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"PRO LMuUcajze paid 
fior itseifiiO tintes 

aver the first year!" 
Kostas Menegakis, Landscapes-R-Us 

If you make only one investment in your business this year, 
PRO Landscape design software should be at the top of your 
list. It's packed with more money-mak ing tools than you 
ever thought possible, and is so e a s y to use, you'll be up and 
running in minutes, translating your ideas into photorealistic 
images, accurate CAD plans and polished proposals that sell. 

"I seid two jobs the 
fiirst "week Î ounteò 

the proj I r a n t . 

Dustin Leite, Maple Leaf Farms & Nursery 

Realistic photo imaging Easy-to-use CAD Customer proposals 

7 \ 7 \ / / Y 4 \ / 

9 
3D photo rendering 3D CAD rendering Night & holiday l ighting 

d r a f i x s o f t w a r e i n e 

60-day Money-Back Guarantee! PRO 
Landscape 
The Standard in Design Software for Landscape Professionals! H 

w w w . p r o l a n d s c a p e . c o m 
8 0 0 - 2 3 1 - 8 5 7 4 or p r o l a n d s c a p e @ d r a f i x . c o m 

S E L L B E T T E R • P L A N B E T T E R • B I D - B E T T E R 

USE READER SERVICE #10 

http://www.prolandscape.com
mailto:prolandscape@drafix.com
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Kawasaki 
P o w e r P r o d u c t s 

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. 

KGT27A l \ b ¿. / A 

http://www.kawpowr.com
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Have you checked out the new 
www.lawnandlandscape.com? 
Lawn & Landscape's online community continues to grow. 
Last month, we introduced our new-look Web site, which 
includes stories, video, audio and social networking — all 
in one site. If you haven't visited recently, please check 
us out. You'll be pleased by the terrific additions to our 
interactive forums, including separate threads on key 
industry issues and market niches, as well as the ability to 
post photos and graphics within your posts. 

We still offer the most daily comprehensive news content, 
complete MSDS and product labels, archived issues and 
business management learning tools. Also, check out these 
other new additions: 

[rs.,, r - .* . "i'ilLLMJ • I 'll I I I — I |l — . 

Careers: 
Visit our new job board and 
see what's out there. 

Member Search: 
View profiles created by 
other subscribers to the 
Lawn & Landscape Web site. 
See their favorite articles, 
media and uploaded videos 

and photos they uploaded 
themselves. 

My L&L: 
To save any article, video, 
classified advertisement 
or product you find on our 
site, simply click the "Add 
To My L&L" link to keep 
it for your records and/or 

share it with others through 
your profile. 

My Landscapes: 
Upload and add your 
landscape photos to a 
collection and set the 
sort order for a nice slide 
show to share with the 
community. 

My Profile: 
Optionally make your 
profile information 
available to others in 
the community. Enter 
information about your 
industry or company, 
biographical information, 
subscribe to e-newsletters, 
anything you want to share. 

Create a User Profile and 
Participate in the Online Dialogue 
To participate (post comments to articles, post a question or response 
to an online forum, upload photos, etc.) in our online community, you 
must create a user name and password. This will provide you with full 
access to the career board, member profiles, online store and more. 

Please create a member profile by clicking on the profile button on 
the top navigation bar of www.lawnandlandscape.com. If you are a 
Lawn & Landscape magazine subscriber, but have never been to our Web 
site before, you can use our account lookup feature from the subscribe 
button found at the top right, next to the search button. Simply enter 
the account number from your magazine label, we'll verify your account 
and you'll quickly be on your way. 

COMING THIS MONTH ONLINE 
Podcast interviews with: 
Allen James - president of the 
Responsible Industry for a Sound 
Environment on lessons U.S. 
contractors can learn from the new 
Canadian pesticide restrictions. 

Jason Cupp - CEO of Highland 
Outdoors on successful use of 
customer e-newsletters. 

Jim Huston - president of JR Huston 
Enterprises on managing your P&L. 

http://www.lawnandlandscape.com
http://www.lawnandlandscape.com
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We've completed the puzzle for you. 
LebanonTurf offers a variety of 
products to get your lawn off to a 
healthy start this spring. Whether you choose our ProScape products with MESA for its 
quick response and consistent brill iant color or our LebanonPro line featuring LSN 
(LebanonTurf Stabi l ized Nitrogen), a cost effect ive alternative nitrogen source. For 
late spring appl icat ions, introducing LockUp™, a new granular broadleaf herbicide with 
enhanced clover control when appl ied to wet or dry fol iage. 

• LebanonPro 17-0-5 2 5 % SCU .13 Dimension 

• ProScape 18-0-5 2 5 % MESA .09 Dimension 

• ProScape 16-0-8 4 3 % MESA .43 Barr icade 

• LebanonPro 16-0-5 5 0 % LSN® .38 Barr icade 

ProScape 19-0-6 3 3 % MESA with LockUp 1 

Find the piece that 's your best fit by contact ing your local LebanonTurf dealer, visit ing 
LebanonTurf.com, or cal l ing 1-800-233-0628. For a FREE Weed ID booklet, visit our 
website, go to promot ions and enter Coupon Code SP0109. 

LebanonTurf Improving the Way Professionals Care for Turf 



NICOLE WISNIEWSKI 
Editor 

It's All About Perception 
When I saw the research come in from our latest poll about how landscape busi-

nesses are feeling about the country's new president, I wasn't surprised, but 
I was a bit taken aback. 

Some of your comments were very strong. One survey respondent said in the story 
on page 44: "The best thing Obama can do for my business would be to stay in the 
White House, lock the door, turn off the telephone and come out in four years." 

I knew contractors were going to sway heavily toward the Republican ticket and 
ideals. But because of the perception out there that consumers were feeling positive 
about change, I thought maybe small businesses were also going to come in saying 
they are giving Obama a chance. 

Not in this market and not in general small business. A majority of contractors in 
every category are pretty displeased with his election, his first few months in office, his 
stimulus package, and his small business promises that have gone mostly unmet. 

This also got me thinking more about consumers. When they first elected Obama, 
they seemed optimistic about change. That was my perception. But surveys actually 
tell a different story. While some may argue it's too soon to tell if the new fiscal stimu-
lus package has had any financial impact on the economy, it's been long enough to 
test the mood of Americans - your customers - concerning how they think it might 
help them. And, in fact, as of our mid-March press time, customer mood was five 
points worse than the prior week's reading and three points worse than the week 
before the signing of the bill, according to Gallup polls. Compared to a year ago, the 
reading is 25 points worse. 

Clearly, no one is feeling good about the economy right now - you, your custom-
ers, your employees. 

But as Frank Mariani says as he offers his economic advice on page 18, "things 
will get better. They always do." 

From the Great Depression, the oil crisis in the 70s through to Black Monday and 
the dot-com bubble, Americans have been resilient. We've always bounced back. 

And this is that time when you may have to look at your company and reevaluate. 
You may have to implement a few contingency plans. You can't operate as if it's 
business as usual. If backlog, leads, contract renewals and sales are looking poor, 
you may have to make some tough decisions, as Jim Huston recommends on page 
84, and get your business on track. 

Yes, the media are going to continue to push the negative news because that's what 
they see out there. That doesn't mean you have to buy into it. Change what you can 
and keep your business moving forward. In the process you could even gain a better 
handle on the situation and feel more comfortable moving forward without letting 
fear and negative headlines drag you down. 

It's all about perception. And if you reinvigorate your business with a solid plan, 
then you can go into each customer meeting and sales call with a fresh perspective. 
And that change in attitude could mean the difference between easing customers' 
fears and gaining their business or chasing them away with the same negative news 
that's bringing you down. Stay positive, stay focused and you're more likely to stay 
profitable. © 
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Get $400 o f f a Z830A a n d 

5.99% a month financing for 5 years. 
In a business where t i m e is money, we 've f i gu red o u t a way t o help 
you make the most o f yours : 5.99% f i nanc ing f o r 60 m o n t h s on 
our entire l ine o f Z-Trak PRO Series ze ro - tu rn mowers . And w i t h t h e 
Z830A, you ' l l ge t $400 o f f instant ly . So see you r John Deere dealer 
today. Because we ' re ready t o give you s u p p o r t in t he f ie ld -
and on the b o t t o m l ine. 

J O H N D E E R E 

JohnDee re . com 

5.99% Low-Rate Financing for up to 60 Months at Participating John Deere Dealers offer available February 3, 2009 through August 3, 2009. Excludes Z-Trak Estate and EZtrak Zero-Turn Mowers. Subject to approved 
credit on John Deere Credit Revolving Plan, a service of FPC Financial, f.s.b. For personal use only. No down payment required. Finance charge will accrue at 5.99% APR and is for qualified buyers. Monthly payment will be 
calculated based on 2.0% of the amount financed at 5.99% APR. Rates subject to change. See local dealer for current rates. A $1.00 per month minimum may be required. Upon default the interest rate may increase to 
19.8% APR. Other special rates and terms may be available, including installment financing. Available at participating dealers in the United States. Prices and savings in U.S. dollars. 

Save $400 (U.S.) on Z830A Z-Trak"* PRO 800 Series Mowers available February 3 ,2009 through August 3 ,2009. Prices and models may vary by dealer. Savings based on the purchase of eligible equipment. Offers available 
on new equipment and in the U.S. only. Prices and savings in U.S. dollars. See your dealer for details. 



Dear Editor, 

I'm in the process of learning my way 
around the new Lawn & Landscape Web 
site. Your message boards are valuable. I 
have learned a great deal from this forum 
over the years. Thanks for your help. 

of value to contractors. I use many of the 
articles to help train and explain various 
industry subjects to my employees. 

Take care, 

Wayne Winner 
TechScape, Inc. 
Richardson, Texas Gerry McCabe 

Quality Control Manager 
Aexcel Corporation 

Dear Editor, 
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Dear Editor, 

Your content, look and commitment 
continue to shine through in your online 
products. Great Job! 

Jim Paluch 
JP Horizons 
Concord, Ohio 

Dear Editor, 

Congratulations on continually adding to 
your publications. I just finished reading 
the irrigation e-newsletter. The continued 
additions and your great articles are truly 

Please send me all the e-newsletters you 
publish as I am pursuing to expand my 
business. Your publication just blows me 
away; it is very professional and informa-
tive. Thank goodness for people with 
high standards. I need to learn as much as 
possible to become successful in this busi-
ness. If you have any advice, please inform 
me. I would love to glean what I can from 
very successful landscape maintenance 
professionals. 

Thank you so much, 

Willis Sanchez 
Professional Landscape Management 
Mililani, Hawaii 
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•lonsered 
Legendary Quality, now with 
Clean Power" 

JONSERED cha in saws a re wo r l d - r enowned 

for their h igh per fo rmance, durabi l i ty a n d 

dependabil i ty. The JONSERED Power Line 

of outdoor p o w e r equ ipment is m a d e 

from that same D N A . 

Many of the JONSERED Power Line 

models feature the new, a d v a n c e d 

technology C l e a n Power Engine, 

w i th 6 0 % 

less emissions 

a n d 2 0 % better 

fuel economy. 

JONSERED's Clean Power Engine. 

w w w J o n s e r e d p o w e r . c o m 
REACH FOR THE RED™ 

•lonsere 

Hedge Trimmers 

Sold, serviced and supported by independent authorized JONSERED dealers. • Imported and distributed in the Eastern US exclusively by Tilton Equipment Company. 
877-693-7729 • www.tiltonequipment.com 

Trimmers and Brwshcwtters "Combi" Power Broom Turbo Chain Saws Blowers 

http://www.tiltonequipment.com


Performance 
Under Pressure 

Photos c lockwise from top right: Wellness 
expert Murray Banks talks about healthy 
living at PLANET'S Executive Forum. 
Landscape contractors David Snodgrass 
and Rollin Haas brainstorm ideas dur ing 
Bill Arman's session on "Growing a Best 
of Class Organization." Attendees listen to 
fitness guru Scott Smith from Motivation to 
Move on gett ing fit and neutralizing stress. 
The Harvest Group's Bill Arman. PLANET 
President Jason Cupp welcomes attendee 

Gaining work quality and life balance 

If you are a 50-year-old male, and your doctor says you are "right where you should 

be" in terms of health, then you are a part of the average, meaning you actually have 
a 50-50 chance of getting heart disease, says Murray Banks. 

The news silenced the 238 attendees at the Professional Landcare Network's Execu-
tive Forum in Orlando this February. 

Wellness is a lot more than "not being sick" or just "being in the average," adds Banks, 
60, the wellness speaker, trainer and skiing and triathlon champ who educated attendees 
on neutralizing stress and improving balance. "Your well being affects your stamina, 
energy, attitude and ability to focus. While you can't eliminate stress from your life, 
you can balance it." 

First, don't focus on the word stress, Banks suggests. Use the word challenge instead. 
"Then, use the Richter Scale of stress when something upsets you," he says. "Ask 

yourself is this a 10 or a 2 and then give it the energy it deserves." And a 10 is a family 
member is in the hospital, Banks adds, to put it in perspective. 

A great way to deal with stress is through laughter. Of course, sense of humor is the 
first thing to go when one is tired and stressed. What a busy business owner most needs 
at this point is what he least wants, which leads us back to Banks example. The best 
way to reduce stress and improve health so a landscape contractor doesn't find himself 
below or stuck in "the average" is through physical fitness and healthy eating. Banks 
recommends contractors plan time to workout before all of their 
time is planned. The most time effective exercises are walking or 
using a fitness machine at home. The most beneficial plan balances 
cardiovascular activities with strength and flexibility training. Banks 
basic minimum recommendation is 30 to 45 minutes of activity four 
to five times a week. Another part of living well is eating well. Banks 
suggests eating well 90 percent of the time and not worrying about 
the other 10 percent. 

And a positive attitude never hurts. Though it won't solve all of your 
problems, "it annoys enough people to make it worth the effort." 

Visit this issue at www.lawnandlandscape.com for a Web Exclusive 
on how business owners can have health and business prosperity for 
the long term from the National Federation of Independent Business, 
as well as other stories from the Executive Forum. - Nicole Wisniewski 

http://www.lawnandlandscape.com


Cut Operating Costs - And Increase Profits! 
L o o k i n g f o r a p l a c e to cu t o p e r a t i n g costs? A t r i m m e c ® c a n r e d u c e l a b o r a n d d i s p o s a l 
costs b y 5 0 % o r m o r e . Use the o n - l i n e A t r i m m e c T r i m m i n g Cos t C a l c u l a t o r a t 

mingcalculator to inpu t y o u r cu r ren t costs a n d c o m p a r e . See 
fo r yourse l f h o w A t r i m m e c c a n e n h a n c e y o u r p ro f i t po ten t ia l . 

Easy S p r a y A p p l i c a t i o n I r r i ga t ion N o t Requ i red N o A f fec t O n Turf 

For a FREr 8 o z . Samp le O f f e r ! 
^pb igordon .com/ tnmmingca lcu la to r 

Atrimmec® is a registered t rademark of PBI /Gordon Corporation 
Always Read and Follow Label Direct ions 

^ ] c o n p o n a t i o n 
An Employee-Owned Company 8 0 0 - 8 2 1 - 7 9 2 5 pb igo rdon . com 
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HUSTLE & FLOW 
To improve your cash position 
in today's economy, maximize cash in. 

Economic stress leads to customer 
stress, which leads to financial 

stress. Understanding and boosting cash 
flow can help reduce this stress. 

How do you get cash in more quickly? 
Send statements earlier, advises Joe 
McPhail, Real Green's vice president of 
operations, simply. 

At the company's 2 0 0 9 Conference 
& Expo in Orlando, Fla., in January, 
McPhail suggested contractors start 
with a door hanger invoice on the day of 
service, and then send a first statement 
15 days later and a second statement 30 
days later. When the account reaches 31 
to 45 days, make a customer service call 
and send a past due notice. At 60 days, 

send a demand/request for payment. By 
75 days, make a final customer service 
call and place the account in the hands 
of a third party collections agency, 
McPhail advises. 

"The goal is to shorten the collection 
cycle," he says. "Most people get paid 
every two weeks so if you hit them twice 
a month, you get better results. People 
pay the squeaky wheel." 

Offering more payment options is 
also a good idea, McPhail suggests. He 
recommends contractors offer credit 
card payments online and by phone, 
payments by check, autopay, and prepay 
and installment options. 

Educating customers on payment 

terms is another trick to getting money 
in on time, McPhail says. "If they know 
you don't mind waiting until 45 or 60 
days to receive payment, then they will 
always pay you late, putting you at the 
bottom of their priority list," he ex-
plains. "People with cash flow problems 
usually do not have a collections system 
and payment process in place." 

Including a due date on invoices also 
improves accounts receivable by 50 
percent, McPhail says, adding, "With-
out a due date, it goes to the bottom of 
the pile." 

Read next month's story on chasing 
receivables to get a better handle on 
your cash flow. - Nicole Wisniewski 

Pull wires back through 
the installed pipe 

Ask your irrigation /lighting 
supplier or call us at: 

1 - 8 0 0 - 6 9 1 - 1 1 4 8 
www.sidewalksleever.com 

• Sidewalk Sleever installs 
1" & 2" pipe underneath a 
sidewalk in as fast as 60 
seconds. All in one step! 

• Requires no boring. 
• Longer tools are available. 
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Use the S25 for spray ing pest ic ides, 
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For information call 800-294-0671 or visit 
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THE UPSELL ADVANTAGE 
Don't work twice as hard trying to get new customers when you can get 
a better return on investment with current clients. 

The average customer starts spending 
at the bottom of the typical market-

ing pyramid, which is made up of the 
people who are least likely to respond to 
marketing materials, according to Real 
Green Systems President Joe Kucik. 

Kucik outlined the advantages of 
marketing upsell services to current 
customers during his free marketing 
seminar, which he held on Jan. 8, the 
day before kicking off his Real Green 
Systems 2009 Conference & Expo. 

"You get on average a $4 return on 
every marketing dollar invested to ob-
tain a new customer, but you get a $10 
return for every dollar invested when 
you're upselling to current custom-

ers," Kucik explained, pointing to his 
own lawn care business - Real Green, 
based out of Michigan - as an example. 
"Upselling is the most profitable part of 
my business." 

Why? "You've already built trust with 
your current customers, they are already 
interested in y our services, if you know 
their size you know their price and you 
know their needs already since you're 
on their property regularly," Kucik says, 
adding his philosophy is "the more you 
do for your current customers, the less 
likely they'll be to cancel services." 

When marketing to current clients to 
pitch upsell services, Kucik recommends 
sending mailings four to six weeks prior 

to the service window. Contractors can 
include upsell messages on direct mail 
pieces, referral letters, door hangers, 
mid-season property evaluation forms, 
prepay letters, invoices and on larger 
lawn posting signs. From using lawn 
posting signs last year at his company, 
Kucik generated 177 new leads, resulting 
in 127 new sales - $29,737 in revenue. 

Also, market to the right people. "Of-
fer grub control to people who have had 
grub problems in the past year or two," 
Kucik suggests. "It would be easy to 
send a marketing piece on grub control 
to everyone on your list, but it is a waste 
of money. Market with a scalpel, not a 
shotgun." 

And that, as Kucik explains, will mean 
a better return-on-investment. 

For more coverage of Real Green's 
event, visit Lawn & Landscapes April 
Web Exclusives at www.lawnandland-
s c a p e . c o m . - Nicole Wisniewski 

TurfGro Fertilizer 
Professional Fertilizer at a Value Price 
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Formu la ted f o r t h e speci f ic needs of y o u r reg ion - you r tu r f , soil & w e a t h e r 
V 

Easy- t o - fo l l ow Tur fGro p r o g r a m de l ivers lush, g reen t u r f y e a r - r o u n d 

Specia l ty fe r t i l i zers iCh as h igh i ron , s low release n i t rogen , and weed & feed 

I Design id to min i rn ize impac t of raw m a t e r i a l ^ pr ic ing 
Want to know more? 

866.TURFGR0 
8873476 

When best just isn 't 
good enough, there's 

TURFGR 
Sold exclusively at \ 
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How can a product that's so tough on grubs 
be so gentle at the same time? 

Du Pont" 
Acelepryn 
INSECTICIDE 
Professional Products 

It's a little miracle we call Acelepryn.™ 
M o r e than 550 independen t un ivers i ty tr ials prove it. O n e appl icat ion of DuPont ' " 
A c e l e p r y n " insect ic ide del ivers exce l len t con t ro l of t he 10 t o u g h e s t g rubs at t he 
l owes t appl icat ion rate ever ut i l ized for w h i t e g rub cont ro l . Plus, Ace lepryn ' " o f fe rs 
m o r e than jus t g rub cont ro l . O n e early appl icat ion a lso prov ides exce l len t con t ro l 
of key sur face- feed ing pes ts , inc lud ing c u t w o r m s , w e b w o r m s , annual b luegrass 
weev i l s and bi l lbugs. N o o the r g rub p roduc t can ma tch the level of p e r f o r m a n c e 
or ou t s tand ing env i ronmen ta l and tox ico log ica l prof i le of Acelepryn.1" In fact , 
Acelepryn™ has been c lass i f ied as reduced-r isk for tur f appl icat ions by t h e EPA. 
DuPont ' " Acelepryn. ' " Learn m o r e by v is i t ing us at p rop roduc t s .dupon t . com. 
Kill them. With kindness. 

DuPon t P ro fess iona l P roduc ts 

DuPont" Acelepryn" may not be available in all states See your local DuPont representative for details and availability in your state The DuPont Oval Logo. DuPont. " The miracles of science" and Acelepryn" are trademarks or 
registered trademarks of DuPont or its affiliates Copyright <£> 2009 E l. du Pont de Nemours and Company. All rights reserved 



WE WILL SURVIVE 
O n e o f t h e T o p 2 5 l a n d s c a p e c o n t r a c t o r s in t h e U.S. shares e c o n o m i c adv ice . 

When contractors get a chance to chat with one of the largest 
landscape contractors from Illinois on the phone, inevitably 

they are going to ask him about how he's handling business in the 
recession. 

During Marty Grunder's January teleseminar and follow-up March 
Webinar with Chicago's Frank Mariani, he not only told them his 
plans but gave them some encouraging words. 

"Things will get better; things are going to improve - they have to," 
Mariani says. "We need to survive and make it through these next 
12 ,18 , 24 or 36 months - however long it takes." 

What does a company like $35-million Mariani Landscape do in 
a recession? First, Mariani built a couple of different budgets. "We 
built budgets based on what we think we can do this year," he says. 
"We think we can grow our maintenance business 10 to 15 percent 
- we are being aggressive and are six times ahead of our pace over 

Marty Grunder with industry mentor Frank Mariani. 

For All Your Spraying Equipment & Parts Needs! 

Commercial Quality Skid Sprayers Custom Built Sprayers to Fit Your Needs 

Spring is here, call us to immediately fulfill your equipment needs! 
New for 2009 

CP300 Sprayer 

(Pictured Below) 

Westheffer 
SPRAYING EQUIPMENT & PARTS 

l iM. idf -VJct fT iT 
www.westheffer.com 

Shop O u r 
eBay 
Store 

'sprayerparts* 
Today 

WESTHEFFER PREMIUM SPRAY HOSE 

a ; green 
garde 

• 300' or 400' Rolls 
• Attractive Mint 

Green Color 
• 600 psi 

3/8" ID - $.60/ft. 1/2" ID $.80/ft. 
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500 gallon units starting at $ 5495.00 
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Pull type systems • 
from S 1495.00 ~ " * 

I" ** * Mechanically agitated 
r units start at $ 9495.0 
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Ice Control Sprayers %m 

Prices start at $ 995.00 

Straw Blowers, blow up to 
2 bales a minute. 

TECHNOLOGIES, ii 
•3437 wwvw. TurboTurf.t 
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Give your customers the instant satisfaction they desire 
Octane herbicide wi l l add the necessary fuel to your current broadleaf weed 

control program to speed toward a more rapid kill. Today's lawn care consumers 
demand dead weeds now, and they don ' t wan t to wai t weeks to see results. 
With new Octane herbicide in your tank-mix, you can n o w show your customers 
the results they want , w h e n they w a n t them. Visual herbicidal results are 
evident w i th in 24 - 48 hours fo l low ing an appl icat ion of Octane herbicide. 

Octane herbicide provides: 
• 1 hour rainfastness 
• Flexibility to be tank-mixed with any broadleaf 

herbicide for increased performance 
• Excellent turfgrass tolerance 
• Affordability. Adda little Octane to every tank! 

Untreated Jus13 days after treatment 

For more in format ion abou t Octane herbicide, 
visit our w e b site www.sepro.com or 
call 1-800-419-7779. 

