 

often one-man crews, this guy will 

have to use this unit by himself." 

When shopping for an aerator, 

Johansson pays close attention to the 

tines. He says they should be at least 

at the standard diameter of three-quar-

ters of an inch. 

"Look for ones that are going to 

remove a core, not just punch a hole," 

he says. "They should do six to eight 

holes per square foot; if you're doing 

less than that you're going to have 

extra work for yourself." LL 

USE READER SERVICE #65 9 4 L a w n & L a n d s c a p e | march 2008 w w w . l a w n a n d l a n d s c a p e . c o m 

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


I f -

» 

w » « 
I l Q WV<8 3 0 
i I irt 5 R f « l i V i M »v ' S v*. 

C u s t o m e r sa t i s fac t ion is y o u r target, a n d ours. 

S c o r e Lig w i t h Ec l ie lon . 

At the en J of the day, cus tomers want results. That ' s our specialty. By control l ing 
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uctive mergents 
BY MIKE Z A W A C K I / M AN AGING EDITOR 

Its flat, broad blue-green leaves are a 
blemish against the supple turfgrass, like a 
pimple on a beauty queen's face. 

A complaint is placed with the lawn care operator: MHow 
could this happen in my lawn when I paid for a preemergent 
herbicide program?" 

It's an all too common question, LCOs say. Crabgrass and 
other broadleaf pests are opportunistic, waiting for the right 
combination of light, moisture and soil temperature to spring 
forth and wreak havoc. Preemergent herbicides are designed 
to stop weed growth before it begins, so a spring preemergent 
program is the most effective way to combat these weeds. 
However, broadleaf interlopers will still appear. It's just a fact. 
Knowing the reasons behind why these weeds flare up and 
passing this information along to lawn care clients set realistic 
expectations about a preemergent herbicide program. 
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TOTAL ERADICATION. The most 
common client misconception LCOs 
face is the belief that one application 
means no more weeds, ever. 

"They expect it to work on 
every weed known to man when 
the preemergent primarily targets 
crabgrass, some broadleaf and a few 
grasses," says Dave DeLuca, president 
of DeLuca Brothers in Terryville, Conn. 

"I run into this topic every single 
spring," adds Richard Carter, propri-
etor of My Lawn Guy, Andover, Mass. 
"I am always happy to sit down with a 
customer and set the record straight." 

Despite some misleading adver-
tising offering the "weed-free lawn," 
LCOs need to establish expectations 
with clients that no product provides 
total control, says Mark Grbanowski, 
senior product manager at Dow 

the client on proper maintenance. 
Timing is critical, LCOs say. 

Preemergent products should be 
applied before the soil temperature 
reaches between 53 to 58 degees F 
at the four-inch depth, the threshold 
for crabgrass germination. Waiting for 
the forsythia to bloom, one of many 
common myths, is irrelevant because 
it doesn't account for soil temperature. 

"In our region, many customers 
think the product needs to be applied 
before April 15," says Patrick Bucklin, 
owner of Atlantic Turf Care in Fal-
mouth, Maine. "We try to explain that 
the product lasts for 90 to 120 days 
and if applied too early the control will 
run out prematurely." 

Application rate is another key for 
a successful preemergent program. 
Product labels offer a wide range of 

"It's critical for applicators and end users to understand that no 
preemergent product gives 100 percent control. It just 

doesn't happen. But by studying labels and local 
research, LCOs can do a lot to deliver the best 

control possible. - Mark Urbanowski, Dow AgorSciences 

AgroSciences in Indianapolis. Rather, 
the realistic outlook for "acceptable" 
control that an LCO should convey to 
the client is anywhere from 85 percent 
to 98 percent weed control, he says. 

"It's critical for applicators and end 
users to understand that no preemer-
gent product gives 100 percent con-
trol," Grbanowski says. "It just doesn't 
happen. But by studying labels and 
local research, LCOs can do a lot to 
deliver the best control possible." 

An acceptable level of control is 
possible if an LCO is vigilant about his 
application timing and rate and informs 

rates that address various geographic 
and environmental differences, and it's 
important for an LCO to understand 
the rate he should use for the best 
weed control in his region. 

Proper mowing practices following 
a preemergent application also im-
prove weed control, says Harold Enger, 
director of training and franchise 
support at Spring-Green Lawn Care in 
Naperville, III. "If you mow at a higher 
setting from spring through summer 
the client will have less of a problem 
with crabgrass," he says. "Mowing 
high keeps the sun from heating up 
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the seeds and getting them to germi-
nate." Enger adds Northern turfgrass 
should be kept at a high of between 2 
Vfe to 3 inches in height, and Southern 
turfgrass from 2 inches and as high 
as 3 Vfe inches for tall fescue. 

WASHED AWAY. Another misconcep-
tion is that rain following an applica-
tion washes away the preemergent 
agent, says Brad Johnson, president 
of Lawn America in Tulsa, Okla. "Rain 
will actually help in most cases as 
preemergents need to be watered into 
the soil within a few days," he says. 
"If the homeowner doesn't water the 
product, many common preemergents 
will breakdown from sunlight and 

loose some of their effectiveness. So 
the sooner we can get the products 
watered into the soil the better." 

The oil-based material needs water 
to spread, Enger says. It's important 
during a dry spring for LCOs to advise 
clients to water following a preemer-
gent application and that there is little 
to no risk it will wash away. 

"Once the product is washed in it's 
pretty much rain fast," says Ben Cico-
ra, business manager for herbicides at 
Bayer Environmental Science, Raleigh, 
N.C. "It's designed to stay put." 

Visit March's online extras to read views 
on whether spring aeration following a 
preemergent application is feasible. 

RAKING. DeLuca had weed break-
through on seven of 10 lawns in a 
neighborhood he serviced one year. 
He learned later the problem wasn't 
product failure or LCO error, rather the 
culprit was misguided maintenance. 
"It turned out that two weeks after I did 
my applications the lawns were power 
raked," he says. "Pretty much obliter-
ated the barrier." 

Vigorous soil disturbance will break 
down the preemergent barrier. "A 
light hand raking will not disturb the 
preemergent barrier," Enger says. "But 
running a power rake will destroy it." 

BREAKTHROUGH. A thick, well fertil-
ized, properly maintained lawn will 

WE HAVE A PRODUCT TO FIT YOUR NEEDS 
FOUNTAINS . AERATORS . WATER QUALITY BIOAUGMENTATION PRODUCTS 

1.800.693.3144 ^ r c®«s 
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have less of a problem with crabgrass. 
However, many lawns are far from per-
fect. Broadleaf seeds will find opportu-
nities to germinate along high-traffic 
areas, patchy bare spots and stretches 
along curbs, driveways and sidewalks 
damaged by winter rock salt use. 

Many LCOs hit the outbreak with 
a reliable postemergent product. "We 
only apply this when there has been 
crabgrass that has germinated and a 
customer has called about it," says 
David Williams, president of Williams 
Lawn Care in Lancaster, N.Y. "We 
don't charge for crabgrass control fail-
ures. In any case I try not to shift the 
blame but rather explain the reason for 
the failure and then tell the client I will 
fix it. I'll use a postemergent product 
and then check it in a week." 

Ultimately, a preemergent program 
is one phase of a season-long regi-
men for a healthy lawn, says Ken Reis, 
owner of Turf & Shrub Management in 
South Dartmouth, Mass. "Think of the 
service as one leg of a three-legged 
stool," he says. "Any sturdy three-
legged stool will support you if you 
sit on it. But if one of those legs fails, 
you can no longer sit on the stool. The 
preemergent program is one leg of 
that stool, with mowing as another and 
watering as the third." LL 

Client Educat ion 
Lawn care clients often harbor misconceptions about the limitations 

and effectiveness of a quality preemergent weed control program. 

"As a company we find ourselves as the educators of our particular 

market," says Todd Graus, owner of GreenTurf LawnscapesinWorland, 

Wyo. "It's important to educate clients about the different ways 

preemergents fail." 

To better inform clients and reduce the chances of conflict 

later in the season, lawn care operators offer some methods for 

disseminating information and better educating their customers. 

BROCHURES: Printed materials produced either by the LCO or from 

preemergent suppliers offer valuable information to clients about 

their preemergent program and seasonal weed control. 

WORK ORDERS: Many LCOs include detailed explanations in their 

work order's comments to educate clients on various topics, including 

how to differentiate crabgrass from other turf weeds and why certain 

environmental conditions are prime for an outbreak. 

DIGITAL MEDIA: Regular e-newsletters and company Web sites 

can provide valuable real-time information and troubleshooting 

tips about seasonal weed control trends, the products used and 

additional weed-control services. 

TECHNICIANS: The LCO in the field is the first line of defense. 

Technicians should be trained to handle one-on-one interactions 

with clients, including how to handle questions and accurately relay 

information and how best to diffuse a dissatisfied client. 

T U R F T R A C K E R ® 
The Driving Force behind great lawns for over 25 years! 

C&S Türf Care Equipment, Inc. 
Time Machine XL® 
1-800-872-7050 

Time Machine® 
www.csturfequip.com 
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Everybody Hates Crabgrass. 
So Get Drive And Get BETTER TURF." 

1% r, -i k y A ZZ. Your customers hate crabgrass. And 
, ^d^b^dT! dandelions. Even speedwell and clover. 
Fortunately, a single application of Drive® 75 DF herbicide quickly 
controls these and other broadleaf and grassy weeds (including 
crabgrass in mature stages), and keeps them under control for 30 to 45 
days. So get Drive. And make everybody happy. 

betterturf.com I 800-545-9525 
• -BASF 
The Chemical Company 

Always read and follow label directions. 
Drive is a registered trademark and Better Turf is a 
O 2008 BASF Corporation. Ail rights reserved. 
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w h o w i l l d o t h e w o r k ? r e c r u i t m e n t 

Where does a contractor find the key people for his management 

team? Some ideal candidates may come from outside the green industry. 

BY M I K E Z A W A C K I / M A N A G I N G EDITOR 

Ask 20 landscape contractors from coast to coast to 
name their top business priorities for 2008 and the majority win 

place strengthening their management team with key people among the top issues. 

David Gantt falls into this majority. Three years ago his company, Springdale 

Outdoor Service in Blythewood, S.C., began to concentrate on growth. Gantt knew 

to maintain the positive momentum he was building he'd need to transform from an 

owner working in the business to one that solely worked on the business. 
continued on page 108 

ABOUT THE SERIES 
Labor has always been a top 
challenge for landscape firms. 
This month, in the second of a 
three-part Work Force Series, 
Lawn & Landscape looks at 
strategies for recruiting future 
leaders. In April, we'll present a 
training and retention guide. 
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aRealGreen 
S Y S T E M S 

Software for the Green Industry 

Providing the most comprehensive suite of tools to grow your business. 
Law Assistant III 

Service Industry Management 

• Prepay Calculator 
• Suggested Service Price 
•Technician Truck Tracking 
• Quick Data Entry 
• Report Favorites 
• Neighbor Pre-notification 
• Satellite Imagery 
• Call Log 
• Neighbor Search 
• Mapping Assistant 

MappingAssistant 
Integrated Mapping Software 

• More powerful and easier to use 
• Complete integration with Lawn 

and Pest Assistant III 
• Routes estimates, invoices, and 

service calls 
• Easily routes new customers 
• Pre-route every service 
• Makes tracking your trucks easy 

Custome Assistant 
Self Service Web Site 

• Make secure, on-line payments 
• Purchase additional services 
• Request estimates & service calls 
• View payments & service history 
• Give maintenance tips 
• Increase referrals & upsells 
• Get online quotes 
• Increase customer renewals 
• Pre-pay for services 

y 

Pocket .A 
Handheld Technology 

• GPS Truck Tracking 
• Handheld Data Collection 
•Voice Turn By Turn Directions 
• Overhead scrolling maps 
• Reduce Fuel Cost 
• Increase Productivity 
• Production Entry 
• Estimates 
• Invoices 
• Block Leading 
• Speed up Data Entry 

For more information contact Real Green Systems today! 
1-800-422-7478 • www.RealGreen.com 
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w h o w i l l d o t h e w o r k ? r e c r u i t m e n t 
continued from page 104 

That was one tall order because it 
meant hiring a management team to 
share in the leadership burden that 
Gantt had shouldered. 

"As growth started to take off I 
started to shed the many hats I wore," 
he says. At first Gantt looked internal-
ly, but then realized continued growth 
and success would only be sustained if 
he was able to infuse his business with 
new blood. 

"I realized that I needed new ideas," 
Gantt says. "To get that I needed to 
bring in new people who had different 
approaches and who could bring a 
fresh perspective to my business." 

When landscape contractors look 
to jump-start their operations they 
should consider looking outside their 

business, and even outside the green 
industry, for an infusion of key talent. 

LOOKING OUTSIDE. When approach-
ing hiring, many landscape contrac-
tors have a narrow focus on potential 
candidates from within their industry. 
The common perception among 
some business owners is that filling a 
vacant position with a warm body is a 
job well done. 

However, this couldn't be further 
from the truth, says Bill Arman, an 
industry consultant and co-founder of 
The Harvest Group. This mind-set has 
a certain complacency to it that leads 
to mediocrity instead of growth and 
excellence, Arman says. And it's an 
obstacle green industry business own-

ers must overcome, he adds. 
"They think they can find this piece 

of the puzzle and simply move on," 
Arman says. "Instead it leads to most 
businesses getting stuck in a rut." 

While it may seem like a safe 
choice, bringing in an individual with 
20 years of industry experience to fill 
a management hole may not be the 
right long-term solution, Arman says. 

"They may not be well trained for 
leadership," he says. "Instead, they 
may be bringing baggage, primitive 
ways and a mind-set that you're going 
to have to re-orient anyway." 

Many markets outside of the green 
industry have solid employee candi-
dates with the same set of coveted skill 
sets that landscape business owners 

TAKE YOUR OFFICE WITH YOU 
CLIP2GO 

GPS 
Tracking 

_.£ 

Bilingual 
Directions 

Start/Stop 
-f- Times for 

each Job 

Also with this amazing Software ... 
L Route sheets for the crews 
Ìl Access to Customers, Jobs, Notes, History and Billing out in the field 

Modify information in the field and sync back to office 
L- Syncs with office via cable, Wi Fi or cell phone (with data plan) 
K& Multi level password protection 
& Spanish and English built in 
• Requires CLIPAI, a Windows Mobile 5 0 device. TomTom mapping software. Microsoft MapPoint and GPS receiver. 

Call 800-635-8485 to learn how 
to get started using CLIP2Go! 

LUP 
www.clip.com 
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Ca// for Dealer 800.966.8442 

Jrco 
Heavy-duty Attachments 
for Commercial Mowers 

Professional Attachments for 
Spring Clean-up & Green-up! 

http://www.clip.com
http://www.lawnandlandscape.com
http://www.jrcoinc.com


RedMax ••• 
The Commercial Landscaper's Partner 
It doesn't get any better than the 
quality, durability and technical 
innovation of RedMax. 
Our competitors try, but they can't 
meet our durability and our Strato-
Charged™ engine technology. 

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

• Brushcutters 

• Trimmers 

• Blowers 

• Chainsaws 

• Sweepers 

• Edgers 

Invest in RedMax today... you'll appreciate your productivity. 
RedMax is THE commercial operator's power equipment choice. 

filMs, — 

h 
km 

» a 

* V » 

totali 7 A 

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 
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w h o w i l l d o t h e w o r k ? r e c r u i t m e n t 

are looking for to fill leadership and 

management positions, Arman says. 

However, while these candidates are 

ripe for the picking, outside the indus-

try is often the last place an owner of a 

landscape business will look. 

"They don't have the mind-set 

that someone from outside the green 

industry can be hired into the com-

pany and brought up to speed about 

this industry fast enough," Arman 

says. "The fact is it's easier to teach 

someone technical skills than it is to 

teach them soft skills." 

Scott Jamieson, president and 

CEO of Care of Trees in Wheeling, 

III., says his company has an active 

employee development program that 

grooms up-and-comers for manage-

ment positions. While it's a vital mill 

for future leaders it's not always the 

best source to fill some management 

holes. For example, Jamieson recently 

looked outside of his company and the 

green industry when hiring his chief 

financial officer. 

"Sometimes you must go out-

side, as I did for our CFO position," 

Jamieson says. "We needed outside 

thinking and bigger company experi-

ence to help us reach the next level." 

Gantt agrees, adding of the six 

management positions he created and 

filled during his growth phase, four 

were filled from outside the green in-

dustry. Having people in place whose 

professional careers were not based 

in the green industry has provided a 

strategic advantage, Gantts says. 

"It's good to have diverse back-

grounds," Gantts says. "My main 

focus is to bring people in with solid 

management backgrounds, who will 

not only enjoy working in this industry 

but will also be invested in the future 

success of this company." 

WHERETO LOOK. Like with a solid 

employee development program, it's 

vital for a landscape business owner 

to understand his people needs two 

to three years into the future. For ex-

ample, Gantt is always recruiting, even 

if he isn't necessarily ready to hire. 

"I haven't had very good success 

advertising for managerial roles," 

Gantt says. "But I have had pretty 

good luck with my own head hunting, 

which I 'm doing all of the time. It's 

good to have a few irons in the fire. 

"I know that a year or two down the 

IONES OUTDOOR SERVICES 

He found an illuminating way 
to eliminate downtime. 

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

Outdoor Lighting, you can profitably expand your list of services 

and also fill the void between irrigation and landscape projects. 

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

possess to install outdoor lighting solutions at moneymaking margins. 11 VISTA 
PROFESSIONAL 
OUTDOOR 
LIGHTING 

Light up your bottom line. 
Call 800-766-VISTA or visit www.vistapro.com today. 
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Four less reasons to think about global warming. 

Each variety in the Heat Tolerant Bluegrass Series has 
been specifically bred to tolerate heat and humidity 
well beyond traditional bluegrass regions. These 
bluegrasses all provide a beautiful appearance and 
show excellent brown patch and shade tolerance, 
yet each has characteristics all their own. They 

improve the look and health of any turf, so they are 
a great addition to any landscape. To please the most 
demanding customers, create lawns with a luxurious 
texture and less to worry about. Insist that the Scotts® 
Heat Tolerant Bluegrass Series is part of the blends or 
mixtures you buy. 

Professional Seed 

To learn how Scotts Heat Tolerant Bluegrass performs in your area, 
call your Scotts Landmark Seed distributor, L800-268-2379, or visit www.scottsproseed.com. 
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YOU WON'T GET 
BITTEN WITH 
MOSQUITOMAX 
W h en it comes to making an impact on 
your bottom line and pleasing your customers 
think MosquitoMax misting systems. 

L 
877-523-2525 
www.mosquitomax.com 

The reasons 
are clear: 

Highly automated 
yet simple to maintain 

• Supports eco-friendly 
insecticides and repellants 

• Attractive wall mounted 
powder coated enclosure 

• Misting nozzels target harborage 
areas in landscaping 

HARDER WORKING. 
LESS MAINTENANCE. 
MORE FLEXIBILITY. 