Fast and Affordable 

Octane; 
SePRO Corporation Carmel, IN 46032 Herbicide 

Octane is a registered trademark ot Nichino Amer ica. Inc. A lways read a n d fol low label direct ions ©Copyr igh t 2006 S e P R O Corporat ion. 

http://www.sepro.com


last year, so we're doing well. We think 
our construction business will contract 
20 percent. We also built a budget show-
ing a 25 percent across the board cut in 
revenue. Whatever the final outcome is 
in this economy, we plan to manage the 
numbers closely and at the end of the 
year make sure we're operating in the 
black. We will manage this business to 
profitability. We can do it. And we want 
to do it without layoffs. We're looking at 
every other expense we can cut first." 

Before losing employees, Mariani is 
putting more emphasis on sales, turning 
over every rock to find work, as well as 
managing overtime. 

But this comes with a warning. "We 
won't take work we shouldn't do or 
that isn't profitable just to get the sale," 
Mariani says. 

The company did not give out raises 
this year because "we thought it was 
more important to keep people em-

ployed," Mariani shares. "So we will 
limit people cuts to the greatest extent 
possible and then if we have to go there, 
we will start with the least experienced 
people and those who aren't doing 
their jobs, but first make sure we've 
given them the opportunity to improve. 
Crew leaders are very important to us 
because of the training that goes into 
that position, so we will protect them 
as best we can." 

Another interesting economic chal-
lenge a teleseminar attendee asked 
Mariani involved local landscape com-
petitors shopping around their estab-
lished maintenance accounts. While 
it may look like a good buy, Mariani 
suggests contractors do their homework 
first. "Are they selling it because they are 
going to lose it anyway?" he asks. "Are 
they selling it because it's not profitable 
or because the client is unreasonable? 
Are they selling it because they are go-

ing to go out of business? A lot of people 
are looking for a large amount up front 
to get out of a problem. Make sure it's a 
project or projects that will work with 
your portfolio of business. Be careful." 

Mariani's overall plans and philoso-
phy basically provide scenarios for every 
situation, and this is what he recom-
mends contractors do so they don't react 
too slowly to economic challenges or 
warning signs. "Planning is not an op-
tion this year - it's a mandate," he says. 
"You have to be prepared." 

For a look at how Mariani is handling 
marketing in today's tough economy, 
turn to page 62. - Nicole Wisniewski 

^ ^ O For m o r e of M a r t y 
( j ^ F G r u n d e r ' s i n te rv i ew w i t h 

F rank Mar ian i , v is i t t h e A p r i l 
W e b E x c l u s i v e s at w w w . 
I a w n a n d l a n d s c a p e . c o m . 

T R A I L E R • T R U C K • S K I D / R O L L -

Productivity 
W i t h the Mu lch M u l e y o u can d o u b l e or t r i p le 

v y o u r p r o d u c t i o n - do it in up to 1/3 the 
t i m e w i t h f ewe r men . Jobs y o u once 
d idn ' t have the t i m e or m a n p o w e r to 
get is n o w a rea l i ty ! 

Versatility 
The Mu lch M u l e has been cal led 
the Swiss A r m y Kni fe of landscape * 
e q u i p m e n t because it is not jus t fo r 
hand l i ng mu lch . By add ing the debr is / 
leaf v a c u u m y o u can load sod edg ings , grass 
c l ipp ings , leaves and more . 

It's all about time and man power so if you want to compete 
in this business you need to have a Mulch Mule. The Mule 
gives us the ability to get more work done in less time and 
with fewer men. We will continue to add Mules as they help 

us to grow our business. You can't compete with me unless you have a Mule... 
and I have 4! 

Gary Clark - Vice President, Environmental Management Inc.; Dublin, OH 

i 
mulch« mule 

Material Transfer Distribution S' 

G r e e n Industry I n n o v a t o r s | 7727 Par is A v e n u e , Lou isv i l le , OH 44641 • PH: 330-607-9050 • FAX: 330-875-0782 
w w w . M u l c h M u l e . c o m 
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syngenta 

Introducing a granular that protects like a sprayable. New Her i tage^ G 
fungicide spreads evenly over large areas and the granules easily dissolve 
with just a heavy dew. It's quick. It's comprehensive. And it's founded on a 
proven active ingredient that provides peace of m ind for up to 28 days. 

1 - 8 6 6 - S Y N G E N T A • w w w . g r e e n c a s t o n l i n e . c o m 
©2009 Syngenta. Syngenta Professional Products, Greensboro, NC 27419 Important: Always read and follow label instructions 
before buying or using this product. Heritage" G is not currently registered for use in all states. Please check with your 
state or local extension service prior to buying or using this product. Heritage and the Syngenta logo are trademarks of a 
Syngenta Group Company. 

Heritage 
Fungicide 

30 pounds 

http://www.greencastonline.com


INSIGHT III Trends and statistics to give you an edge 

BY NICOLE WISNIEWSKI 

Trend Spotting 
W o n d e r i n g w h a t popu la r consumer magaz ines a n d te lev is ion shows 
are te l l i ng your c l ients t o focus o n in t h e landscape th is year? 

W e have t h e answers. 

What will customers be talking about as you start their work this spring? 
According to top consumer magazines and Garden Media Group, there are 

eight trends that have risen to the surface, and keeping them top of mind is wise 
for landscape contractors looking for business opportunities in today's economy. 

1. Veggie tales. A Garden Writers Sur-
vey says more than half of Americans 
planted vegetables this year, and seed 
sales more than doubled over last year. 
Also, local farmers markets are seeing an 
upsurge in business, community gardens 
have waiting lists, and plant swaps are 
on the rise. Why not include a vegetable 
garden in your next design proposal? 

2. Blended gardens. Transform yards 
into ornamental but productive spaces 
as lettuces and parsley mix with roses 
and petunias," says Traditional Home. 

Garden centers also report an in-
crease in demand for fruit-bearing 
shrubs like blueberries, raspberries, 
blackberries and elderberries being used 
as ornamentals. 

3. Going native. Plant natives like Iron 
Butterfly from American Beauties™ to 
adorn rocky areas with rich purple; they 
are tolerant in hot, dry locations. Cary-
opteris Grand Bleu® and dwarf native 
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Crimson mandeviJla^ 
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'Little Joe' pye-weed, both introduced by 
Star® Plants, attract bees and butterflies, 
as do ornamental grasses like northern 
sea oats or wavy hair grass. Also, offer 
customers water-conserving plants like 
succulents, cactus, yucca and ferns. 

4. On the waterfront. Whether moving 
in fountains, endless waterfalls or fish 
ponds, the soothing sounds of water can 
turn any backyard into a private oasis. 

5. Outside in. This year, customers are 
looking to bring the outside in, so offer 
them options to extend their outdoor 
spaces. Tropical plants like bromeliads 
and orchids create instant beauty and 
boost oxygen. Peace lilies, ferns and 
spider plants are mobile air purifiers. 

6. Contained. Containers are no longer 
a trend but a garden staple in large and 
small spaces. Gone are the three-note 
containers with the thriller, spiller and 
filler formula. Think one note contain-
ers with an evergreen shrub or tropical 
plant for 'boom without bloom.' 

Shrubs have strong growth potential, 
says Allan Armitage, renowned breeder 
and author. They are sustainable and 
cover a sizeable piece of ground, and, 
once established, require less mainte-

U s e b e r r y b u s h e s a s o r n a m e n t a l s , 
l i ke t h i s p i n k b l u e b e r r y b u s h . 

nance. Some new shrubs, like 'Vernon 
Morris' viburnum, are multi-taskers, 
providing four seasons of color and food 
and shelter for wildlife. 

With containers, select natural mate-
rials like cast stone and terra cotta. "Big 
and bold is 'in' and square is the new 
round," says Peter Cilio, creative direc-
tor for Campania International. 

7. Pops Of Color. From walls and fur-
niture to accents and art, metallics in 
dramatic tones of pewter and bronze, 
and colors like electric pink, acid green, 
plum and yellow, reminiscent of 60s 
pop culture, are showing up in garden 
décor and elements. 

Offer clients anything red this spring 
from Carefree Spirit shrub rose and 
true red rhododendron 'Trocadero' to 
tropical red Crimson Sun Mandevilla. 
Gene Bussell, garden editor for Southern 
Living Magazine, also says to look for 
shades of green to be dominant in most 
planting schemes. 

8. Bubbling. Outdoor living continues 
to boom as the trend for "stay-cations" 
and "bubbling" comes home. "People 
are staying home more and investing in 
their homes," says Bussell. "They're still 
time-strapped so they're looking for easy 
care, high-value plants... so offer them 
shrubs, perennials, natives - anything 
that will last," he suggests. J > 



W H I L E Y O U ' R E A T I T 

It's easy a n d prof i table to a d d tree care to your exist ing service -
a n d it won ' t a d d much t ime to your call. Mauge t insecticides, 
fungicides, and other products are in a completely enclosed 
micro- infusion system, so al l you d o is dr i l l , inject and let it d ra in . 
W i t h low risk to the environment, Mauge t can be used near pools, 
ponds, schools a n d parks. Provide clients wi th Mauge t professional 
tree care a n d get your other work done too. 

• Simple to a d d to current service 
• M in ima l investment in tools 
• H igh prof i t potent ial 
• Can be used where other methods can' t 

The Right Way To Treat A Tree 



BY WILLIAM LYNOTT 
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^ Wonder ing where t o invest your money in th is economy? 
^ ^ This f inanc ia l expert says focus on t h e long- te rm. 

igative Report 
When it comes to investing our 

money, human nature likes to 
play tricks on us. When the stock market 
is reaching new peaks, we can't wait to 
jump in. When it stumbles and falls, 
we stop investing, or worse, we start 
selling. Despite the lessons of the past, 
that insistent inner voice keeps urging 
us to follow the crowd. 

And so the typical investor tends to 
buy high and sell low - exactly the op-
posite strategy for profitable investing. 

Decades of experience have demon-
strated that when a rising market starts 
to look like a win-win situation, it's at 
its riskiest. When the market is mucking 
around in a slump, the gloom and doom 
tends to grow, keeping us from taking 
advantage of a buy-low situation. 

The stock market boom of the late 
1990s provides us with a textbook ex-
ample of how costly our tendency to fol-
low the herd can be. In early 2000, stock 
values soared to their highest levels. 
Investors were falling over themselves 
to get in on the action. Most of that 
new money was going into the darling 
of investments - technology funds. By 
March 2 0 0 0 - the market peak - inves-
tors had poured tens of billions of dollars 
into technology funds. 

As we would soon learn, that was 
the worst possible time to invest. By 
October 2002, the S&P 500 index had 
fallen nearly 50 percent. Even worse, 
the NASDAQ had lost more than three-
quarters of its value. 

Now for the "fun" part. At that point, 
with the market at its lowest in the 
cycle, investors started taking more 
money out of funds than they were put-
ting in - human nature was once again 
having its way with them. Then, the 
markets began their recovery, reaching 
a new peak in October 2007. 

The moral of this story is quite clear. 
Listening to that inner voice telling us 
to follow the crowd may be exactly the 
wrong thing to do when it comes to in-
vesting our money. When investors are 
pouring money into the market causing 
it to rise, we expect it to continue rising. 
When the market falls, we expect it to 
continue falling. 

So, what can we do to keep ourselves 
from falling into that buy-high, sell-low 
financial abyss? One of the strategies 
favored by many financial advisers is 
called dollar-cost-averaging. That tech-
nique calls for establishing a fixed dollar 
amount to invest at regular intervals 
(e.g., monthly) and sticking with that 
pattern regardless of whether the mar-
ket is going up or down. 

With dollar-cost-averaging, when 
the market is rising, your money will 
buy fewer shares, and when it's falling, 
your money will buy more shares. Since 
the market has a positive average rate 
of return, proponents of this technique 
suggest that by buying your shares at the 
average price over a period of time, you 
will benefit from the market's average 
return. 

Another approach that many pro-
fessionals suggest is the buy-and-hold 
philosophy. This calls for buying only 
stocks with solid fundamentals or mu-
tual funds with low expenses and good 
diversification and then sticking with 
them during good times and bad. 

In other words: Ignore the crowd and 
avoid reacting to the emotion of the 
moment. This can be tough to do when 
the market is in a dive, but remember, 
following the herd is almost always 
the wrong thing to do. While you can't 
control the forces that produce market 
volatility, you can control your own 
response to them. 

The best advice when it comes to your 
personal investment philosophy is to 
stay focused on the long term. There will 
always be news of the sort that invites 
a reaction from investors: a change in 
leadership in the White House, bad 
news involving an industry or political 
turmoil. As a long-term investor, your 
goal is to stay focused and avoid short-
term distractions. 

Our built-in tendency to follow the 
crowd may come in handy in some cir-
cumstances. It may pay to jump into that 
long line if someone is giving something 
away at the other end. However, when it 
comes to investing your money, separat-
ing yourself from the herd will almost 
always work to your advantage. @ 

The author is a f reelance writer based in Abington, 
Pa., with 40 years of exper ience in bus iness man-
agement and f inancing. 
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You Can't Buy 
Everything... Or Can You? 
The economics of leasing vs. buying equ ipmen t in today 's economy. 

As credit dries up in today's economic 
environment, companies - particu-

larly small businesses - may find invest-
ing in new equipment to stabilize or 
grow their organizations more difficult. 
And if new equipment is a necessity, 
they are stopping longer to ponder the 
pros and cons of leasing vs. buying. 

"Credit policies and procedures have 
and will continue to be tested," Ken-
neth R. Collins Jr., chairman and CEO 
of Susquehanna Commercial Finance, 
recently told the Equipment Leasing 
and Financing Association. "We expect 
credit quality to continue to deteriorate 
through the second quarter of 2009 and 
that a number of weaker segments, such 
as transportation, construction and 
some small businesses that have been 
surviving on dwindling cash reserves, 
could be culled by this recession." 

Luckily, as of February, 66 percent of 
contractors report having no problems 
obtaining business loans. However, ex-
tensively reviewing buy vs. lease options 
when making equipment purchases is a 
smart move for any business. 

TOM-AY-TO, TOM-AH-TO. Business own-
ers should carefully consider the ad-
vantages and disadvantages of lease and 
purchase options when buying equip-
ment. They must account for individual 
and operational cash flow and tax needs, 
operator's aptitude and equipment 
skills, and the goals and objectives of 
the business. 

"The starting point for your decision-
making is the projected cash flow 
statement you've worked up showing 
the dollar benefits of the project, and 
the costs under the options you are 

BY NICOLE WISNIEWSKI 

considering - in this case, leasing vs. 
purchasing," online small-business 
resource Winmark Business Solutions 
says. "Then, evaluating whether it's bet-
ter to lease or buy can be easily done by 
performing a net present value (NPV) 
analysis of your cash flows under both 
alternatives, and comparing the results 
you get. The alternative with the lower 
NPV will be the cheaper alternative in 
the long run." 

Considering the economy, keeping 
your cash in your pocket is wise. One 
way to do this is by leasing your assets, 
according to Joe Musto, an independent 
commercial leasing broker with Lease 
One who has been in the banking and 
finance industry for more than 14 years. 
This could be one of the reasons eight 
out of 10 businesses favor leasing, per 
Musto's statistics. And during challeng-
ing times, leasing has some unexpected 
benefits, he says, including: 

• Leasing conserves cash - With 
leasing there is no need for the large 
cash outlays required when purchasing 
(typically only one or two advanced 
payments are due at lease signing). No 
more depleting working capital. 

• Leasing preserves existing lines 
of credit - Present sources of short-term 
borrowing are unaffected by leasing. An 
owner can keep bank credit lines open 
for other areas of his or her business. 

• Leasing can offer tax advan-
tages - Leasing payments are operat-
ing expenses and are 100 percent tax 
deductible for most businesses. 

The Stimulus Advantage 
Most b u s i n e s s e s n e e d n e w e q u i p m e n t at s o m e point , bu t the E c o n o m i c S t imu lus 
A c t of 2008 m a d e b u y i n g m o r e e q u i p m e n t immediately a po ten t ia l l y smar t 
b u s i n e s s dec i s i on . Sec t i on 179 of t he Internal R e v e n u e Se rv i ce tax c o d e n o w 
a l l ows b u s i n e s s e s to wr i te off t he full p u r c h a s e p r i c e of qua l i f y i ng e q u i p m e n t 
p u r c h a s e d or f i n a n c e d d u r i n g the tax year . That m e a n s if a sma l l b u s i n e s s b u y s 
or l eases a p i e c e of qua l i f y i ng e q u i p m e n t , it c a n d e d u c t t he ful l p u r c h a s e p r i c e 
f r o m the bus iness ' g r o s s i n c o m e . Smal l b u s i n e s s o w n e r s s h o u l d consu l t thei r tax 
p ro fess iona l to asce r ta i n their cu r ren t tax pos i t ion . 

Sec t i on 179 c a n c h a n g e year ly w i thou t no t ice , bu t t he cu r ren t d e d u c t i o n 
l imit is $250,000 a n d the tota l a m o u n t of e q u i p m e n t p u r c h a s e d c a n n o t e x c e e d 
$800,000. The A m e r i c a n R e c o v e r y a n d Re inves tmen t A c t of 2009, s i g n e d into 
law in Februa ry , has e x t e n d e d the e n h a n c e d Sec t i on 179 i ncen t i ves t h r o u g h 
D e c . 31. 



The evolution continues. 

GET TO KNOW THE MOWER YOU HELPED CREATE. 

THE §X1 L A Z E R Z . 
We l i s t ened t o y o u . L i s t e n e d t o y o u r d e s c r i p t i o n o f t h e p e r f e c t m a c h i n e . A n d w h a t y o u sa id h e l p e d us e v o l v e o u r m o s t 
popu la r m o w e r i n t o t h e N e x t Lazer Z. It's an i n c r e d i b l e m a c h i n e tha t 's e v e n m o r e c o m f o r t a b l e , eas ier t o h a n d l e , l o w e r 
m a i n t e n a n c e a n d u n r e l e n t i n g l y p r o d u c t i v e . L ike a l o t o f o u r m o w e r s , it's a t r u e re f l ec t i on o f o u r r e l a t i o n s h i p w i t h o u r 
cus tomers ; us l i v ing in t he i r w o r l d a n d u n d e r s t a n d i n g t h e i r e n v i r o n m e n t . To e x p e r i e n c e w h a t y o u ' v e h e l p e d us b u i l d , g o 
to nex t l aze r . com o r y o u r loca l Exmark dea le r . 

safety and productivity 

operator comfort 

ease of maintenance 

cutting technology 

traction and handling 



• Leasing can improve financial 
statements - Leasing can improve a bal-
ance sheet by reducing long-term debt 
and simplifying bookkeeping. 

• Leasing offers creative programs 
- With specialized lease programs, con-
tractors can find custom-tailored leases 
to fit more than one business need. 
Some seasonal programs require busi-
ness owners to make payments only 
when a company is open for business, 
i.e. summer vs. winter. 

• Leasing can help improve profit 
and growth - No more investing in 
equipment that may become obsolete. 

• Leasing offers a speedy approval 
process - This is typically much quicker 
than a traditional loan or credit line. 

The major disadvantage of leasing 
equipment is that, because an owner 
is not purchasing it, it cannot be con-
sidered an asset and cannot be sold. 
"Conversely, after you purchase equip-
ment, it's yours," explains Crystal Riley, 
president of Lease with Crystal. "This is 
especially advantageous when dealing 
with a piece of equipment that has a 
long, useful - and I emphasize useful 
- life and is not in danger of becom-

Decisions, Decisions 

Interest Rates 

Speed of 
Approval 

Down Payment 

Financial 
Statements 

Tax Benefits 

Equipment 
Obsolescence 

ing technologically obsolete in a short 
period of time." 

That brings us to buying's benefits, 
which according to Tim Lemmons, a 
University of Nebraska - Lincoln Exten-
sion educator, are: 

• Buying makes it easier to replace 
equipment at the owner's discretion. 

• Owned equipment can be used as 
collateral against other loans. 

</ No security deposit is required 
(though down payments to secure fi-
nancing may be higher). 

• There are no use limitations (some 
leases specify the number of machine-
use hours before a penalty). 

• Buying gives a business increased 
asset value on the balance sheet. 

Both leasing and owning property 
provide tax advantages to small business 
owners. Before making a final decision, 
Lemmons suggests small business own-
ers understand how each might affect 
their cash flow and tax situation, which 
will vary from operation to operation. 

THE DEPRECIATION EQUATION. Small 
businesses should also consider other 
factors when investing in equipment. 

When weighing the economics of 
buying vs. leasing, it is important to 
understand the key components of ma-
chinery value and the change in value 
over time. 

Depreciation is defined as the de-
cline in asset value over time. "It also 
represents the basic ownership costs 
of a capital asset and the consumption 
of an asset's value over its useful life," 
Lemmons explains. 

"As equipment ages, the accumulated 
cost of repairs begins to mount," he says, 
advising business owners to consider 
long-term repair costs when deciding 
whether to buy or lease equipment, 
particularly machinery. "Repair costs 
should positively correlate with the 
total hours of equipment operation; 
the greater the accumulated hours of 
operation, the greater the accumulated 
cost of repairs. Usually the lessee is 
responsible for all repairs not covered 
by warranty, just as the owner would 
be. However, leased equipment may 
be replaced before repair costs begin to 
mount." ® 

The author is editor of Lawn & Landscape and can 
be reached at nwisniewski@gie.net. 

Leasing 

F ixed rate 

Borrowing 

C a n f l uc tua te w i th the 
m a r k e t 

Wi th in t w o b u s i n e s s d a y s af ter a 
b i d has b e e n s e l e c t e d for m o s t D a y s to w e e k s 
a m o u n t s 
Typ ica l l y , on ly o n e or t w o 
p a y m e n t s u p f ront , w h i c h a re 
a p p l i e d to your b a l a n c e 

Genera l l y u n n e c e s s a r y for 
t r ansac t i ons less t han $150,000 

O p e r a t i n g lease p a y m e n t s c a n 
b e 100 p e r c e n t tax d e d u c t i b l e 
w h e n s h o w n as a n o p e r a t i n g 
e x p e n s e 

U s e d as a h e d g e aga ins t 
o b s o l e s c e n c e 

Typ ica l l y , 10 -20 p e r c e n t 
of t he tota l a m o u n t 

Gene ra l l y n e e d e d 
r e g a r d l e s s of a m o u n t 
r e q u e s t e d 

D e p r e c i a t i o n c a n b e 
t a k e n over t he usefu l l ife 
of the e q u i p m e n t 

Y o u o w n the e q u i p m e n t 

F i xed or va r i ab le 

D a y s to w e e k s 

Typ ica l l y , 10 -20 
p e r c e n t of t he tota l 
a m o u n t 
Gene ra l l y n e e d e d 
r e g a r d l e s s of a m o u n t 
r e q u e s t e d 

D e p r e c i a t i o n c a n b e 
t a k e n ove r t he usefu l 
l i fe of t he e q u i p m e n t 

Y o u o w n the 
e q u i p m e n t 

N o n e 

Instant 

100 p e r c e n t 

N o n e 

D e p r e c i a t i o n c a n 
b e t aken over the 
usefu l l ife of t he 
e q u i p m e n t 

Y o u o w n the 
e q u i p m e n t 

Source: Joe Musto, Lease One 
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Advanced chemistry that leaves caterpillars speechless. 

DuPont" 
Provaunt' 
INSECTICIDE 

D u P o n t ' M P r o v a u n t * i n s e c t i c i d e h a s e a r n e d h i g h p r a i s e f o r i t s o u t s t a n d i n g p e r f o r m a n c e a g a i n s t 

t u r f a n d o r n a m e n t a l p e s t s , i n c l u d i n g g y p s y m o t h c a t e r p i l l a r s a n d t e n t c a t e r p i l l a r s . E v e n w i t h i t s 

l o w a p p l i c a t i o n r a t e s , P r o v a u n t ® is t h e i dea l c h o i c e f o r p r o t e c t i o n o f o a k s , c r a b a p p l e s , f l o w e r i n g 

c h e r r i e s a n d a w i d e r a n g e o f a d d i t i o n a l t r e e s a n d s h r u b s . W h a t ' s m o r e , i t s a c t i v e i n g r e d i e n t h a s 

a n e x c e l l e n t e n v i r o n m e n t a l p r o f i l e a n d w a s c l a s s i f i e d a s r e d u c e d - r i s k b y t h e EPA. L e a r n m o r e 

b y c a l l i n g 1 - 8 8 8 - 6 D u P o n t ( 1 - 8 8 8 - 6 3 8 - 7 6 6 8 ) o r b y v i s i t i n g u s a t p r o p r o d u c t s . d u p o n t . c o m . 

D u P o n t " P r o v a u n t . ' A d v a n c e d c h e m i s t r y . O u t s t a n d i n g p e r f o r m a n c e . 

D u P o n t P r o f e s s i o n a l P r o d u c t s 

The miracles of science " 

Always read and follow all label directions and precautions tor use. The DuPont Oval Logo. DuPont The miracles of science" and Provaunt" are trademarks or registered trademarks of DuPont or its affiliates Copyright <£) 2009 E l du Pont 
de Nemours and Company All rights reserved 



N O T E S f r o m t h e Grunderground 

DO IT NOW, 
DO IT OFTEN AND 
DO IT TODAY 
Here are some things all of 
us should do to make friends, 
make sales and generate 
business. 