For satisfied customers and 
higher profits the choice is clear. 

mosquitolllax 
misting systems 

Automated Insect Control 
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For All Your Spraying Equipment & Parts Needs! 

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

• L \ m 
Spring is herey call us to immediately fulfill your equipment needs! 

New for 2008 

CP300 Sprayer 

(Pictured Below) 

W e s t h e f f e r 
SPRAYING EQUIPMENT & PARTS 

Shop Our 
eBay 
Store 

"sprayerparts" 
Today 

New for 2008 

CP300 Sprayer 

(Pictured Below) m 

Shop Our 
eBay 
Store 

"sprayerparts" 
Today 

www.westheffer.com 
WESTHEFFER PREMIUM SPRAY HOSE 

• 300* or 400' Rolls 
• Attractive Mint^ 

Green Color 
• 600 psi 

3/8" ID - $.55' 1/2" ID - S.70' 

w h o w i l l d o t h e w o r k ? 

road I'm going to need to hire a financial 
officer," he says. "I recently came across 
a guy who'd be a good fit. So I told him 
that I'm not ready to hire now but maybe 
it was something that he'd want to think 
about so when the time came he could 
give it some serious thought." 

So where can a landscape business 
owner find key people to fill his manage-
ment needs? Various industries provide a 
variety of expertise, Arman says. 

For example, to fill sales and sales 
manager positions, rental car companies 
have highly-trained sales personnel that 
would be ideal in the landscape industry. 
"These skills are valuable and highly 
sought after," Arman says. "It's difficult 
to teach people how to cold call or how 
to negotiate a service contract. I believe 
it's always easier to hire a professional 
sales person than someone with a techni-
cal background who will be doing sales." 

Logistics companies such as UPS and 
Fed-Ex have employees who are highly 
adept at running sophisticated operations. 
"These are people who have been ex-
posed to proven systems and programs," 
he says. "And these are skills they can 
bring to your landscape business." 

Closely allied industries, such as 
property management companies and 
even big-box stores, are good sources for 
employees trained to manage and over-
see certain levels of customer service 
and efficiency, Arman says. 

In addition, the hotel industry has 
managers and sales personnel who 
could make a lateral move to the green 
industry. "These are fields that deal 
closely with customers and satisfying 
customer expectations," Arman says. 
"Also, the hotel industry deals with a lot 
of the same work force issues that green 
industry business owners have to deal 
with. Many times those managers can 
bring valuable skill set with them and the 
transition is relatively easy." LL 
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Mak ing Key Hires 

Got Yl I 
Covered 

Putting the right personalities together to create a good team is 

critical, and when key management positions open up inside Kimball 

Property Maintenance, owner Russ Kimball fills those positions 

internally, but only if there's a strategic fit. 

"I'm very careful not to promote someone out of their level of 

expertise," Kimball says. "We've done that before and had a great 

employee promoted to a management position and they were 

terrible. It was a bad situation because you had a one-time superstar 

that all of a sudden was a dog." 

Having the wrong people in the wrong positions is a waste of 

resources, Kimball says, and it was a difficult lesson to learn. Now KPM 

takes its time, plans out its hiring and has brought on a professional 

recruiter to bring in qualified candidates from various industries 

around the country. The recruiter's fee is 10 percent of the value of 

the new hire's salary. 

For Kimball, using a professional recruiter has been more 

successful than plucking talented employees from his competitors. 

"I would never have looked outside the state for candidates, 

instead, I would have tried to hire locally," Kimball says. "Now I've 

found I'm not just getting people, I'm getting qualified people." 

Kimball adds that his company's headquarters in Draper, Utah, is 

a premier area in the country for winter recreational sports. He's been 

able to leverage that as a powerful recruitment tool to prospective 

hires. But as a full-service maintenance company, it also means KPM 

is pushing snow in the winter, a fact that every new hire has to come 

to terms with before relocating and accepting a position. 

"We just hired a sprinkler tech from Arizona," he says. "He's 

awesome, but he's never plowed snow a day in his life. But he knew 

coming in that plowing snow will be the biggest part of his job. 

"He may be a sprinkler manager from Arizona but we're a snow 

removal company, too," he says. "He will learn how to plow and be 

responsible for educating himself to be ready for snow." 
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One-Piece Plastic 

J | k Outrigger Pads 
Rugged, one piece 

^ ^ ^ ^ ^ ^ ^ pads with rope handle. 
B Available in wide variety 

^ ^ ^ ^ ^ ^ of sizes to suit the 
application. 

Call for the name of your nearby dealer: 

888-544-6287 
AlturnaMATS' 

sales@altumamats.com 
www.alturnamats. com 
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Whatever you need 
in ground protection 
mats, we ARE your 
Single Source 

AlturnaMATS 

• 1/2" thick polyethylene 
• Features the bold 

diamond plate tread 
on one side and a finer, 
slip-resistant tread on 
the other side 

• Ideal for 60 ton 
vehicles as well as 
pedestrian traffic 

f \ R o b i l e 
r \ J \ a t t * 

• Slightly lighter in weight 
• Features a waffle 

shaped tread 
• Four hand slots for 

easy handling 
• Ultra-high molecular 

weight high density 
polyethylene 

• 1/2" thick polyethylene 
• Supports 60 ton vehicles 
• Leaves turf smooth in 

soft conditions 
• Withstands record 

heat & cold 
• Never get stuck again 

VersaMATS 

mailto:sales@altumamats.com
http://www.alturnamats




Solutions that fit any lawn disease problem. 

When it comes to nasty lawn diseases and the problems they create, Bayer has the solution - products 

that will prevent or control tough lawn disease like brown patch, dollar spot and many others, quickly and 

effectively. Therefore, keeping your customer's lawn healthy and green and your business healthy and in 

the black. And all our products are Backed by Bayer and the support and science that come with it. 

For more information ask your Bayer Field Sales Representative or visit us at BackedbyBayer.com. 

Armada ProStar COMPASS 
j 

Bayer Environmental Science, a business division of Bayer CropScience LP, 2 T.W. Alexander Drive, Research Triangle Park. NC 27709 1-800-331-2867 www BackedbyBayer.com Armada. Compass and ProStar are registered 
trademarks of Bayer AG. Not all products are registered in all states. Always read and follow label directions carefully ©2008 Bayer CropScience LP. 



p r o d u c t s p o t l i g h t H e a t h e r W o o d | W e b E d i t o r 

Air Flow 
Productivity and power are achievable with this lineup of blowers. 

Echo PB-755 
www.echo-usa.com 

• Powered by a 63.3-cc engine 

• Features a hip throttle, straight back frame, more flexible 

tube, better filtration and an improved elbow mechanism 

• Includes a top-mounted, automotive-style air filter 

• Maximum air speed is 205 miles per hour 

• Echo - 800/432-3246 

Circle 200 on reader service card 

Husqvarna 150BT Backpack Blower 
www.usa.husqvarna.com 

• Intermediate-sized option in the company's lineup 

• Powered by a 50-cc, low-maintenance X-TORQ engine 

• Produces air speed of 180 mph and airflow of 494 cfm 

• Equipped with the LowVib anti-vibration system 

• Air purge function helps ensure quick and easy starting 

• Husqvarna - 704/597-5000 

Circle 201 on reader service card 
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J O H N DEERE 
LANDSCAPES 

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

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

For a location near you, visit us online at www.JohnDeereLandscapes.com or www.LESC0.com. 
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¥ fl 
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INSECTICIDE 

' Tough protection 
against tree pests. 

Quicksilver 
HERBICIDE 

Quick work of broadleaf weeds. 

Echelon 
H E R B I C I D E 

Expect more from your 
preemergent herbicide. 

TURF H E R B I C I D E 

Superior sedge control 
in days. 

Control ants with confidence 

^ r â l s t â F E 

GRRNUIRR I N S E C T I C I D E 

The best defense for 
surface-feeder pests. 

How to take control to the next level. 
For the highest standards in complete control for your lawns, contact your local 
FMC sales representative or your authorized FMC Distributor or Sales Agent. 

See label for other sedges and turf applications. Always read ahd follow label directions FMC, Dismiss, Echelon, Onyx. 
QuickSilver and Talstar are trademarks of fMC Corporation <f; 20^8 FMC Corporation All rights reserved FSP-0715 02/Q8NK 

•FMC 
FMC Professional Solutions 
1-800-321-1FMC • fmcprosolutions.com 
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p r o d u c t s p o t l i g h t 

<1% 

t f e -

Efco SA 2026 
Ergo Handheld Blower 
www.efcopower.com 

• Powered by a 1.2-horsepower 25.4-cc engine 

• Weighs 9.4 pounds 

• Features the VibCut anti vibration system with four rubber 

mounts that isolate the engine from the blower handle 

and body of the machine 

• Primer bulb and lift starter guarantee quick and simple starting 

• Optional vacuum kit available 

• Efco - 800/800-4420 

Circle 202 on reader service card 

John Deere 
BP65LE Blower 
www.johndeere.com 

• Powered by a 64.7-cc 

Kawasaki 2-cycle engine 

• Features a low-emission, 

more fuel-efficient engine 

• 190-mile-per-hour maximum 

air velocity at the tube moves leaves and debris quickly 

• Large muffler for quieter operation 

• Electronic ignition for low maintenance 

• Air jet pulls air over the user's back for cooler, more comfortable operation 

• Adjustable, extra-wide padded harness and shoulder straps provide 

greater comfort 

• John Deere - 800/537-8233 

Circle 203 on reader service card 

Kawasaki Handheld Blower 
www.kawpowr.com 

• Weighs 10.4 pounds 

• Powered by a 26.3-cc engine 

• Has a maximum air volume of 450 cfm 

• Includes an air intake guard that fits over the 

fan guard 

• Kawasaki Power Products - 800/433-5640 

Circle 204 on reader service card 

mfmniHm 

If you need a tank-mix partner 

•that w i l l increase the speed and 

spectrum of your weed control 

program, you owe it to yourself 

to put Quicksilver® herbicide in 

every tank. Your customers w i l l 

' see fast, visible control of a broader 

spectrum of weeds, which means 

not only w i l l their lawns look' 

For more information visit 
www.fmcprosolutions.com. 

V - . > 'At i 
k V'1 

mm 
Quicksilver. Customer Satisfaction 
In Fir urn Tanb 

Always read and follow \i 
trad|»»id»k$T)ffMC Corpo 
All rights resemçd FSP-ff 

Quicksilver 
H E R B I C I D E 
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p r o d u c t s p o t l i g h t 

Maruyama BL5100 Backpack Blower 
w w w . m a r u y a m a - u s . c o m 

• Powered by a 45.4-cc Kawasaki engine 

• Weighs 19.2 pounds 

• Features 450 cfm operating air volume 

• Ergonomic features include comfort-curved, padded 

shoulder straps, padded frame, Velcro closure waist 

belt and three point anti vibration mounts 

• Easy reach, extra long pivoting frame, mounted throttle and 

ergonomic blower tube assist handle further simplify use 

• Maruyama - 940/383-7400 

Circle 205 on reader service card 

N E W ! Neve r Pump® 
Bak -Pak® S p r a y e r 

Sprays for 10 Hours on a Single Battery Charge! 

Professional Grade Features: 
• Braided power sprayer-style hose 
• Large poly shut-off valve - comfortable, 
thumb operated 
• Extra long 20" poly spray wand 
• Bonus nozzle system includes 
4 different nozzles 
• Lead acid battery sprays for 10 continuous 
hours on a single charge 
• Includes AC charger that completely 
charges battery in 9 hours 
• Extra large fill opening prevents spills 
when adding chemical 
• 1 Year warranty 
13854 NeverPump® Bak-Pak® 
4 gal/15 liter 

$134.99 13854 

WHILE SUPPLIES 
N E W ! C omme r c i a l 

B ak -Pak® S p r a y e r 

Ideal for many commercial jobs 
Professional Grade Features: 
• Extra large fill opening prevents spills 
when adding chemical 
• Braided power sprayer-style hose 
• Large poly shut-off valve - comfortable, 
thumb operated 
• Extra long 20" poly spray wand 
• Bonus nozzle system with 4 different 
spray settings 
• Powerful piston pump 
• Left or right handed pumping action 
• 1 Year warranty 

1 3 1 9 4 Commercial Bak-Pak® 

4 ga l /15 lifers 

$59.99 

Etm 
Neverpump™ Bak-Pak® 

13194 
Commercia l Bak-Pak® 

SIGN OF THE BEST BUV 

tit 
WESTHEFFER COMPANY 
Professional Division 
921 North First • Lawrence, KS 66044 

Phone: 1 - 8 0 0 - 3 6 2 - 3 1 1 0 Fax: 7 8 5 - 8 4 3 - 4 4 8 6 

E-Mai l : in fo@westhef fer .com Web: w w w . h d h u d s o n . c o m 

1 2 0 
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Control ants 
and emu 

surface-feeders 
with 

confidence. NikkoTanaka 
THB-260PF Handheld Blower 
www.tanakapowerequipment.com 

• Features the "inspire" design based on the 

Hitachi Power Tools industrial design 

• Features a 25-cc, 1.3-horsepower PureFire 

two-stroke engine 

• Weights 9.3 pounds 

• Nikko Tanaka Engineering U.S.A. - 888/482 

Circle 206 on reader service card 

-6252 

RedMax Strato-Charged 
Backpack Blower 

www.redmax.com 

Blower moves 463 cfm of air at 131 mph 

Weighs 14.9 pounds 

• Powered by a 29.5-cc Strato-Charged pure two-cycle engine 

• Super e-START reduces pulling force needed to start the engine compared to 

previous starting engines 

• Recoil pulling speed is also reduced 

• RedMax-800/291-8351 

Circle 207 on reader service card 

Shindaiwa EB8510RT 
Backpack Blower 
www.shindaiwa.com 

• Provides output of 224 mph, 

762 cfm 

• C4 technology high-torque, 4-cycle 

engine delivers 4.5 horsepower 

• Features a rapid fire, pistol grip with 

cruise control for sustained hands-off function 

• Includes a "hush mode" button for operation in noise sensitive areas 

• 2-staged air filter system has large surface area 

• Provides fuel economy 

• Shindaiwa-800/521-7733 

Circle 208 on reader service card 
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Talstar^ Professional insecticide 
and Talstar EZ granular insecticide 
are the number one surface-feeder 
brands that help you protect your 
customers' lawns with confidence. 
With superior, long-lasting control 
of ants and surface-feeders like 
billbugs, chinch bugs, bluegrass 
weevils and many more, you can't 
beat the most trusted brand in 
the industry. 

For more information visit 
www.fmcprosolutions.com. 

Talstar. Trusted Because It Works. 

Always read ̂ follow label diifectiorts FMiJend UM» art 
trfdnirlBaf PMC Coipfration <fc 2008 FMO Importing 
AH righto reserved. PSP4724 KjOBkK > 

S l P H H i H 

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

Solo 472 ProPower Blower 
www.solousa.com 

• Delivers almost 865 cfm output 

• Powered by a two-stroke Solo engine with 53-cc capacity 

• Features an electronic ignition and an anti vibration system 

• Includes a newly designed, padded backrest and broad shoulder straps 

• Solo - 757/245-4228 

Circle 209 on reader service card 

STIHL BR 600 Backpack Blower 
www.stihlusa.com 

• Most powerful blower in the company's lineup 

• Releases 201 mph and 712 cfm of blowing power 

• Features a large, 64.8-cc displacement engine 

• Includes an ergonomic polymer frame 

• 4-MIX engine technology provides added power and torque 

STIHL - 800/467-8445 

Circle 210 on reader service card 

DO YOU WANT... 
• a Road Map for G r o w t h 

• an Exit S t ra tegy 

D Cont inuous Cash F l o w 

• a P o w e r f u l Peer N e t w o r k 

• Increased C u s t o m e r Retent ion 

D Increased Profi tabi l i ty 

• P ro fess iona l ism 

• P r o v e n Business S y s t e m s 

D an E m p o w e r e d T e a m 

and a Better Qual i ty of Life? 

U l a n d J i p t 
Growing Life in the Green Industry 

OLDHAM 
CHEMICALS COMPANY, INC. 

OVER 40 YEARS OF RELIABILITY 

200 GALLON LAWN RIG 
• 200 GALLON OLDHAM TANK WITH BAFFLE. 
• HYPRO D30 TWIN DIAPHRAGM PUMP. 
• 5.5 HP HONDA ENGINE. 
• HANNAY ELECTRIC REEL WITH 300' 1/2" HOSE. 

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

I 1-800 888-5502 r 
PO BOX 18358 

3701 NEW GETWELL R O A D 
MEMPHIS, T N 38118 
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T-shirts Polos Oxfords Sweatshirts Wind Breakers Shorts Hats ...and more! 

cn t
 o r mo re 

_ ^"ter code: 
ia»n308 

TLC LAWNCARE 

TLC Lawncare company photo day in 
the summer of 2006 in Winchester, KY. 
Customlnk has provided t-shirts to the 
company for the past 3 years and 15 
different employees." 

Create custom uniforms and a 
whole lot more for your business online! 
Do everything online with Customlnk's Design Lab tool. It's quick and easy! Choose 
from one of the most extensive product lines in the business and some of the most 
amazing graphics available online. Or, create your own! Expect free shipping* quick 
turnaround times and a money-back guarantee! Now, get 2 t-shirts FREE w i t h the 
order of 10 or more (up to a $25 value). Go to www.customink.com/lawn 
and enter code Lawn308. 

customlnkêConfT 
You think it. We ink it! 

'Free shipping in the contiguous U.S. only 

1 -866-276-7910 | www.customink.com/lawn USE READER SERVICE # 9 0 

http://www.customink.com/lawn
http://www.customink.com/lawn


p r o d u c t s p o t l i g h t H e a t h e r W o o d | Web E d i t o r 

The Hole Package 
Check out these aerators to help you decide which tines you want 
to put into the ground. 

Classen Split Drive Turf Aerator 
www.littlewonder.com 

• Features a 16.25-inch aerating width 

• Covers 19,333 square feet per hour 

• Includes 24 tines with coring depth as long as 

2.75 inches 

• 40-pound weigh bar is removable 

• Total dry weight is 323 pounds 

• Little Wonder-877/596-6337 

Circle 211 on reader service card 

JRCO Hooker Soft Plug Aerator 
www.jrcoinc.com 

• Offers zero-turn maneuverability 

• Tine rotors utilize the forward force of the mower to make holes up 

to 3 inches deep 

• Pulls loose plugs of soil, eliminating hard cores and soil compaction 

• 1V2 acres can be aerated at 5 miles per hour 

• JRCO - 800/966-8442 

Circle 212 on reader service card 
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penò Less Cime mowing y o u r 
Lawn anò m o r e Cime 
enjoying y o a r kingòom 

^ A * * ^ ^ ^ 

aaraHFA 

Our Xcaliber series includes a 33hp Generac, up to 74" cutt ing deck, springer front 
suspension, electronic clutch engagement, and all the features fit for a king! 