1 . Get all client information in 
one database. Send a postcard 
to prospects and point out 
your specialt ies - not just the 
obvious. 

2. Put together a plan to keep 
in touch with your cl ients more 
frequently. This takes time; be 
consistent with your presence 
and your message and use 
all forms of communicat ion. 
Remember, when you're talking 
to your clients, they can't be 
talking to your competi t ion. 

3. Spend money on the 
obvious market ing items that 
give you years of benefits, such 
as jobsite signs, lettering on 
all four sides of your trucks, 
uniforms and s ignage in front of 
your off ice. 

4. Make sure your Web site 
is search engine opt imized. If 
someone enters your hometown 
and the word " landscaping" or 
" lawn care," your company's 
name should come up in the 
first 10 listings on a Google 
search. 

5. It's your responsibil i ty to 
make your name unforgettable 
to clients. The only way you can 
do that is by repeatedly and 
creatively keeping your name in 
front of them. 

Know Your Customers 

MARTYGRUNDER 
is a speaker, 
consultant and 
author, and also 
owner of Grunder 
Landscap ing Co. in 
Miamisburg, Ohio. 
Reach him 
at marty@gie.net 
or via www. 
martygrunder.com. 

Recently my wife and I went to dinner at an Italian restaurant in my 
hometown. It's a nice, quiet place that serves upscale Italian food. 

We had a great meal, the service was excellent and I was impressed. 
As an entrepreneur and a professional speaker and author, I am always 
analyzing businesses. I look for ideas I can implement at Grunder 
Landscaping Co. or ideas I can write about or speak about. No, it's not 
easy being married to me, but this is who I am. I am always learning, 
always trying to find better ways to do business. I realized something 
that night while leaving the restaurant. 

While Lisa and I left the parking lot and drove to meet some friends, 
I told her how impressed I was with how this restaurant did everything 
except for one important item. Lisa gave me one of those "Now what?" 
looks. I went on to explain to her how amazing it is that everyone is 
complaining how bad business is, yet very few are really doing anything 
more than the basics. Now you are wondering what they did not do, 
aren't you? I'll tell you, because a lot of us are guilty of this. 

What this restaurant did not do was ask me for my name, address 
and/or e-mail so they could stay in touch with me and try to develop 
a relationship with me. This lovely restaurant got the hard part - the 
food and service - right, but the easy part - staying in touch with me 
- they blew big time. Here's what they should have done. 

At the entrance to the restaurant, there should be a place to put your 
name in their database. This could be a sheet where you write down 
your information or even a computer. You have to make it easy for your 
clients to give you their information. Sometimes you have to push the 
envelope to be successful and do things others don't do and things that 
aren't considered normal. 

Then once we sat down, at some point during our meal I would have 
liked to have met the chef or the owner of the restaurant. It would be 
nice if he gave us his or her card with a photo on it so I remember what 
he or she looks like. On the back of the card could be the recipe for his 
bruschettà or a coupon for a complimentary dessert or 10 percent off 
of any catering. When you do this, you bond with your clients and you 
form relationships. You can't keep in touch with someone if you don't 
know their name and their address. 

With the check, there should have been a card to sign up for their 
newsletter or to join their "club" - something that made it worth my 
while to give them my information. This would then allow them to 
send me occasional e-mails offering taste testing, special discounts, new 
menus and other offers. If they don't do this, then when I am looking 
for someplace to go to dinner, there are all kinds of options for me. 
But if someone makes an effort to keep in touch with me, and I see 
them as a person or a friend and not just a restaurant, I want to help 
them out by spending my money with them. This is something I feel 
we do very well at Grunder Landscaping Co. We keep in touch with 
our clients through every available form of communication. Friends 
buy from friends; the more friends you make, the more sales you make. 
It's as simple as that. © 
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BEL AIR WALL": A MODERN CLASSIC 

Introducing Bclgard's newest offering 
for residential and light commercial 

retaining and free-standing wall 
construction. When aesthetics are 

a key consideration, Bel Airs timeless 
four-piece design and eye-pleasing 
blended hues make it an excellent 
alternative to traditional retaining 

wall block. Engineered for easy 
installation and alignment, BelAir 

allows for maximum design versatility. 
It's perfectly suited for a wide range 

of applications, from sweeping 
curved walls and raised patios, 

to steps and columns. 

www.belgardspring.com 

http://www.belgardspring.com


Live & Learn By David Yochum 

Riding the 
Wave of Change 

Hurricane Ivan teaches a lesson in sustainability. 

Ron Kutter describes Alabama's Gulf 
Shores/Orange Beach as a sleepy 

beach community. It boasts a tiny popu-
lation, hordes of restaurants and condo-
miniums, golf and fishing hot spots and, 
of course, gorgeous weather. 

However, in the days after Sept. 16, 
2004, this tight-knit, lower-Alabama 
locale looked nothing like a southern 
paradise. If anything, it resembled a 
virtual wasteland. 

"Debris was everywhere," says Kutter, 
recalling how Hurricane Ivan desolated 
his maintenance company's service 
area. "When the storm surge came in, 
it went up to the second floor of the 

condos, and in some areas, sand was 6 
feet deep. There was no power on the 
whole island." 

This was the aftermath of the worst 
storm to ever pummel coastal Baldwin 
County. Before Hurricane Ivan hit, 
Kutter and his maintenance team were 
happily en route to grossing $400,000 
in revenue. Then, overnight, Kutter's 
Grounds Maintenance's client base was 
slashed from 60 commercial properties 
to eight, putting the business's very 
existence in jeopardy. 

"There was no grass left for us to cut," 
Kutter says. "I slept on the floor of my 
shop for a few days and spent many 

restless nights wondering what I was 
going to do." 

And the maintenance company found 
an answer to his question right there 
in his shop. Sitting on his desk was an 
old motivational card with a picture of 
a tidal wave. The caption on the card 
read, "Ride the wave of change or find 
yourself beneath it." 

After Kutter saw that single sentence, 
he knew exactly how his business would 
begin generating new revenue. 

"Honestly, it came to me right then," 
Kutter explains. "I was going to figure 
out some way that I can survive with 
the equipment I have. So I met with a 
business owner who had storm plans -
cleanup contracts already signed in case 
of a disaster - and from then on we had 
a new focus." 

That focus included an immediate 
shift away from the maintenance work 
upon which Kutter and his team built 
their reputations. Instead, he and his 
crew began cleaning condominiums, 
shoveling sand, hauling debris, doing de-

R o n K u t t e r w e n t f r o m b e i n g o n h i s w a y t o 
g r o s s i n g $ 4 0 0 , 0 0 0 in r e v e n u e t o a n a c t u a l 
$ 8 2 9 , 0 0 0 - a l l b y t a k i n g a d v a n t a g e o f 
u n e x p e c t e d o p p o r t u n i t i e s a n d h a v i n g a P l a n B. 
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After go ing from 60 
commercia l maintenance 
accounts down to eight as 
a result of Hurr icane Ivan, 
Ron Kutter had to rethink his 
business model. 

molition work and helping general con-
tractors get properties back in order. 

"At one time, I had 77 employees 
working for me - every unemployed 
front desk person, pool guy, retail clerk, 
waiter or cook," Kutter laughs. "They 
were all digging out shrubs and palm 
trees and holding sledgehammers." 

Kutter's Grounds Maintenance ' s 
cleanup activities lasted for six months 
and helped double the company's 2 0 0 4 
projected revenue to $ 8 2 9 , 0 0 0 . But 
even after cleanup was complete, Kutter 
still had little grass to trim. 

So he changed his business model 
again in 2005 - this time positioning 

Kutter's Grounds Maintenance as a 100-
percent landscaping company. 

"Keep in mind that I knew that would 
be a short-term solution," Kutter ex-
plains. "I just wanted to return to what 
I did. I wanted to get the properties 
back to the point where I could install 
plants, irrigation and grass that I could 
then mow." 

Short term or not, Kutter's new land-
scape operation became an overwhelm-
ing success. Former maintenance crews 
were completing three or four projects 
at once, and the business generated 
$1.47 million in revenue. By the time all 
that landscaping matured in 2006 , Kut-

ter's revenue jumped to $2 .84 million, 
and he has since been able to restart his 
regular grass cutting business with even 
more success. 

"Now I'm probably 70 percent main-
tenance again, and I'm up to 80 custom-
ers," Kutter says. 

As someone who brought his com-
pany back from the brink of collapse, 
Kutter offers this advice to those facing 
today's financial tsunamis: "Always 
change and have a Plan B. Storms come 
and go. You just have to adapt to the 
s i tuat ion."® I 

The author is a freelancer based in Pit tsburgh, Pa. 
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It was Quail-Pro's formulation 
quality that got our attention. 
Sure they save us some money, 
but what got me was the better 
formulation — Quali-Pro products 
mix well and do a great job. 
That's what I want." 

Sam Lang, President 
Fairway Green, Raleigh, NC 

1 v.vflfrritt 

Today, your operation needs both quality and value. And that's exactly what Quali-Pro has been delivering 

since day one. Proven plant protection products featuring the newest formulation technologies at 

an unprecedented value. Unsurpassed Quality. Outstanding Value. Get to know Quali-Pro. 

For more information on our comprehensive portfolio of products call 800-979-8994 or visit quali-pro.com. 

©2009 FarmSaver.com, LLC. Quali-Pro is a registered trademark of FarmSaver.com. Know The Sign is a trademark of FarmSaver.com. Always read and follow label directions. 
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What I Know Interviewed by David Yochum 

Lou 
Kobus 

Landscape business owner, 60, Mount Vernon, Va. 

> I don't know if I'm the best guy to talk about bal-
ance. I'm really kind of two-dimensional. Forty hours a 
week is a job, 80 hours a week is a hobby and 120 hours a 
week is what I do. 

^ The biggest influence in my life was my grandfather and 
uncle. My grandfather taught me the love of plants and love 
for living things. My uncle taught me survivability - he was 
a scout for General Patton's tanks in World War II. 

^ I'm a history buff. We're only 5 miles from Robert E. Lee's 
home and about 8 miles from Arlington National Cem-
etery, which was General Lee's property. Both Mount 
Vernon and the Lee Mansion are right off the Potomac 
River. And Annapolis isn't far away. Did you know that 
after he was done farming, George Washington would go 
over there with his buddies to gamble and drink? 

^ The old joke is the Marine Corps started in a bar and it 
will probably end in a bar. It's true too - they recruited 
men in a Philadelphia bar called Tun Tavern. I used to go 
out to a favorite bar with friends, but now I spend a lot of 
time writing. 

^ Business takes more of my personal time now. We start actu-
al operations in the Washington, D.C., area by early March. 
By April, we're usually out there cutting. From Christmas 
to February, though, I have two or three months off. 

^ During the summer, I like to go out on the Potomac in 
my little Boston Whaler boat and cruise. I do that until 
it gets dark. It's peaceful - I don't bring my cell phone. 
Another one of my favorite things to do is at our opera-

tions in Mount Vernon, we have a front porch. I sit there 
in my rocker with a little bit of Maker's Mark and I quiet 
myself down. 

^ I love ball games. My house is just 8 miles south of D.C., so 
it's not hard for me to get to a Nationals or Redskins game. 
Mickey Mantle was probably my favorite sports hero. I met 
him a couple of times. He played until his knees gave out. 
Then there's Dick Butkus, Sam Hough and Mario Lemieux 
- guys that played hurt and defied the odds. 

^ The progression of life is that when you're young, you do 
everything. You go out and get motorcycles and cars and 
you play sports. Then as you get older, people need to be 
taken care of. I do a lot of mentoring right now. I love to 
see people develop and grasp new concepts. 

^ It's good to keep in touch with the core group of guys you 
grew up with. You get to see how their families developed. 
I'm "Uncle Lou" to a lot of kids. 

^ Once a marine, always a marine. You're part of a fraternity. 
As a retired officer, I still get invited to symposiums. And 
there's always a luncheon with retired marine officers in 
Washington, D.C., every month. A lot of things go on there. 
I get briefings, but they are definitely all unclassified. 

^ What couldn't I live without? Every morning I have some 
quiet time that I use for prayer. If that was taken away from 
me, I probably wouldn't be able to survive. ® 

Lou Kobus is the owner of Fox Run, a design/ instal lat ion main tenance 
c o m p a n y that has annual revenue of $5 mill ion. His bus iness cl ients are 60 
percent government , 30 percent commerc ia l and 10 percent residential. 
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She's Not Afraid 
to Get Her Hands Dirty 
As an active member of the green industry, and now in 
Congress, Kathy Dahlkemper speaks her mind, BYPATJONES 

As an industry often accused of preaching to 
the choir - complaining to each other that the 

politicians in Washington just don't understand 
us - many have bemoaned the fact that we never 
seem to have a voice in national politics. 

Now we do . . . but it's not necessarily the voice 
you'd expect. 

Congresswoman Kathy Dahlkemper, a Democrat 
from Erie, Pa., who happens to be a co-owner of 
a successful design/build firm, was elected in No-
vember 2008 and is now serving her first term in 
the House of Representatives on behalf of the 3rd 

district of Pennsylvania. 
In short, she's definitely not the stereotypical 

male Republican that most of us would have ex-
pected to break the barrier and become the spokes-
person for our business on Capitol Hill. 

Dahlkemper was a professional dietician for two 
decades before she and her husband, Dan, decided 
to return to Erie to take over the family business. 
For 11 years, she and Dan worked hand-in-hand to 
build Dahlkemper Landscape Architects & Contrac-
tors from a small family business into a thriving 
organization. Today, the business employs four 
architects and a seasonal crew of 35. While Dan, 
the architect, concentrated on his design work, 
Kathy ran the operation and gained a first-hand 
knowledge of the struggles facing green industry 
companies nationwide. 

Just a few years ago, she was nowhere near being 
a career politician . . . she was simply a concerned 
citizen who didn't like the way things were going, 
but had no inkling that she might someday serve 
in Congress. 

But she had the chops for the job. She'd wanted 
to help the struggling Erie community become a 
little more green, so she spearheaded the develop-
ment of the Lake Erie Arboretum at Frontier Park 

(LEAF) and served as a director of the thriving 
non-profit for 10 years. And, through her daily work 
managing the business and her volunteer service 
for LEAF, she became a master at bringing people 
together in public-private partnerships to benefit 
the community. Finally, she really understood 
small business because she'd been running one 
for more than a decade. In short, even though she 
didn't realize it as it was happening, she became a 
skilled politician. 

The light bulb went off over her head during din-
ner one night when a spirited political discussion 
with friends turned into a decision to run against 
longtime incumbent Rep. Phil English. Between 
her fresh approach, an Obama-driven Democratic 
Party tidal wave and her primary opponent's deci-
sion to renege on his promise not to run for another 
term, she was swept into office and took the oath 
this past January. 

Now, Kathy Dahlkemper roams the halls of 
power and serves on the Committee on Agricul-
ture, the Committee on Science and Technology, 
and the Committee on Small Business (and her 
designer husband, Dan, serves as the first-ever 
male president of the Congressional Spouses Club's 
freshman class). We got in touch with her to talk 
about her reasons for running, how she'll represent 
the green industry inside the Beltway and what 
her husband and five grown children think about 
having "Mom" serving the nation. 

What drove you to get into the political arena? 
I'd never been in office before and hadn't even 
been involved in the (Democratic) party, but I'd 
always been in touch with issues. I was concerned 
with the direction of the country and the future of 
my children. I have five kids and their future just 
wasn't as bright as I'd hoped for. Someone asked 



Congresswoman Kathy 
Dahlkemper, co-owner 
of Erie, Pa. -based 
Dahlkemper Landscape 
Archi tects & Contractors, 
was e lec ted in November 
and is now serv ing her 
first te rm in the House of 
Representat ives. 



me to run and I told them they were 
absolutely crazy. I loved the (landscap-
ing) business and the non-profit work I 
was doing. Life was good, so why would 
I get into politics? 

But, I eventually decided to go for it. 
It really is a public service. It's a way 
to give back to my country, just like 
LEAF was a way to give back to my 
community. 

My first issue was the war, but what 
became more of a driving force was 
the economic situation. The 3rd district 
was suffering. A lot of bright, talented 
kids left to go to college and couldn't 
come back because there were no jobs. 
I thought we could do better here. I 
figured I could be a great salesperson 
for the region. 

How did your background in the green 
industry contribute? 
It contributed a couple of ways. First, I'd 
learned that hard work pays off. That's 
rule No. 1 in the market. You're fighting 
Mother Nature, employee issues and 
uncertainty. You have to work hard. In 
my part of the country, you also have to 
make a living in eight months. You have 

to put in a lot of time and realize that 
there's not a job you won't do. That paid 
off in the campaign and I think it will 
in Congress. Thanks to my background, 
I'm not afraid to get my hands dirty. 

Second, it's all about relationships. 
Our (landscaping) business did very 
little advertising . . . it was all word of 
mouth. We learned that if you treat your 
customers right and do a good job, they'll 
come back and tell others. That happens 
in politics too. You have to reach out to 
your constituents and let them know 
who you are and develop trust. 

Finally, and this is much more cur-
rent, is the environmental side of things. 
The green industry has been a leader in 
this at the commercial level. We've been 
good stewards and driven change from 
year to year. I want to take that and use 
that background in Congress to focus 
on green energy, improving streams and 
lakes and other conservation issues. 

You're not the typical politically conser-
vative owner in our industry. How does 
that factor into your leadership style? 
Our industry depends on being good 
stewards. Most of the country doesn't 

have enough water. How can we, in our 
industry, be better conservers of water? 
If anybody needs to conserve water, we 
do. Yesterday, I added an amendment in 
a bill that requires businesses to look at 
both (water) conservation and energy as 
they do financial sustainability analyses. 
Most people don't realize that irrigation 
systems are much more efficient ways 
to use water. We need to be leaders in 
getting that message out. 

We as a country are very much in love 
with our yards. We're using more na-
tive plants and being a lot smarter with 
water and other inputs . . . a lot of this 
philosophy comes from my husband, 
by the way. 

We still have to have the science to 
prove we have the lowest impact. People 
outside the industry haven't seen the 
way we've changed in terms of quantity 
and application techniques. We really 
didn't have the science in the past. Now 
we do. We need to tell that story. 

What do you miss most about working 
every day in our market? 
Mostly I miss the people. We have a 
great group at the company that's like 
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family. I miss the joking and knowing 
about their lives. I miss the relation-
ships, the people we brought from 
other areas and other aspects of the 
day-to-day operation. I try to stop in 
(when I'm in Erie) but it's hard. Mostly, 
I miss being outside! D.C. is a maze of 

tunnels! I seem to always be inside or 
underground. 

Now that you're in office, what advice do 
you have for landscapes and other small 
businesspeople about having their voices 
heard inside the Beltway? 

Every group of professionals - it doesn't 
matter if you're involved or not - they 
all have organizations. Be a member 
because there's strength in numbers. 
And know the issues. You need to 
be able to make your case. Finally, if 
someone comes to my office from my 
district, I'm really going to try to see 
them. Even though you, as a member 
of an association, have people working 
for you, there's something special about 
having a constituent along. You should 
make time to be there personally. 

What lessons did you learn in the green 
industry that you hope to pass along in 
Congress? 
I'd tell them that it's a lot of very good 
small businesses that often started out 
with a lawn mower in the back of a 
truck. We are an industry that's evolving 
and can be on the forefront of what's re-
ally happening environmentally and oth-
erwise in this country. But, bottom line, 
we're the essence of small business. 

When you get time off - if ever - what do 
you do for fun? 
I did get to go skiing a couple of times 
this winter. I just like to be outdoors, 
going hiking or bike riding and also 
visiting with my kids and my two grand-
children. I have another (grandchild) 
coming this spring. This job takes a lot 
of time, but you have to occasionally 
take a day for yourself. 

Do you have any final thoughts you'd like 
to share with our readers? 
Any way that you can get involved you 
should do so. You don't have to run for 
office, but get involved. It's all impor-
tant. I'm a true believer that it takes a lot 
of people to make change happen. And 
it's not just going to happen in D.C. or 
a state capitol. I'm really excited to be a 
part of changing government and help-
ing the green industry. I hope people 
reading this will feel the same and ac-
cept the same challenge. ® 

The author is a contr ibuting editor and columnist for 
Lawn & Landscape magazine. He can be reached 
at pjones@gie.net. 
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Landscape contractors remain skeptical of the new president and his policies. 
Can they f ind opportunity in Obama Nation? 

BYTOMCRAIN 

Although the Obama presidency is still in its is more skepticism than hope about Obama s 

infancy, small businesses are bracing for early pledges and first legislative steps in help-
change. With a new administration represent- ing small businesses. A majority - 72 percent 
ing a significant shift in both political parties - think Obama will not help small business and 
(Republican to Democrat) and political lean- the economy in his first year and a majority 55 
ings (right to left) coupled with an economy percent say, "He was not my choice; I think his 
in one of the most severe recessions in U.S. policies will negatively impact my business." 
history, there is much anticipation from the "I was hopeful that the president and his 
small business community as to what will people would instill some confidence in the 
happen next. public and get people spending money," shares 

This is especially since small business does Joe Markell, president of Sunrise Lawn/Land-
not typically lean in this direction - 77 percent scaping Services, a Northern Virginia company 
of landscape business owners are Republican that employs 50 people. "With the market fall-
and 67 percent voted for John McCain, accord- ing and people uncertain about what the future 
ing to a recent Lawn & Landscape survey. holds, it appears the opposite is happening." 

In a late February address to Congress after Another 36 percent of contractors say, "I'm 
the $787 billion stimulus bill passed, Obama optimistic he will bring about change and will 
spotlighted small business concerns, giving a spur customer spending." 
few hints about his agenda: "I will not spend "I like what I am seeing in President Obama 
a single penny for the purpose of rewarding a right now," admits Alan Home, owner of Yard 
single Wall Street executive, but I will do what- Elves, a Northern Colorado-based landscape 
ever it takes to help the small business that can't construction company. "Obama is off to a good 
pay its workers or the family that has saved and start in fixing some of the larger problems in 
still can't get a mortgage." our economy, which can positively affect small 

Checking in with the green industry, there business in the future." 





Tom Curdes, owner of Barron's 
Lawn Service/Weed Man in Toledo 
is also optimistic. "Although it's still 
too early to tell, Obama seems to be 
working his tail off to make some-
thing happen." 

While the economic news is grim, 
a portion of the industry is optimistic. 
Since landscape contractors and the 
nation must adapt in the current situ-
ation, Lawn & Landscape conducted a 
survey and spoke to businesses across 
the country to gauge their feelings 
on some of these issues and find out 
where they see opportunity. 

STIMULATING A NATION. Now that the 
stimulus bill (formally known as The 
American Recovery and Reinvest-
ment Act of 2 0 0 9 ) passed, is that 
the big fix that small businesses were 
looking for? 

Most members of the national busi-
ness news media and small business 
organizations think not. 

A recent Wall Street Journal blog ap-
pearing soon after the passage of the 
$787 billion stimulus plan summed 
it up: "Small business groups had 
rallied for an economic-stimulus plan 
packed with generous new tax breaks 
and other relief measures making it 
easier for businesses to grow and hire 
employees in this tough economy. 
They aren't too pleased with the 
outcome." 

National Federation of Indepen-
dent Business President Dan Danner 
says: "Certainly, some provisions 
are a step in the right direction. The 
stimulus includes an extension of 
increased small business expensing 
for 2009, relief from the Alternative 
Minimum Tax (AMT) and support for 
the Small Business Administration's 
lending programs. These provisions 
are a good start, but in the current 
economic climate, it's simply not 
enough." 

And do members of the green in-
dustry think the stimulus bill will help 
their businesses? Sixty-three percent 
say, "No," and another 30 percent 
are not sure. 

Party Favors 
Who did you 

vote for in the 
November 2008 

election? m 
Barack 
Obama 

28% 

John 
McCain 
67% 

Which way do you 
typically lean when 

you vote - Republican or Republican 
Democrat? 7 7 % 

Other 

5 % 

m 
Democrat 

23°/o 

T a k i n g Care of Business? 
In your opinion, can President Barack Obama help small 

business and the economy in his first year? 

How do you feel about Barack Obama becoming president in 
regards to how it will impact your small business? 

I 'm op t im is t i c he wi l l b r i n g a b o u t 
c h a n g e a n d that wi l l spu r 
c u s t o m e r s p e n d i n g 3 6 % 

H e w a s not m y 
c h o i c e ; I th ink 
h is po l i c i es wi l l 
nega t i ve l y i m p a c t 
m y b u s i n e s s - 5 5 % H e w a s not m y c h o i c e , bu t I -

th ink he c o u l d m a k e a pos i t i ve 
i m p a c t o n the e c o n o m y a n d m y smal l b u s i n e s s - 9 % 

In your opinion, how well has the current administration 
represented the interest of your business? 