For 27 Years Dixie Chopper has been building the most productive machines in the industry. 
To find out more about the new Xcaliber Series and your local dealer, visit: 

USE READER SERVICE # 9 1 



Ryan LawnAire V Plus 
www.ryanturf.com 

• Self-propelled 

• Ideal for smaller aeration jobs 

• Fold-down handle and protected lift grabs make transporting safer and 

easier 

• Ergonomic features include a more comfortable handle 

• Cores as deep as 2.75 inches 

• Ryan Turf-866/469-1242 

Circle 213 on reader service card 

Plugr Step Savr 
www.sourceone.com 

• Mounts behind a Plugr PL850 Pro HD hydrostatic turf aerator 

and change it from walk-behind to a ride-behind operation 

• Receiver hitch mounts to the aerator frame and permits quick 

release when not in use 

• Compound swivel knuckle allows maneuverability and stability 

• Includes a 31 -inch wheel base, 10-inch pneumatic tires and 

a non-skid platform 

• Plugr-888/418-9065 

Circle 214 on reader service card 

Turfco TurnAer4 
www.turfcodirect.com 

• Features the DiffDrive system with dual-brake action to allow 

the machines to turn corners with the tines in the ground 

• Front traction drive increases traction and control during 

transport and while loading onto a truck or trailer 

• Aeration width is 17 inches 

• Capable of fitting through a 28-inch gate 

• Turfco-800/679-8201 

Circle 215 on reader service card 

1 2 6 

http://www.ryanturf.com
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http://www.turfcodirect.com
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Some of the plans may not survive, but the trees will. 
There's no fear of losing transplanted trees with CoreTect:" CoreTect is the new tablet with 
the world's #1 insecticide plus fertilizer, so it protects and nourishes trees and shrubs. It can 
be used during planting or on established plants, offering them extended insect control and 
protection against heat and drought stress. So you can guarantee your customers healthier, 
stronger trees and shrubs. And you'll be less likely to be called back to replace dead or poor 
quality plants. That's good for trees and your bottom line. CoreTect is Backed by Bayer and all 
the science and technical support that come with it. Visit BackedbyBayer.com to learn more. 

CoreTect 
BACKED 
by BAVER 

Bayer Environmental Science, a business division of Bayer CropScience LP. 2 T.W. Alexander Drive, Research Triangle Park, NC 27709. CoreTect is a trademark of Bayer AG. 
Not all products are registered in all states. Always read and follow label directions carefully. ©2007 Bayer CropScience LP. 



p r o d u c t s p o t l i g h t Heather Wood | Web Edi tor 

Preemptive Strike 
Preemergent hericides can stop weeds before they start. 

I AD^AN 

Cavalcade" 65m 
PREEMERGENT HERBtGlBE 

Advan Cavalcade 
www.advanllc.com 

• Provides long-residual preemergence control of 30 grassy 

and broadleaf weeds, including crabgrass, Poa annua, 

goosegrass, prostrate spurge, common purslane and knotweed 

• Contains the active ingredient prodiamine 

• Can be applied according to traditional spring guidelines or in 

the fall for weed prevention the following spring 

• Water-dispersible granule product is available in 10-pound bags 

• Advan - 800/250-5024 

Circle 216 on reader service card 

BASF Pendulum AquaCap Herbicide 
www.betterturf.com 

• Provides economical, long-lasting, broad-spectrum, 

preemergent control 

• For use on weeds including crabgrass, goosegrass, 

oxalis, henbit and spurge 

• Reduces odor and staining while easing clean up 

• BASF - 800/545-9525 

Circle 217 on reader service card 
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Trim Your Labor Costs! 

mr-
r i t 

I 
I V *K 

w^SÈ 1 ̂  

Treated Jasmine -
Note the enhanced blooms 
of the treated shrubs 

nlreated Mexican Petunia 

Side-by-side 
proven results with 
Cutless Granular. 
Example below of reduced shoot growth and enhanced 
bud development of the treated Jasmine on the left, 
and untreated on the right. 

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 
Growth Regulator, visit our web site at www.sepro.com, or 
caii 1-800-419-7779 Landscape Growth Regulator 

CutleSS* Granular 

SePRO Corporation Carmel, IN 46032 
'Trademark of SePRO Corporation Always read and folow label directions 

USE READER SERVICE # 9 2 

i 

http://www.sepro.com




Until its proven, 
all the claims mean nothing. 

The same goes for lawn care products. 

You need solutions that are proven to work. 

Products that have been researched and 

tested to stand up to even your toughest 

weed, insect and disease problems. Others 

can claim it. Dow AgroSciences can prove it. 

Our comprehensive portfolio includes the 

leading solutions you know and trust, like 

Dimension*, Gallery and Snapshot" 

specialty herbicides, as well as MACH 2 

specialty insecticide. And our Turf & 

Ornamental Specialists are a proven 

resource for the service and support you 

need. But don't just take our word for it, 

see the proof at www.DowProveslt.com. 

www.DowProveslt.com 800-255-3726 

'Trademark of Dow AgroSciences LLC State restrictions on the sale and use of Dimension specialty herbicide 
products. Snapshot and MACH 2 apply Consult the label before purchase or use for full details. Always read and 
follow label d.rect.ons. ©2008 Dow AgroSciences LLC T38-000-012(1/08)BR 010-60537 510-M2 447-07 

© # © 
LAWN NURSERY ORNAMENTAL 

http://www.DowProveslt.com
http://www.DowProveslt.com


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

Bayer Ronstar Flo Herbicide 
www.backedbybayer.com 

• Registered for park and athletic field turf as well as on 

ornamentals and ground covers in residential and commercial properties 

• Provides preemergent control of lambsquarters, oxalis, pigweed, spurge, 

goosegrass, crabgrass, annual bluegrass, cheeseweed, common groundsel 

and common purselane 

• Can be tank-mized with postemergent products such as Finale herbicide 

• Available in a flowable formulation with 3.17 pounds active ingredient 

per gallon container 

• Bayer Environmental Science - 919/549-2000 

Circle 218 on reader service card 

DowAgro Dimension 2EW Herbicide 
www.dimensionherbicide.com 

• Offers preemergence control of grassy and broadleaf weeds 

• Contains the active ingredient dithiopyr 

• Can be sprayed over the top of landscape ornamentals 

• Available in a sprayable version in half-, 

2V2 - and 30-gallon containers 

• Dow AgroSciences - 800/255-3726 

Circle 219 on reader service card 

Nufarm ProDeuce Herbicide 
www.nufarm.com/usto 

• Dual-action, pre and postemergent product 

• Combination of active ingredients work with the non-selective, 

contact control of glyphosate 

• Eliminates nuisance weeds and prevents the growth of many 

others from prone areas 

• Ideal for areas around and within mulched beds of well-

established plants or in cracks and crevices throughout gravel areas 

• Nufarm Americas-630/455-2000 

Circle 220 on reader service card 
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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. 

E Q U I P M E N T 

C O M M E R C I A L T R U C K C E N T E R 

ORDER NOW FOR THE UPCOMING LANDSCAPE SEASON! 
1 - 8 0 0 - 5 4 3 - 5 1 0 9 OR 7 7 0 - 4 9 6 - 1 0 0 0 

www.adobetrucks.com or mdunning@adobetrucks.com 
USE READER SERVICE # 93 

http://www.adobetrucks.com
mailto:mdunning@adobetrucks.com


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

PBI Gordon Tupersan Herbicide 
www.pbigordon.com 

• Provides preemergent control of smooth and large crabgrass, as well as foxtail 

and barnyardgrass in cool-season turf 

• Can be applied at the t ime of seeding without causing injury to germinating 

seedlings of major cool-season grass species 

• Available in a wettable powder 

• PBI Gordon - 800/821 -7925 

Circle 221 on reader service card 

rHCRBICIOC WETTAMJ POWDER 
For control of certain annual 

wood grasses In turf 

«CP OUT OF REACH T 
OP CHILDREN 

CAUTION 9 K 

NET WtlOMT POUR POUNDS — — 

Phoenix 
ENVIRONMENTAL CARE 

Phoenix Harrier WDG 
www.phoenixenvcare.com 

• Broad-spectrum, preemergent herbicide 

• Contains the active ingredient oryzalin 

• Controls more than 50 annual grass and small-seeded broadleaf 

weeds including Poa annua, goosegrass, crabgrass and broadleaf 

signal grass 

• Can be used on established, warm-season turf varieties and 

on more than 400 ornamental species in landscape plantings or 

in container and field grown nursery stock 

• Available in an 85 percent WDG formulation and resealable package 

• Phoenix Environmental Care - 229/245-8845 

Circle 222 on reader service card 

Scotts Landscaper PRO 30-3-4 with 
Preemergent Weed Control 
www.scottsprohort.com 

• Contains Scotts' Poly-S controlled release fertilizer 

• Includes a pre-emergent herbicide 

• Controls grassy and broadleaf weeds including 

crabgrass, foxtail, spurge and oxalis 

• Scotts Landscaper PRO - 800/492-8255 

Circle 223 on reader service card 

LANDSCAPER PRO 

Turf Fertilizer wm, 
Pre Emergent Weed Control 

• momtm 

30-3-4 

^ Turf Fertilizer 
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Merit®Tree Injection. 
The most powerful insect protection you'll ever need. 

B P 

Its the newest formulation of Merit", the #1 tree and shrub insecticide. And its the most powerful 

tree injectable in the world, with up to three times more active ingredient than its competitors. 

So you can protect your trees from tough pests like the Asian longhorn beetle, emerald ash borer 

and others. Application is easy since there's less volume to inject. Choose pre-filled, leak proof 

injectables from Tree Tech, or any quality delivery system, like the Arborjet Tree I.V. Micro-Infusion™ 

system. And of course, Merit is Backed by Bayer and all the science and support that come with it. 

Visit BackedbyBayer.com or talk to your Field Sales Representative to learn more. 

\ 

wv 
MERIT TREE INJECTION INSECTICIDE BACKED 

by BAVER 
Bayer Environmental Science, a business division of Bayer CropScience LP, 2 T.W. Alexander Drive, Research Triangle Park, NC 27709. Merit is a registered trademark 
of Bayer AG. Tree I.V. Micro-Infusion is a trademark of Arborjet. Not all products are registered in all states. Always read and follow label directions carefully. © 2 0 0 7 
Bayer CropScience LP. 



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

Syngenta Barricade Herbicide 
www.syngentaprofessionalproducts.com 

• Helps control more than 30 grassy 

and broadleaf weeds 

• Single application lasts an entire season 

• Allows for applications in the fall for protection 

against crabgrass into the following spring 

• Available in granular, flowable 

and on-fertilizer formulations 

• Syngenta - 866/796-4368 

Circle 224 on reader service card 

Barricade 
65 WG 

Herbicide 

Echelon 4 SC 
MEnaiciot 

FMC Echelon Herbicide 
www.fmcprosolutions.com 

• Offers long-lasting preemergent and early postemergent crabgrass control 

• Provides preemergent control of sedges and grassy weeds such as 

goosegrass 

• Has postemergent activity on broadleaf weeds present at the time 

of application 

• Combines root absorption and foliar contact to disrupt energy production, 

nutrient absorption and photosynthesis 

. FMC Corp.-800/321-1362 

Circle 225 on reader service card 

LESCO Lifeguard Herbicide 
www.lesco.com 

• Contains the active ingredient dithiopyr 

• Delivers preemergence and early post-emergence control of crabgrass 

• Available in 5-ounce, water-soluble packets 

• Labeled for use in most states and for a range of cool- and warm-season grasses 

• Also controls dallisgrass, goosegrass, henbit, oxalis, common purslane and other weeds 

• Won't harm many established ornamentals when used according to label directions 

• John Deere Landscapes/LESCO - 800/321-5325 

Circle 226 on reader service card J O H N D E E R E 
LANDSCAPES 
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C H A N G I N G H E I G H T S ? N O S W E A T . 

ypiA. cfe.c^- X t f ^ X / j 
fcry #> 

W' tLtn^-/- off Z^c r^oyjo^r . 

Now, Wright's Stander RH™ and Sentar® mowers feature rapid deck height adjustment, 
controlled by a single lever. Combined with the speed and agility lawn maintenance professionals 
have come to expect from Wright's riding mowers, Wright's lever-action height adjustment can 
help you rise to any mowing challenge — and cut the competition down to size. 

WITH THE WRIGHT STANDER'S NEW RAPID 
HEIGHT ADJUSTMENT, YOU CAN CHANGE DECK 
HEIGHTS WITHOUT BREAKING A SWEAT. 
THAT'S WHAT IT MEANS TO RIDE WRIGHT. 

AAc e^* , So J 
éZy^uL »A /¿55 . 

Yi'é 

To cut different types of grass in 
sun and shadow, you have to change the deck 
height quickly and easily — because in lawn maintenance, 
time is always money. 

f r i g h t 
^ ^ ^ ^ o m m e r c i a l p roduc ts 

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

THE WRIGHT WAY TO MOW. 

For more information, call 
1.301.360.9810 or find our dealer 
locator at www.wrightmfg.com. USE READER SERVICE #65 137 Lawn & Landscape | march 2008 www.lawnandlandscape.com 
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Destructive " 
.TURF 
Insects 

HmryUSwmayk.fi> lì 

L a t ó a n t a 
TURF » 
ORNAMENTAL INSECT 
IDENTIFICATION SERIES 
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For 

faster 
service 

visit 

our 

wvrwJawnandlandscape.com/store 

FOUR EASY 
WAYS T O ORDER 
ONLINE: 

Visit www.lawnandlandscape.com/store 

PHONE: Order toll free 800/456-0707 or 

330-523-5341 

FAX: Fax this form to 330-659-4043 

MAIL: Lawn & Landscape Media Group 

4020 Kinross Lakes Parkway 

Richfield OH 44286 

EXCLUSIVELY FROM 

QUANTITY 

TECHNICAL BOOKS & SOFTWARE 

The Complete Irrigation Workbook by Larry Keesen 

The Complete Irrigation Workbook Special 5 for 

Turf grass Ecology & Management by T. Karl Danneberger 

Destructive Turf Insects, 2nd erf. by Harry D. Niemczyk, 

Ph.D. & Dr. David J. Shetlar, Ph.D. 

Turf & Ornamental Insect Identification Series CD-ROM 

Volume I: The Grubs 

Managing Snow & Ice: A Practical Guide to Operating 

a Profitable Snow and Ice Removal Business by John A. Allin 

Snow Removal Business Forms on CD-ROM 

PRICE AMOUNT 

S I 2 .95 

$ 5 0 . 0 0 

$14 .95 

$49 .95 

Snow Estimating Software by John A. Allin on CD-ROM 

Lawn & Landscape Technician's Handbook 

Lawn & Landscape Technician's Handbook Special 5 for 

NEW-Green Side Up 

$39 .95 

$ 2 5 . 0 0 

$24 .95 

$ 2 9 5 . 0 0 

$14 .95 

$60.00 

$19 .95 

SUB-TOTAL ALL ITEMS 

(Ohio residents only add 6.5 %) SALES TAX 

Add appropriate shipping charges: 

U.S. - S8.00 first item; $4.00 each additional item S&H 

International -$15.00 first item; $8.00 each additional item TOTAL 

N a m e 

METHOD OF PAYMENT 
• Check Enclosed: 

Make payable to Lawn & Landscape Media Group 
Charge my: 
• Visa • MasterCard 
• Discover/Novus • American Express 

Name as printed on card:_ 

Credit Card number: 

I understand my purchase will be shipped 
upon receipt of payment. I also understand 
that 1 can return my product(s) within 
60 days for a 100% refund if I am not 
totally satisfied. 
CD-ROM products are non-returnable. 

¡vi u i ?• 
G U A R A N T E E 

Expiration date:_ 

Signature: 

LL 2008 

http://www.lawnandlandscape.com/store


n e w p r o d u c t s Hea the r Wood | Web Ed i to r 

Case 521E Wheel Loader 
www.casece.com 

• Features an electronically controlled engine 

• Payload capacity reaches 2.5 cubic yards 

• Includes a choice of three power curves - max, standard and 

economy power - and four work modes - max, standard, 

economy and auto 

• Powered by a 135-horsepower, four-cylinder engine 

• Roomier, isolation-mounted cab is quiet 

• Case Construction Equipment - 866/542-2736 

Circle 227 on reader service card 

DIG Micro-line Non PC Drip Line 
www.digcorp.com 

• Extruded micro tubing with flow labyrinth in-line emitters 

molded to the inside wall of the micro tubing 1/4-inch wide 

• Built with a large filter along the cross-section of the dripper 

• Ensures that the particles on the bottom of the micro tubing 

do not enter the labyrinth 

• DIG Corp.-760/727-0914 

Circle 228 on reader service card 

Ditch Witch Locating System 
www.ditchwitch.com 

• Locates buried telephone, CATV, power, gas and water lines 

• Includes a 250T transmitter and a 250R receiver 

• Lightweight 

• Features an easy-to-read display 

• Depth estimation reaches as far as 15 feet 

• Ditch Witch - 800/654-6481 

Circle 229 on reader service card 
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E-Z Trench Edge Artist 
www.eztrench.com 

• Powered by a GX160, 5.5-horsepower Honda engine 

• Includes a centrifugal clutch drive 

• Weighs 100 pounds 

• Has a compact frame design 

• Ideal for edging beds on any terrain and in tight spots 

• Features solid tires 

• Carbide-tipped rotor enables smooth cutting in hard soils 

• E-Z Trench- 843/756-6444 

Circle 230 on reader service card 

Freedom SafeAnchor 
www.freedomponds.com 

• Soft anchoring system contours to bottom of a pond to prevent 

abrasion and punctures 

• Allows floating heaters or fountains to be tethered securely in place 

• Made of thick, heavy-duty rubber with rounded edges 

• Black color blends in with most EPDM liners 

• Available in 10- or 30-pounds mooring capacity 

• Freedom Ponds - 866/860-3733 

Circle 231 on reader service card 

Kobelco 17SR Excavator 
www.kobelcoamerica.com 

• Provides zero tail swing 

• Easy to maneuver in tight spaces, yet stable 

• Features a "smart hydraulic system" fueled by three pumps that 

ensure maximum power for simultaneous lifting, swinging and 

travel operations 

• Provides controllability for fine grading 

• Powered by a 15.2-horsepower, three-cylinder, Tier Ill-certified 

diesel engine 

• Kobelco - 888/562-5201 

Circle 232 on reader service card 
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n e w p r o d u c t s 

MistAway Systems Outdoor Insect Control 
www.mistaway.com 

• Features an automated, easy-to-program digital controller 

• Pre-mist agitation ensures a consistent insecticide blend with each mist 

• Electronic valve prevents dripping nozzles and insecticide siphoning 

• Includes a durable, tamper-resistant enclosure 

• MistAway Systems-866/485-7255 

Circle 233 on reader service card 

Subaru EX Series Engines 
www.subarupower.com 

• Features chain-driven overhead cam technology 

• Includes four models with power ranges from 

4.5 to 9 horsepower 

• Easy to start 

• Fewer moving parts and optimized-capacity rigid mufflers 

reduce the noise the engines produce 

• Subaru - 800/277-6246 

Circle 234 on reader service card 

ProLine Low Pressure Filters 
www.dannermfg.com 

• Available with or without UV lamps 

• Made with Bio-Matrix filtering material, so there is no need for filter 

media replacement 

• Good bacteria adhere to its multiple surfaces and do not clog or reduce flow 

• Rim toggle bolt was replaced with a locking stainless nut to discourage 

consumers from opening the filter 

• Don't crack in freezing weather 

• Available in three sizes: 1,000-, 2,000- or 4,000-gallon capacity 

• Danner Mfg.-631/234-5261 

Circle 235 on reader service card 
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Trimmer Chest 
www.trimmertrap.com 

• Protects trimmers from wind, rain, theft and sunlight 

• Helps trimmers last longer 

• Lockable paddle latch is fast and easy to use 

• Padlocks can be added at the top and bottom 

• Trimmer Trap- 800/279-8727 

Circle 236 on reader service card 

Timberwolf TW-P1 Log Splitter 
www.timberwolfcorp.com 

• Powered by a 5.5-horsepower Honda OHV engine 

• Provides 20 tons of splitting force 

• Includes a 13-second cycle time 

• Standard features include log cradles and a 2-inch hitch 

• Timberwolf - 800/340-4386 

Circle 237 on reader service card 

Underhill Deep Drip Tree Watering Stakes 
www.underhill.us 

• Available in a range of sizes 

• Promote healthier trees by applying water, oxygen and fertilizer 

directly to root zones 

• Can be incorporated into an automatic irrigation system 

• 1 inch wide and available in three lengths: 14,24 and 36 inches 

• Underhill International - 949/305-7050 

Circle 238 on reader service card 
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n e w p r o d u c t s 

Drafix PRO Landscape Version 14 
www.prolandscape.com 

Includes new features and enhancements 

Features realistic photo imaging 

Gives the user the power to view projects, including CAD projects, in 3D 

Creates a professional 2D site plan that accurately represents installation jobs 

Generates an accurate bid for the client directly from the design 

Other features include night and holiday lighting, an expanded library 

and new tools and coloring options 

• Drafix Software - 816/842-4955 

Circle 239 on reader service card 

i PRO u 
Landscape 

The Edge 
www.imtundergroundproducts.com 

• Vibratory plow blade system 

• Features serrated insert blades 

• Designed to cut through tough roots and hard ground conditions 

• IMT Underground Products - 248/348-9646 

Circle 240 on reader service card 

TIME FOR SPRING PROMOTIONS 
C U S T O M P R O M O T I O N A L P R I N T I N G ^ P R O M O T I O N A L P O S T I N G S I G N S 

Design W o r k Included In Price! RNDSIGNS Promotional Materials Are Completely Custom! 