Too s o o n to tel l - 3 0 % 

Very we l l - 4 % 

Fair ly we l l - 1 % 

- Not we l l at all - 3 9 % 

Not we l l 11% 

Nei ther we l l or unwe l l - 1 5 % 



The Big One 
If you could pick one thing 
you think President Obama 
should focus on to help 
your business, which one 
would it be? 

El iminate e m p l o y e r m a t c h i n g f ede ra l 
w i t h h o l d i n g tax for b u s i n e s s e s w i th 
less t han n ine p e o p l e 3 1 % 

Give a o n e t i m e fede ra l tax r e b a t e to 
h i re a n e w e m p l o y e e - 1 % 

Free u p l ines of b u s i n e s s 
c red i t - 1 9 % 

Rel ieve the hea l th 
i n s u r a n c e b u r d e n 7 % 

K e e p cap i t a l g a i n s tax 
low - 21% 
Fix the lega l imm ig ra t i on 
p r o c e s s - 1 0 % 

Othe r - 11% 

WONDERING WHAT OTHER' INCLUDED? 
Here are a few comments from survey respondents: 

Instill a fee l ing of w o r k i n g toge the r as a coun t ry , 
r e s p e c t i n g o ther op in i ons a n d supporting honest and 
respectful dialogue 

Crea te sus ta inab le , long-term jobs and job growth 

Get the fede ra l g o v e r n m e n t out of a reas they h a v e no 
bus iness b e i n g in at the federa l level. Let p e o p l e b e 
respons ib l e for t h e m s e l v e s a n d take respons ib i l i t y for 
their c h o i c e s a n d ac t ions . Live within your means If a 
smal l b u s i n e s s m a n mus t l ive w i th in his m e a n s t hen so 
shou ld the federa l g o v e r n m e n t , s ta te g o v e r n m e n t , loca l 
g o v e r n m e n t a n d e v e r y o n e e lse. 

H e n e e d s to th ink a b o u t w h a t c a n i m p a c t the c o n s u m e r 
a n d smal l bus iness . Giving people an additional $13 
in their checks will not have an impact 

Cut the bus iness tax rate a n d make the Bush tax cuts 
permanent 

Prov ide s o m e t y p e of tax c red i t or incentive for 
homeowners to invest in their homes/landscapes 

Leave business alone Fai l ing b u s i n e s s e s 
s h o u l d b e a l l o w e d to fail. N o ba i louts . 
M i s m a n a g e m e n t is a cos t l y m is take . I 've 
m a d e b a d d e c i s i o n s a n d h a d to learn 
f r om them. G o v e r n m e n t s h o u l d not 
in tervene. 

Ge t out of the w a y a n d allow the bubble to burst 
S o m e p e o p l e n e e d to suf fer a n d real ize that w e all 
n e e d to wo rk to ea rn our b read . 

Get money into consumers' hands H e c o u l d h a v e 
d o n e th is in a var ie ty of w a y s l ike c o n v e r t i n g all h o m e 
m o r t g a g e s to 4 pe rcen t f i xed rates. Wi th in 3 0 days , 
mos t h o m e o w n e r s w o u l d h a v e ex t ra c a s h a n d at no 
de t r imen t to a n y o n e e x c e p t the m o r t g a g e c o m p a n i e s 
that took m o n e y f r om the taxpaye rs . 

H e mus t ge t the A m e r i c a n p e o p l e jobs , lower the cos t 
of l iv ing, pu t a s top to the c r im ina l w a y s of c red i t c a r d 
c o m p a n i e s a n d banks , a n d make the playing field 
level so A m e r i c a n s c a n a f fo rd to have smal l luxur ies 
l ike a l a n d s c a p e con t rac to r . 

Leave smal l bus i ness a lone. Th is is a f ree cap i ta l i s t 
soc ie ty . W e d o not n e e d m o r e g o v e r n m e n t in tervent ion 
in our bus iness . A well-run business shouldn't need 
government money, nor s h o u l d the g o v e r n m e n t b e 
in hea l th ca re . W e wil l b e p a y i n g dear l y (as wil l our 
ch i l d ren ) for the s p e n d i n g that is occu r r i ng . 

The bes t th ing he c o u l d d o for m y bus iness 
a n d m y coun t r y w o u l d b e for h im to s tay in 
the Wh i te House , lock the door , turn off the 
t e l ephone , leave his B lackbe r r y a lone a n d 
come out in four years H e is the wors t 
t h ing s i nce FDR. 
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Bob Grover, co-founder and president of Pacific Landscape Man-
agement in Portland, Ore., cautions about too much stimulus and 
government involvement. "Much of the 'stimulus package' is just wild 
government spending greatly expanding our debt," he says. "We got 
into this crisis because too many Americans overextended themselves 
with credit. To think the government will do better by doing the same 
thing is a bit ironic." 

Challenged enough with the ever-changing government rules, laws 
and regulations on his business, Markell says: "I am very concerned about 
how the Stimulus Bill is creating a lot more government involvement 
and red tape, and how one party (the Democrats) is wielding its power 
without enough input from the other side (the Republicans)." 

Eric Spalsbury, business development manager for Heads Up Land-
scape Contractors in Albuquerque with more than $26 million in rev-
enues and 300 employees, thinks the stimulus bill hasn't done nearly 
enough for his business: "I don't think this goes far enough to really 
help small businesses as much as it could. We fear our business taxes 
will increase." 

And Spalsbury isn't alone - 79 percent of landscape contractors expect 
tax increases as a result of Obama's election. 

TAX INCENTIVES. The stimulus bill contains tax provisions aimed at small 
businesses. It sets aside $730 million for the Small Business Admin-
istration, which helps small businesses obtain loans. It also contains 
grant programs, tax benefits and other initiatives that could help small 
businesses. 

Businesses that drew less than $15 million in revenue are eligible for 
refunds by applying losses in 2008 and 2009 to the previous five years' 
taxable income, instead of the two years allowed before. The package 
also provides $2.2 billion in grants for research through the Small Busi-
ness Innovation Research and the Small Business Technology Transfer 
programs. Plans to modernize agency's computer systems, boost local 
and state programs, expand broadband and improve energy efficiency 
also could present opportunities for small businesses through govern-
ment contracts. 

The stimulus bill also includes a number of energy incentives aimed at 
both individuals and businesses, including increases in the section 25C 
residential energy property credit, the section 25D residential energy 
efficiency property credit, and the energy investment credit. 

"One way Obama could economically stimulate the green industry 
and green jobs is to include policies for landscaping services under the 
Energy section," says Home. "We all know a properly designed and 
installed landscape can reduce energy bills significantly." 

Grover believes strongly that raising taxes on small businesses that 
make more than $250,000 is not fair. "The current stimulus package 
will have to be paid for somehow, and it will certainly be through tax 
increases," he says. "Saying nobody needs to make more than $250,000 
is the first step toward America becoming a socialist country. That will 
not be good for business." 

"Cutting taxes has always proven to stimulate spending and would 
really help small businesses," adds Markell. "Right now I don't see a lot 
that will help me directly. It is not good policy to penalize people if they 
are successful. I am for everyone paying their fair share of taxes, but we 
need to keep this money in the hands of the people who can create jobs 

/ • \ 

No Tax Breaks 
Concerning taxes, what do you 

think President Obama's impact 
will be on your business? 

Not Enough 
Incentive 

Will the stimulus plan passed by 
Congress help your business? 
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Trimec® Classic Broadleaf Herbicide 
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and are willing to spend it to make things better. The less bureaucracy, 
the better. Let the people in the trenches use their money to help us get 
out of this mess." 

Home, on the other hand, believes that government needs to step 
in - in a big way - to save small businesses. He has had to take out a 
second mortgage to keep his business afloat. "I am all for the government 
guaranteeing private lending to small businesses at affordable interest 
rates, cutting or waiving taxes for small businesses for at least four years, 
and providing grants to existing businesses. Some of these stimulus ele-
ments would economically energize existing small business owners who 
have been through hell over the last few years." 

Spalsbury believes there is too much pork in the stimulus package and 
not enough money for legitimate projects to keep enough viable compa-
nies working. "Obama needs to provide greater accessibility to credit for 
businesses and include more tax incentives for businesses," he says. 

ON THE HOME FRONT. The American Recovery and Reinvestment Act is 
designed to address two groups of homeowners: those who are current on 
payments but have high interest rates and not enough equity to qualify for 
refinance, and those who are at risk of losing their homes. The housing 
plan, which is estimated to cost from $50 to $100 billion, also intends to 
provide $200 billion in additional financial backing to Fannie Mae and 
Freddie Mac to increase money available for home lending, something 
Congress hopes will particularly encourage first-time homeowners. 

"The residential hardscape industry is a luxury service - it's expensive, 
economy-driven and something people can live without," says Andrew 
Aksar, president of Outdoor Finishes in Walkersville, Md. "It's my find-
ing that anytime there's ever the slightest slowdown in the economy, 
our industry is one of the first to feel it. 

"Obama has made it clear that he is all for getting things back off of 
the ground and putting money back into the economy," Aksar adds. "It's 
too early to tell, but I hope so. His mortgage plan is something that very 
well could help my company." 

With a second business in real estate, Home likes the fact that Obama's 
attention is on the housing market. He is convinced the $8,000 new ho-
meowner credit will assist with stimulating the housing market bringing 
more than 300,000 new home-buyers into the market nationwide. "From 
a landscaper's perspective, I believe this credit will encourage new hom-
eowners to spend money," says Home. "But, I don't believe homeowners 
will spend money on landscaping, which is considered to be a luxury 
item, unless there is incentive to do so." 

Markell adds: "One of the biggest things to help the housing market 
is to lower the interest rates. Homeowners would be able to refinance 
and get some of that money out into improving their properties, includ-
ing landscaping. This is one area the president should really pay a lot 
of attention to." 

"First time home buyer incentives will help, like providing 4 percent 
interest rates to homeowners if they qualify for a new loan," says Spals-
bury. "This would free up more disposable income to feed the economy 
including landscape projects and maintenance. But that's just the tip of 
the iceberg. It will take time." 

WORKER REFORMS. When it comes to employment-related issues, the 
green industry is waiting to see what will happen with both immigration 
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Give Me a 
(Tax) Break 
U n d e r the e c o n o m i c s t imu lus 
p a c k a g e , the Sena te F inance 
C o m m i t t e e repor ts : 

• Bus inesses c a n wr i te off 5 0 
p e r c en t of the cos t of n e w e q u i p m e n t 
p u r c h a s e d in 2009. 

• Smal l b u s i n e s s e s c a n wr i te off 
$ 2 5 0 , 0 0 0 for cap i ta l e x p e n d i t u r e s 
m a d e th is year . 

• Smal l b u s i n e s s e s w i th g r o s s 
rece ip t s of $ 1 5 mi l l ion or less c a n 
ca r ry b a c k net o p e r a t i n g losses for 
f ive yea rs ins tead of t w o years . 

• S o m e c o m p a n i e s c a n de fe r 
t axes o n cer ta in t y p e s of bus i ness 
d e b t r e p u r c h a s e d be fo re 2011. 

But m a n y l a n d s c a p e bus iness 
o w n e r s th ink th is is " m o r e b a c k 
l o a d e d than it is f ront l oaded , " po in ts 
out A n d r e w Aksar , p res iden t of 
O u t d o o r F in ishes in Walkersv i l le , Md . 
"H is a d d i n g t hese tax d e d u c t i o n s 
m a y he lp m y c o m p a n y but not unti l 
tax t ime next year . " 

The Huffington Posts G e o r g e 
Clout ier , a smal l bus i ness consu l tan t , 
ag rees . H e wrote : "The s t imu lus bil l 
i n c l udes va r ious minor tax cu t s for 
smal l bus iness , as wel l as add i t i ona l 
d e p r e c i a t i o n a n d wr i te-of f incent ives , 
bu t t hese benef i t s can ' t b e c o l l e c t e d 
unti l at least 12 to 15 m o n t h s f r om 
n o w in 2 0 1 0 w h e n smal l b u s i n e sse s 
f i le tax returns," he says. "Of cou rse , 
th is is a s s u m i n g they haven ' t 
f o r e c l o s e d by then a n d that they 
m a d e any m o n e y in o n e of the wors t 
yea rs o n r e c o r d for smal l bus iness . " 
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Paying less without 
settling for less. 

That's intelligent. 

Look inside for new lower list prices 
on quality Rain Bird products. 

RAIN^BIRD 



Save up to 45% on list price 
Rotors 

El iminate p ro f i t - d ra in ing cal lbacks w i t h t r us ted rotors f e a t u r i n g Rain Curtain™ nozz le t e c h n o l o g y . 

Rain Bird® 5004 Rotors: 
Save 4 0 % over H u n t e r * PGP-ADJ® Roto rs* 

Rain Bird List Price 

$ 1 2 0 0 

Hunter List Price 
$ 1 9 9 5 

Rain Bird® 5004 SAM Rotors: 
Save near ly 50% over Hunter® PGP-ADV® Ro to rs * 
Rain Bird List Price Hunter List Price 

$ 1 3 5 ( S 2 5 7 5 

Nozzles 

Get h e a d - t u r n i n g p e r f o r m a n c e at a h e a d - t u r n i n g pr ice w i t h o u r m o s t wa te r -e f f i c i en t nozzles. 

Rain Bird® Rotary Nozzles: 
Save 45% over Hunter® MP2000 Rotators.** 

Rain Bird List Price 
$525 

Hunter List Price 
$975 

Valves 

Save t ime , e n e r g y a n d m o n e y w i t h these rel iable, h a r d - w o r k i n g valves. 

C a l c u l a t e y o u r s a v i n g s a t 
www.rainbird.com/savings 

Rain Bird® DV and JTV Series Valves: 
Save near ly 2 0 % over Hunter® SRV-100G a n d PGV-100G Valves * 
Rain Bird List Price Hunter List Price 

$2250 $2775 

"\ install Rain Bird products because of their reliability, their superior 
water distribution and because my customers recognize Rain Bird 
as a quality brand. Lower pricing will help me win more business 
during this challenging time." 

Craig Herring, Owner/President 
Cypress Lawn & Landscape 

http://www.rainbird.com/savings


with proven Rain Bird products* 
Controllers 

Exper ience m o r e c o n t r o l at a l owe r cost w i t h easy p r o g r a m m i n g a n d an array o f a d v a n c e d features. 

Rain Bird® ESP Modular Controller: 
Save m o r e t h a n 2 0 % over H u n t e r * Pro-C300i . ** 

Rain Bird List Price 
$12700 

Hunter List Price 

$ 1 6 2 o o 

Rain Bird® ESP-LX Modular Controller: 
Save m o r e t h a n 5% over Hunter® ICM800PL.** 

Rain Bird List Price 
$35600 

Hunter List Price 
$ 3 7 9 0 0 

Drip 

Max im ize wa te r e f f i c i ency a n d landscape hea l th w i t h d i r ec t - t o -p lan t wa te r i ng . 

Rain Bird® XF™ Dripline 0.9 gph, 12" spacing, 250' coil: 
Save m o r e t h a n 15% over Netaf im® TLDL9-12025.** 

Rain Bird List Price Netafim List Price 
$ H 9 4 7 $ ^ 4 8 1 

Rain Bird® XB Emitters: 
Save near ly 4 0 % over 2008 Rain Bird list p r i c ing . 

2009 List Price 2008 List Price 

42c 69< 

Sprays 

Del iver hea l th ie r landscapes, w h i l e e n j o y i n g a hea l th ie r b o t t o m line, w i t h t h e s e t rus ted , d u r a b l e sprays. 

Rain Bird® 1804 Sprays: 
Save m o r e t h a n 2 5 % over Hunter® PROS-04 Sprays.** 
Rain Bird List Price Hunter List Price $248 $335 

Rain Bird® 1806 Sprays: 
Save m o r e t h a n 10% over Hunter® PROS-O6 Sprays.** 

Rain Bird List Price Hunter List Price 
$939 $ io 5 0 

* 45% savings based on U.S. Rain Bird* Rotary Nozzle list price and Hunter* MP2000 Rotators list price effective January 1,2009. 
" B a s e d on 2009 U.S. Rain Bird* Hunter* and Netafim* List Pricing effective January 1,2009. 



See how much you'll save. 
Use o u r O n l i n e Sav ings C a l c u l a t o r t o e s t i m a t e h o w m u c h y o u c o u l d save o n list p r i ces w h e n 
y o u c h o o s e Rain Bird o v e r t h e c o m p e t i t i o n . Visit www.rainbird.com/savings t o g e t s ta r ted . 

Raìn^B/RD 

Savings Calculator 

$531.80 32% $780.75 

www.rainbird.com/savings ^ 
Simply input the products and quantities you 
regularly install. The Online Savings Calculator 
will compute your estimated savings. 

Or 

• • • • • • • 

TALK TO YOUR 
SALES REP OR 
DISTRIBUTOR 

T h e s e n e w l o w list 
p r i ces c a n g o a l o n g 
w a y t o w a r d h e l p i n g 
y o u p a y less. T o f i n d 
o u t h o w m u c h y o u ' l l 
real ly save, cal l o r v is i t y o u r loca l d i s t r i b u t o r 
a n d ask a b o u t n e w Rain Bi rd list p r i c i n g . 

Just t a k e a l o o k at h o w m u c h y o u c o u l d save o n list p r i ce : 

Typical Residential Installation 
Rain Bird Model Qty Rain Bird List Total Hunter Model Qty Hunter List Total t s t . Savings 

ESP-Modular 1 $127.00 $127.00 PC300I 1 $162.00 $162.00 $35.00 • 

Module Upgrade t $50.00 $50.00 Module Upgrade 2 $47.00 $94.00 $44.00 • 

5004 Rotor 10 $12.00 $120.00 PGP-ADJ 10 $19.95 $199.50 $79.50 • 

1804 Spray 10 $2.48 $24.80 PROS-04 10 $3 35 $33.50 $8.70 • 

OVValv* 7 $22.SO $157.50 SRV-100G 7 $27.75 $194.25 $36.75 • 

Rotary Nozzle 10 $5.25 $52.50 MP Rotator 10 $9.75 $97.50 $4500 • 

TOTAL $531 JO 

Typical Commercial Installation 
YOU SAVE $248.95* 

Ram Bird Model Qty Ram Bird List Total Jl Hunter Model Qty Hunter List Total Est. Savings 

LSP8LX 120V l $356.00 $356.00 1CM800PL 1 $379.00 $379.00 $23.00 • 

Module Upgrade l $129.00 $12900 Module Upgrade 1 $14000 $140.00 $11.00 • 

5004 SAM Rotor 120 $1J.b0 $1 ¿20.00 PGP-ADV 120 $25.75 $3,090.00 $1,4/0.00 • 

1806 Spray 40 $9 39 $375.60 PROS-06 40 $1050 $420.00 $44.40 • 

PEB 100 Valve 16 $103X10 $1 £48.00 KV101G 16 $99.00 $1,584.00 $•64 00 • 

1 TOTAL $4,128.40 IL TOTAL $5,413.00 

•Based on 2009 U.S. Rain Bird* Hunter* and Netafim* List Pricing effective January 1,2009. 

C YOU SAVE $1,484.40 3 
RAINH BIRD 

http://www.rainbird.com/savings
http://www.rainbird.com/savings


and, particularly, health care reform. 
President Obama affirmed that his administration is preparing to push 

for a new round of comprehensive immigration reforms. "It's going to 
take some time to move that forward, but I'm very committed to making 
it happen," he says. 

"It will be interesting to see what happens with immigration as the high 
unemployment rate does not help the cause for a guest worker program 
or amnesty," says Grover. "I appreciate the president's pledge to provide 
legal status to immigrant workers but the sentiment in America is against 
it and there are too many other issues in crisis to allow this to come to 
the forefront. I believe nothing will be done for several years, so we will 
be in limbo once again." 

Markell sees little hope with immigration issues in the near future. 
"In Northern Virginia, it is difficult to find people on a consistent basis 
when you need them," he says. "I don't have much hope anything will 
be resolved in the next year or so." 

According to the International Franchise Association (IFA), Congress 
and the Obama Administration need to take steps to ensure small busi-
ness owners can afford to provide health insurance coverage for their 
employees. It recommends that by promoting small business insurance 
pooling options and reducing costly state benefit mandates this could help 
small businesses make health insurance available to more employees. 

PLANET believes health care reform has consistently been a top 
concern for employers and employees in the green industry struggling 
with spiraling health care costs. The association is taking a similar stand 
to IFA. "We advocate pooling arrangements, allowing small businesses 
to purchase group-rate health coverage for their employees under the 
umbrella of a trade or professional association," says spokesperson Tom 
Delaney. 

Spalsbury likes PLANET's stand on health care reform. "Anything that 
will bring costs down benefits us," he says. "It's hard to know just where 
Obama stands on this issue. So far, it's all just rhetoric." 

WEIGHING IN ON OBAMA. Grover cautions about too much government 
involvement which he sees happening with the Obama administration: 
"Government is not the answer to all that ails us, but everyone is looking 
for a hand out. Who is going to pay for it? My business will not grow this 
year and may even shrink due to the economy, but we are prepared as 
we did not leverage ourselves in the good times. The economy is cycli-
cal, and government's attempt to avoid the downturn never works and 
is always expensive." 

"It's probably still too early to tell what effects Obama's policies have 
had on small business," adds Home. "If Obama saves hundreds of small 
businesses two years from now from his actions today, then he has suc-
ceeded. As much as we all want our situations remedied quickly, we 
should also realize there are a lot of small businesses that may benefit in 
the future from the seeds that are planted today." 

As the American economy - and Obama's response to it - continue 
to evolve, so too will landscape contractors. Lawn & Landscape magazine 
will continue to report on the new administration's impact on the green 
industry, and how landscape professionals are finding success in this new, 
and sometimes uncertain, political landscape. © 

The author is a f reelance writer b a s e d in Akron, Ohio. 

Forcing t h e 
Issues 
So w h a t s h o u l d Pres iden t O b a m a f o c u s 
o n to he lp l a n d s c a p e b u s i n e s s e s ? 
Lawn & Landscape a s k e d indus t ry 
p ro fess iona l s to rank n ine i ssues in 
o rde r of m o s t to least i m p o r t a n c e . 
He re ' s h o w they r a n k e d the issues. 
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1 E c o n o m y / R e c e s s i o n 

2 L o w e r i n g t axes 

3 Na t iona l secur i t y 

4 Immig ra t i on 

5 Ene rgy po l i c y 

6 Hea l th c a r e po l i c y 

7 H o u s i n g s i tua t ion 

8 E d u c a t i o n po l i cy 

9 Fo re ign po l i cy 

C h e c k out the Apr i l W e b 
^ j f Exc lus ives for m o r e in fo rmat ion 

a b o u t Pres iden t O b a m a a n d 
his a f fec t o n smal l bus iness . 
A lso, visit the Lawn & 
Landscape Fo rum at w w w . 
l a w n a n d l a n d s c a p e . c o m / f o r u m 
to r e a d par t i c ipan ts ' v i ews o n 
O b a m a ' s i m p a c t o n the indust ry . 
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BRIEFCASE III S o l u t i o n s t o k e e p y o u o n t o p o f y o u r g a m e 

MARKETING IN A T O U G H E C O N O M Y 

Fearless Marketing 
'¿puffi " ' - / . ! / * 

/V 
G 

Now's the t ime to pull out al l the stops. 
Marketing your business in a down economy 
could be the ticket to sustainability. 

Lawn & Landscape talks to three 
professionals who share their strategies. 

Marketing Staples 
Fol low these keys to bu i l d i ng a 
s t rong marke t i ng p r o g r a m f rom 
th is mon th ' s b r i e f case con t rac to rs . 

1 . ) K n o w h o w cur ren t c u s t o m e r s 
f o u n d you. 

2.) R e m e m b e r to k e e p w o o i n g 
your l ong- t ime c l ients . 

3.) Return to s t ra teg ies that w e r e 
s u c c e s s f u l in the past . 

4.) D ivers i fy so y o u c a n sel l 
d e e p e r into your ex is t ing 
c u s t o m e r base . 

You need customers. And lately, they 
are scrutinizing their budgets and 

weeding out unnecessary expenses. Just 
like you, customers are getting back to 
the basics. What is your company doing 
to stay on their A-list? 

"When the going gets tough, some 
businesses do their best marketing," 
says Gene Fairbrother, a consultant and 
spokesman for the National Association 
for the Self-Employed. "It's survival." 
Cutting out marketing in good times 
or bad is like putting up a closed-for-
business sign, wiping your trucks clean 
of their neat logos and ditching the com-
pany uniform policy. Unthinkable. 

"You can't cut marketing - that's an 
absolute death wish," Fairbrother says. 
According to Ad-Ology research analyz-
ing marketing and advertising trends 
in more than 370 industries, business 
owners recognize this fact. Sixty-seven 
percent of respondents will spend the 
same or more on marketing this year; 
more than half say now is an opportune 
time to gain market share. 