Signs Include Plastic Stake! 
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Meet Tomorrow's 
Green Industry 
Leaders, 
Today 

MARCH 27-30, 2 0 0 8 NORTH METRO TECHNICAL COLLEGE ATLANTA, GEORGIA 

USE READER SERVICE #65 100 Lawn & Landscape | march 2008 www.lawnandlandscape.com 



b e n c h m a r k i n g 

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

The Science of Cost Estimating 

Your company deserves the 

most accurate pricing system 

available. The economic un-

certainty that your company is facing 

demands that you have a system that 

will not only allow you to price your 

work accurately, but also allow you 

to benchmark your pricing as well as 

your competitors. Companies that 

price their work accurately and con-

sistently will outperform their compe-

tition, even in tough economic times. 

The primary goal of cost estimating 

is to determine your costs for a project. 

Direct cost, such as materials, field la-

bor and equipment, are easy to calcu-

late and include in your pricing. Gener-

al and administrative (G&A) overhead 

costs - the indirect costs - cause the 

most confusion. 

This is also the primary area where 

the six methods of cost estimating dif-

fer. Factoring, the single overhead re-

covery system (SORS), the dual over-

head recovery system (DORS) and 

the multiple overhead recovery system 

(MORS) all use percentages multiplied 

by one or more direct cost elements to 

calculate and allocate G&A overhead 

to jobs being priced. The fifth method, 

market-driven unit pricing, simply has 

you pluck common unit prices from 

the market. 

Upon reviewing the pricing scenari-

os for these methods, we can draw two 

conclusions. First, calculating G&A 

overhead costs to allocate and put into 

a price by means of multiplying one or 

more direct costs by percentages is an 

automatic mathematical mistake - a 

false mathematical assumption. 

Second, there is no correlation be-

No Payments 
No Interest for 
6 Months. 
Order Today for 
Spring Delivery. 
330-607-9050 

Green Industry Innovators 
330-607-9050 
mulchmule.com 

Financing through National City Commercial Finance with approved financing, rates may vary, restrictions may apply. 
Call 330-607-9050 for more details. 
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Introducing the New IA Learning Center 
The IA Learning Center will be your one-stop for educational resources from the Irrigation Association 
online—the place to find best-in-class irrigation education the way you want it, when you want it! 

This new, self-paced learning opportunity will support existing instructor-led learning toward the achievement 
of certifications and continuing education credits for newcomers to the industry as well as industry leaders. 

The IA continues to seek out additional ways to provide education to the industry and distribute the most 
updated irrigation content available. Self-paced learning is the lA's newest tool in helping achieve these goals. 
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Landscape Irrigation Hydraulics 
Landscape Irrigation Hydraulics provides an introduction to 
hydraulics for landscape irrigation. As a precursor to the 
Irrigation Association's instructor-led courses or as a stand 
alone experience, this course has practical application for the 
landscape irrigation industry. The course will provide four 
CEUs for any irrigation certification program through the IA. 

Learning objectives of the course include: 
• Understand water pressure and how it is created in 

landscape irrigation systems 
• Use proper units for pressure and flow 
• Know the difference between static and dynamic pressure 
• Be able to calculate static pressure, flow, friction losses and 
dynamic pressure for a basic landscape system 

• Understand the practical value and application of the "rule of 3" 

Be one of the first 100 people to take the course and receive a free IA calculator! 
Contact the Irrigation Association for more information 

www.irrigation.org • (703) 536-7080 
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b e n c h m a r k i n g 

tween the amount of gross profit mar-

gin (GPM), G&A overhead plus net 

profit margin, you desire to see on your 

culating and allocating G&A overhead 

to your pricing creates inconsistencies 

and inaccuracies. As a result, you will 

"As a result, you will under price some jobs while 
overpricing others. And in a competitive 

market, guess which ones your company will 
win? The ones you under price." -jimHuston 

financial statement at year's end and 

the amount of GPM that you should put 

on an individual job being priced. Cal-

under price some jobs while overpric-

ing others. And in a competitive mar-

ket, guess which ones your company 

will win? The ones you under price. 

This is why I use the G&A overhead 

per hour method to calculate and al-

locate G&A costs to my pricing. 

Of the six methods, it is the most 

accurate and consistent. Its merits 

can be proven and demonstrated 

scientifically quite readily. It is also 

the simplest of the six for calculat-

ing accurate costs. 

Cost estimating and benchmark-

ing are both sciences. As such, the 

merits or demerits of a cost esti-

mating system must be open to scien-

tific verification. Five of the six estimat-

ing methods do not pass the test. LL 

MistRway 
- ^—-sys tems. w s 

Outdoor InMd Control 

m Misyjkilwm-i 

ymmMvMzm&wmm 

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

mosquitoes, no see urns and other annoying insects. 

We are actively seeking Lawn & Landscape 
Professionals to become MistAway® 

dealers. 

Contact us today to receive 
a free no obligation 

informative DVD. 
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ASK FOR IT BY NAME 

MAGNUM ROUND 

FOR EXCELLENT TRIMMER LINE PERFORMANCE CHOOSE GATORLINE* 

The original round and square GATORUNC™ 
are made with a long-lasting co-polymer 
material. 

Step up to the MAGNUM GATORUNC ' and 
you get the benefits of a co-extruded process 
that further enhances friction resistance and 
abrasion wear. 

These plus nearly 8000 other high quality 
replacement parts are available through your 
authorized Oregon" distributor or dealer. 

Choose Oregon® to be your one-stop parts 
source! 

OREGON 
Advanced Cutting Technology 

GATOftUNC 

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

USE READER SERVICE # 104 

http://www.oregonchain.com


s a l e s a n d 

m a r k e t i n g 

Marty Gru n d e r 
is a speaker, consultant and author, as well as owner of 
Grunder Landscaping Co., Miamisburg, Ohio. Reach 
him at 866/478-6337, landscapesales@gie.net or 
via www.martygrunder.com. 
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More Things Your Clients Won't Tell You 

Last month I recounted some an-

ecdotes related to what clients 

don't want to hear from those 

of us selling lawn care, landscaping 

and other services. Some of these ex-

amples included not bad-mouthing 

the competition, keeping technical 

explanations simple and showing the 

client that you want their business. 

Since this is such an important topic 

to be cognizant of as we conduct business 

and grow our companies, I hope you are 

beginning to see some ways to improve 

your efforts through these examples. 

Remember, pay close attention be-

cause these are your clients speaking: 

IF YOU SAY YOU'RE GOING TO DO 
SOMETHING, THEN DO IT. I 'm so sick of 

businesses that don't do what they said 

they would do, I 'm actually surprised 

when someone does what they said they 

would do. Won't you please do what you 

said you would do? I hate yard work and 

don't know a darn thing about it either, 

so please give me what you said you 

would, and I'll be loyal to you. 

If you do what you said you would 

do for me, I promise I'll tell others about 

you and help you grow your business. 

PLEASE LISTEN TO ME. Why don't your 

salespeople listen to me? I tell them I 

don't like red annuals, yet I get red be-

gonias. I asked that you not tr im around 

my privacy fence and damage it and yet 

your team still does. 

Geez, you're a nice guy, but it doesn't 

seem like you care a whole lot about me 

and my satisfaction. 

My mom always said, MGod gave us 

two ears and one mouth, so we should lis-

ten twice as much as we talk." Can't you 

do that? Please listen to me; I don't have 

time to find another landscape contrac-

tor. I am busy, and if you'd just listen to 

me, we'll be just fine. I 'm actually pretty 

easy to get along with, but understand 

this is my property, not yours; I want to 

SRealGre 
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# 1 in GREEN Industry Marketing 
with over 1 2 0 products to choose (rom 
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REBATE COUPON 

• Easy spray application 
• Does not affect turf growth 
• Creates fuller, more compact 

uniform shape 
• Labeled for use on over 50 

ornamental landscape species 

$25.00 
REBATE 

$5.00 
REBATE 

aoftoon/s\\ 

MANUFACTURER'S REBATE COUPON i MIMIC 

\gorc>O/V i ] J 

AFZM7MEC 
PLANT GROWTH REGULATOR 

Chamical Pinching ft (f\ 
iamental Plant* fl^J \J 

Get a $25 rebate on a one-gallon purchase of Atr immec 

PGR or a $5 rebate on a one-quart purchase (up to 5 

quarts). Limit one rebate per customer. Send proof-of-

purchase and completed coupon to: 

Atrimmec Rebate Offer 
PBI/Gordon 
PO Box 014090 
Kansas City, MO 64101 

Pinching ft Pruning ot 
UJTION 

KEEP OUT 
OF REACH 
OF CHILDREN 
CAUTION 

Bus iness : 

N a m e : . 

S t a t e : . Z i p : . 

T e l e p h o n e : -

E m a i l : 

ft. 

p b i / G O R d o n 

c o n p o R a t i o n 

An Employee-Owned Company 
800-821-7925 

pbigordon.com/atr immec 
Atrimmec® is a registered trademark of PBI/Gordon Corporation. 

Conditions: Limited time offer. Offer good on purchases made from May 1, 2006 through Sept. 15, 2006. 
Offer limited to one per customer or address. All requsts for rebate redemption must be accompanied by 
this coupon with proof of purchase attached. Rebate requests must be postmarked no later than October 1, 
2006. Allow 4 to 6 weeks for processing. May not be reproduced, transferred or duplicated and has no cash 
value. Offer void where prohibited, taxed or restricted. MAXIMUM REBATE $25.00, 1 gallon or 5 quarts. 
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know about your ideas and learn from 
you. I only ask that you consider my re-
quests and treat me the way I'd want to 
be treated. What's so hard about that? 

me I could take a $20 tax deduction; 
don't be like him. 

I'll pay you in a timely fashion and 
I'll treat you with the respect you de-

"Geez, you're a nice guy, but it doesn't seem like 
you care a whole lot about me and my 

satisfaction." - Marty Grander 

WHEN I CALL YOU AND ALL I NEED IS serve, but if there's a limb down in my 
SOMETHING SMALL, JUST DO IT FOR yard and I have a party in two hours 
ME AND DON'T BILL ME. My accoun- can't you help me out? Heck, go ahead 
tant just billed me $100 bucks to tell and sneak it in on my next mainte-

nance bill, but at least make me feel 
like I'm an important enough client to 
you that you will go the extra mile to 
make me feel special. 

Please share this list with your 
sales team. By the way, that 
should include everyone because 
everyone in your company is a 
salesperson, right? Doesn't ev-
eryone play a role in a client or 
prospect buying from you? 

Also, please share with me 
any of your favorite examples that I 
may have missed or overlooked. I'd 
love to read about them. Perhaps I'll 
share them in a future column. LL 
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Last to Quit. 

FORGET WHAT YOU KNOW 
ABOUT 2-STROKE POWER. 
Introducing the new 242-series, featuring a newly engineered 2-stroke 
engine with an improved power-to-weight ratio and lower emissions. 

We've redefined 2-stroke technology and equipped it on the new 
242-series. The result is a powerful new line of tools including a trimmer, 
edger, brushcutter, articulated hedge trimmer and multi-tool. Each one 
designed to be relied on all day, no matter the job. 

Discover how we've made the toughest tools on earth even 
tougher. Learn more at Shindaiwa.com or call 800.521.7733. 
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i t ' s a b o u t 

p e o p l e 

We've discussed some of the 
key ingredients in building 
a successful recruiting pro-

gram, including taking stock of what you 
have, identifying the target and gathering 
your tools. The next step is understand-
ing and engaging some recruiting best 
practices. These are very important, so 
let's devote the necessary time to make 
certain these practices are used so you 
get the right people employed. 

START WITH AN ATTITUDE. Establish 
the attitude that you are always looking 
for great people to become part of the 
organization. Understand that forming a 
candidate pool saves time and money. 

Bi l l A r m a n 
is a 32-year veteran of the landscape maintenance 
industry and is a founder of The Harvest Group, a national 
landscape business consultancy. He can be reached at 
949/466-8837 or people@gie.net. 

The entire team should appreciate that 
recruiting is important and will affect 
them in a positive way. Recruiting aware-
ness should become second nature for 
all of your employees. 

GET YOUR "STUMP" TOGETHER. Know 
and communicate "who you are." Often 
the question will be asked "So what do 
you folks do?" Be prepared as you will 
need to come back with something that 
is quick to the point and compelling. 
Have the stump speech or elevator 
speech ready to go. You have usually 
two minutes to deliver. This will be used 
over and over again trust me. 

Answer the following questions and 

you have the makings of your one-min-
ute advertisement: From the customer's 
perspective, what makes the company 
special? Where is the company going? 
What is the vision? Is there a mission? 
What traits - behaviors, values and 
skills - will get us there? Finally, besides 
money, what can our people expect to 
get from this experience? 

I have literally used this practice in 
elevators and have had unbelievable 
success. It must be delivered enthusias-
tically, passionately and be genuine. 

BE ATTRACTIVE. Take a very good look 
at your operation and ask yourself, 
Would you work here? 

Recruiting Best Practices 

THERE ISNO 
From the Z-MAX at 50 gallons of liquid and 
300 lbs of fertilizer, to the Junior-36 with 
18 gallons and 200 lbs, no other company 
offers you more choices. 

• Hydraulic drive hopper 
• Suspension foot plate 
• All laser cut stainless 

steel 
• Zero-turn 

maneuverability 
• Enclosed boom 
• 4 GPM pump 
• GPS wireless speedometer 

I P R O D U C T S , I N C . 

Check out all the new features at www.z-spray .com 
or call us @ 8 7 7 - 4 8 2 - 2 0 4 0 

1 5 4 

USE READER SERVICE # 109 

Lawn & Landscape | march 2008 w w w . l a w n a n d l a n d s c a p e . c o m 

mailto:people@gie.net
http://www.z-spray.com
http://www.lawnandlandscape.com


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

Just as plants won't thrive without a strong root system below them, your business needs support 
behind it to sustain long-term success and growth. Hortica has spent the last 120 years as a green 
industry advocate,* providing business insurance and employee benefits for many horticultural 
industries. Now, businesses that generate up to 100% of their revenue from landscape operations 
qualify for industry-specific insurance programs from Hortica. We will work with you to identify 
your needs and risks before designing a comprehensive, yet affordable insurance and employee 
benefits plan. 

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

To gu ide and p rov ide 
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i t ' s a b o u t 

p e o p l e 

Additional questions break this 

down further: Would you want your 

children to visit? Are your trucks and 

equipment presentable? Are your facili-

ties clean with no inappropriate items 

hanging around? Are your people act-

ing appropriately? Remember, being 

attractive draws the right candidates. 

KNOW YOUR NEEDS. Clearly define 

the person you are seeking. You never 

know who may appear in front of you. 

If you know what is needed now and in 

the future you can keep some candi-

dates warm until the need arrives. 

Know what you are looking for: 

knowledge, experience, competencies, 

desired results, behaviors and educa-

tion/certifications/licenses. 

Remember, anticipating needs re-

duces panic. Someone shared with me 

that they were looking for a mechanic/ 

shop manager. So when I was early 

for a client appointment I went into a 

truck stop coffee shop for a cup of java. 

I struck up a conversation and started 

talking mechanic speak. Next thing I 

know he refers me to a mechanic/shop 

manager type and I give the lead to my 

friend. Done deal! 

Because I understood the need and 

the target I was able to find a good re-

ferral for my friend. You never know 

when an opportunity will reveal itself. 

LEARN FROM EMPLOYEES. You can 
learn so many things from existing em-

ployees, both performers and non- per-

formers. By observation you can learn 

what you really like about some, for 

example good time managers, team 

players, communicators, responsible 

and dependable. 

Conversely, we can learn what we 

don't care for in others, such as bad 

attitude, tardiness and whining. So 

now, can you learn from this and make 

adjustments on the hiring side during 

screening, interviewing, performance 

reviews, employee surveys or the de-

parture side with exit interviews? 

The answer is yes you can. LL 

Go on-line today and check out the largest 
selection of Spray Equipment available. 

B B M PBM Supply & Mfg., Inc. 
\ u / 

Headquarters - Northern California (800) 688-1334 

One difference. At the end 
of the day our reliable 

Spray Equipment improved 
your bottom line instead of 

chewing up your pillow. 

mt d 
M . 

110 Gallon Highway Rated Trailer Sprayer 
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Why is the greenest trimmer 
in America not sold at 

Lowe's® or The Home Depot? 