But how? And, just as important, how 
much must a business spend on market-
ing efforts? There is no magic number, 
and no formula for the best way to go 
about the business of retaining and at-
tracting customers. One company loves 
its direct marketing program; its com-
petitor gets results from advertisements 
in a shelter magazine. Another business 
relies on customer referrals. The price 
tag on each initiative varies. 

"You spend what you need to," Fair-
brother says. Two percent at a $5 mil-
lion firm is a far bigger budget than the 
same percentage at a $150,000 startup. 
"You may need to increase your market-
ing budget and cut in other areas." 

"Set benchmarks for your marketing 
program and determine what infra-
structure will be necessary," Fairbrother 
adds, noting that a goal to increase 
business by 20 percent, if realized, 
could pose a real problem without the 
manpower to support new customers. 
"In good times or bad, you must have 
the infrastructure to work along with 
your marketing plan." 

Another rule of thumb, Fairbrother 
reminds: Speed kills. "If you create 
business so fast that you do not have 
the ability to provide quality, you'll lose 
those customers and end up right back 
where you were before." 

Marketing is an art that requires 
striking a balance between speculation 
- how much new business a campaign 
may bring in - and planning, in terms 
of preparing to service new customers 
and keep the old ones coming back for 
more. 

Lawn & Landscape talked marketing 
with three landscape contractors who 
operate companies in different revenue 
categories. Here is how industry peers 
will budget for and execute promotions 
this year. ® 

The author is a f reelance writer based in Bay Vil-
lage, Ohio. 



RedMax 
The Professional - Commercial choice for over 20 years! 

Mean, Green & Clean. 

• Trimmers 
• Brushcutters 
• Blowers 
• Edgers 
• Chainsaws 
• Sprayers 
• Hedge Clippers 

MaxTorque 
Features Include: 
• Heavy-Duty 4 - b e a r i n g 

extended l ife gearcases 
• 44% More Cutting Torque 
• 2 0 % Faster A c c e l e r a t i o n 
• MaxClean Air -F i l t ra t ion 
• MaxComfort control grips 
• MaxSpeed Loader 

t r immer head standard 

4» 
'STORTO 

3 The 
NEW 

MaxTorque Trimmer 
models are here. 

• BCZ2450T 
• BCZ2650T 
• BCZ3050T 

New>-
M S L 1 0 0 M a x S p e e d Loader Head 

To contact your RedMax dealer. . . Zerioah 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 

3 NEW MaxPro Chainsaws 

G Z 3 5 0 0 T 
A Professional High-torque Arborist saw 

G 5 3 0 0 0 
A Professional High-speed Limbing saw 

MaxPro is here and available at a dealer near you. 
USE READER SERVICE #39 

http://www.redmax.com


Range & 
As Aaron Sheehan watches 
customer acquis i t ion costs soar, 
he considers more grassroots 
ways of marke t ing his business 
so he can w in A- l ist customers. 

" W e a lways get 
a be t te r response 
f r o m those 
prospects f r o m 
lists w e create." 
- A A R O N SHEEHAN 

When Gro Lawn secured business 
from half of the people who re-

sponded to its direct mail campaign, 
Aaron Sheehan figured his cost per 
acquired customer was about $80. The 
next year, he ramped up his direct-mail 
efforts from 5,000 pieces to 65,000 pro-
mos, blanketing his Fort Worth commu-
nity. His response rate was 75 percent 
lower and customer acquisition cost him 
twice as much. But the real problem was 
that Sheehan didn't have the manpower 
to service all of these customers. 

"I learned a lesson," says Sheehan, 
who boosted staff and now employs 
three full-time workers and one to two 
seasonal workers. This year, he will 
mail 17,000 direct mail pieces, target-
ing neighborhoods where the Gro Lawn 
crew has collected property informa-
tion. Customers who cancelled services 
or rejected estimates in the past will also 
get mail from Gro Lawn. "We always get 
a better response from those prospects 
from lists we create," Sheehan says. 
And he's still frustrated with the rising 
cost for customer acquisition: It has 
quadrupled in the last three years. 

Sheehan has increased business by 15 
to 20 percent every year since starting 
Gro Lawn in 2000. Then, he offered a 

full array of maintenance services, and 
his company was essentially a side-gig 
while he finished school. During that 
time, he decided to change his area 
of study to horticulture and grow the 
business. Now his customer list is 540 
strong. 

Three years ago, Sheehan dropped 
maintenance to focus on lawn care, 
expanding his client base by networking 
with landscapers who referred clients to 
Sheehan for the service. These valuable 
referrals have produced big account 
wins for Sheehan. 

"I gave estimates the other day and 
the smallest property was 33,000 square 
feet," Sheehan says of a typical after-
noon. The accounts keep getting bigger. 
"I think that is because I built a network 
of relationships with people in mowing 
and landscaping, and they do some 
higher-end homes and recommend our 
service to their clients." 

Rather than relying on customer re-
ferrals, which Sheehan says are easier 
to acquire from new clients than long-
timers, he prefers to see referrals from 
other contractors. That takes time. 

"Networking is a slow process be-
cause you have to build landscapers' 
confidence in you, but we have found 





THE TIME HAS COME... 
THE ULTIMATE REDEFINING TOOL IS HERE! 

5.5 hp Honda GX 
Low Maintenance 
Lightweight - 90lbs 

CONTACT: 
Brown Products, Inc. 

800-897-3726 
www.brownproducts.com 

lee@brownproducts.com 

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


DETAILS ON 
HOW THE 

R450H REDEFINER 
CAN SAVE YOU 

TIME AND MONEY. 

that after a couple of years, some of them 
come to us and say, 'I was treating these 
lawns and I'm tired of dealing with it,"' 
Sheehan relates. "We take over that job 
for them." 

Sheehan cultivates relationships with 
landscape maintenance companies by 
crafting special e-newsletters for this 
audience. "We send them notifications 
telling them what pests or conditions 
to look out for," Sheehan says. This is 
Gro Lawn's way of staying in front of 
its contractor "customers," which feed 
Sheehan's business. 

Additionally, Gro Lawn diligently 
collects every customer's e-mail address 
and updates this database regularly. 
"That requires constant management," 
Sheehan remarks. These e-mails are 
especially helpful for marketing add-
on services, such as fire ant control, 
aeration, tree and shrub care, and grub 
control, which Gro Lawn began offering 
last year. By adding grub control as an 
elective to its total lawn care package, 
Gro Lawn added $ 8 0 , 0 0 0 to its rev-
enues, Sheehan says. 

"Our customer value is double that of 
many competitors," Sheehan says. "We 
upsell clients as much as we can without 
putting pressure on them." 

Monthly e-mails give customers wa-
tering recommendations and announce 
disease alerts. The customer education 
is free, and it keeps Gro Lawn top of 
mind with existing clients. Sheehan 
also makes sure every client receives 
a phone call from Gro Lawn the day 
before service. Technicians inquire 
about customers' special concerns for 
the property, and they follow the service 
with another call. 

Keeping in contact with clients has 
helped Gro Lawn maintain customers 
over the years. By early February, the 
company's renewal rate was only off 5 to 
10 percent compared to last year. 

Sheehan also makes sure that Gro 
Lawn is easy to find, and since more 
people use Google for phone numbers 
today, he wants his Web site to be on the 
top of the search engine's results list. It's 
usually in the top five. Essentially, Gro 
Lawn invested in SEO (search engine 

Gro Lawn 
Principal: A a r o n S h e e h a n 

Location: For t W o r t h , T e x a s 

Established: 2000 

2008 Revenue: $420,000 
Customer/Service mix: 
res iden t i a l ; l a w n c a r e , t r ee a n d 
s h r u b c a r e , p e r i m e t e r pes t , g r u b 
a n d f i re an t c o n t r o l 

Employees: 4 

Marketing history: D i rec t ma i l ; 
n e t w o r k i n g w i t h l a n d s c a p e 
c o n t r a c t o r s for l a w n c a r e 
re fe r ra ls ; e d u c a t i o n v i a 
e - n e w s l e t t e r s ; a r o b u s t W e b s i te; 
re fe r ra l c o u p o n s ; s i g n a g e 

Marketing today: C o n t i n u e d 
d i r e c t ma i l , t a r g e t i n g 
c a n c e l l a t i o n s a n d re jec ts ; 
rea l e s t a t e - t y p e s i g n a g e at 
n e i g h b o r h o o d e n t r a n c e s ; 
e - n e w s l e t t e r s ; a n d i m p r o v e d 
c o n t r a c t o r n e t w o r k i n g . 

optimization) by hiring a company to 
design its Web site with searchability 
in mind. "The Internet has been a re-
ally good way to generate business," 
Sheehan says. Gro Lawn acquires 25 to 
60 customers annually that way. 

This year, Sheehan will continue his 
direct mail campaign, targeting those 
with the highest probability of respond-
ing - canceled customers and those who 
have rejected Gro Lawn estimates in 
the past. He will stake 300 to 500 real 
estate-like signs at neighborhood en-
trances to advertise service. (He knows 
the city will remove some of them.) He 
will continue e-mail newsletters and 
networking with contractors - now 
there are 10 companies that Sheehan 
"partners" with to gain referrals. 

"The economy is challenging us," 
Sheehan says, "but our fingers are 
crossed for our marketing campaign 
in 2009 . " 

The author is a f reelance writer based in Bay Vil-
lage, Ohio. 
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• Redefines bed edges up to 60 
feet per minute (depending on 
soil type and condition) 

• 1 year limited warranty: 
commercial and rental 

• Weighs only 90 lbs with gas 
and oil 

• Very maneuverable: easy to load 
and unload 

• Adjustable cutting depths of 2". 
3" and 4" 

• Handle folds for easy storage 

• Tungsten carbide cutting teeth 
on rotor 
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CONTACT: 
Brown Products, Inc. 

800-897-3726 
www.brownproducts.com 

leeiabrownproducts.com 
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BRIEFCASE III M a r k e t i n g in a t o u g h e c o n o m y 

MEDIUM - $500,000 TO $2 MILLION 



Specialist 
Spear's Landscape th inks 
art i f ic ia l tu r f is a sleeper 
service t h a t could go over 
big if they get t he w o r d out , 
and t he company is prepared 
t o more t h a n doub le g r o w t h 
th is year. 

Homeowners at the Minneapolis home and gar-
den show were stumped and intrigued by the 

Spear's Landscape exhibit. The artificial turf looked 
real and the plant material looked fake. Showgoers 
asked if Jeffrey Spear's homegrown company was a 
national firm. 

Looks are everything - at least for ushering cus-
tomers in the door. But solid reputations are built 
by backing up perceived value with quality and 
service. A job well done gets talked about. And word 
of mouth is exactly how Spear, president of Spear's 
Landscape, garnered some of the company's most 
innovative design/build projects. 

Aside from customer referrals as the main market-
ing engine, Spear's Landscape advertised lightly in 

7 WEEKS 
That's how quickly on average customers tell usThe JobClock System pays for itself. 
Just like it already has for thousands of companies, it can save you hundreds of 
^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ dollars on each and every payroll. 

H ^ I H B H V Simply by accurately tracking your 
crew's time at every jobsite.That's 
money that goes right to your 

. • H R P V H I P M 

More profits. More money in your 
pocket. Put the JobClock to work for 
your company and save thousands 
of dollars this year! 

A 
Call 1 . 8 8 8 . 7 8 8 . 8 4 6 3 
now for a FREE quote. 
Find out how much The JobClock System will SAVE you! 

Ask about our 
"Tough Economy 

Easy Payment Plan! 

GzêcAz* 

FREECABELA'S 
OUTFITTER JOURNAL 

SUBSCRIPTION! 
Get a FREE one-year 

subscription to Cabela's 
Outfitter Journal just 

for letting us give you 
a FREE quote! 

Call now! 
1.888.788.8463 

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



"We are trying to cater to people and their needs, so if a job 
makes sense, we'll be flexible on price." - JEFFREY SPEAR 

local newspapers before. This year, he 
ramped up his overall marketing cam-
paign, set aside 8 to 10 percent of his 
budget and jumped into the trade show 
circuit - his company will display its 
booth at eight shows. With a full-time 
designer on staff now, a robust Web site, 
a promising niche service in artificial 
turf and a full-throttle marketing plan, 
Spear is prepared to invest in earning 
business this year. 

"We know in this market we are going 
to do anything and everything to stay 
busy and successful," Spear says. "If that 
means we need to spend more money 
to get that work, then we'll do it. The 
investment will pay off with more brand 
awareness and more exposure." 

Spear says presentation is the compa-
ny's No. 1 marketing tool. Back-to-the-
basics qualities like honesty, timeliness 
and cleanliness separate Spear's Land-
scape from competitors, he says. 

"We are a high-end company and 

those qualities are important in this 
day and age," notes Spear, adding that 
clients who have been burned approach 
landscapers with an appetite for class. 
"We have really tailored our company's 
image as very professional." 

Because Spear focuses on high-end 
design/installation, selling one solid job 
from a marketing lead is a worthwhile 
return on investment. Spear invests in 
Internet pay-per-click advertising with 
Google and Yahoo, spending about 
$1,000 a month during the high season. 
He says the unbranded advertisement 
- content that provides tips and ideas 
- is most successful. "The little articles 
draw people to our Web site," he says. 
Spear will continue advertising this way, 
educating the public for free, and paying 
for every click. 

Additionally, he'll focus on getting 
every job the company bids. "We are 
trying to cater to people and their needs, 
so if a job makes sense, we'll be flexible," 
he says, noting that "holding out" in this 
market could be problematic. "Cover 
your costs and move forward," he says. 

The initial investment in trade show 
presence can be significant; Spear spent 
in the neighborhood of $10,000 for his 
booth. But the Minneapolis home and 
garden show produced promising leads 
for the company's artificial turf offer-
ing, which Spear expects will be the 
company's sleeper service. He has not 
marketed it at all until this year. 

For artificial turf, Spear is mainly 
targeting homeowners with small 
properties, people with swimming 
pools, golfers who want their own put-
ting greens, families with play systems 
where underlying turf takes a beating. 
"Our product has a head fall rating 
of 10 to 12 feet," Spear adds. He'll be 
marketing this safety factor. "It's good 
for children. 

"Artificial turf has come a long way 

from your basic indoor/outdoor carpet, 
so to speak," Spear continues. In fact, he 
has given crewmembers instructions to 
meet him at the house with the artificial 
turf. They drive right by it without stop-
ping; they can't tell the difference from 
a distance. 

"It's a specialized niche service and 
not every landscape company can install 
it," Spear adds. He plans to launch a 
direct marketing campaign, and send 
out mass e-mails to his client list and 
area landscapers who might refer their 
clients to Spear for the service. Golf 
events will also provide opportunity to 
promote the product. 

Spear figures the artificial turf will 
balloon into bigger projects. "If we can 
turn someone's back yard into a per-
sonal amusement park or venue with a 
pool, putting green, maybe a basketball 
court . . . " he muses. "In this type of 
economy, it's tough to go to the cabin 
on vacation. People are looking to spend 
their money at home." 

Spear is counting on it, and he is well 
aware that even the economy for spend-
ing at home is tight. But he's optimistic 
- headstrong, even. Considering the 
total landscape industry in Minnesota, 
he figures his $1.4 million projected 
"market share" for 2009 is not a ter-
ribly large piece of pie. He can taste it 
already. 

If anything, the marketing money 
Spear spends this year will earn him 
business once homeowners loosen their 
purse strings. 

"We're showing customers we're here 
for the long haul," he says of increased 
exposure through marketing. "We are a 
company that's growing in hard times, 
and if we can get through this and move 
forward, we'll only be stronger when 
the economy gets better." © 

The author is a freelance writer based in Bay Vil-
lage, Ohio. 

Spear 's Landscape 
Principal: Je f f rey Spear 

Location: O t s e g o , Minn. 

Established: 2001 

2008 Revenue: $600,000 
Customer/Service mix: h igh-
e n d res ident ia l ; l a n d s c a p e 
d e s i g n a n d instal lat ion; art i f ic ial 
turf; l igh t ing 

Employees: 7 
Marketing history: W e b site; 
c u s t o m e r referrals; Internet pay -
per -c l i ck adve r t i semen ts 
Marketing today: I nc reas ing 
m o r e of the s a m e t y p e s of 
marke t i ng , s h o w i n g c u s t o m e r s 
"we ' re here for the l ong haul . " 



Dow AgroSciences 

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 
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fe LARGE - M O R E T H A N $2 M I L L I O N BY KRISTEN HAMPSHIRE 

Mariani Landscapes gave two run-
of-the-mill marketing strategies a 
high-class spin in order to appeal 

to a sophisticated client base. Direct mail 
and customer referral bonuses have never 
been part of Mariani's repertoire - until 
this year. 

"Basically, we answered the phone for 
years and years, and we were successful," 
says Frank Mariani, president of the Lake 
Bluff, 111.-based firm. Mariani, in a sense, is 
the godfather of landscaping in his region. 
He's a mentor to national companies that 
look toward his business as an example of 
setting high standards, changing with the 
times and establishing a rock solid reputa-
tion. 

But a tough economy can break even the 
strong ones, Mariani knows. He has been 
through recessions and, in his 36 years, 
made mistakes. 

"I the past, I took work just to take work, 
and I basically matched people's price," 
Mariani says - this was years back and 
before the Mariani name carried the same 

Partners 
for Life 

Mariani has a lways a t t rac ted c ream-o f - t he -
crop cl ients t he o ld - fash ioned way: lots of face 
t i m e and via referrals. But Mariani is branching 
ou t th is year w i t h 'neighbor ' programs t o 
include cl ients in t h e marke t ing process. 



XLR8 

You've got enough things to worry about. But with Drive® XLR8 
herbicide, rain isn't one of them. Our new liquid formulation is rainfast 
in just 30 minutes. And a single application quickly controls a broad 
spectrum of broadleaf and grassy weeds — from crabgrass and 
foxtail to clover and dandelion — even at low use rates per 
1,000 square feet. Let it rain. You've got Drive XLR8 

betterturf.com | 800-545-9525 
FOR ULA 

Always read and follow label directions. 
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Mariani Landscape 
Principal: Frank Mar ian i 

Location: Lake Bluff, III. 

Established: 1959 

2008 Revenue: $ 3 3 mi l l ion 

Customer/Service mix: h igh-
e n d res ident ia l , c o m m e r c i a l a n d 
mul t i - fami ly ; l a n d s c a p e d e s i g n / 
bu i ld , m a i n t e n a n c e , seasona l 
retail, es ta te ope ra t i ons a n d 
ho l iday d e c o r 

Employees: 100 yea r - round ; 
3 8 0 seasona l 
Marketing history: w o r d of 
mou th ; t a r g e t e d ma i l i ngs 

Marketing today: referral 
r e w a r d s a n d p romo t i ons tou t ing 
s a m e - d a y se rv i ce in ce r ta in 
n e i g h b o r h o o d s , m e a n i n g less 
em iss ions a n d no ise t h roughou t 
the w e e k - a g reene r a l ternat ive. 

"In the past I took 
work just to take 
work, and I basically 
matched people's 
price. I could have 
diminished the 
brand. We won't play 
that game now." 

- F R A N K MARIANI 

weight as one like Rolls Royce. The 
company had always been one people 
trusted and associated with quality. "I 
could have diminished the brand," he 
says. "We won't play that game now." 

Mariani has a different strategy. 
Back to those two marketing methods: 
He designed a neighbor program that 
rewards clients with a $ 2 5 0 bonus 
for referring a customer who signs a 
contract with Mariani. To be honest, 
he wasn't convinced that a cash incen-
tive would excite his clients. And, in 
the end, he suspects the success of this 
program - the company has added a 
couple dozen customers to its list - is 
because his loyal clients enjoyed serving 
as pseudo-scouts. 

"I think people appreciated being 
recognized and becoming part of our 
team," Mariani says. "It turned into a 
fun project for clients to recommend us 
and some of them donated the reward 
by buying flower pots for the school or 
a holiday display for their church or 
synagogue. A lot of goodwill happened 
then and is happening now because of 
that program." 

Referrals are critical in this business, 
Mariani says. "When you are working 
with la crème de la crème, chances are, 
it's not going to be through Yellow Pages, 
it's going to be at a cocktail party or a 
social event where people are talking 
about landscaping," he relates. "In our 
case, someone may drive past a project 
where our trucks stand out and they 
see a great job. That is what we depend 

» 

on. 
Meanwhile, the direct marketing 

campaign Mariani launched this year 
will focus on specific addresses identi-
fied by the Mariani salespeople as fitting 
prospects for the company, as "our type 
of business, rather than blanketing an 
entire city." Focus is key, and so is the 
design of the piece. It must reflect the 
look and the feel of Mariani. Branding in 
this way, over time, secures and sustains 
business. 

And holding on to valuable clients in 
times like this was never more impor-
tant, Mariani points out. His company 

will continue efforts to communicate 
with clients regularly, meet with them 
face-to-face, entertain their feedback 
on projects and simply be visible. "The 
easiest piece of business is the business 
you already have," Mariani says, simply. 
"You work so hard to get new business, 
and in the meantime you lose existing 
clients." 

This year, Mariani began mining its 
existing book of business much ear-
lier, in October, to ensure clients were 
signed up for services in 2009. "We are 
running three or four times ahead of 
our pace with the renewals," Mariani 
reports. 

The Web continues to be an increas-
ingly important venue for marketing 
services, and Mariani says e-mail com-
munications are convenient for clients 
and "green." (He reminds customers of 
this, too.) One promotion announced 
in Mariani's e-newsletter encouraged 
clients to ask neighbors to sign up for 
service because Mariani could service 
them the same day, reduce travel time 
and, therefore, carbon emissions and 
fuel. What's more, booking several 
neighbors' service the same day reduces 
overall mower and blower noise in a 
neighborhood by confining it to one 
day. The cherry on top: the e-mail 
announcement didn't waste paper or 
postage. 

"Those kinds of promotions that 
spread the word about what you are 
doing are green and, quite frankly, the 
pennies do add up these days," he says. 
And the infectious message to get all 
the neighbors involved means add-on 
clients for Mariani. 

Ultimately, the key is to be creative, 
be visible and stay true to your brand, 
Mariani emphasizes. "We are choosing 
not to participate in this recession," he 
says, simply. "It doesn't have to be a bad 
year. We are not afraid to tell people 
we are looking for business, and we ap-
preciate our customers for being a part 
of our team." © 

The author is a freelance writer based in Bay Vil-
lage, Ohio. 
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As compacts go. It's a f reak of nature. With its standard swing boom, reduced tail swing, 

backfill blade, and rubber tracks the new 60D Excavator works in tight spots like our other compacts. 

But this true 6-metric-ton machine boasts big-machine features, too. such as a standard cab. pattern 

changer, more than 7.000 pounds of lift capacity, and over 13 feet of digging depth. See your dealer or call 

1-800-503-3373. because you shouldn't have to choose between big and small. 
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M\| h i t e N o i s e 
Leaf b lower use is st i l l a h o t - b u t t o n issue in areas across t h e U.S. But w i t h improved 
machine per formance and responsible operat ion, noise comp la in ts may be put t o rest. 

BY JULIE COLLINS 

To landscape professionals, the hum 
of a leaf blower starting up in the 

morning is the sound of productivity 
and profitability. But to many property 
owners, i ts a roar, a nuisance, and a 
harbinger of noise and air pollution that 
should be avoided at all costs. More than 
30 years after the first leaf blower made 
its way to the U.S., the battle still rages 
over what many landscape professionals 
consider one of the most effective tools 
in their arsenals. 

Whether they're used at residences or 
on the grounds of commercial proper-
ties for gathering leaves in the fall or for 
cleanup year-round, blowers often raise 
the hackles of people living or working 
nearby, more so than other types of 
outdoor equipment. 

"Some people tell you it's dust and 
air pollution, other people say it's noise 
pollution. Everybody has their own pet 
peeves," says Daniel Hanson, president 
of SCLM Co., a commercial and resi-
dential landscape maintenance firm in 
Laverne, Calif. 

Blower ban advocates argue that gas-
powered leaf blowers emit pollutants 
and spread particulate matter, which 
has been shown to aggravate asthma 

Blower ban challengers in the industry 
might face an uphill cl imb as regulations 
tighten in certain states. 
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Blow & Go 
Th i r t y - two percent of landscape 
professionals p lan to purchase 
backpack /handhe ld b lowers th is year, 
spending an average of $1,463. 

and cause respiratory problems. Yet one 
of the biggest grievances people raise 
involves blower noise. 

"Blowers operate in a frequency range 
that's irritating to humans," explains Kris 
Kiser, executive vice president, Outdoor 
Power Equipment Institute (OPEI). 

"Old blowers have a high-pitched 
whine not common on other products," 
adds Larry Will, retired vice president 
and consultant for outdoor power equip-
ment manufacturer Echo, Lake Zurich, 
111. That's why people go after blowers 
more than other outdoor equipment. 