We like to keep our retail channel 
clean, too, so only STIHL servicing 
dealers sell this product. And about 
being the greenest? It's true. Just 
check out the EPA statistics for the 
FS 130 string trimmer emission 

levels. Our dealers will also tell 
you that our innovative engine 
technology uses less fuel than 
a conventional trimmer. To learn 
more, just ask one of our 8,000 
STIHL dealers nationwide. 

For additional product 
information visit: 
www.stihlusa.com/green 
or call 1-800 GO STIHL 

The Home Depot and Lowe's are registered 
trademarks of their respective companies. 
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Test Now, Save Later 
Spending the time and money for a soil test can prove 
to be well worth it in the long run. 

Any job worth doing is worth 
doing right. Right? Landscape 
contractors who believe in this saying 
should consider soil testing, if it's not 
already part of their routine. 

Phil Mastroianni Tree & Landscape 
in Waltham, Mass., has been conduct-
ing soil tests for three decades. "In 
our eyes, soil is the factor that starts 
the whole process," President Phil 
Mastroianni says. "You might have a 
healthy plant, but the soil might not 
be healthy. That can cause problems 
with the trees and shrubs down the 
road." 

Unfortunately, soil quality is often 
overlooked, even though soil tests 
allow companies to make the best use 
of their materials and prevent costly 
replacements in the future, says Ste-
ven Bodine, soil testing lab supervisor 
for the University of Massachusetts 
Soil and Plant Tissue Testing Lab. 

WHEN TO TEST. The best time for soil 
tests is upon determining a new cli-
ent's lawn care or lawn maintenance 
plan or before an installation. 

A good rule of thumb for lawn care 
or maintenance firms is to test new 
clients, clients with problem areas and 
to re-test the soil every two or three 
years, Bodine says. 

For new installations, test the soil 
as soon as possible before projects 
are scheduled, Bodine says. This 
allows for adding amendments to 
the soil or arranging different plant 
material if necessary. "If there's 
a project with a great deal of soil 
coming in, we'll send that in for 
testing when it's still in the sup-
plier's hands," Mastroianni says. 

HOW TO TEST. Most states' 
public universities have soil-
testing labs, but there are also 
private labs that do soil testing. 

Generally, the contractor takes soil 

samples from a number of spots on a 
property, prepares the soil according 
to the lab's instructions and mails it in 
for testing. Lead times and prices vary 
by lab. The lab Mastroianni works with 
can turn around a soil test in 10 days. 
He estimates the cost to be about $45 
per test. The University of Massachu-
setts lists prices ranging from $4 for a 
pH test to $50 for a soil texture test. 

There are also self-testing kits on 
the market, but Bodine only recom-
mends these for people knowledge-
able about interpreting results and 
those who use quality control sam-
ples. "I 'm not saying it's a bad idea, 
but you would have more confidence 
coming from a lab knowing every-
thing is being done under controlled 
circumstances," he says. 

CLIENT RELATIONS. Contractors often 
skip soil tests because of pressure 
from their clients to start projects 
quickly, Mastroianni says. Contractors 
should explain to clients the value of 
waiting for a soil test, he says. There 
are ways to begin work on larger 
scale projects before the soil test 
comes back and plant installation 
begins, Mastroianni notes. "To me, 
the soil is the foundation of the whole 
project," he says. "You need to know 
what it's lacking." LL 
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m TEST DRIVE 
the IS®500Z 

and get a 
Ferris hat! 

(Details below) 

ONLY 

$4,995 
• 24 -hp or 26 -hp Briggs & Stratton 

Extended Life Series engine choices 
• Available in 44" or 52" cutt ing widths 
• Patented suspension system provides comfort, 

speed and maximum productivity 

Test-drive a Ferris IS® 500Z commercial zero-turn and you'll ask yourself, "Why haven't I tried one sooner?" 
Our patented suspension technology delivers maximum productivity, increases mower longevity, reduces 
operator fatigue, enhances comfort and a leaves a beautiful manicured finish every time. 

Visit your local Ferris dealer to test drive the IS® 500Z and we'll send you a FREE Ferris hat! Download 
your free hat coupon today at www.FerrisGiveaway.com. Experience the difference suspension makes! 

www.FerrisGiveaway.com 
*Model IS500ZB2444. Tax, set-up and delivery fees not included. Models subject to change without notice. See participating dealer for details. 

FERRIS 

Go The Extra Yard 
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Displays for 
All Seasons 

counties in the United States. Spend-
ing $12,000 to $40,000 per year on 
"fine gardening" services is common. 
Many of LaurelRock's clients receive 
their Wall Street bonuses in March and 
those checks dictate how much they'll 
spend on landscaping extras - like 
seasonal displays, DeMarche says. In 
2007, the average Wall Street bonus 
was $180,420, according to the New 
York state comptroller's office. 

"Most of our clients are high-end 
residential," DeMarche says. "They 
have a need for adding color and 
some extras throughout the year." 
These "extras" run the gamut and are 
highly custom, DeMarche says. In the 
spring, LaurelRock's garden manag-
ers suggest container plantings for 
pool and outdoor living areas. Autumn 
brings Halloween- and Thanksgiving-
themed displays with cornstalks, 
pumpkins and gourds. One family has 
LaurelRock install a 3-foot-high chil-
dren's maze made out of 150 bales of 
hay. And December is time for holiday 

Seasonal displays like annuals, 
containers and holiday decorating 
are nice additions to clients' 
landscapes - and your bottom line. 

To make an aesthetic impact 
in residential customers' landscapes 
while growing their spending levels, 
consider offering them seasonal dis-
plays. "It's not that hard to succeed 
doing seasonal displays and you 
can make a good dollar," says The 
LaurelRock Co.'s President Burt 
DeMarche. "Plus, it makes a huge 
difference in the landscape." 

Like many landscape com-
panies, Wilton, Conn.-based 
LaurelRock offers "enhance-

ments" - installing annuals in the 
spring, planting bulbs in the fall plus 
the bed preparation that goes with 
those services. LaurelRock takes its 
seasonal displays one step further, 
including container plantings, holiday 
lighting and other custom displays. 

In affluent Fairfield County, Conn., 
where LaurelRock operates, money 
is no object for some of the firm's 
high-end clients, many of whom work 
on Wall Street. Census data ranks the 
area as one of the highest income 
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Greater Than Or Equal To. 
Quali-Pro products feature formulation quality 
second to none for performance results equal to 
the competitive brands they replace. 

Rely on Imidacloprid 75 WSB. Provides foliar and 
systemic insect control in turfgrass and landscape 
ornamentals. Learn moreatquali-pro.com. 

Professional Turf & Ornamental Products 

©2008 FarmSaver.com, LLC. Quali-Pro is a registered trademark of 
FarmSaver.com. Always read and follow label directions. 
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b u s i n e s s o p p o r t u n i t i e s 

l ighting, winter-themed containers and 

even interior fireplace decorating. 

These add-ons have evolved over 

the years as clients have requested 

them or garden managers have identi-

fied opportunities. "The display busi-

ness is always organically evolving 

and changing," says Mary Louise San-

tacaterina, manager of LaurelRock's 

landscape management division. 

Nearly a quarter of the company's 

90 "fine gardening" clients opt for 

some type of seasonal display. This 

segment generated about $100,000 

in 2007 and DeMarche hopes for 100 

percent growth this year. 

GENERATING IDEAS. LaurelRock's 

garden managers, who are practicing 

horticulturists, are part of the reason 

the displays are popular. "They are 

passionate about and talented at what 

they do," DeMarche says. But even 

companies that don't employ on-staff 

designers or horticultural experts can 

succeed in the seasonal display busi-

ness. "Even if you don't have an eye 

for it yourself or you're unsure about 

colors, there are so many resources 

out there for ideas," DeMarche says. 

He suggests collaborating with plant 

suppliers and looking to gardening 

magazines for design ideas. 

LaurelRock has gotten many ideas 

from Fine Gardening magazine. "The 

idea of doing the outdoor winter con-

tainers with boughs and winter berry 

- we saw that in the magazine about 

five years ago," DeMarche says. "We 

thought, why don't we offer this?" 

LaurelRock's relationship with 

an interior gardener in New York 

City spurred the idea to offer interior 

fireplace decorating at Christmas. The 

firms have a common client, and the 

interior gardener asked LaurelRock to 

take care of the client's Connecticut 

home's mantel display. Other items 

like autumn pumpkin containers were 

dreamed up in-house or by clients, 

Santacaterina says. 

Generally, the seasonal display 

sales process starts with a discussion 

between the client and a garden man-

ager. After they agree on a concept, 

the garden manager will generate a 

proposal based on how many hours 

Hundreds Have Dabbled 
in lawn Care on the Side 

and Failed... 

Sound 

It's nothing personal. Wo just know from experience 
that if you're subcontracting lawn caro services or 
winging it yourself with 50 or so customers, there's a 
good chance it 's a losing proposition. 

You may wonder why a Weed Man franchise makes 
such a difference. In truth, thcro are several notable 
reasons including superior support provided through 
professional consultants as well as a systematic 
adhercnco to a proven way of doing things. 

Joining in a franchise is not the best fit for everyone 
but it may be for you. Call us to get more information 
about the pro's and con's of a franchise opportunity. 

M 
(888) 321-9333 

info@weedmanusa.com 
TOP 10 Advantage« and 

Challangaa of Franchi«*« 

Landscape Design Software 
thai makes an impaci! 

Y visual impact imaging 

I .andscapc I ) cs ign S o f t w a r e 
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S i - H p 

' " i 3 L L L 
Be fo re 

fee 

\Mia i impari imagin 

Plots your site plan automatically! 
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Visit our website fora free demo or eall 3 3 0 . 6 6 5 . 9 0 8 0 
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FREE SUBSCRIPTION & 
PRODUCT INFORMATION 

] YES, I would like to receive/continue to receive Lawn & Landscape free of charge. Q No, I would not like to renew. 

HOW DO YOU WANT TO RECEIVE YOUR SUBSCRIPTION? 

] Print Only Q Digital Only (No print copy received) 

Signature. 

Name 

Date 

Title 

Company. 

Address 1 

City 

Address 2 

State 

Phone 

E-mail _ 

Zip/Postal Code. 

Fax 

_ Country. 

GIE Media will only use your e-mail address to contact you with relevent industry or subscription information. If you do not want to receive e-mail from 

trusted 3rd parties, please check here, d ] 

What is the best way to contact you for future renewals? C ] Email Fax Telephone 

1. What Is your primary business v 

at this location? (choote only one) 
L CONTRACTOR or SERVICES 
• 1 Landscape Contractor 
• 2 Chemical Lawn Care Company 

(excluding mowing maintenance service) 
• 3 Lawn Maintenance Contractor 
• 4 Ornamental Shrub A Tree Service 
• 5 Irrigation Contractor 
• 6 Landscape Architect 
• 7 Other Contract Services 
(please describe) 

i . IN-HOUSE LAWN/CARE 

MAINTENANCE 
• 8 In-House Maintenance including: 

Educational Facilities. Health Care 
Facilities. Government Grounds. Parte & 
Military Installations, Condominium 
Complexes, Housing Developments, 
Private Estates. Commercial & Industrial Parte 

• 9. Dealer • 11 Formula«* 
• 10. Distributor • 12. Manufacturer 

IV. OTHERS ALLIED TO THE FIELD: 
• 13. Extension Agent (Federal. State. 

County, City. Regulatory Agency) 
• 14. Schooi. College. Unrversity 
• IS. Trade Association. Library 
• Others (please describe) 

Landscape Maintenance 
• 9 Landscape Renovation • 13. Tree A Stump Removal 
• 10. Turf Fertilization • 14 Irrigation Maintenance 
• 11. Turf Aeration • IS. Erosion Control 
• 12. Tree & Ornamental Care 

Pvstkidt Application 
• 16 Turf Disease Control 
• 17. Turf Insect Control 
• 18. Turf Weed Control 
• 19. Tree A Ornamental Pesticide Application 

Other 
O 20. Mowing 
• 21 Hydroseeding 
• 22. Snow Removal 
• 23 Interior Landscape Services 
• 24 Structural Pest Control 
• 25. Holiday Lighting 
• 26. Other 

I 7. What percentage of growth do you 

Mowing/Maint 

Design/BuAd 

Chemical Application 

employees do you employ? 

• 1. Landscape Design 

Landscape Installation 

• 2 Seeding or Sodding 
• 3. Turf A Ornamental InstaAation 
• 4 Bedding Plants A Color Installation 
• S. Irrigation Installation 
• 6 Landscape Lighting 
• 7 Hardscape Installation 
• S. Water Features 

• 1. Outsourced • 2. Done by own employees 

A. What are your company's 

1. Less than $50,000 
I $50,000 to $99.999 
3. $100,000 to $199.999 
4. $200,000 to $299.999 
5. $300,000 to $499,999 
6 $500,000 to $699,999 
7. $700,000 to $999,999 
A $1,000,000 to $1,999,999 

9. $2,000,000 to $3,999,999 
• 10. $4,000,000 to $6,999,999 
• 11. $7,000,000 or more 

A. What year was your business 

9. What is your business mia? (%) 

10. Is this a Headquarters o< 

• 1 Headquarters • 2. Branch • 3. Single Office 

11. What bast describas your title? 
• 1 1 Argonomist 
• 12 Entomologist 
• 13. Horticulturist 
• 14 Plant Pathologist 
• 15. Consultant 
• 16 Technician 
• 17. Serviceman 
• 18. Other (please describe) 

• 1. Owner 
• 2. President 
• 3. Vice-President 
• 4. Corporate Officer 
• 5. Partner 
• 6. Managers 
• 7. Director 
• 8 

• 9. Foreman 
• 10. Speciatet 

12* Which of tho following typos of products ond/oc 

in the next 12 months? (CHECK ALL THAT APPLY) 

1 Construction Equipment (attachments, skid steers, 
loaders, tractors, etc) 

2. Mowers 
3. Chemical Equipment (pumps, tanks, hoses, reels) 
4. Hand Held Equipment (trimmers, edgers, blowers, 

chain saws) 

6 Tree Equipment 
7 Chippers / Shredders 
8 Fertilizers 
9. Chemicals (insecticides, herbicides, fungicides) 

10. Grass Seed 
11. Nursery / Flowers 
12. Irrigation Equipment 
13. Financial Services (Insurance, payroll, finance) 
14 Uniforms (including hats and gloves) 
15 Business Software / Hardware 
16. Design Software 
17 H2B Services 
18 Hardscape Products (lighting, pavers, water features) 
19. Renovation Equipment (seeders, aerators, 

dethatchers, spreaders, hydroseeders) 

2 3 4 5 6 7 8 9 1 0 11 12 13 14 15 16 17 18 19 2 0 

2 1 2 2 2 3 2 4 2 5 2 6 2 7 2 8 2 9 3 0 3 1 3 2 3 3 3 4 3 5 3 6 3 7 3 8 3 9 4 0 

4 1 4 2 4 3 4 4 4 5 4 6 4 7 4 8 4 9 5 0 5 1 5 2 5 3 5 4 5 5 5 6 5 7 5 8 5 9 

6 1 6 2 6 3 6 4 6 5 6 6 6 7 6 8 6 9 7 0 7 1 7 2 7 3 7 4 7 5 7 6 7 7 7 8 7 9 6 1 6 2 6 3 6 4 6 5 6 6 6 7 6 8 6 9 7 0 7 1 7 2 7 3 7 4 7 5 7 6 7 7 7 8 7 9 »U 
8 1 8 2 8 3 8 4 8 5 8 6 8 7 8 8 8 9 9 0 9 1 9 2 9 3 9 4 9 5 9 6 9 7 9 8 9 9 1 0 0 

101 1 0 2 1 0 3 1 0 4 1 0 5 1 0 6 1 0 7 1 0 8 1 0 9 1 1 0 1 1 1 1 1 2 1 1 3 1 1 4 1 1 5 1 1 6 1 1 7 1 1 8 1 1 9 1 2 0 

121 1 2 2 1 2 3 1 2 4 1 2 5 1 2 6 1 2 7 1 2 8 1 2 9 1 3 0 1 3 1 1 3 2 1 3 3 1 3 4 1 3 5 1 3 6 1 3 7 1 3 8 1 3 9 1 4 0 

1 4 1 1 4 2 1 4 3 1 4 4 1 4 5 1 4 6 1 4 7 1 4 8 1 4 9 1 5 0 1 5 1 1 5 2 1 5 3 1 5 4 1 5 5 1 5 6 1 5 7 1 5 8 1 5 9 1 6 0 

1 6 1 1 6 2 1 6 3 1 6 4 1 6 5 1 6 6 1 6 7 1 6 8 1 6 9 1 7 0 1 7 1 1 7 2 1 7 3 1 7 4 1 7 5 1 7 6 1 7 7 1 7 8 1 7 9 1 8 0 

181 182 183 1 8 4 1 8 5 1 8 6 1 8 7 1 8 8 1 8 9 1 9 0 191 1 9 2 1 9 3 1 9 4 1 9 5 1 9 6 1 9 7 1 9 8 1 9 9 2 0 0 

2 0 1 2 0 2 2 0 3 2 0 4 2 0 5 2 0 6 2 0 7 2 0 8 2 0 9 2 1 0 2 1 1 2 1 2 2 1 3 2 1 4 2 1 5 2 1 6 2 1 7 2 1 8 2 1 9 2 2 0 

2 2 1 2 2 2 2 2 3 2 2 4 2 2 5 2 2 6 2 2 7 2 2 8 2 2 9 2 3 0 2 3 1 2 3 2 2 3 3 2 3 4 2 3 5 2 3 6 2 3 7 2 3 8 2 3 9 2 4 0 

2 4 1 2 4 2 2 4 3 2 4 4 2 4 5 2 4 6 2 4 7 2 4 8 2 4 9 2 5 0 2 5 1 2 5 2 2 5 3 2 5 4 2 5 5 2 5 6 2 5 7 2 5 8 2 5 9 2 6 0 

2 6 1 2 6 2 2 6 3 2 6 4 2 6 5 2 6 6 2 6 7 2 6 8 2 6 9 2 7 0 2 7 1 2 7 2 2 7 3 2 7 4 2 7 5 2 7 6 2 7 7 2 7 8 2 7 9 2 8 0 

2 8 1 2 8 2 2 8 3 2 8 4 2 8 5 2 8 6 2 8 7 2 8 8 2 8 9 2 9 0 2 9 1 2 9 2 2 9 3 2 9 4 2 9 5 2 9 6 2 9 7 2 9 8 2 9 9 3 0 0 

3 0 1 3 0 2 3 0 3 3 0 4 3 0 5 3 0 6 3 0 7 3 0 8 3 0 9 3 1 0 3 1 1 3 1 2 3 1 3 3 1 4 3 1 5 3 1 6 3 1 7 3 1 8 3 1 9 3 2 0 

3 2 1 3 2 2 3 2 3 3 2 4 3 2 5 3 2 6 3 2 7 3 2 8 3 2 9 3 3 0 3 3 1 3 3 2 3 3 3 3 3 4 3 3 5 3 3 6 3 3 7 3 3 8 3 3 9 3 4 0 

3 4 1 3 4 2 3 4 3 3 4 4 3 4 5 3 4 6 3 4 7 3 4 8 3 4 9 3 5 0 3 5 1 3 5 2 3 5 3 3 5 4 3 5 5 3 5 6 3 5 7 3 5 8 3 5 9 3 6 0 

IS. Whkh of the following subjects would you be 
interested in learning more about? 
(CHECK A U THAT APPLY) 

BUSINESS MANAGEMENT 
• 1. Technology solutions for your business 
• 2. Employee recruitment/retention 
• 3. Ergonomics 
• 4. How to set up a safety program 
• 5. lmmigration/H2B 
• 6. Major growth areas for contractors: Up and coming 

add on services 
• 7. Alternative fuel/keeping fuel costs down 

MOWING MAINTENANCE 
• 8. Mowing — labor savers 
• 9 Quoting jobs/services 
• 10. How to add an enhancement crew/division 

PESTICIDES A CHEMICALS 
• 11 Generating revenue by adding lawn care services 
• 12. Best practices: chemical applications 
• 13 Hydroseeding versus turf 
• 14 Furtigation 
• IS. Organic/eco-friendly lawn care options 
• 16. Chemical lawn care as add on services 

CONSTRUCTION A INSTALLATION A DESIGN 
• 17 Simplifying installation jobs 
• 18 Installing pave stone 
• 19. Software solutions for design projects-

designing with technology 
• 20. Design "how toV: Best practices for proper 

installation 
• 21 Design/build/install as add on service 
• 22. Water features 
• 23. Tips on selling design/build projects to 

home owners 

IRRIGATION 
• 24. Basics of irrigation installation A maintenance 
• 25 Weather — based controllers 
• 26. Dealing with water restrictions 
• 27. How to become a WaterSense Partner 
• 28. Irrigation as add on service 

HORTICULTURE 
• 29 Best practices for dealing with drought 
• 30. Soil treatments for best plants 
• 31 PGR's 
• 32. Software for planning 
• 33. Seasonal planting guidelines 
• 34. Bedding & installation 

OTHER 
• 35 None of the above 
• 36. Other (please specify) 

In format ion is easy! C o m p l e t e t h e 
subscription and product in format ion 
form, fold, a n d mai l back to us. 

We're pay ing t h e postage! 

If you prefer you m a y fax us at 
330-659-4043 

For even faster service 
visit us at: www.lawnandlandscape.com 5 
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FREE SUBSCRIPTION 
& 

PRODUCT INFORMATION 
FOLD AND MAIL YOUR COMPLETED SUBSCRIPTION 

AND PRODUCT INFORMATION REQUEST. 

WE'RE PAYING THE POSTAGE! 

VISIT www.lawn&landscape .com 

FOR FASTER SERVICE 

F o l d a l o n g d o t t e d l i n e a n d t a p e . 

NO POSTAGE 
NECESSARY 

IF MAILED 
• • , B IN THE 

UNITED STATES 

BUSINESS REPLY MAIL 
FIRST-CLASS MAIL PERMIT NO. 10 RICHFIELD OH 

POSTAGE WILL BE PAID BY ADDRESSEE 

GIE MEDIA 
PO BOX 532 
RICHFIELD OH 44286-9926 
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Fool Proof Methods 
to Develop World Class 
Account Managers 

Wilson Oyler Group A 

| 
Presented by Husqvarna 3 E R I E S Z 

Account Manager Seminar 
This seminar will provide emphasis 
into the "total customer experience" 
and how it pivots around the account 
manager.The Wilson-Oyler skill 
enhancement processes are developed 
out of real world experience and have lead to better develop-
ment platforms that allow landscape management companies 
to produce account managers that understand and perform to 
their financial objectives, while enhancing company revenues 
and retaining "life time" clients. During each session Bruce 
Wilson and Tom Oyler will teach their proven methods and 
systems and provide the attendees the required educational 
content that, when fully utilized all but insures that the devel-
opment of top class account managers. 

Seminar Focus: 
• Improving Production 
• Efficient Equipment Utilization 
• Effective Internal & External Communications 
• Developing & Retaining Passionate, Top Tier Employees 
• Developing & Retaining Loyal Customers 
• Developing Top of Class Account Managers 
• Discussions & Illustrations Identifying "The Shops" Role In: 

- Production Management 
- Interaction With The Wilson Oyler Team 

WILSON OYLER 

Seminar Dates & Locations 
January 10th 
January 24th 
February 7th 
February 21st 
March 6th 
March 20th 
April 3rd 
April 17th 

Orlando, FL 
Dallas,TX 
Atlanta, GA 
Baltimore, MD 
Los Angeles, CA 
Denver, CO 
Chicago, IL 
Columbus, O H 

Seminar Rates 
Single Registrant $189 
2 to 6 Registrants $169 each 
7+ Registrants $149 each 
Notice: Discounted Rates apply only to 

registrants within the same company. 

Ways to Register: 
Wilson-Oyler Group 

440 Old Vine Street, Lexington, KY 40507 
Questions: 866.517.2272 or 
E-mail: info@wilson-oyler.com 

Series Sponsor 

(fi) Husqvarna 

-GROUP 
Media Sponsor 

WWW.WILSON-OYLER.COM e 
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b u s i n e s s o p p o r t u n i t i e s 

I àm ' 

With Gregson-Clark you get more than quality equipment. 
You get a relationship with a company that specializes 
in one thing - spraying equipment. Our goal is to 
provide green industry professionals with the best 
possible solution, whether it's a new sprayer, technical 
suppor t , or pa r t s . Call for our catalog. 

A Division of Rhett M. Clark, Inc. 

Toll free: 800-706-9530 
Phone: 585-768-7035 Fax: 585-768-4771 

LeRoy, New York 14482 
www.qreqsonclark.com 

USE READER SERVICE #118 

the container or display will take to create and install. Esti-

mates account for material costs, too, usually with a 50-percent 

markup. 

"We mark materials up 50 percent so the price is generally 

what they would pay retail," DeMarche says. "That works well 

for us, and we recover the overhead in labor." 

LaurelRock sells the displays piecemeal, but DeMarche is 

considering offering a package, possibly with four change-outs 

per year. Prices vary because displays are custom made. A 

20-inch planted container typically ranges between $150 and 

$250 (plus the cost for the pot), depending on the plants, which 

may include a variety of annuals, perennials and grasses. Fall 

displays and holiday lighting services go up from there. 

To advertise its seasonal offerings, LaurelRock sends out a 

marketing piece with invoices three times a year. In April, the fli-

ers feature summer annuals, in August they advertise bulbs and 

in October they highlight holiday decorating. 

The photo-heavy postcard instructs clients to call their gar-

den managers to "discuss their needs." The company designs 

and prints them in-house on heavy-stock photo paper. De-

Marche estimates the postcards cost about $1 apiece. 

LaurelRock's garden managers also have begun to supple-

ment the fliers with e-mail messages. "By sending an e-mail with 
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From our hands to yours 
Personal Service... 

It's That Simple. 



b u s i n e s s o p p o r t u n i t i e s 

T O U G H T I M E S 
There are some challenges to offering seasonal dis-

plays, DeMarche says. One is maintenance. 

"With annuals, there's always the issue of having 

to replace them if you lose some or if they don't fill in 

quite as well as you planned," DeMarche says. "We're 

most successful selling annuals to clients who get 

bed maintenance every week." 

With containers, irrigation is a top concern. If 

maintenance crews aren't on site weekly to keep 

a close eye on the containers, LaurelRock is sure to 

explain to clients that it's their responsibility to ir-

rigate. "We've asked clients to talk to their irrigation 

providers to install drip emitters," DeMarche says. 

Another challenge to offering "niceties" like 

seasonal displays is the potential for clients to drop 

those services during economic downturns. For 

example one of LaurelRock's clients spent $6,000 

in 2006 during the holidays. This past winter, in 

anticipation of a small bonus check, the client didn't 

book any holiday decorating. "I think they were just 

cutting back," DeMarche says. "It's an extra, not a 

must-have like lawn cutting. This is a good area to 

get into, but not something you want to base your 

whole business on." 

The industry's hest 

Hydro Seeding Systems 
• l e f % r Mechanical 

The HARV series (pictured above) has hydraulic driven reversible paddles. 
A gear pump that will pump heavy slurries though long hoses, poly tank for fast 

and easy clean up, electric hose reel and flush tank are standard. 

m 
Small pull type systems 

start at S 1695.00 
r systems Dual engine models with the Affordable and powerful 
695.00 best mixing and power landscaper units starting 

of any jet machine. at $ 3995.00. 
For a FREE video and hydro seeding Info pack call: 

TURBO TECHNOLOGIES, INC. 
1 -BOO-822'3437 www.TurboTurf.com 

USE READER SERVICE #120 
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photo attachments in addition to the 
flier, you can get a lot more photos 
in," Santacaterina says. "We've found 
our clients are more apt to commu-
nicate through e-mail. The more you 
can target the marketing to the way 
clients communicate with you, the 
more business you get." 

OPERATIONS TIPS. The seasonal 
display services operate out of the 
company's landscape management 
division, which consists of two fine 
gardening crews and one enhance-
ment crew. During the busy season, 
the fine gardening crews are doing 
pruning and plant maintenance; the 
enhancements crew typically takes 
on larger plant installations. Depend-
ing on the time of year, any one of 
these three crews may implement 
seasonal displays. 

The company didn't have to make 
any major equipment or supply 
investments to begin selling seasonal 
displays. To source containers, De-
Marche scouts new suppliers at trade 
shows and retains their catalogs for 
clients to review throughout the year. 

LaurelRock purchases holiday dec-
orating supplies from various regional 
and national vendors, but is consid-
ering a holiday lighting franchise to 
streamline this process and grow this 
portion of the business. "The season-
ality of it is great - we'd love to have 
more lighting business," DeMarche 
says. "It gives us more winter revenue 
on the setups and takedowns." 

An increase in seasonal displays 
prompted LaurelRock to revisit its sys-
tem for purchasing annuals last year. 

"We used to just run out and get 
them as we needed them, and that 
would take a lot of time," DeMarche 
says. Now LaurelRock has a contract 
grower in upstate Connecticut from 
which it preorders 80 percent of its an-
nuals. Relying on a grower to supply 

"tried and true" plants, unusual variet-
ies and to select quality flowers with 
little oversight has paid off. 

"Going directly with the grower 
vs. buying through rewholesalers has 
saved us 35 percent in direct costs 

for the plants, plus many non-billable 
hours in selecting, loading, delivering 
and returning the plants," DeMarche 
says. "Overall I estimate our profitabil-
ity [in seasonal displays] has tripled 
as a result." LL 

Don't Make a Move Without Us 

mob 
Our Name Says it All 

ROOTS plant performance products reduce dieback 
and give you the right blend of microbes, 
biostimulants and nutrients for better 

• Root development • Stress tolerance 
• Soil and plant health • Nutrient efficiency 

And, ROOTS products are perfect for all of your 
environmentally sensitive clients and conditions. 
If you want your business to thrive and your plants 
to survive, don't make a move without ROOTS. 
Ask for ROOTS today. 
800-342-6173 • www.rootsinc.com 
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p r o d u c t e x p r e s s 

L i n e . " ¥ . W \ r d 
C O R P O R A T I O N 

ine Layer 
For Irrigation and Cable Installation 

• Pull Pipe, 
• Lay Cable, 
• Bore Driveways 

Line Ward Corp. 
800-816-9621 
www.lineward.com 

O R D E R w w w . N o v a e C o r p . c o m 
O N L I N E FREE SHIPPING ONLINE!!! 

10,000 FLYERS 
8.5*11, full Color loth Sid». Glossy 60/ Paper a _ _ _ 

only y O e D « 

^ C A L L T O D A Y ! 

( 8 8 8 ) 2 0 5 - 2 9 3 5 

... ^ 

/ ? > K u r i y a m a o f A m e r i c a , I n c . 
^ ^ ^ Quality Industrial Hose A Accessories 

H i g h P r e s s u r e S p r a y H o s e s 
Kuri Tec*, known for quality and dependability in 
spray hoses, now offers its new Orange K4132 and 
Mint Green K4137 colored 600 PSI spray hoses to 
its line. These spray hoses are made with premium 
quality PVC compounds that are ideally suited for 
lawn and ornamental spray applications 
using wettable powder chemicals. Kuri Tec also 
offers its new Performance-Plus Three-Year 
Warranty Program which covers defects in 
materials and workmanship. 

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

BIDDING & CONTRACTS 
Your key to success 

W e a r e L A W N G U Y S t o o ! 

G e t b a c k y o u r F R E E - T I M E ! 

M a n u a l s & C D ' s A v a i l a b l e : 
Bidding & Contracts, Estmating, 
Snow & Ice Mgt., Marketing, 
Selling & More. Quick Estimat-
ing CDs for Landscaping, 
Snow & Ice, Mowing, Etc. 

RECEIVE 20% OFF BY JANUARY 30TH. 

1 0 0 % G U A R A N T E E o n a l l o u r m a t e r i a l . 

P rof i t s U n l i m i t e d 8 0 0 - 8 4 5 - 0 4 9 9 

w w w . p r o f i t s a r e u s . c o m 

U.S. LAWNS 
NO ONE K N O W S THE 

LANDSCAPE MAINTENANCE 
INDUSTRY LIKE WE DO. 

Planning to start a landscape maintenance 
company? Already in the landscape 
maintenance industry? Then let U.S. Lawns 
show you how to start or convert your business 
and grow with the leader in the commercial 
landscape maintenance industry. 

To find out more about 
us and the opportunity 
U.8. Lawns can otter, call 
1-800-USLAWNS or visit 
us at www.us lawns .com U.S . L A W N S 

A ZERO TURN IS A HI-PERFORMANCE MOWER. A PULL MOWER SHOULD BE THE 
SAME. CHECK OUT THE HI-PERFORMANCE, PROFESSIONAL GRADE ACREA5E. 

• 60 inch heavy deep deck with wide side discharge 
• Full floating deck with 2 point crank height adjustment 
• 18 HP Kohler with electric dutch Wade engagement 
• Large pneumatic tires for smooth rolling on rough ground 
• Capable of today's standards in high mowing speeds 
• Requires little power to pull 

To Advertise On This Page Call 

Bonnie Velikonya 

At 800/456-0707 

www.lawnandlandscape.com 
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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 

BUSINESS OPPORTUNITIES 

B U S I N E S S O P P O R T U N I T I E S 

I s O R G A N I C - B A S E D 
Y O U R F U T U R E ? 

Find Out More About the 
#1 Natural Organic-Based Lawn 

Care Opportunity! 
• Proven Marketing Accelerates Profitability 
• Differentiate Yourself Using Proprietary, 

Organic-Based Fertilizers 
• Successful Training Tools and Programs 
• 20 Years of Accelerated Success 

We can make it easy for you to join the 
Leader in Organic-Based Lawn Care Team. 

Call Marcus Peters at: 
800-989-5444 

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

SELLING YOUR BUSINESS! 

FREE 
APPRAISAL 

NO BROKER 
FEES 

/ ** 1 Reasons To Call Us: 
* Huge Profits - Up To 60% 

* « * Online Advanced Training 
n i f S ^ Ä r m . * Utilize Existing Equipment 

^ ^ 

scapes 

An Easy Add-On Service 
Upsell Existing Products 
Greens Sell More Landscapes 

FREE VIDEO 
8 0 0 - 3 3 4 - 9 0 0 5 

www.al lprogreens.com 

Professional Business Consultants 
vfcusi ness 

É 
Merger & Acquisition Specialists 

Professional Business Consultants can obtain purchase 
offers from qualified buyers without disclosing their 
identities. Consultants' fees are paid by the buyer. 

CALL: 

7 0 8 - 7 4 4 - 6 7 1 5 
FAX; 508-252-4447 

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 

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. 

Reasons To Call: 
% * A Solut ion To Drought 

* Huge Profi ts - 5 0 % + 
* Quick, Easy Instal l 
* Use Exist ing Equipment 

Buy Factory Direct 
' * FREE Training 

^ FREE DVD 
www.a l lp rogreens .com/ lawns \ - 8 0 0 - 3 3 4 - 9 0 0 5 

Taking Your * O f To The Next Level 
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B U S I N E S S O P P O R T U N I T I E S • B U S I N E S S FOR SALE 

COMPANY 
C O R P O R A T I O N -

I N C O R P O R A T I N G W H A T ' S R I G H T P O R TOO 

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 

B U S I N E S S W A N T E D 

WANTED TO PURCHASE 
Chemical lawn & tree care companies, 

any area, any size business reply in strict 
confidence. laurelcompanies@aol.com 

WANTED TO PURCHASE 
Landscape Design/Build company 

seeking to purchase small to 
midsized maintenance company 
(up to $500k annual revenue) in 
Los Angeles county California. 
Interested in companies with 

high-end residential clientelle, some 
commercial okay. 

Please send reply to 
bernhard@my-backyard-escape.com 

B U S I N E S S FOR SALE 

TURNKEY LANDSCAPE/ 
SNOW REMOVAL BUSINESS 

Full management team in place, 
2007 sales over $1.6 million. 

Contact Ed Kozak 630-705-3055 
VR Business Brokers 

FOR SALE 
FARM AND OUTDOOR POWER 

EQUIPMENT DEALERSHIP. 
PROFITABLE WELL EQUIPPED BUSINESS. 

CERTIFIED KUBOTA DEALER 
WITH GOOD MARKET SHARE AND 
POTENTIAL FOR EXPANSION WITH 

NEW PRODUCTS. 
EMAIL 

kubotadealer@aol.com 

APPLICATING/LAWN 
MAINTENANCE COMPANY 

Located in the Beautiful Rocky Mountains! 
Owners retiring after 15 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/Irriga-
tion maintenance program. Gross over $500K/ 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. 

FOR SALE IN COLUMBUS OHIO 
Profitable residential landscape Design/Build 

and maintenance company for sale in 
Columbus Ohio. Expand your existing 

company or make yours more profitable and 
efficient with our proven 19 years in the 

Residential Design build field. This is a very 
well known, well managed, and highly orga-
nized turn key operation. This is an excellent 
opportunity to expand your existing business 

or get into one of the fastest growing 
businesses in the country. Business includes 

a growing turn key operation, all key 
employees, equipment, advertising, etc. 

Call (614) 848-6500. 

SOD FARM 
200 Acre Sod Farm 90 miles E of Chicago 

50x170 bldg with offices 
2-40x80 bldgs w/shops - 2 homes 

Sand Sod inventory/Machinery 
Serving major athletic fields 269-695-5505 

BUSINESS FOR SALE 
Flemington, Hunterdon County 

(Wealthiest US Suburban County), 
New Jersey - Comprehensive Landscape 

Design/Build, Maintenance, 
Irrigation Business with Garden 
Center/Nursery on 6 plus acres 

Walker County, Texas 70 miles north of 
Houston - Irrigation and Landscaping 

Business, with Wholesale/Retail Mulch & 
Stone Yard located directly on 

Interstate Highway near Big-Box Retail 

www.principiumgroup.com 
(888) 895-3587 

info@principiumgroup.com 

LAWN CARE COMPANY 
Serving Waukesha and Jefferson Counties 
in Southeastern Wisconsin, this 25 year-old 
company has a reputation for quality and 
service. Growing customer base of 2000 

clients, approximately 85% residential and 
15% commercial. Present gross of $645,000+ 
includes lawn services, landscape care such 
as pruning and fertilizing, tree care such as 

applescab and borer treatments. 
Contact Glenn 262-966-0739. 