AN ON-GOING ISSUE. Typically, the brou-
haha over blower use begins when a 
municipality or city receives a complaint 
from a resident. "Usually the complaints 
are loud and repetitious," Kiser says. 
"Often the same person, an anti-leaf-
blower advocate, leads the charge." 

From there, Will says it's an emotional 

issue that spreads from community to 
community. Complaints often originate 
in affluent communities, although areas 
with parents who worry about their 
children's health or older residents who 
are sensitive to noise may also advocate 
for restrictions. "There are some com-
munities that are very concerned about 
things such as noise and are in a posi-
tion to take issue with it," Will explains. 
"They are usually influential. Other 
communities, such as working com-
munities with other sources of noise like 
factories, don't usually see movement 
with blower legislation." 

Blower restrictions are found across 
the country, from Chapel Hill, N.C., and 
Portland, Ore., to Phoenix and portions 
of southern Florida. California in par-
ticular has long been a blower legislation 
hotspot, as Barbara Alvarez, president of 
Alvarez Landscape & Maintenance and 
past president of California Landscape 

Contractors Association (CLCA), can 
attest. She spent much of her time from 
1999 to 2001 working on legislation to 
prevent statewide bans on blower use 
in California. During that same time, 
many individual cities passed bans or 
restrictions. 

Despite work by the CLCA, a number 
of cities in California have passed com-
plete bans on gasoline-powered blowers. 
And in Laguna Beach, all blowers - in-
cluding electric models - are banned, 
which is particularly challenging for 
landscape professionals who are forced 
to rely on rakes or yard vacuums, says 
Robert Wade, owner of Wade Landscape 

r 
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in Laguna Beach and director of legisla-
tion for the CLCA. Rather than enacting 
bans, however, most California cities 
simply restrict the hours when blowers 
can be used and specify the decibel level 
at which blowers may operate. If it's a 
choice between bans or restrictions, 
many landscape contractors would 
gladly deal with the latter. 

Alvarez believes the animosity toward 
blowers from the late 1990s and early 
2000s is dying down in California. In 
fact, she says the city of South Pasadena 
recently overturned a ban on leaf blow-
ers because newer models are quieter 

Learn More Online 
W h a t d o y o u th ink of b l o w e r b a n s ? 
A r e t h e y i m p a c t i n g y o u r b u s i n e s s ? 
S o u n d off at t h e Lawn & Landscape 
o n l i n e f o r u m at w w w . l a w n a n d l a n d -
s c a p e . c o m / f o r u m . 

and produce fewer emissions. "Progress 
is happening as technology gets better," 
she explains. 

Yet as the debate over blower use 
cools in California, it's heating up in ar-
eas including Hawaii and the Northeast. 
According to Will, cities and counties 
including Eastchester, N.Y.; Montclair, 
N.J.; and Brookline, Mass., are in the 
midst of blower debates. 

"The most recent debate was in 
Yonkers, N.Y., and cities surround-
ing New York City," Kiser explains. 
"There's a woman up there who has 
taken this as her cause." As a result, 
cities in Westchester County, including 
Yonkers, Rye and Scarsdale, recently 
banned blowers during certain months 
of the year because of noise and envi-
ronmental concerns. 

It's a situation that's directly affect-
ing Nicholas Esposito, owner of Truly 
Green Landscaping & Design, which 

provides landscape services to the New 
York metropolitan area and nearby cities 
including Scarsdale, which has banned 
blower use from June through August. 
"In those months, that's when we really 
use them," Esposito says. "It's a shame, 
but what can we do? Our association 
[the New York State Turf & Landscape 
Association] just keeps trying to fight it, 
but we've really had no luck." 

MORE IN A DAY'S WORK. Opponents of 
blower use argue that manual tools, 
such as rakes, tackle cleanup jobs just as 
well. Perhaps that's true for homeown-
ers spending an afternoon cleaning 
up the backyard, but when it comes 
to professionals working with blowers 
day in and day out, it's a different story. 
According to the California Landscape 
Contractors Association, work typically 
done with a blower takes five times 
longer when handled by hand. And ac-
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cording to the Professional Landcare Network (PLANET), 
landscape costs increase from 20 to 40 percent if operators 
do the same work without a leaf blower. That can be a hard-
ship for many companies. 

Still, professionals such as Esposito refuse to pass the in-
creased cost of raking on to customers. "At this time in the 
economy with the way things are, how could I go ahead and 
charge anybody any higher prices? It would be ridiculous," he 
says. "We try to work around it and not make a mess." 

It's not just landscape contractors and their employees who 
suffer from blower regulations either. Whether crews are 
responsible for maintaining private residences or commercial 
settings, blower use results in considerably tidier work. "As 
an owner, walking around after the property is done, I see 
there's a lot we could really do better if we used a blower," 
Esposito says. 

He admits there are times when blower use is necessary, 
even during the summer when such equipment is banned. 
To make blower use discreet in those situations, Esposito 
purchased a couple of handheld units that are smaller and 
quieter than larger backpack models. "We know it's not the 
right thing to do, but we just hit some areas where we need 
them. We limit ourselves and we try to keep them really 
low," Esposito says. 

Truly Green Landscaping & Design and other companies 
that occasionally sneak in blower use run the risk of tickets 
and fines if they are caught. "Some police officers are pretty 
cool about it and say, 'Hey, listen, you have to turn it down,' 
and they'll give us a break once in a while," Esposito says. 
"But if they see us again, they'll give us a hard time and a 
ticket. I'm always telling my guys to be careful because this 
is the blower war." 

Although enforcement is a real threat in some parts of New 
York, even in Yonkers the mayor has said that police have 

http://www.csturfequip.com
mailto:csturf@ameritech.net


better things to do than enforce the blower ban. The same 
is true in many California cities. Alvarez says police in Los 
Angeles only react to specific complaints because the city 
has more critical issues with which to deal. Other California 
cities, including ones in which Hanson's company does busi-
ness, have lifted bans altogether for that reason. 

BRINGINGTHE DECIBELS DOWN. Reducing the irritation blowers 
cause is easier thanks to manufacturers' concerted effort to 
produce quieter machines. Prior to 1990, many leaf blowers 
were as loud as 78 decibels. Most blowers that have been 
introduced in the past two to three years are between 65 and 
70 decibels. "A lot of manufacturers have said, 'We need to do 
whatever we can.' They are doing their best," Kiser says. 

"Sound reduction is now an important design goal in 
the development process," Will adds. "For every 6-decibel 

reduction in sound 
level, sound pres-
sure is reduced by 
50 percent." 

In a d d i t i o n to 
working to produce 
q u i e t e r b l o w e r s , 
manufacturers in-
cluding Echo, Shin-
daiwa, Husqvarna 
and Stihl also strive 
to meet or exceed 
stringent Environ-

mental Protection Agency (EPA) and California Air Resources 
Board emissions guidelines. Yet despite improvements, 
protests persist. 

"The problem now is the blowers' reputation, more so 
than reality," Will says. "Blowers in the past were noisy. New 
designs, however, are universally quieter - some by as much 
as 75 percent. Unfortunately, some older blowers remain 
in service and continue to irritate people." That's why Will 
believes legislation should focus on phasing out older blower 
designs rather than banning the equipment altogether. 

One reason older blowers are kept in commission longer 
is newer, quieter units may cost more. That's where blower 
buyback programs, which make it easier for professionals to 
upgrade, come in. One such program in the South Coast Air 
Quality Management District of Southern California allows 
landscapers to exchange older gas-powered leaf blowers for 
new models for only $ 2 0 0 per blower. The improved fuel ef-
ficiency of these models is a selling point manufacturers push, 
too, because it can save contractors money in the long run. 

Increased prices and regulations or not, Kiser says blower 
purchases have jumped in recent years. In fact, market 
research firm Mintel International reports handheld and 
backpack blower shipments increased from 2.3 million in 
2002 to 2.8 million in 2007. In other words, despite additional 
regulation, blowers are still in demand. 

I 'm always telling 
my guys to be 
careful because this 
is a blower war." 

- NICHOLAS ESP0SIT0 
on avoiding t ickets for blower use 
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Blow Out 
Handheld and backpack blower 
sh ipments increased t o 2.8 mi l l ion in 
2007 - despi te increased regulat ion, 
b lowers are s t i l l in demand. 

TAKING RESPONSIBILITY. Without re-
sponsible operation, it doesn't matter 
whether the blower being used is a 
quieter model or not. "Part of the prob-
lem is you get people out there using a 
blower who don't know how," Hanson 
says. "Running the throttle up and down 
constantly can be an annoying thing, 
and if you're just blowing dirt and debris 
everywhere, that's a complaint." Early 
morning or late evening use and the 
number of blowers that are operated at 
once are two other common irritants 
that lead to objections from residents. 

That's why OPEI works to educate 
blower operators on ways to limit noise. 
(For ideas, see "Down with Noise" on 
page 72.) "What we have found is when 
they put in behavior modifications, the 
problem goes away," Kiser says. 

Contractors are willing to do what 
they can to reduce complaints, par-
ticularly if it means keeping blowers 

in employees' hands. That's why many 
companies have implemented blower 
education programs. Hanson's company 
requires new hires to watch training 
videos so they are familiar with proper 
blower use. Then it's up to each crew 
foreman to make sure everybody under-
stands correct equipment use. 

In addition to advocating training, 
Will recommends every contractor carry 
one quiet leaf blower for use in areas 
where noise should be kept to a mini-
mum. That's what Hanson's teams do. 

"It may not matter if you're cleaning a 
parking lot, but it may be very important 
next to a hospital," Will says. "Do some-
thing before it becomes an issue." 

Beyond encouraging responsible 
use, landscape professionals' best bet 
for fending off blower legislation is 
to be proactive. Will says contractors 
should make their views on the issue 
and their reasons for using blowers 

known. "When you hear talk of blower 
bans, go to city hall and ask to be in the 
discussion," Wade suggests. "Show up 
at meetings and city council events. 
Volunteer to give demonstrations of 
effective, quiet use." 

"Have the manufacturers help," adds 
Alvarez, who says Echo and Stihl were 
particularly helpful when she was bat-
tling the push for stricter regulations 
in California. Most of all, she stresses, 
"Embrace the other side so you can 
come to a point where both sides win. 
Compromising is key."(L 

The author is a freelancer based in Lincoln, III. 
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Low-voltage landscape lighting and the law - a survey of the 50 states, BYSTEVE PARROTT 

££ Tt is estimated that licensing results 
± in a cost, or "dead weight loss" to 

society of between $34.8 to $41.7 billion per 
year compared to a labor market without 
licensing- Reason Foundation 

The installation of low-voltage land-
scape lighting is simple and safe. It is 
virtually impossible to sustain any seri-
ous injury from contact with a current 
below 30 volts. The laws that apply to 
electrical installations are primarily 
set and enforced by the states and vary 
considerably. 

In an effort to catalog the applicable 
laws, I conducted a comprehensive 
survey of all 50 states. Here are my 
findings. 

SEARCHING FOR ANSWERS. Some states 
that require electrical licensing don't ex-
empt low-voltage work in their statutes, 
but when asked, they say they ignore 
this work and allow it to be installed by 
unlicensed individuals. There are also 
cases where certain types of low-voltage 
installation are exempt from licensing, 
such as telecommunications or alarm 
work, but low-voltage lighting is not 
mentioned - some such states assume 
lighting is included in the exemptions; 
others do not. 

Local municipalities may have their 
own licensing that may or may not affect 
low-voltage installation. A cataloging of 
these local laws was beyond the scope 
of this survey. 

SURVEY RESULTS. Of the 50 states, 24 
(plus Washington, D.C.) require some 
form of licensing for low-voltage in-
stallation. Of these, 11 have a specialty 
license for low voltage. These specialty 
licenses require less training and ex-
perience than needed for a master or 
journeyman's license. They provide 
a doable (though uniformly arduous) 
path for non-electricians to pursue legal 
installations. One frustration among 
contractors seeking these licenses is that 
the required experience and testing is 
almost entirely focused on indoor elec-
trical work - work that requires learning 
a great deal of electrical code that never 
applies to landscape lighting. 

The remaining 14 of these 24 states 



require an electrical contractor, jour-
neyman or master electrician's license. 
These states effectively restrict land-
scape lighting installation to electri-
cians. Green industry professionals 
may work with these electricians on 
lighting projects, but the profit potential 
is greatly reduced. 

TRENDS FAVOR THE ELECTRICIANS. Low-
voltage landscape lighting is a relatively 
new profession that has grown tremen-
dously during the last two decades. Na-
tionwide, green industry professionals 
have embraced lighting, incorporated it 
into their businesses and established it 
as a value-added profitable service. This 
growth has been widespread among 
the states, even in those states where 
"technically" the work is not exempt 
from electrical licensing. 

New Jersey is an example of a state 
where low-voltage installation is not ex-
empt in the statutes. When the electrical 
laws were written in 1964, no mention 
was given to landscape lighting (it didn't 
exist). Starting in the 1980s, green in-
dustry professionals built a low-voltage 
lighting industry in the state. The State 
Electrical Board and local inspectors 
took little notice of low-voltage work 
and non-electricians were free to install 
it - until 2007. 

In 2007, New Jersey State Electrical 
started to enforce the electrical laws for 
low-voltage landscape lighting. Warning 
letters were sent, fines were issued and 
local inspectors did drive-by enforce-
ments. The penalty for an unlicensed 
worker engaged in low-voltage electrical 
work is up to $20 ,000 per offense. 

This recent enforcement threatens 
the livelihood of landscape lighting 
professionals in the state. They now 
face the prospect of hiring electricians 
to do the bulk of the work, effectively 
diminishing profits. In response to the 
problem, a group of concerned parties 
formed a landscape lighting task force 
under the umbrella of the New Jersey 

o Green Industry Council (www.njlawfix. 
| webexone.com). This group is currently 

working with legislators to amend the 
0 electrical laws and exempt landscape 

lighting from licensing. 
Amending laws is a long and expen-

sive task, and the New Jersey effort, 
while broadly supported by contractors, 
struggles to gain financial support from 
the industry. Larger industries have 
healthy coffers to support legislative 
change, but landscape lighting has only 
a handful of major players. Despite 
aggressive fundraising efforts, only 
one manufacturer and one distributor 
have made significant contributions to 
the effort. 

New Jersey is not the only state where 
landscape lighting professionals are 
at risk. Nearby Connecticut recently 
stiffened its laws, as did Florida and 
several other states. Every state that 
fails to specifically exempt low-voltage 
lighting from licensing is at risk of hav-
ing overly-restrictive licensing come 
into play. 

TO LICENSE OR NOT TO LICENSE? In our 
survey, New Jersey landscape contrac-
tors were asked their views on legisla-
tion. While an amendment exempting 
them from licensing received near 
unanimous support, half of them said 
they would like to see a specific low-
voltage license similar to those applied 
in 24 other states. 

When asked why they would like such 
a license, several reasons were given. 
Most commonly, contractors felt hav-
ing a license would drive away the low-

bidders who do poor work and under-
charge. This is essentially an argument 
for restricting a profession so only a few 
companies can compete in the market. 
It fails to recognize bad companies fail. 
If a skilled and educated professional 
with a well-run company can't win out 
over unskilled, unprofessional compa-
nies, then he's doing something wrong. 
The best landscape lighting clients are 
high-income, sophisticated consumers 
- they recognize a quality company and 
will choose them every time. 

In response to this desire to limit 
competition, David Beausoleil, CAST 
Lighting president, says, "Licensing 
tends to commoditize a profession and 
makes it more difficult for one company 
to distinguish itself from another." He 
cites the example of electricians: Home-
owners tend to assume that one licensed 
electrician is as good as another. 

This commoditization tends to limit 
what electricians can charge for their 
services. Landscape lighting, on the 
other hand, especially in unlicensed 
states, is a profession where prices 
can be raised to a great degree, totally 
dependant on a landscape contractor's 
demonstrated skill and experience. 
Licensing puts all players at the same 
level and consumers will expect prices 
to be fairly uniform regardless of other 
distinguishing factors. Without licens-
ing, companies develop their own 
distinguishing qualities that they can 

The laws regulating low-voltage 
landscape lighting vary by state, 
and can limit landscapers' ability 
to work in this niche market. 

http://www.njlawfix


market to the greatest effect. 
In states like Connecticut and Florida, 

which have adopted restrictive licensing 
laws, the landscape lighting industry 
has suffered - fewer companies enter 
the market, fewer lighting products are 
purchased and it has become more dif-
ficult for licensed companies to expand 
their markets. 

This last point is true because land-
scape lighting is still an emerging indus-

try, and every new lighting project (even 
poorly designed ones) stimulate con-
sumer awareness and inspire them to 
hire someone to light their own homes. 
In fact, many good landscape lighting 
companies get a large proportion of 
their business replacing poorly designed 
jobs. In the absence of a healthy number 
of landscape lighting businesses, many 
consumers opt to do their own lighting, 
purchasing inferior products from local 

home improvement stores. 
In conclusion, it is the opinion of this 

author that licensing for the safe profes-
sion of landscape lighting serves only to 
create unnecessary barriers and restric-
tions - barriers to enter the profession 
and restrictions on practicing it. L 

The author is communication and marketing 
director for CAST Lighting, Hawthorne, N.J., and 
chairman of the New Jersey Landscape Lighting 
Task Force. 

Licensing Requirements by State 
H e r e is a list of t h e m o s t u p - t o - d a t e s ta t i s t i cs o n l o w - v o l t a g e l i c e n s i n g r e q u i r e m e n t s for 
l a n d s c a p e l i gh t ing . L a w s a n d e n f o r c e m e n t p r a c t i c e s m a y v a r y a c c o r d i n g to r e g i o n ; 
c o n t r a c t o r s s h o u l d c h e c k w i t h l oca l au tho r i t i es for a p p l i c a b l e l aws . For m o r e de ta i l s a n d 
c o n t a c t i n fo rma t i on , g o to w w w . c a s t - l i g h t i n g . c o m / l e a r n i n g / l e g i s l a t i o n . 

STATE LICENSE 

A l a b a m a N o n e 

Alaska Electrical Administrator 

Arizona C-12 (Low Voltage Communication Systems); 
C-21 (Landscape and Irrigation Systems) 

Arkansas None 

California C-7 Low Voltage Systems Contractor, or C-27 

Colorado Electrical Contractor 

Connecticut L5, L5 (Limited Electrical Journeyperson - 25 
volts or less) 

Delaware None 

District of Columbia Master Electrician Limited (low voltage) 

Florida Limited Energy (Low Voltage System Specialist 
(ES, ET) - class code 069) 

Georgia LV-G (Low Voltage Contractor - General Systems) 

Hawaii Journeyman 

Idaho None 

Illinois None 

Indiana None 

Iowa None 

Kansas None 

Kentucky Electrical Contractor 

Louisiana None 

Maine Limited Electrician in Low Energy 

Maryland None 

Massachusetts None 

Michigan None 

Minnesota Power Limited Technician 

Mississippi None 

STATE LICENSE V V 

Missouri None 

Montana None 

Nebraska Class B Journeyman Electrician 

Nevada Classification C-2d (Low Voltage Systems) 

New Hampshire None 

New Jersey Journeyman 

New Mexico ES-3. Low voltage special systems (under 50 volts) 

New York None 

North Carolina None 

North Dakota None 

Ohio None 

Oklahoma Electrical Contractor 

Oregon None 

Pennsylvania None 

Rhode Island Journeyman 

South Carolina None 

South Dakota None 

Tennessee Electrical Contractor 

Texas None 

Utah None 

Vermont None 

Virginia Electrical Contractor 

Washington Electrical Contractor (Limited Energy System (06)) 

West Virginia None 

Wisconsin Electrical Contractor 

Wyoming Low Voltage Technician LV-G (General Systems) 

http://www.cast-lighting.com/learning/legislation
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S T R A T E G I E S / / / Tactics for managing day-to-day operations 

I Today, there are 25 to 30 . . 
I mil l ion t l e e r j n the U.S. 

feasting on homeowners 
i properties. Photo: Liquid ^ ^ 

Fence. , 

Sri- S.-

Deer Hunt 
Growing deer popu la t ions and i r r i tated homeowners could br ing 

prof i t for contractors wi l l ing t o offer th is easy a d d - o n service. 
BY NICOLE WISNIEWSKI 

Deer damage to gardens and shrubs, 
including trampled and eaten 

plants, is the No. 1 complaint in urban 
and rural landscapes, according to the 
West Virginia University Extension. 

And while no one argues homeown-
ers shouldn't continue to improve their 
landscapes and keep plants lush and 
thriving with regular irrigation and 
fertilization, they don't realize they are 
opening up a buffet deer can't resist. 

To make matters worse, the U.S. deer 
population has exploded from 500 ,000 
in the early 1900s to 25 to 30 million 
today because populations of wolves -
deer's natural predators - are down and 
hunting has been on the decline. 

In addition to damaged plants, deer 
also bring potential lime disease-car-
rying deer ticks onto a homeowner's 
property - more unwelcome pests. 

So, how about deer-resistant plants? 
"There is no such thing," says Eric 
Gerhartz, director of deer repellent 
manufacturer Liquid Fence's pro divi-

sion in Brodheadsville, Pa. "Deer aren't 
supposed to like holly, yet I have no 
holly bushes left in my hard. If deer 
are hungry, they are going to eat what 
you've got. Deer adapt." 

That leaves the No. 1 way to keep 
deer at bay being to remove the food 
source, which isn't a likely option for 
homeowners who have grown attached 
to their backyard paradises. 

Landscape contractors can cash in on 
this opportunity by offering deer control 
services to their clients. 

One of the main ways contractors can 
help customers fend off deer is through 
repellent applications. 

There are a variety of repellents on the 
market. Fear-based repellents use bob-
cat or coyote urine to scare deer away 
thinking a predator is nearby. Irritants 
or taste repellents have ingredients like 
hot pepper wax so when a deer takes a 
bite it alters the taste of the plant making 
it undesirable. Scent-based repellents 
use irritating components like sulfur 

or mint that make the plant smell unat-
tractive. And masking repellents hide 
the scent of plants, replacing it with the 
scent of something foul to a deer, like a 
dead animal, e.g., a rotten chicken. 

Since many of the deer repellent prod-
ucts biodegrade after 30 days, manufac-
turers recommend monthly applications 
to guarantee deer-free landscapes, espe-
cially during the growing season. 

Application times can range from 20 
to 4 0 minutes on a job, depending on 
size and coverage. Gerhartz says using 
a backpack sprayer, which is the only 
equipment necessary for deer control, 
and spraying at 2 ,000 square feet per 
gallon takes about 4 0 minutes. 

Most repellents are available for 
between $25 to $40 per gallon retail. A 
contractor can likely get this closer to 
$5 to $10 a gallon or less, depending on 
how much he's buying, Gerhartz says. 

When it comes to pricing the service, 
this is open based on the contractor's 
costs and desired profit margin. Sean 
McNamara, manager of Redding Nurs-
ery and Great Oak, maker of DeerPro 
repellents, Redding, Conn., who has 
offered the service for 25 years, charges 
$ 1 0 0 per application using about 5 
gallons of product on an average 2- to 
3-acre-sized property. During the grow-
ing season from May through September 
he makes five applications. During the 
winter months, he uses a stronger repel-
lent that lasts longer and charges $300 
for a one-time application using the 
same amount of product to an average 
2- to 3-acre-sized property. McNamara 
prefers a 300-gallon, low-pressure Solo 
backpack tank sprayer for deer control. 

In addition to learning about repel-
lents, a landscape company interested 
in adding the service should have a com-
mercial pesticide applicator's license -
requirements will vary by state. 

"As deer populations continue to ex-
plode, there will be increasing demand 
for these services," McNamara says. 
"This could be the fastest growing niche 
in the industry.' © 

The author is editor of Lawn & Landscape, and she 
can be reached at nwisniewski@gie net. 
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Post covers and 
self-supporting posts 
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Steel Reinforced Rail 
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overtime with temperature 
changes and long-term load 
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A Little Icing 
with Your Cake? 
By of fer ing extra touch services, a Massachusetts company f inds a sales boost , BYLINDSEYGETZ 

Samuel Thomas 
Outdoor 
Development created 
a division focusing 
on decorat ive 
fol iage to appeal to 
homeowners who 
want to maintain 
curb appeal. 

Ed Palmer wants his clients to know 
his business can cover everything. 

"We want our clients to think of us as 
their property managers," he says. 

That's the main reason he and his 
business partner Steven Klose expanded 
their company to include a specialized 
division focusing on decorative foliage. 
Homeowners can call Samuel Thomas 
Outdoor Development, a Hopkinton, 
Mass.-based landscape company, for 
their irrigation, landscape construction 
or lawn maintenance needs, and can use 
Samuel Thomas Decorative Foliage for 
those special added touches. 