LAWN MAINTENANCE COMPANY 
EAST COAST OF FLORIDA 

25 Year old company servicing high end 
HOA/POA's. Sales exceed $5 Million, 
owner would be willing to stay on, 

asking $3.3 Million. 
Call John Brogan Acquisition Experts, LLC. 

772-220-4455 

NURSERY/GREENHOUSE/LANDSCAPE 
BUSINESS FOR SALE 

Located on 53 acres in upstate NY's finger lakes 
region. 20 years in business, we are a retail nursery, 

greenhouse, landscaping, maitenance and hardscape 
company. Also includes distributorship of high end 

block and paver company. 3200 sq. ft. colonial home 
on 3 1 /2 acre pond, In-law apartment 40' x 100' pole 

barn with heated shop. Turnkey operation with 
$200,000. of equipment and $170,000 of hardscape 

materials included. Excellent reputation with 
unlimited growth potential. 
Asking price is $ 1. million 

315-536-9149 

PLANT HEALTH CARE CO., 
LONG ISLAND, NEW YORK 

Leading Co. established 20+ years with multi-
thousand residential and commercial customer 
base including Plant Health Care, Lawn Care and 
Tree Pruning customers. Large state of the art 

spray fleet. Turnkey operation with fully trained 
sales and operational staff. Annual Gross Sales of 
approx. $2 million. Priced to sell at $2.2 million. 

E-mail responses with company 
information to RJL2813@aol.com. 

Principles only! 

FOR SALE OR PARTNERSHIP 
Growing PT/F/T lawn aeration and slit-seeding 

company for sale or partnership. Licensing 
company also included. Located in Southwestern 

Connecticut! Fairfield County} Turn-key operation. 
All equipment and customers included. Expand 
your existing company and make your company 
more profitable with our ADD-ON proven service. 
Organics expertise - training provided, excellent 

reputation, serious inquires only. 
Call Ken 203.372.7828 or 

e-mail mightyturf@snet.net 
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B U S I N E S S FOR SALE 

Madison (Middleton), Wl, voted 
number one place to live! 

Here is an opportunity you won't 
want to pass by 

Go for the Gold Nugget in 2008! 
Landscape/Lawn Maintenance/ 

Snow Removal Business 
Opportunity 

Established (18 year) turnkey, full-service 
commercial/residential company located 
in the heart of Madison, Wl-metro area, 

(Middleton, a Madison suburb-voted the TOP 
city in the nation to live in, buffered by local 

government and university campus). 
Excellent, strong existing client base to 

build and grow upon.. .less than 
5% new construction exposure! 

This $1.3M business would make an excellent 
fit: with an existing company, a national 
organization looking to expand into the 
Madison market, or make a great entry 

business opportunity for the entrepreneurial 
spirit/or the "been there done that" 

corporate executive! 
2008 is the year to make it happen! 

Only serious buyers reply: 
P.O. Box46553 

Madison, Wl 53744-6553 

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. 

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 

View classifieds at 
www.lawnandlandscape.com 

LAWN SERVICE FOR SALE 
in Central Arkansas 

$25,000. in 12 month maintenance accounts. 
$10,000. in residential lawn treatment 

accounts. Can be sold separately. 
Some equipment included. 

Asking $40,000. 

5 0 1 - 4 7 2 - 6 9 7 9 or 
john@greenworkslawncare.com 

C R E D I T C A R D P R O C E S S I N G 

ATTRAQT NEW BUSINEß?' AQCEPT V)$A, MASTERCARD. 
PI$CQVER » AMERICAN EXPRESS CARPS 

Increase Sales. Eliminate your Risk, Improve Cash Flow -
Cellular Technology Captures Funds On-The-Spot! 

MERQHANT ACCOUNT WITH FREE TERMINAL FQP 
ALL BUSINESSES - <MY $ ?45 FQR AQCQVNT $ET-QP 

New Wireless "Check Conversion" Now Guarantees 
No Bounced Checks. No Dnving to the Bank with Deposits' 

DEPOSITS W1PE-TFW4SFERREP T(? ANY BANK. ANY 

CHECKING A C C O U N T EVEN PERSONAL ACCOUNTS OK 
¡1 Promotions PayProTech LLC Registered ISO/MSP of Chase PaymentechSolutions 

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 

HYDRO SEEDER & FREIGHTLINER 
2004 L-90,900 gal EZ lawn "Landscaper series" 

hydro seeder unit w/dual axel trailer, 
Low hours, like new condition. 

And 

2003 Freightliner FL60 set up to pull & service 
hydro seeder, 

Excellent, well maintained truck 

$56,900 OBO Call 715-257-1360 

FOR SALE 

FOR SALE: HIGH CAPACITY MOWER 
2006 Jacobson HR5111 Diesel 4WD 

11 ft. rotary mower 720 hrs. 1 year warranty 
$ 34,000 

Duke's Landscape Management Inc. 
908-850-6600 

SHUMATE TRUCK CENTER 
Isuzu, Chev and Ford spray rigs 

gas and diesel, some with Mid-Tec 
spray control & flow monitor 

our 46th year, Tampa, Fl 
1-888-874-8757 

email: shumatetrk@verizon.net 
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WoffcVtow™ 
a L A K E V I E W L A N D S C A P E 
n Fl a n a a m a mm mm IP IP m FT HÎ3! SI n a EBREI 

Customer Locjru n. •m <M M H " i mm-om M Un ¡M r «1 M». Customer Locjru 
• • L i 

I® m •H 1 p J A 

man.tmm # It J J • 

• !• \ • 
» Is : 

j 9 
• 1 * r * r " 

Stop guessing square footage! Measure area quickly 
and accurately. Just wheel the DG-1 around any 
perimeter and instantly know the area inside. 

$399 + $7 ship. CA add tax. 
www.measurearea.com 760-743-2006. 

Spreader-Mate™ 
This self-contained "drop-in" sprayer 

converts your commercial broadcast spreader 
to a fully functional sprayer in minutes. 

SPRAYING 
EQUIPMENT 

Toll free - 800.706.9530 
Phone - 585.768.7035 

Fax - 585.768.4771 
Sales@GregsonClark.com 

www GregsonClark com 

TRUCK FOR SALE 
2005 Ford econo Van 250 

43,000 miles $10,500 
Jim@heritagelawns.com 

(860)712-7926 

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 

« p » Waw 

* Tough, Lightweight 
* Cleats for Traction 
* UV protected 
* Light color prevents 

burnt grass 
* Hand cutouts for 

lifting 

800-762-8267 
SVE Sales, Inc. www.trakmats.com 
Charlotte. NC 28216 email: sales@trakmats.com 

LANDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of trees, shrubs, 

plants & more. 1/8" scale, 
Stamp sizes from 1/4" to 1 3/4 
PRICE $118 • S/H •tax in CA 
Price subject to change without notice 

AMERICAN STAMP CO. 
CALL NOW 877-687-7102 TOLL FREE 

or 916 - 687-7102 Local Calls 
www amencanstampco com Tue Wed,Thur 8-4:30 PacAc Tims 

CALL NOW TO ORDER or for YOUR FREE BROCHURE 

FREE CATALOG 

Commercial Mower Parts 
Buy Direct 

Mow More Supplies 
1-800-866-9667 

Cut off Saw Parts at Discount Prices! 
Parts For: 
Stihl, Partner, Makita, & Husky 

»Cylinders 
• Air Filters 
» Drive Belts & More' 

T: 1.888.288.8371 »www.cutoffsawparts.com 

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 

i nfo@treeeq u i p.com. 
w w w.t reeeq u i p.com. 

FOR SALE: 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 

TURF AND TREE SPRAYERS WINDDREAKER WALKING DOOM 
Tailor your equipment to your specific needs. The SD1 
T M Series provides the right balance of power and utility 
with unlimited portability. 

• Long lasting 
commercial grade 
fiberglass tank 
construction 

• Available in sizes mJ 
from 100 to bCC 

Wmm 
• Pump sizes - . 

9 to 65 GPM 
• Engines from 6 to 54 H P 

• Designed for accurate application 
without drift or wind interference 

applications and easier turning 

• 5* Spray width 

NT • 72" Hood with 6 drip-free 
nozzles on 10" spacing 

HI P.O. Box 3107, Visalia, CA 93278 
559-SDI-5555 fax 559-SDI-5591 

| www.sprayingdevices.com 
SPRAYING DEVICES INC email sales("sprayingdevice8.com 
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FOR SALE 

N E V E R F R E E Z E S Y S T E M 
• Happy Customers 
• Double your Profits 
• Win more Bids 
• Own your own Proprietary 
Irrigation Design 
I can show you a design 
secret that will revolutionize 
your sprinkler / drip systems 
and propel you out of reach 
of your competition. 
Pay back time for this design 
secret - One single job! 

Get an edge on your competition with every hid. 
www.NeverFreezeSystem.com 

SPRAYER PARTS LANDSCAPER ACCESSORIES H E L P W A N T E D 

DISCOUNT SPRAYER PARTS 
REPLACEMENT PARTS & PUMPS FOR: 

• FMC (John Bean) • Hypro • 
• F. E. Myers • Udor • 

• Comet and General Pumps • 
Also Spraying Systems Tee-Jet 

and Albuz spray nozzles. 
We have a complete line of 
sprayer accessories such as 

spray guns, hoses & hose reels. 

Call TOLL FREE: 888-SPRAYER 
For a free catalog. 

Email: spraypts@bellsouth.net 
Website: SprayerPartsDepot.com 

I R R I G A T I O N 

ATTENTION IRRIGATION CONTRACTORS!!! 
How Would You Like To Eliminate The Following: 

* Codwita Missing Simci AggsintmsnU! * Witting Monty A Tmi Wilting For Cnsltntirt' 
• Trying To Rtschodole Appointments Daring Tlx Busiest Tunis 01 Tho Ssison1 

• Taking Turn OK installation Protects Bicause Service Has To Bo Done To Accomodate 
Tour Customers Schedule 

Now! All These Business Hurdles Can be Avoided With The: 
IRRI-STOP MOTORIZED BALL VALVE 

0 

TV» IRRI-STOP MOTORIZED BAU. 
VALVE Im a Ful Pon Bal Volve wtmch 
can ba acsrvalad by a Ramos* Con-
trat Panal The Vatve is plumbed m the 

buOOng rnavmg you Urna and rnonay' 
3/4" MPT Kit $100.00 ptua tax 
1 1/4" MPT Kit $110.00 plua tax 
Sh.ppm, a Mandil»« 

O R D E R I N G I N F O R M A T I O N : 

To placo an order by phono coll (401) 7Z5-39M Mon Fri 8:00 a m le 8:00 pm (EOT) 

Te Piece en erder by E-Mail contici ei at eclipsedetign?4coi net 

Fee Added Convenience we accept Vita. Mastercard. American E «press A Discover 

> Mesh Debris Bags • Leg & Arm Chapps 
Equipment Covers • Sun Neck Protection 

W.E.Z-TOP am*/U*ck, /HmcA/H***!!! 

o a o o - « 1 0 - 2 I 2 7 0 
W W W . W E C H A P P S . C O M 

L A N D S C A P E E Q U I P M E N T 

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 

P L A N T M A T E R I A L 

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 

GPS V E H I C L E T R A C K I N G 

No monthly fees 
Call 407-888-9663 

www.vehiclewatch.com 

u.s. LAWNS 
NO ONE KNOWS THE 

LANDSCAPE MAINTENANCE 
J - INDUSTRY LIKE WE DO. 

Use your experience as an Account Manager. 
Operations Mgr.. Branch Manager or 

Regional Manager to work for you. 

E-mail resume to hr@uslawns.net or 
fax to 407/246-1623. 

US. LAWNS 

REP OPPORTUNITIES 
Z-Dump, the revolutionary dump bin that fits 
into any standard pickup truck bed with out 
changing its appearance is currently search-
ing for experienced sales reps with a solid 

dealer base for open territories in the United 
States. Z-Dump offers protected territories 

and high commission rates for our reps, and 
dealer programs to help you sell. 

For more information please contact 
Sam Proud, National Sales Manager, at 

630-563-5321 or 
email samproud@z-dump.com. 

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

exclusively for interior and exterior landscape com-
panies and allied horticultural trades throughout 
North America. Companies and career-minded 
candidates are invited to check us out on the 

Web at http://www.greensearch.com or 
call toll free at 

888-375-7787 or 
via e-mail info@greensearch.com. 

ì Hook-All™ Hooklifts 
Increase Your Truck Utilization by Using One Truck for Multiple Purposes. 

800-851-8938 americanrolloff.com 

Lift, Load, 
Leave or 

Dump! 
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H E L P W A N T E D 

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 

Y o u h a v e p r o b a b l y a l r e a d y 

h e a r d a b o u t J K C o n s u l t a n t s 

f r o m s o m e o n e w i t h i n t h e G r e e n 

I n d u s t r y . A t J K C o n s u l t a n t s , w e 

a r e e x p e r t r e c r u i t e r s a n d a r e 

v e r y a c t i v e in t h e l a n d s c a p e 

i n d u s t r y . W e c a r e a s m u c h 

a b o u t t h e s u c c e s s o f y o u r 

b u s i n e s s a s y o u d o . 

C o n t a c t u s t o d a y t o c o n f i d e n t i a l l y 

l e a r n m o r e a b o u t o u r s e r v i c e s . 

JK Consultants 
P h o n e : ( 2 0 9 ) 5 3 2 - 7 7 7 2 

E m a i l : c o n t a c t @ J K S u c c e s s . c o m 

w w w . J K S u c c e s s . c o m 

W h e r e P r o f e s s i o n a l F r i e n d s h i p s 

A r e V a l u e d 

KEY EMPLOYEE SEARCHES 

Florasearch, Inc. in our th i rd decade of 
per forming conf ident ial key employee 

searches for the landscape industry and 
allied trades wor ldwide. 

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 

^ S W I N C I L H 
When it comes to your outdoors, 

choose Swingle. 

TAKE YOUR CAREER A MILE HIGH. 

With roots firmly planted in Colorado's soil 
since 1947, we've grown into one of America's 
most respected landscape care services. Come 

join over 200 passionate green-industry 
professionals, with opportunities for: 
• Lawn & PHC Supervisors 
• Lawn Care Technicians 
• Plant Health Care Technicians 
• Certified Arborists with 

removal experience 
Swingle offers year-round employment in our 
sunny outdoors, plus top industry wages and 
benefits. We also provide great opportunities 
for college graduates and student interns. If 

you are a results-oriented, motivated individual 
looking for a growing company recognized for 
safety and legendary service - we want to talk 

to you. Visit our website at 
www.myswingle.com to learn more or to apply 
online. Or call Dave Vine at (303) 337-6200 or 

email dvine@swingletree.com. 
When it comes to your career...choose Swingle. 

S p o s a t o L a n d s c a p e C o . , 
Inc. e s t a b l i s h e d in 
1 9 9 2 o f fe rs full 
s e r v i c e l a n d s c a p i n g 
w i t h c l ients t h r o u g h o u t 
the E a s t e r n S h o r e 
a r e a s o f D e l a w a r e 
a n d M a r y l a n d . 

O u r r a p i d l y g r o w i n g c o m p a n y is 
o f f e r i n g c a r e e r o p p o r t u n i t i e s in the 
f o l l o w i n g pos i t ions : 

• L a n d s c a p e M g t . a n d C o n s t r u c t i o n 
• B r a n c h M a n a g e r s 
• A c c o u n t M a n a g e r s 
• C r e w L e a d e r s 

• D e s i g n e r s 
• I r r i g a t i o n T e c h n i c i a n s 

W e o f f e r a c o m p e t i t i v e s a l a r y w i t h 
b e n e f i t s p a c k a g e i n c l u d i n g 4 0 1 (k) 
w i t h c o m p a n y m a t c h . 

For m o r e i n f o r m a t i o n , visit 
w w w . s p o s a t o l a n d s c a p e . c o m 

E m a i l : 
c a r e e r s @ s p o s a t o l a n d s c a p e . c o m 

P h o n e : 3 0 2 - 6 4 5 - 4 7 7 3 

F a x : 3 0 2 - 6 4 5 - 5 1 0 9 

Are you looking for a job or 
looking for qualified employees to: 

• Climb it • Grow it 
• Design it • Landscape it 
• Plant it • Sell it? 

JOBS In Horitculture, Inc. 
Employment Advert ising 

In Print and Online 
800-428-2474 

www.hort jobs.com 

Come join 

t h e W O R K F O R C E ® 

o f N A T U R E / 

V a l l e y C r e s t C o m p a n i e s has exc i t ing 
jobs open right n o w across the country 
at all levels for professionals w h o want 

to work w i t h the best. 

Founded in 1 9 4 9 , w e are a leading 

nat ionwide provider o f landscape 

d e v e l o p m e n t and maintenance services 

Bi l ingual a plus. 

Please send your resume to the 

at tent ion o f Ms. Sanchez at 

o p p o r t u n i t i e s @ v a l l e y c r e s t . c o m or 

fax to 8 1 8 - 2 2 5 - 2 3 3 4 . 

ValleyCrest 
C O M P A N I E S 

w w w . v a l l e y c r e s t . c o m 

Munie Greencare Professionals is a St. Louis 
based leader in land maintenance and specialty 

construction. We have been in business for over 25 
years and our mission is to deliver quality outdoor 
environmental services. We are seeking people for 

the following positions: 
• Foreman 
• Superintendents 
• Equipment operators 
• Irrigation technicians 

We offer an excellent work environment and com-
pensation package plus advancement opportuni-

ties. The ability to travel is a plus. 
Please submit your resume to Munie Greencare, 
1000 Milburn School Road, Caseyville, IL 62232. 
Fax: 618-632-5475. dmooney@muniegreencare. 

com EOE/AA 
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c l a s s i f i e d s 

HELP WANTED 

V I G N O C C H I 
Landscape Architects & Contractors 

Are you looking for a work culture motivated 
by creativity, hard work and a passion for your 

profession? If so. inquire now about the following 
opportunities to join our dynamic team. 

construction superintendent 
irrigation superintendent 

mechanic 
estimator 

sales 

25865 West Ivanhoe Road 
Waucooda, IL 60084 
dvignocchi@iltvignocchj com 
www tltvtgnocchi com 

RUPPERT NURSERIES 
Part of an organization that has been growing 

successful companies since 1977, Ruppert 
Nurseries is expanding and has LANDSCAPE 

C O N S T R U C T I O N , L A N D S C A P E 
M A N A G E M E N T a n d T R E E G R O W I N G 

opportunities available in the mid-Atlantic and 
southeast. Fax 301-414-0151 or 

email careers@ruppertcompanies.com 
for more information. 