"The idea is that we can maintain 
the entire property," says Palmer. "We 
don't want our homeowners to ever 
have to call another company. If they 
need someone we don't have on staff, 
like an arborist, our customers can still 
call us and we'll find someone for them 
and make the arrangements." 

Samuel Thomas Outdoor 
Development 's business partners 
Ed Palmer and Steven Klose. 

Adding this division has not only gen-
erated additional revenue for Samuel 
Thomas, which grossed $ 8 5 0 , 0 0 0 in 
sales last year, $100 ,000 of which was 
from the decorative foliage business, 
but, perhaps more importantly, it has 
helped retain customers. 

"Adding a decorative foliage division 
was a natural extension of our com-
pany," says Palmer. "Since we're already 
on these properties so frequently, it 
just made sense to expand and offer 
these services." Those services include 
"icing on the cake" additions like win-
dow boxes, patio containers, planting 
annuals and maintenance of indoor 
houseplants. And in addition to the 
company's snowplowing service, it's 
been another way to generate income 
during the harsh New England winters 
that often make it difficult for landscape 
companies to get by. "We also do holiday 
decorations - not just lights, but deco-
rating the whole interior of a home," 
Palmer says. "This could include string-
ing garland, hanging bows, making dry 
and wet wreaths and even adding fresh 
floral arrangements." 

Since every job is custom in decora-
tive foliage, prices vary considerably. 
One customer who just wants one-
time plantings in a small container he 
already purchased may pay $120. This 
includes replacements of plants, but not 
maintenance. 

But another customer who wants the 
works, which can include purchasing 
containers for container gardens and in-
stalling window boxes, seasonal wreaths 
and beds, may pay $13,000 for the 
contract for the entire outdoor season, 

which includes regular maintenance. 
One of the most prestigious homes 

that Samuel Thomas Decorative Foli-
age has worked on was the residence 
belonging to the president of the Mas-
sachusetts Institute of Technology. "We 
maintain their annuals and interior 
houseplants," says Palmer. "They do 
a lot of entertaining and events with 
alumni so they want it to look nice, even 
in the winter. In the past, we've done 
their holiday décor as well." 

In addition, Palmer says he tells all 
his clients to let him know if they'll 
be hosting a party. The company will 
switch their lawn maintenance date so 
that it's a day before the event, and may 
even throw in a deck power-washing for 
free. The company's decorative team has 
added temporary container gardens, 
created floral arrangements or even 
helped set up furniture. 

One of the biggest challenges for the 
division has been surviving the econ-
omy. In a time when so many people 
are cutting out the extras, decorative 
foliage can be cut from homeowners' 
budgets. 

Because of the housing market crisis, 
and so many people staying put in their 
current homes, maintaining curb ap-
peal has remained important to Samuel 
Thomas' clients. While the decorative 
division doesn't project revenue growth 
for this season because of the economy, 
Palmer expects sales to remain steady 
- still an accomplishment in his eyes 
when so many others are struggling to 
stay afloat. ® 

The author is a freelance writer based in Royers-
ford, Pa. 
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deer and rabbit repellent. 
• Providing the added-value 

service your customers 
really need. 

• Year-round effectiveness 
makes year-round service 
possible. 

• Affordable protection for your 
customers - substantial 
margins for you! 

• The confidence that you're 
providing products that are 
100% guaranteed. 

Effective, economical, 
environmentally friendly 
and great for your bottom line -

The Liquid Fence 
family of products -
the attractive repellents. 

Visit our PRO site at: 
liquidfencepro.com 

Liquid Fence... 

Making you and your 
bottom line look pretty 
darn handsome, too! 

Offering the reliability of 

What makes the Liquid Fence 
family of animal repellents 
so attractive ? 



HUSTON, We Have A Problem 

Don't Be a Fool - Use These April Tools' 

I've been talking and consulting 

JIM HUSTON 
presides over J.R. 
Huston Consult ing, 
a f irm special iz ing 
in construct ion 
and services 
management in the 
green industry. For 
more information, 
call 800-451-5588, 
e-mail huston@gie. 
net or visit www. 
jrhuston.biz. 

I with green industry profession-
als and doing seminars and work-
shops for contractors all over the 
U.S. early this year. Here are some 
early patterns we've identified and 
have been monitoring: 

• Residential installation work 
of all kinds stopped as of early 
October 2 0 0 8 (as we all know, 
the new home production market 
dried up over a year ago). 

• Commercial installation sales 
are slowing down considerably. 

• Architects, engineers and dirt 
movers are extremely slow at this 
time (the pipeline is drying up). 

• Public works projects are few 
and far between and therefore 
extremely competitive. 

• All markets are getting con-
siderably more competitive as the 
"pie" continues to shrink. 

• Lawn maintenance , lawn 
care (fertilization and weed con-
trol), irrigation service and other 
service sectors are hanging on in 
reasonably good fashion. 

• The second-home market for 
service and installation work is 
still fairly strong, but it is starting 
to weaken. 

ONES TO WATCH. Based on these 
trends, here are some simple 
patterns you should be paying at-
tention to at your company: 

Leads - If you have the data, 
compare the number of 2 0 0 9 
monthly leads to those for 2008 . 

Job size - Compare the average 
size of your 2 0 0 9 jobs to those 
from past years. 

Sales - C o m p a r e your 2 0 0 9 
monthly sales to those for 2008 . 

Contract renewals for service 

and m a i n t e n a n c e - Renewal 
rates should still be close to those 
for past years. However, keep 
an eye on them to identify early 
signs that could indicate trouble 
ahead. 

Backlog - How does your back-
log (both in dollars and percent of 
budgeted sales) for 2009 compare 
with that from previous years? 

EARLY ACTIONS TO TAKE. Most of 
my installation clients are bud-
geting 2 0 0 9 sales at 75 percent 
of those for 2008 . However, they 
are prepared for a 50 percent 
reduction in sales if necessary. 
Lawn care, lawn maintenance and 
service clients are generally plan-
ning for minimal or no growth in 
sales for 2009. If the early signs for 
2 0 0 9 vary significantly (25 to 50 
percent) from 2008 , these clients 
are prepared to cut field and office 
staff. They would be wise to do so 
earlier than later. Many are plan-
ning to consolidate their crews 
by keeping skilled crewmembers 
and reducing their labor force at 
the low end of the pay scale. They 
want to hold onto good people 
as long as possible in hopes that 

things will turn around. 
Since office staff is 50 percent 

of general and administrative 
(G&A) overhead, contractors are 
prepared to cut G&A overhead 
by reducing office staff. To do so, 
their strategy is to either: 

• Have office staff work in the 
field producing billable hours. 

• Reduce office staff hours 
worked per week. 

• Lay off office staff. 
Identify some important early 

2 0 0 9 trends and be prepared to 
take correct ive action sooner 
rather than later. Remember, 
if your 2 0 0 9 sales appear to be 
below those of 2008 , be ready to 
reduce G&A overhead staff. If you 
can't find a place for them in the 
field where they can produce bill-
able hours, you'll have to reduce 
their hours or let them go. 

This is going to be a difficult 
year. It is going to be even more 
difficult for the landscape 
contractor who fails to read 
the early signals and plan 
an effective solution 
strategy for the sit-
uation, whichever 
way it goes. 

THE EARLY BIRD GETS THE WORM 
Apri l is traditionally the month when we div ide the fools from the 
"scholars" amongst us. This year, it will be a month of particular 
interest for green industry contractors. Some signif icant first quarter 
2009 patterns will surface in the form of service and maintenance 
contract renewals, sales and sales leads. These early trends will 
give us an indicat ion as to how 2009 is go ing to shape up. They will 
also help us to put in p lace a strategy for the remainder for the year. 
Those who don't pay heed to these early indicators may very well 
end up being an "Apri l Fool." 
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Extreme 

R 
HOME EDITION 

Eduardo Xol, a member 
of the "Extreme Makeover: 
Home Edition" des ign team, 
rides the memorial tree 
into p lace in the Jackson 
Family's new landscape. 

A Washington D.C.-area nursery and landscape 
company races against the clock t o create a 
pr imet ime, TV-ready yard for a fami ly in need. 

At first glance, the project seemed 
simple enough for the landscape 

team at Behnke Nurseries. The client 
wanted to transform a 1-acre lot into a 
traditional setting befitting a new, Colo-
nial-style 4,800-square-foot home. 

Only there wasn't a budget for materi-
als, labor or time. And once the design 
was complete, it had to become reality 
in less than three days. Sound extreme? 
That's because it was. 

The client - the producers of ABC's 
"Extreme Makeover: Home Edition" 
- was on a mission to surprise a single 
mother who was raising four kids of her 
own plus 10 nieces and nephews who 
had recently lost their mother to can-
cer. The goal was to surprise the family 
with the brand-new home for the Emmy 
Award-winning show's sixth season 
opener. The team from Behnke Nurs-
eries, a family- and employee-owned 
garden center and landscaping company 
in Beltsville, Md., was approached about 

doing the project just two weeks before 
filming began. 

Behnke landscape designer Andrea 
Becerril was charged with designing the 
site. The producers handed over house 
plans, a plan for the property and a few 
basic specifications. "The house is fairly 
traditional so they wanted a traditional 
landscape and some plants that were big 
and nice-looking for the camera but that 
the homeowner could maintain later," 
Becerril says. 

After visiting the property, Becerril 
had about a week to pull together a 
design that included plantings and a 
U-shaped driveway in the front, plus 
a patio, outdoor fireplace and accom-
panying plants in the back. Her team 
scrambled to find the materials they 
needed to get the job done. "We donated 
labor and time, then we got other com-
panies to donate plants and materials," 
she explains. 

Normally Becerril draws on the va-

riety of plants in the Behnke Nurseries 
retail store for inspiration. This time, 
however, she made use of any donated 
plants that would look good at the end 
of June, when constructing and filming 
took place. "We had lots of different 
perennials and then a whole bunch of 
annuals to give a lot of flower color for 
the camera shots," Becerril says. 

The chaos of designing the landscape 
and rounding up materials was nothing 
compared to what awaited the team 
when they arrived at the site. The proj-
ect was behind schedule - the crews 
already onsite still hadn't back-filled 
around the foundation or graded the 
area that would become the yard. "Our 
guys got into some of the equipment and 
started backfilling and grading because 
nobody was doing it," Becerril says. 

Then Becerril learned the producers 
wanted to make major, last-minute 
design changes. Originally, they had 
insisted on a U-shaped driveway at the 

BY JULIE COLLINS 
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The Jackson house before (inset) and after 
(above). The new colonial-style home is 
4,800 square feet - b ig enough for a mother 
of four who is also car ing for 10 nieces and 
nephews. The Jackson Family (right). 

front of the house. "I expressed concerns 
it would look funny and wouldn't work, 
but on paper they thought the house was 
far enough from the road," Becerril ex-
plains. "Once they saw the house built, 
they freaked out about the driveway." 
So she scrambled to redesign the entire 
front yard and parking area. The new 
design included a parking pad on the 
side of the house and a sidewalk that 
extended from the front door, across the 
parking pad and down the street, which 
meant the team had to solicit additional 
donations of pavers. 

Things didn't move any more smooth-
ly in the backyard, where the producers 

had insisted the patio be built on a lo-
cation with a slope. "It was going to be 
difficult to build on a slope in a short 
amount of time because we had to build 
walls, and then the slope ended up being 
much worse than expected," Becerril 
says. Plus, the house plans she had been 

given didn't have accurate elevations for 
doors and hadn't even included window 
wells and an egress window from the 
basement. That meant Becerril also 
had to redesign the backyard in order 
to move the patio farther away from 
the house. 
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Design Details 
Company Revenue: $ 1 3 mi l l i on 
( $ 1 2 mi l l i on f r o m t h e n u r s e r y a n d $1 
mi l l i on f r o m t h e l a n d s c a p e d i v i s i on ) 

Number of Employees: 20 

Client Mix: 9 5 p e r c e n t res iden t ia l , 5 
p e r c e n t c o m m e r c i a l 

Services Offered: R e s i d e n t i a l n e w 
ins ta l la t ions , i n c l u d i n g h a r d s c a p i n g , 
p lan ts , d r a i n a g e a n d r e t a i n i n g wa l l s ; 
p l an t c a r e a n d m a i n t e n a n c e ; turf 
t r e a t m e n t s a n d h o l i d a y l i gh t i ng 

Project Area: 1 a c r e 

Total Labor Hours: B e h n k e N u r s e r y 
e m p l o y e e s w o r k e d m o r e t h a n 570 
h o u r s to ta l , w i t h t h e a s s i s t a n c e 
of 40 t o 50 v o l u n t e e r s 

Project Cost: Al l d e s i g n w o r k , l abo r 
a n d m a t e r i a l s w e r e d o n a t e d 

Key Materials: EP H e n r y l a n d s c a p e 
ma te r i a l s , i n c l u d i n g p r o d u c t s f r o m 
the i r Si lk S t o n e l ine a n d the i r C o v e n t r y 
wa l l s y s t e m ; m a c h i n e r y u s e d o n the 
p r o j e c t w a s d o n a t e d 

Behnke Nursery 
built a memorial 
brick seat wall 
to honor a 
Jackson Family 
member who 
recently d ied 
from cancer. 

â â A â â â 

for as little as $69 per employee 
It's all online at 

www.LandscapeSafety.com 
Contact a Safety Advisor today 

~ at info@landscapesafety.com 
or call 877-^82-2323 
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Quick thinking, a lot of hard work on the part of the 
Behnke laborers, and plenty of volunteer help - Becerril 
estimates they had as many as 40 to 50 people at some points 
- ensured the project stayed on track despite the setbacks. 

And then it rained. The team had finished installing the 
stone base for the front sidewalk and driveway when the sky 
opened. Although they hurried to put tarps over everything, 
water collected on top of the tarps and washed out part of 
the sidewalk base. "We had to rip out about half the stone 
and start over, so that set us back a few hours," Becerril says. 
And when you have less than 72 hours of work time on a 
project that normally takes at least three times that long, 
that's trouble. 

Still, somehow the Behnke team and volunteers finished 
the driveway, sidewalks and patio. They rolled out sod. And 
they even had time to complete a memorial in honor of the 
mother of the 10 children, complete with a tree and a brick 
seat wall. 

As crunch time neared, the workers also had to deal with 
the television crews running around. "If they needed to film 
an important scene, we had to put everything down and move 
- sometimes for an hour - just so they could shoot a 10- to 
15- minute scene," Becerril says. "We all learned patience 
and perseverance from the magical world of TV." 

Despite all the last-minute changes, the lack of sleep and 
the weather, the team was able to complete the plantscaping 
and hardscaping early on the morning of the "Big Reveal." At 
that point, Becerril had worked a 21-hour day and some of 
the Behnke crew had been going even longer than that. 

Which is why, Becerril admits, she wasn't around to watch 
the family's reaction when they arrived to see their new home 
for the first time. She was at her own home, asleep. 

In September, watching the two-hour premiere on tele-
vision was surreal. Becerril says she was disappointed that 
none of their work in the backyard made it on TV because the 
egress window didn't arrive. But she was still proud of what 
the team accomplished in such a tight timeframe. "I sat there 
and thought, 'Wow, I helped do all that work and gave that 
family a place to live and the kids a yard to play in."' ® 

The author is a freelance writer based in Lincoln, III. 

http://www.LandscapeSafety.com
mailto:info@landscapesafety.com
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Discover a new genus o f paver, ideal for both residential and commercial hardscapes. Belgard's collection o f environmental 
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BY DAVID EWING DUNCAN 

GREEN 
Crude 

A scientist states the case for algae as the next 
alternative fuel. Think it isn't possible? Tell that to Bill 
Gates and the Rockefellers who are investing in it. 



In one of the most memorable mo-
ments in cinema, a middle-aged 
businessman whispers to a young 
and perplexed Dustin Hoffman 
one word of advice: "Plastics." 

In a 21st-century remake, the 
word might one day be algae. 

Plastic was the new gold when The 
Graduate was filmed in the 1960s . 
In the summer of 2008 , as oil prices 
soared to frightening levels, dozens of 
little companies managed to bring in 
a sudden gusher of funding for a tech-
nology that has long been relegated 
to the fringe of alternative energy: 
turning the green scum that grows in 
ponds and waterways into fuel. 

In just six months, investors pledged 
more than $1 billion to 30 or 4 0 algae-
fuel companies, many of them new. 
Now with oil prices less than half of 
what they were in the summer of2008, 
the fledgling algae industry isn't likely 
to see more big investments anytime 
soon, and the credit squeeze will also 
hamper development. But the compa-
nies hope they've raised enough cash to 
move the technology to the next step 
and prove the watery weed can be a 
viable alternative to petroleum. 

The fact is, algae contains an abun-
dance of natural fatty oils that don't 
need much refining to power cars and 
jets. Nevertheless, making algae into 
a cost-effective fuel source remains 
a highly speculative venture. The 
process has been tried only on a small 
scale; so far, just a few thousand bar-
rels of fuel have been made from algae. 
Large-scale cultivation takes place in 
huge metal tanks or open ponds. Ac-
cording to a 2004 University of New 
Hampshire study, the pond method 
would require 30 million square acres 
- an area equal to the size of South 
Carolina - to grow enough algae to 
satisfy the U.S.'s transportation needs. 
Whatever process is used will require 
the building of massive new infrastruc-
ture for water management, feedstock 
supplies, nutrients and transporta-
tion, even if algae oil can be refined at 

existing facilities. If algae companies 
can't increase production while main-
taining prices that can compete with 
petroleum's, they will fail. 

Still, the prospect of replacing petro-
leum with a plant-based fuel that has a 
high energy yield compared with other 
plants has led some major investors to 
take the algae plunge - including Bill 
Gates, whose venture fund Cascade 
Investment pledged a reported $50 
million to Sapphire Energy, a San 
Diego startup, in a financing round 
completed in September 2 0 0 8 . The 
Rockefeller family's Venrock Associ-
ates fund has also made a substantial 
investment in Sapphire, and the com-
pany has attracted other blue-chip 
venture funds, including Arch Venture 
Partners and the venture capital arm 
of Britain's life-science nonprofit the 
Wellcome Trust. "We are investing in 
this because algae is basically the most 
efficient photosynthetic process on the 
planet," says Arch's Kristina Burow. 

In the fall, the U.S. Department 
of Energy's Nat ional Renewable 
Energy Laboratory in Golden, Colo., 
launched a $ 2 0 0 million effort to fund 
innovative biofuel technologies and 
projects, including some using algae. 
President Barack Obama mentioned 
algae several times on the campaign 
trail, and his advisers expect algae 
will play a role in his administration's 
plans for a massive infusion of federal 
money into alternative fuels. If it does, 
the money might come just in time 
to offset the recent fall in oil prices 
and the credit crunch, which could 
otherwise imperil algae's prospects. 
Meanwhile, GreenFuel Technologies 
of Cambridge, Mass., is developing a 
system that would use a coal plant's 
carbon dioxide emissions as a carbon 
source to feed algae that would be 
converted into fuel. Near South Padre 
Island, Texas, PetroSun is converting a 
shrimp-research facility into an algae 
pond. Big oil companies like Chevron 
are also committing resources to pond 
scum. "Algae still needs to be proven 

The fact is, algae 
contains an abundance 
of natural fatty oils 
that don't need much 
refining to power cars 

and jets. 
I A 

at scale," says Chevron spokesman 
Alex Yelland, "but we have a real sense 
that this will seriously augment the 
world's biofuel supply in the future." 

LIKE OIL FROM WATER. One sunny af-
ternoon in South San Francisco, I find 
myself investigating the nascent algae 
revolution from behind the wheel 
of a Jeep running on biodiesel made 
by Solazyme, an algae-fuel company 
founded in 2003 . The ride and feel 
are no different from those of a gas-
powered car - no green smoke from 
the exhaust pipe. In the passenger 
seat is Harrison Dillon, Solazyme's co-
founder and chief technology officer. 
Before we start the engine, the other 
co-founder, CEO Jonathan Wolfson, 
shows me a liter of algae fuel - a clear, 
slightly viscous liquid that he says is 
the first algae diesel to meet the high-
est standards of ASTM International 
(formerly the American Society for 
Testing and Materials) for use in en-
gines. The company also recently had 
its algae jet fuel ASTM-certified. 

Wolfson and Dillon won't say how 
much their green crude costs to make 
or how the company, which recently 
closed a $50 million funding round and 



A Contractor Weighs In 
Landscape contractor and longtime sustainability convert sees op-
portunity for contractors in the use of algae as a fuel source, but no 
opportunity comes without some challenges. 

I d o th ink a l g a e is a g rea t i dea to exp lo re as w e a re in d i rec t c o n t a c t 
w i th the o w n e r s of a lot of p rope r t i es w i th wa te r that p r o d u c e s 
a lot of a lgae . I th ink it w o u l d b e poss i b l e for c o n t r a c t o r s to f ind y • • 
oppo r tun i t y in th is area, bu t I th ink there are a f ew obs tac les . 

• If the a l g a e is o n the su r f ace of the p o n d o n a c l ien t 's 
p rope r t y a n d w e let it g r o w so w e c a n b e a par t of ha rves t i ng 
it for fuel use, it m igh t c rea te an aes the t i cs issue w i th a c l ient . I 
th ink p e o p l e c o u l d b e c o m e e d u c a t e d o n the benef i t s of a l g a e 
in fuel use, bu t it wi l l t ake t ime a n d a c o n c e r t e d effort . A n d 
m a y b e that 's w h e r e w e c o m e in as l a n d s c a p e pro fess iona ls . 

• The re is a lot of r esea rch that n e e d s to b e d o n e to 
ident i fy the r ight s p e c i e s of a l g a e n e e d e d for fue l use a n d h o w 
to g r o w it a n d harves t it. I don ' t k n o w of a n y o n e in the g r e e n 
indus t ry exp lo r i ng th is yet, bu t that doesn ' t m e a n it can ' t b e exp lo red . 

• I th ink the p r i ce of oil wi l l n e e d to con t i nue to r ise for th is to b e vi-
ab le , a n d I th ink it wil l. 

O n a re la ted note, r esea rche rs at A r i zona State Univers i ty a n d 
M o n t a n a State Univers i ty have d i s c o v e r e d a b a c t e r i u m that g r o w s d iese l 
fuel a n d it s o u n d s l ike it has s o m e a d v a n t a g e s over a lgae . So I th ink 
the t e c h n o l o g y wil l e m e r g e , bu t it 's h a r d to k n o w w h e r e w e in the g r e e n 
indust ry n e e d to f o c u s o n a l ternat ive fue ls b e c a u s e it is c h a n g i n g so fast. 
W h e r e wil l it all set t le ou t? A few yea rs ago , e thano l w a s c o n s i d e r e d a 
g o o d g r e e n a l ternat ive, bu t mos t l y b e c a u s e it w a s g o v e r n m e n t f u n d e d 
a n d e n a b l e d p e o p l e to use a n e x c e s s of c o r n that w a s b e i n g p r o d u c e d . 
So it w a s a c h e a p resource . 

The p r o b l e m is that m o r e e n e r g y g o e s into p r o d u c i n g a ga l l on of 
e thano l t han c o m e s out . A n e n g i n e loses fue l e c o n o m y a n d p o w e r o n 
e thano l . So th is is not a sus ta inab le op t ion , a l t hough it m a y b e a s t e p p i n g 
s tone to m o v e to a l ternat ive fuels. B iod iese l , wh i l e a g rea t a l ternat ive, is 
not necessar i l y the a n s w e r ei ther. It w o u l d take f a r m i n g a lot of the wo r l d ' s 
a rab le l and to fuel the wor ld , w h i c h w o u l d c o m p e t e w i th f o o d p r o d u c t i o n 
l and a n d d r i ve u p the cos t of f ood . 

I th ink the bes t t h ing w e c a n d o n o w is m o r e of wha t w e a re d o -
ing a l ready , w h i c h is to f i gu re out h o w to c o n s u m e less fuel. That way , 
no mat ter w h a t the fuel t e c h n o l o g y , w e wil l n e e d less of it. A n d if it g e t s 
e x p e n s i v e e n o u g h , w e wil l u se less of it. Look at our cu r ren t s i tuat ion. If a 
n e w fuel t e c h n o l o g y c o m e s out that is c h e a p a n d plent i fu l , the p r i ce wil l 
eventua l l y g o u p as it b e c o m e s m o r e in d e m a n d . 

So I th ink w e con t i nue to look at h o w w e c a n use less fuel. S o m e 
ideas i nc l ude us ing smal ler t rucks , hav ing s a l e s p e o p l e a n d m a n a g e r s 
d r i ve fue l -e f f ic ient ca rs , hav ing smal le r w o r k areas , p e r f o r m i n g g o o d 
m a i n t e n a n c e o n our veh ic les , e n a c t i n g no id l ing po l ic ies , e tc . M a y b e 
that 's an a rea for fur ther con t rac to r d i s c u s s i o n - w h a t a re they d o i n g to 
r e d u c e fuel cos t s a n d use? 
Andrew Blanchford is owner of Blanchford Landscape Contractors in Bozeman, Mont. He be-
longs to a sustainability training and peer support program that encourages and helps member 
businesses make sustainability improvements and measure results. 

cut a major deal with Chevron for an un-
disclosed amount in January 2008, plans 
to go from the few thousand gallons in 
its warehouse to the millions needed 
to satisfy a tiny fraction of Americas 
yearly oil habit of 7 billion barrels. "The 
problem with algae isn't the science," 
says David Kurzman, an independent 

biofuels analyst, citing the 
challenge confronting most 
alternative fuels. "It's de-
veloping a major industrial 
process and whether this is 
cost-effective." 