FIND YOUR JOB TODAY 

www.Greenlndustry-Jobs.com 

BRICKMAN 
Enhancing the American ¡xinducape Since 19.19 

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

Nationwide career and internship 
opportunities available in: 

• Landscape Management 
• Landscape Construction 
• Irrigation 
• Accounting 
• Business Administration 

Start growing your career at: 
hrickmangronp.com 

Currently seeking experienced 
landscape professionals to join 

our growing team in both 
Seattle and Portland regions: 

• Commercial Maint. Sales - OR/WA 

• Commercial Maint. Acct. Mgr. - WA 

• Commercial Construction PM -WA 

• Residential Design Svcs. Mgr. - WA 

• Residential Designer/Sales - WA 

• Regional Maintenance Mgr-WA 

• Design/Build Asst - OR 

Apply online @ www.teufel.com or 
Email Resume to rickc@teufel.com 

Always accepting inquiries from 
qualified individuals. 

Equal Opportunity Employer 

CREW LEADERS/ASST. CREW LEADERS 
WANTED 

LAWN KING LANDSCAPING 
Established 19 year old Pittsburgh, 

Pennsylvania company seeks responsible, goal 
oriented, and motivated individuals to join their 

team. Must have PA driver's license. 
Must be 18 or older. FT/PT. 

Contact Michelle @ 412-563-LAWN (5296). 

ValleyCrest Tree Care Services, 

VallcyCrcst Tree Care Services provides award-winning 

arborist services on a wide range of properties throughout 

the nation. Rather than focusing on isolated management 

techniques, our certified arborists approach the tree as an 

entire biological system. 

We have full-time opportunities available for our following 

positions: Account Manager, Operations Manager, Business 

Developer/Estimator, Crew Leader/Foreman, CDL Driver, 

Production Specialists, and Spray Technicians. 

Branches Include: Livermore, Sacramento, Santa Ana, 

Gardena, Ventura, Phoenix, Tampa, Sarasota, Venice, 

Orlando and Atlanta 

For consideration, please email resumes to: treecare-
jobs^vallevcrest.com 

or fax to (818) 225-6895. 

PROJECT MANAGERS 

Looking for a place to satisfy your 
entrepreneurial spirit? Join Christy 

Webber Landscapes, an Inner City 100 
company recognized by INC Magazine 

as one of the fastest growing companies 
in urban America! 

We are seeking experienced Project 
Managers for high end commercial, 

residential and municipal maintenance 
accounts. This is a challenging leadership 

role where you will review projects, 
solve job site problems, determine 

equipment needs, coordinate 
subcontractor schedules and review and 
approve work orders. Project Managers 
provide horticultural recommendations, 

follow through with proposals and billing 
and work to satisfy customer and com-
pany goals. Successful candidates must 

be organized, self-motivated, 
quality minded, team players with 

effective communication skills. 

Chicago, IL 
www.christwebber.com 

Email resumes to 
Patsy@christywebber.com 

AMERISCAPES LANDSCAPE 
MANAGEMENT SERVICES 

is looking for quality-focused professionals 
who want to grow with us. We are seeking 
account managers, area supervisors, pest 
control and irrigation technicians, crew 

fore-man and other service professionals. 
The ideal candidate will be required to work 

independently, is confident in their 
knowledge, and is customer oriented with 

good time management skills, strong 
communication abilities and has a desire to 

succeed. We offer excellent pay based on your 
work efforts. Insurance, 401K, vacation, 

opportunities for advancement and continu-
ing education are available. At AmeriScapes, 

equal talent will get equal opportunity. 
DFWP and background checks may be 

required. Landscaping, Grounds 
Maintenance, Lawn and Ornamental Pest 

Control and Irrigation. 
4 0 7 - 8 7 2 - 0 8 5 5 

AmeriScapes-landscape@att.net 
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c l a s s i f i e d s 

H E L P W A N T E D 

G O T H I C L A N D S C A P E , I N C . & 

G O T H I C G R O U N D S M A N A G E M E N T , I N C . 

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.gothidandscape.com 
or email: hr@gothiclandscape.com 

Ph: 6 6 1 - 2 5 7 - 1 2 6 6 x 2 0 4 
Fax: 661 -257 -7749 

L a n d - T e c h E n t e r p r i s e s , I n c . i s o n e o f t h e 

D e l a w a r e V a l l e y ' s l a r g e s t m u l t i - f a c e t e d 

l a n d s c a p e firms. S e r v i n g c o m m e r c i a l 

c l i e n t s t h r o u g h o u t P A / N J / D E . 

O u r c o n t i n u e d g r o w t h p r e s e n t s e x c i t i n g 

c a r e e r o p p o r t u n i t i e s w i t h u n l i m i t e d 

g r o w t h p o t e n t i a l ! 

C a r e e r o p p o r t u n i t i e s i n m a n a g e m e n t , 

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

c r e w l e v e l a r e a v a i l a b l e i n t h e 

f o l l o w i n g w o r k d i s c i p l i n e s : 

• L a n d s c a p e M a n a g e m e n t 

• L a n d s c a p e C o n s t r u c t i o n 

• E r o s i o n C o n t r o l 

• B u s i n e s s D e v e l o p m e n t - E s t i m a t i n g 

C o n t a c t H u m a n R e s o u r c e s a t 

2 1 5 . 4 9 1 . 1 4 7 0 o r f a x r e s u m e t o 

2 1 5 . 4 9 1 . 1 4 7 1 

c a r e e r s @ l a n d t e c h e n t e r p r i s e s . c o m 

w w w . l a n d t e c h e n t e r p r i s e s . c o m 

f J o i n t h e c o m p a n y w h e r e 

People Matter... 
Our motto is Our business is people 
and their love for trees." We offer 
excellent career opportunities at all levels. 

We value safety first, provide ongoing 
training, and have an excellent 
compensation and benefit package 
that includes a 401 (k) with company 
match and ESOP 

thecareoftrees. 
877.724.7544 

f.,847.459.7479 
Apply online at 

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

Chicago, New York, Philadelphia, San Francisco, Washington, D.C. 

Come Grow 
With Us! 

Leaders in Vegetation Management Since 1978 

Specializing in Railroad, Roadside, Industrial 
and Aquatic Vegetation Management, 

our clients include many of the 
largest corporations in North America. 

DBi is a market leader with a clear vision 
of the future, investing heavily in 
our people, our core values and 

a friendly work environment. 

W E A R E L O O K I N G F O R 
H A R D - W O R K I N G T A L E N T E D 

I N D I V I D U A L S W I T H E X P E R I E N C E 
T O M A N A G E T H E D A Y - T O - D A Y 

O P E R A T I O N S O F O U R B R A N C H E S 
A N D D I V I S I O N S T H R O U G H O U T 

T H E U N I T E D S T A T E S A N D C A N A D A . 

Qualified applicants must have a 
minimum of 2 years of 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: 
DeAngeb Brothers, Inc | Attn: Human Resources Department 

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.dbiserv ices.com 

T o A d v e r t i s e C a l l B o n n i e V e l i k o n y a 

8 0 0 / 4 5 6 - 0 7 0 7 x 5 3 2 2 

Landscaping the future... 

JOIN A W I N N I N G T E A M IN 

MASSACHUSETTS 

Established in 1990 Greener has career 

opportunities for experienced individuals who 

are passionate about what they do. Our newly 

built corporate office is located in Lowell, 

Massachusetts. We're recruiting members to 

join our outstanding team. Our company 

specializes in landscape construction and 

maintenance for residential community 

developers and commercial developers. 

Greener Landscaping has several employment 

opportunities available for that 

enthusiastic candidate. 

Greener Landscaping offers year-round 

employment, competitive salary, 

bonus and great benefits, including 401 (K). 

We are recruiting Working Foremen for the 

following specialties: 

• Fencing Division 

• Hardscape Division 

• Fertilizer Division 

• Tree Division 

• Irrigation Division 

We are also looking for qualified candidates 

for the following positions: 

• Landscape Estimator 

• Landscape Designer/Architect 

• Project Managers 

• Maintenance Account Manager 

• Senior Buyer 

For consideration as a key member of our team 

please send resume to: 

contactus@greenerinc.com or 

fax to (978)441-0603 

C O A S T A L L A N D S C A P E 

S E R V I C E S , I N C . 

A p r e m i e r s o u t h e r n C a l i f o r n i a c o m m e r c i a l 

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

c o m p a n y is s e e k i n g a n e x p e r i e n c e d a n d 

p r o f e s s i o n a l M a i n t e n a n c e M a n a g e r f o r 

s a l e s , m a n a g e m e n t a n d d e v e l o p m e n t 

o f o u r M a i n t e n a n c e d i v i s i o n . 

S p a n i s h s p e a k i n g r e q u i r e d . 

E x c e l l e n t s a l a r y + C o m m i s s i o n . 

F o r m o r e i n f o r m a t i o n v i s i t , 

w w w . c o s t a I la n d s c a p e s e r v i c e s . c o m 

O r f o r c o n s i d e r a t i o n e - m a i l : 

h r @ c o a s t a l l a n d s c a p e s e r v i c e s . c o m 
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c l a s s i f i e d s 

I N S U R A N C E H E L P W A N T E D 

LANDSCAPE CONSTRUCTION 
MANAGER 

Landscape Construction manager wanted in 
Northern California resort area. Season from 

April to Nov. Responsibilities include 
scheduling, material ordering and 
overseeing installation projects. 

Prior managerial experience, bilingual and 
clean DL required. 

Pay DOE. Send inquiries and resume to 
tenors53549@mypacks.net 

SALES MANAGER PLANT 
HEALTH CARE 

LONG ISLAND, NEW YORK 
Leading Co. seeks sales professional with 

minimum of 3 years of field and sales 
experience in the Plant Health Care Industry. 

Must be well versed in all phases of Tree, Shrub 
and Lawncare. Top based Salary and lucrative 

com package make six figure annual salary 
achievable. Excellent Benefit Package including 

Health Care, Vacation & Sick Days included. 
Signing Bonus Available! for the right candidate. 

E-mail resume & cover letter to 
RJL2813@aol.com. 

LANDSCAPE CONSTRUCTION 
MANAGER 

Landscape Construction manager wanted 
in Northern California resort area. Season 

from April to Nov. Responsibilities 
include scheduling, material ordering 

and overseeing installation projects. Prior 
managerial experience, bilingual and clean 
DL required. Pay DOE. Send inquiries and 
resume to tenors53549@mypacks.net 

M.F.P. Insurance Agency, Inc. 
Insuring the Green Industry since 1986 

Applicators Hydroseeding Snow Removal 
Industrial Weed Control Holiday Lighting Tree & Shrub Maint 

Right of Way Mowing & Maint Landscaping 

Complete Range of Pollution Coverages 
New Comm'l Auto Program for Landscapers 

and Mowing & Maint. Services with VERY LOW RATES! 
Contact one of our Green Industry Specialists 

matt@mfpinsure com jleonard@mfpinsure com rick@mfpinsure.com 

Toll Free: 800-886-2398 Fax: 740-549-6778 

www.mfpinsure.com 

S O F T W A R E 

TurfGold Software 
Save time, streamline your business, and make 

more money with customer relationship 
management software for the green industry! 

FREE Demo Video at www.TurfGold.com 

Or call 800-933-1955 today! 

W E B D E S I G N E R S 

Web Design, Brochures, Logos, Lettering 
and Printing Services for Landscapers. 
Your single source for marketing your 

landscape business. 
Samples online: 

www.landscapermarketing.com 
or call 888-28-DSIGN. 

L I G H T I N G 

With One or Both Of These 
Great Service Offerings! 

^ N I T E T I M E 
D E C O R " 

Landscape and Architectural Lighting 

, > i km n g " ^ 

i l Hi 1 1 » I I I # « 

Training — Products — Support 
www.nitetimedecor.coni 
1-877-552-4242 

C h r i s t m a s 
D e c o r 

375 Locations in 48 States 
$2000 Daily Production 

Per Crew! 

Jfc ¿re 

£jr_L 

Call Today! 
1-800-687-9551 

w w w. c h r i s t n i asd e c o r. n e t 
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a d í n d e x 

Company Name Web Address Page # RS# 

Adkad www.adkad.com .22 18 
Adobe Commercial Truck www.adobeequipment.com 133 93 
Altumamats www.alturnamats.com 113 81 
AquaMaster ....www.aquamasterfountains.com 100 69 
Arysta LifeScience www.arystalifescience.com 31 26 
Bandit Industries www.banditchippers.com 94 65 
BASF — www.betterturf.com ~ 103 72 
Bayer Environmental Science www.backedbybayer.com 6, 7,68,69,114,115,127,135,147* 
Bobcat www.bobcat.com 97 67 
C&S Turf Care Equipment ——www.csturfequip.com 102 71 
Carson by Oldcastle Precast Enclosure Solutions wwwxarsoniodxom 78 51 
CLIP Software —www.clip.com 108 74 
CST >. —www.maxxis.com 3 9 30 
Cub Cadet Commercial —www.cubcadetcommercial.com..»»—«»««»»». 61 43 
Customlnk www.customink.com 123# 90* 
DIG Irrigation Products riìgrnrp m m 3 0 53 
Ditch Witch www.ditchwitch.com 86,87 60 
Dixie Chopper www.dixiechopper.com 125 91 
Dow AgroSciences -www.dowagro.com/turf 57,59,130,131 
Echo „«.WW™ orKn-nca m m 62, 63 44, 45 
Espoma Co ' . » f f * ™ * ? 20 16 
EverGreen Software Pwt>rgr«x>n*r>ft\A/*r» m m „..9 12 
Exaktime iéwim» jwhHrtHr m m 11 59 
Exmark wu/\a/ PvmaH( rrtm 81 — 56 
EZ Trench —www.eztrench.com , - 44 33 
Ferris Industries m,i»iu>wforrkindii<triP<rnm 159 113 
FMC Corp www.fmcprosolutions.com 37*, 91*, 93*, 95*, 118*, 119*, 121* 28*, 62*, 64*, 66*, 83*, 84*, 86* 
GMC Truck —www.gmc.com 106,107 
GRA$$ Landscaper Billing www.obexdata.com 80 54 
Gregson-Clark — www.gregsondark.com 164 118 
H.D. Hudson Mfg wm/w hHhnrUnn m m 120 85 
Hortica —« www.hortica-insurance.com 155 110 
Hunter Industries -«»www.hunterindustries.com 77 49 
Husq varna www.usa.husqvama.com 29 25 
Irrigation Association —www.irrigation.org 147* 102* 
Irrigation Direct —www.irrlgattondlrect.com » 83 58 
JJ Mauget „ » ( w w m a i i y t f n m .65 „46 
John Deere www.johndeere.com — 19,21,23,24,25 15,17,19,20 
John Deere Construction —www.johndeere.com 33 27 
John Deere Landscapes/LESCO —www.johndeere.com 117 82 

Kawasaki www.kawpowr.com 52,53 38,39 
Kohler www.kohler.com 180 124 
Land-Opt www.landopt.com 122 87 
Landscaper Pro lAA«/̂  lanrtcraporprr. m m | r 3 0 55 
Leatherman —www.leatherman.com 101 70 
Lebanon Turf ixwwlphannnturfmm , „.. ,,„,. , , „ ,, 3 11 
Little Giant Pump Co —www.lgpc.com 49 36 
Little Wonder —www.littlewonder.com t, , 3 9 61 
LT Rich Products —wwwi-spray.com 154 109 
Marsan Turf —www.sprinklers4less.com , 78 50 
Maruyama —www.maruyama-us.com 41 31 
Mist Away Systems www.mistaway.com 71-74,148 48,103 
Mitsubishi Fuso —www.mitfuso.com 50,51 37 
Monsanto www.monsanto.com — 123* 89* 
MosquitoMax www.mosquitomax.com 112 79 
Mulch Mule —www.mukhmule.com 146 101 
Mystkrete —www.mysticrete.com 13 » ». 13 
Neely Coble www ngolyrnhlp rnm 145* 99« 
Nufarm Americas www.nufarm.com/usto 26,27 21,22,23,24 
Oldham Chemicals Co www.oldhamchem.com — 122 88 
Oregon Cutting Systems —www.oregonchain.com 149 104 
PACE www.pacelink.com ». 138*, 139* 95* 
Pace American —www.paceamerican.com 152 107 
PBI Gordon www.pbigordon.com 45, 99,151 34, 68, 106 
PBM Supply & Mfg —www.pbmsprayers.com 156 111 
Perma-Green Supreme wwwpermagreen.com 16,17 14 
PLANET www.landcarenetwork.org ». 145* 100 
PRO Landscape/Drafix www.prolandscape.com 2 10 
Project EverGreen www.projectevergreen.com 118* 84* 
Quali-Pro www.quali-pro.com — 161 114 
Rain Bird www.rainbird.com » 179 123 
Real Green Systems www.realgreen.com 105,150 73,105 
RedMax www.redmax.com 109 76 
RISE www.pestfacts.org - 37*, 95* 29*, 94* 
RND Signs —www.rndsigns.com 144 98 
Roots www.rootsinc.com 167 122 
Scotts Professional Seed —wwwxcottsproseed.com 111 78 
SePRO Corp www.sepro.com 129 92 
Sheffield Financial —www.sheffieldfinancial.com 165 119 
Shindaiwa — —virww.shindaiwa.com 153 108 
Stens www.stensturf.com 67* 47* 
STIHL www.stihlusa.com — 157 112 
Toyota —www.toyota.com 43 32 
Tree Tech Microinjectin Systems m«ww trootorh n«»t 82 57 
Turbo Technologies —.www.turboturf.com 166 120 
TurfcO ..., www turfrrvlirPf t rnm 47— 35 
Tygar Mfg ,,, MAA/W tygarmfg rnm 79 52 
U.S. Lawns —www.uslawns.com 58 41 
U.S. Praxis www.stumpmachine.com 60 42 
Vista Professional Outdoor Lighting www.vistapro.com 110 77 
Visual Impact Imaging www.visualimpactimaging.com 162 116 
Walker Mower www.walkermowers.com — 55 40 
Weed Man www.weedmanusa.com » 162 115 
Westheffer www.westheffer.com » 112 80 
Wilson-Oyler/Husqvarna Success Series —www.wilson-oyler.com 163 117 
Wright Mfg —www.wrightmfg.com 137 9* 

# Denotes regional advertising. This listing is provided as a courtesy to Lawn & Landscape advertisers. 
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http://www.backedbybayer.com
http://www.dowagro.com/turf
http://www.fmcprosolutions.com
http://www.gmc.com
http://www.johndeere.com
http://www.mistaway.com
http://www.nufarm.com/usto
http://www.pbigordon.com
http://www.realgreen.com
http://www.pestfacts.org
http://www.lawnandlandscape.com


"The bottom line: there is no better spray head 
on the market than the Rain Bird 1800 Series." 

Confidence: Install Rain Bird 1800 Series Spray Heads and Nozzles. 
nal 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. 

R a i n ^ B I R D 
USE READER SERVICE # 123 

http://www.rainbird.com/1800
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KOHLER Relentless Power. 
Legendary Performance. 

KohlerEngines.com 
USE READER SERVICE # 182 