When Wolfson and Dil-
lon co-founded Solazyme, 
oil was selling for $25 a 
barrel, and the company 
struggled to find investors. 
A few years earlier, the De-

partment of Energy had abandoned an 
algae-fuel program because it expected 
the fuel to cost consumers more than $4 
a gallon. "We were sure we could make 
oil more cheaply than this and that algae 
would be big one day," Wolfson says. 

The impact of plunging oil prices on 
the viability of algae fuel is unknown. 
Wolfson believes his company will hit its 
goal of producing a barrel of algae oil for 
between $40 and $80 in the next two to 
three years. (In early March, petroleum 
crude was at $44 a barrel after rising to 
more than $147 in the summer.) "Unless 
oil falls to under $40 a barrel, we think 
we will be competitive," he says. Jason 
Pyle, CEO of rival Sapphire, says he's 
aiming to make a barrel of algae oil that 
could be priced at about $60. The truth 
is no one really knows what's possible. 

Algae is only one of many crops entre-
preneurs hope will challenge petroleum, 
which remains subject to fluctuations in 
both price and supply as cartels talk of 
cutbacks and oil-producing regions re-
main politically volatile. Money has also 
poured into ethanol and biodiesel made 
from so-called first-gen biofuels such 
as corn, soy and sugarcane. In fact, $1 
billion in private investment for algae is 
small change compared with the billions 
of dollars in investments and congres-
sional subsidies that have been aimed 
at these terrestrial biofuel sources, 
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from which more than 9 billion gallons 
of ethanol were produced in 2008 , an 
increase of 28 percent from 2007. 

But most scientists contend that algae 
fuel - from cultivation to consumption 
- has a smaller carbon footprint than 
other biofuels, though no one will know 
for sure until algae-fuel production is 
ramped up. By the barrel, algae fuel 
provides 3 to 4 units of energy for every 
1 unit used to make it, a ratio that ap-
proaches petroleums golden 5-to-l level 
of efficiency. Corn's ratio is a mere 1.2 
to 1, according to some studies. That's 
a paltry net output for a crop that, given 
the spike in global food prices this past 
summer, is already a controversial 
energy source. Cellulosic plants like 
switchgrass also score better than corn, 
having a 2.5 to 1 ratio. 

In the wake of the 1970s energy crisis, 
the Department of Energy spent hun-
dreds of millions of dollars investigating 
algae's fuel potential, but it dismantled 
the program in 1996. Since then, scien-
tists have continued to work with algae 
to better understand its genetics and 
how it produces oils. "It's hard not to 
get excited about algae's potential," Paul 
Dickerson, chief operating officer of the 
Department of Energy's Office of Energy 
Efficiency and Renewable Energy, told 
350 scientists, entrepreneurs, inves-
tors, oil company representatives and 
policymakers at the first Algae Biomass 
Summit in San Francisco in 2007. 

GREEN GOO. In Solazyme's headquarters, 
Wolfson shows me labs filled with flasks 
of goo ranging in color from lime to 
forest green. The company's scientists 
are testing different species of algae in 
search of optimal ones, both natural and 
bioengineered, for extracting oil. More 
than 3 0 , 0 0 0 algae species exist, but 
only a few hundred have been studied. 
Solazyme produces its raw algal mate-
rial in huge metal fermentation tanks 
through a process that Wolfson says can 
rapidly generate large amounts of bio-
mass. Inside the vats, algae is bathed in 
sugars in a pressure- and heat-controlled 
environment. It's a little bit like making 
beer, Dillon says. To produce millions 
of barrels of algae crude, however, this 
method would require heaps of sugar 
and cellulosic material as well as a vast 
area to house the vats, which could be 
challenging to build and maintain. 

About 500 miles south of Solazyme's 
headquarters, San Diego-area startup 
Sapphire Energy - the algae firm that 
won Bill Gates' backing - is betting 

on the open-pond method, taking ad-
vantage of sunlight, which is directly 
converted into lipids, algae's oily store 
of energy. The company claims it can 
refine its open-pond algae into not 
only diesel but also high-grade gasoline 
- an industry breakthrough. Sapphire 
executives are staying mum about 
this method. Pyle says it makes use of 
sunlight, algae and bioengineering. Sap-
phire is building a 20-acre pilot farm in 
New Mexico to experiment with scaling 
up, he adds. 

The open-pond system is currently 
more expensive than one using fermen-
tation tanks, says Department of Energy 
biofuels expert Fred Gerdeman. And 
expanding production from a few green-
houses and pilot ponds to the millions of 
acres of ponds required to make even a 
modest dent in the world's consumption 
of fossil fuels would pose a considerable 
challenge for Sapphire and other open-
pond advocates. Gerdeman believes 
both enclosed-tank systems and open 
ponds will be part of the mix in a future 
algae-fuel industry. Within five years, 
Sapphire aims to be producing 10,000 
barrels of algae oil a day. By 2022, it 
hopes to reach 2 0 0 , 0 0 0 barrels a day— 
about what an offshore oil platform 
produces. By comparison, Chevron's 
worldwide operations produce about 2.5 
million barrels a day. Sapphire aims to 
raise $1 billion to fund the expansion. 
"We want to build an oil company," says 
Sapphire backer Burow. "This is not just 
a short-term play." ® 

This article was reprinted with permission by the 
author and Cond6 Nast Portfolio magazine. The 
author is a contributing editor to Cond6 Nast Port-
folio, and the "Natural Selection" science columnist 
for Portfolio.com. He is chief correspondent of NPR 
Talk's Biotech Nation, and a commentator for NPR's 
Morning Edition. 
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INTELLIGENT Irrigation 

License to 
Water 

States like Nor th Carolina use 
l icensing t o regulate irr igat ion 
ins ta l la t ion practices and conserve 
wa te r use. 

BY JOHN TORSIELLO ^ ^ 0 r t h Carolina irrigation and landscape profession-

I als are in the process of adapting to doing busi-
ness in a brave new world after the state's governor, 
Mike Easley, signed into law an irrigation contractors 
licensing bill. 

The law, which became effective Jan. 1, created 
the North Carolina Irrigation Contractors Licensing 
Board and established a license requirement for ir-
rigation contractors as well as disciplinary rules for 
non-compliance, including a fine of up to $2,500. 
The bill exempted professional engineers and land-
scape architects, irrigation systems at golf courses and 
agricultural operations and projects costing less than 
$2,500. Individuals and businesses have until July 1 
to obtain a license. 
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Author Ed Laflamme, CLP, was 
founder of Laflamme Services, 
Inc. a full-service landscaping 
company in Bridgeport, Conn. 
Starting out in 1971 with two 
mowers purchased with $700 
borrowed from his mother, he 

built an award-winning company to revenues of $7 million 
and sold it in 1999. A much sought-after keynote speaker, 
author, consultant, business coach and mentor, he serves 
landscape business owners nationwide. 
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North Carolina Law 
At a Glance 

• Became effective Jan. 1. 
• Created the North Carolina Irrigation 

Contractors Licensing Board. 
• Established a license requirement for irrigation contractors as well as 

disciplinary rules for non-compliance, including a fine of up to $2,500. 
• Exempted professional engineers and landscape architects, irrigation 

systems at golf courses and agricultural operations and projects 
costing less than $2,500. 

• Individuals and businesses have until July 1 to obtain a license. 

Those applying for a license must 
have at least three years experience in 
irrigation construction or contracting or 
the educational equivalent. Two years of 
educational training in irrigation con-
struction or contracting is considered 
the equivalent of one year of experience. 
A $ 1 0 , 0 0 0 corporate surety bond or 
letter of credit must also be filed with 
the board. 

The examination administered to 
obtain a license tests an applicant's un-
derstanding of efficient water use and 
conservation in irrigation construction 
and contracting; proper methods of ir-
rigation construction; proper methods 
for irrigation instillation and basic busi-
ness skills. 

ONE MORE IN A TREND. North Carolina 
joins the growing ranks of states that 
have taken steps to safeguard water sup-
plies and offer some level of consumer 
protection by ensuring those doing work 
on medium to large irrigation systems 
have the expertise and formal accredi-
tation to perform the task, as well as 
manage and maintain the system at a 
highly efficient level. 

States such as Texas, New Jersey, 
Connecticut, Rhode Island and Loui-
siana have similar laws on the books, 
and others, like Florida, South Carolina 
and Nebraska, have city and/or county 
licensing requirements. Illinois is con-
sidering licensing legislation. 

Recent droughts in various areas of 
the country have only heightened gov-

ernment and public concern over water 
resources. Many communities have 
banned or severely restricted outdoor 
watering, at least temporarily. 

Ronald Sneed, professor emeritus 
at North Carolina State University, 
who provided input and guidance to 
groups that formulated and lobbied for 
the North Carolina legislation, says the 
effort to adopt such a law was thwarted 
for several years. 

"Every time a bill would get to com-
mittee it ran into opposition. Somebody 
would stand up and say, 'What about 
the 16-year-old who mows grass on 
weekends?' It wasn't until the drought 
of 2007 that groups got together and 
said we really need to do something 
to protect the green industry here," 
Sneed says. 

Contractors, landscapers and other 
green industry professionals in North 
Carolina were concerned severe water 
usage restrictions would negatively im-
pact their industry, an $8 billion annual 
business estimated to employ around 
150,000 in the state. 

"There were moves to cut landscape 
irrigation altogether. There was real 
concern among those in the green indus-
try that their livelihoods were at stake," 
Sneed says. "That's when people in the 
industry realized they had to band to-
gether to demonstrate they truly wanted 
minimum standards of proficiency 
in installing and managing irrigation 
systems. It's difficult to build more res-
ervoirs, and you can't control rainfall. 



But you can be more efficient in using 
water for irrigation. There was a strong 
lobbying effort and the bill was sold on 
the theme of water conservation." 

CONTRACTOR RESPONSE. Jim Garvey, 
owner of Garvey Rain Co. in Raleigh, 
N.C., whose firm does $500 ,000 in 
business annually, of which around 90 
percent entails irrigation work, likes the 
new law. "During the drought in 2007 
our fate was left up to the city council 
as to whether we could water or not," 
he says. "Now, we have a concerted 
voice that says we are trying to install 
responsible sprinkler systems that do 
not waste water." 

Kevin McRae, owner of K2 Irrigation 
Services in Enka, N.C., which derives 
most of its $500,000 in annual sales 
through irrigation work, concurs. "A fair 
percentage of our work involves coming 
in after another contractor has installed 
an irrigation system to repair or retrofit 

"There were moves t o 
cut landscape irrigation 
altogether. There was 
concern f rom those in the 
green industry tha t their 
livelihoods were at stake." 

- Ronald Sneed, professor emeritus at 
North Carolina State University 
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USE READER SERVICE #68 

versatility 
meets same optimum performance. 

The Brillion LSS6 seeder f ea tu res 
m o u n t i n g capabi l i t ies f o r b o t h 
skid s teer loaders a n d t rac to rs , 
a d d i n g f lex ib i l i ty t o landscape 
m a n a g e m e n t . 
The LSS6 seeder uses Br i l l ion s 
t i m e - p r o v e n b lade ag i t a t o r 
m e t e r i n g sys tem t o p rov i de 
accura te and rel iable seed 
p l a c e m e n t f o r a w i d e var ie ty 
o f seed sizes. 

T h e LSS6 i t s e l f Is 84 i n c h e s 
w i d e w i t h a s e e d i n g w i d t h o f 
72 inches and a h o p p e r capac i ty 
o f 41/2 bushe ls . 
To f i n d o u t h o w t h e ve rsa t i l e 
LSS6 Skid Steer Landscape Seeder 
can w o r k f o r you , c o n t a c t y o u r 
local Br i l l i on dea le r o r cal l B r i l l i on 
i r o n W o r k s f o r m o r e i n f o r m a t i o n . 

Brillion iron Works, ine. 
wwvy.brillionfarmeq.com 
(800) 409-9749 

http://WWW.SPRINKLERS4


See how much you'll save at 
www.rainbird.com/savings 

Getting unbeatable quality 
at an unbeatable price. 

That's intelligent. 

Save m o r e t h a n 1 0 % w i t h t h e Rain Bird® 1 8 0 6 Spray. 

T h e indus t r y ' s m o s t d u r a b l e a n d w a t e r - e f f i c i e n t spray n o w carr ies a 
l o w e r list p r i c e — s o y o u w o n ' t h a v e t o sacr i f ice q u a l i t y fo r cos t . Your 
c u s t o m e r s w i l l e n j o y g rea te r re l iab i l i t y a n d h i g h e r w a t e r e f f i c i ency , 
w h i l e y o u e n j o y m o r e t h a n 10% savings. You c o u l d call it a n easy c h o i c e 
in t o u g h e c o n o m i c t imes . W e cal l i t T h e I n t e l l i g e n t Use o f Wa te r " . 

• R 1 TALK TO YOUR 
S A L E S R E P OR 
D I S T R I B U T O R J 

Rain Bird® 1806 Sprays 
Save more than 10% over Hunter* PROS-O6 Sprays* 

Rain Bird List Price Hunter List Price 

$ 9 3 9 $ 1 Q 5 0 

'Based on 2009 U.S. Ram Bird* and Hunt«* List Pricing effective January 1,2009 

R A / N ^ B / R D 
USE READER SERVICE #70 

http://www.rainbird.com/savings


a system that was poorly installed," he 
explains. "We have come across some 
pretty crazy systems and many of them 
are wasting more water than anything. 
Water conservation is extremely impor-
tant today." 

"Anyone can go to a hardware store 
and purchase the materials to install 
an irrigation system," McRae adds. 

"However, the experience and knowl-
edge necessary to install a good, water-
efficient irrigation system is extremely 
important. The new law, hopefully, will 
reduce the number of unskilled contrac-
tors and provide more opportunities for 
those who take the time and effort to 
become licensed, certified and continue 
their education on a regular basis." 

\ i / 

I 

New Jersey, Massachusetts / 
Also On the License Bandwagon I U 

New Jersey has had a law manda t ing irr igation cont ractors f 
must be l icensed on the books for a decade . C f 
"At the t ime w e p a s s e d the legislation, only Texas had f 

l icensing regulat ions. A number of states s ince have a d o p t e d if 
such laws, a n d others, like Illinois a n d Cali fornia, are looking at the 
situation hard," says Bob Dobson, a m e m b e r of the New Jersey L a n d s c a p e 
Irrigation Contractor Examin ing Board a n d owner of M idd le town Sprinkler 
C o m p a n y in Port Monmouth , N.J. 

Dobson says the New Jersey bill was a imed at p rov id ing consumers 
some deg ree of protect ion against s h o d d y workmansh ip a n d pro tec t ing 
water resources that were c o m i n g under ex t reme pressure f rom new 
const ruct ion a n d dw ind l ing suppl ies. 

"We wan ted to g u a r d against the consumer ult imately pay ing the 
pr ice for a faulty irr igation system, a n d w e wan ted to ensure we l l -des igned 
irr igation sys tems that conserve water a n d protect a va luab le resource. 
A large port ion of our contractor base also thought l icensing cert i f icat ion 
wou ld d o away wi th f ly-by-night contractors. Whi le it has had an impact to 
some deg ree in that regard, it hasn't totally e l iminated that segment of the 
industry," he says. 

New Jersey 's regulatory boa rd invest igates compla in ts f rom the publ ic 
a n d has the authori ty to f ine an indiv idual or c o m p a n y instal l ing an irr igation 
system without a l icense $1,000 for a first o f fense a n d $2,500 for each 
subsequen t violat ion of the law. 

Legis lat ion also has been in t roduced in Massachuset ts that wou ld 
require registrat ion of irr igation cont ractors a n d cont rac t ing 

^ s j ? business. It wou ld establ ish a boa rd to review app l ica t ions for 
cert i f icat ion a n d have the authori ty to take d isc ip l inary 

act ion. Similar bil ls have fai led in the past, sa id Rich 
Bradley, cha i rman of the legislat ive commi t tee of the 

v i > Irr igation Assoc ia t ion of New Eng land a n d owner of 
Superscape L a n d s c a p e Managemen t Corporat ion of East Falmouth, Mass. 

"We h a d a similar i r r igat ion cont rac to r bil l pass , but the governor 
wou ld not s ign it b e c a u s e it e x e m p t e d golf courses , " Brad ley says. 
"The state a n d towns are look ing at rest r ic t ing water u s a g e a n d w e 
as con t rac to rs n e e d to be more involved. There is too m u c h waste . 
As care takers of the env i ronment , con t rac to rs a n d l andscape rs n e e d 
to work together a n d learn abou t b e i n g more ef f ic ient in the des ign , 
imp lementa t ion a n d m a n a g e m e n t of i r r igat ion sys tems. " 

Big efficiency, 
small cost. 

That's intelligent. 

Save more than 20% 
on water-efficient 

Rain Bird® 
U-Series Nozzles. 

Del i ve r 3 0 % w a t e r sav ings w i t h 
t h e Rain Bird® U-Ser ies Nozz le . 

T h e p a t e n t e d d u a l o r i f i ce d e s i g n 
m i n i m i z e s b r o w n spots , w h i l e 

c o n s e r v i n g wa te r . H a p p i e r c l i en ts 
a n d a b e t t e r b o t t o m l ine: tha t ' s 

T h e I n t e l l i g e n t Use o f W a t e r " 

TALK TO YOUR 
SALES REP OR 
DISTRIBUTOR 

Rain Bird® U-Series Nozzles 
Rain Bird Save more than 20%' 

over 2008 Rain Bird 
list pricing. 

List Price 

$182 

•Based on 2009 U.S. Rain Bird* List Pricing effective January 1,2009. 

RA/N^B/RD 



INTELLIGENT Irrigation 

Greg Todd, owner of Dogwood Land-
scaping and Design in Apex, N.C., is 
concerned with the financial impact 
of the new bill on the industry, such as 
the cost of bonding, testing, education 
and the license fee, as well as advertis-
ing to "get the word out" that he is a 
licensed contractor. Todd's firm does 
$1.3 million in annual sales, about 10 to 
20 percent of which is irrigation work. 

Other contractors, including, McRae, 
say the costs involved are "minimal in 
the grand scheme of things." 

While Kyle Molesky, owner of Wil-
liamson Irrigation and Lighting in 
Mooresville, N.C., approves of the new 
law, he worries it may place an extra 
burden on some contractors. Almost 
all of his $500,000-revenue business is 
made up of irrigation work. 

"It will be up to us to make 
sure the client knows a system 
must be installed and repaired by 
a licensed contractor," he says. 
"We will have to police our own 
industry and competitors. Short 
term, the cost of the licensing 

More states are turning to l icense 
requirements to regulate the 
irrigation industry. 

classes, paying for a hotel and the test 
was an expenditure we did not need. 
Long term, I hope it will be a positive 
by driving out unlicensed, low ball' bids 
on projects." 

Brent Mecham, irrigation develop-
ment director of the Irrigation Asso-
ciation in Falls Church, Va., says the 
future is now when it comes to insuring 
efficient water use. 

"If you believe that water is a precious 
resource, then there should be some sort 
of controls to guarantee a high quality 
of workmanship and a minimum level 
of expertise for contractors," he says, 
adding that while not in favor of exten-
sive regulations, in the case of North 
Carolina such as bill may force things to 
become better. "There is a mechanism 
in place for doing the job r ight . "® 

The author is a freelance writer based in Torrington, 
Conn. 

Economic Durable Versatile 

700 Series® 
B a t t e r y o p e r a t e d c o n t r o l l e r s . 
A d v a n c e d d e s i g n i m p r o v e s v e r s a t i l i t y w i t h i n c r e a s e d w a t e r p r o o f i n g 
a n d b a t t e r y l i fe . U s e d w i t h t h e n e w 2 - w i r e , S - 3 0 5 D C s o l e n o i d . 

I n t e l l i g e n t I r r i g a t i o n So lu t i ons ' " 
8 0 0 . 3 2 2 . 9 1 4 6 w w w . d i g c o r p . c o m C O R P O R A T I O N 

J 

http://www.digcorp.com


Duvv AgroSciences 

Dimension 
Specialty Herbicide 

NEXT STOP: YOUR LAWN. 
Only a superstar rolls like this, and you're about to get a backstage pass to the hottest tour on 
the road. It's the Rock the Weeds Tour 2009 featuring Dimension® specialty herbicide, the No. 1 
preemergence herbicide brand in the lawn and landscape markets.1 Dimension is cranking up the 
volume on tough weeds like crabgrass, creeping woodsorrel, bittercress and many other grassy 
and broadleaf weeds. And its nonstaining formulation rocks all season long and delivers outstanding 
early postemergence control on crabgrass. On this tour, there are no groupies or wannabes. 
It's brought to you by the company that delivers only proven solutions — Dow AgroSciences. 
www.DowProveslt.com 

O F F I C I A L 
C H E M I S T R Y 

'2007 Specialty Product Consultants. 1 Trademark of Dow AgroSciences LLC State restrictions on the sale and use of Dimension specialty C O M P A N Y 
herbicide products apply. Consult the label before purchase or use for full details. Always read and follow label directions. 'The swinging 
golfer logo is a registered trademark of PGA TOUR. Inc ©2008 Dow AgroSciences LLC T38-881-001 (12/08) BR 010-60598 DAT0TURF8041 

P R O V E I M S O L U T I O N S 

http://www.DowProveslt.com


WATER Smart 

Service - A Profitable Alternative 

KURTK. 
THOMPSON 
is a 28-year veteran 
of the irrigation 
and landscape 
industries. His North 
Carol ina-based 
firm, K. Thompson 
and Associates, 
special izes in water 
use and training. He 
can be reached at 
irrigation@gie.net. 

In the past, most companies 
doing irrigation have ignored 

the different services that could 
be offered to a customer after the 
sale because there was plenty of 
new installation work and because 
service is, well, different. And that 
makes most contractors intimi-
dated about investing in what it 
takes to be successful. If you look 
at service from the inside out, it 
becomes much less intimidating. 

Also, there are many opportuni-
ties that today's business climate 
and social awareness have created, 
including: 

• Few contractors want to be 
bothered with fixing systems they 
or others installed. 

• If you have been installing 
landscape and/or irrigation for 
the past five to 10 years, you have 
a large customer list from which 
to start. No cold calls. 

* Most systems have been in-
stalled poorly and are inefficient. 

* Regulation requiring specific 
water allotments or low-volume 
irrigation have increased the need 
to retrofit non-turf areas. 

• Irrigation controller technol-
ogy has advanced at a rate that 
makes an existing controller more 
than five years old obsolete. 

• Irrigation protects an invest-
ment in the landscape. Beautiful 
landscapes are part of the athlet-
ics/amenities that attract ten-
ants. When the economy is poor, 
competition for tenants increases, 
making aesthetics more impor-
tant, not less. 

• Even in a poor economy, 
the increasing retired population 

travel and need a reliable irriga-
tion system while away. 

• A weak economy demands 
cost control . Improving an ir-
rigation system can reduce costs. 
If money spent on upgrading a 
system can be shown to pay for 
itself within three to five years, 
the prudent decision it to invest. 

• Drought over the past few 
years has heightened awareness 
of water conservation - even in 
areas not directly affected. 

• There are programs in many 
water districts and cities that can 
offset some of the cost for im-
provements (rebates, free equip-
ment, rate reductions) if there is 
a reduction in landscape water 
use. 

• Your best employees would 
much rather learn new methods 
and techniques than lose their 
jobs. It also gives them a stake in 
the success of the venture. 

• There are educational op-
portunities that will help teach the 
contractor the tools and methods 
of efficient irrigation that did not 
exist 10 years ago. 

The extent to which you take 
advantage of these opportunities 
depends on the types of irrigation 
service you can provide. Service is 
not just repair. It is maintenance 
and management of a system. 

Repair - Fix what is broken. 
Activities include responding to 
reports of malfunctioning equip-
ment. For this, the irrigation con-
tractor needs many of the skills 
of an installer to actually make 
the repair. But knowledge with 
experience is the key to efficient 

diagnosis and repair. 
Maintenance - Keep the sys-

tem in working condition. Activi-
ties include: raising & straighten-
ing sprinklers, adjusting arcs 
of sprinklers, cleaning nozzles 
and screens, adjusting pressure 
regulation, changing the irriga-
tion schedule, observing drip in 
operation, etc. Many people call 
this preventive maintenance, but 
since an irrigation system uses 
one of life's two most precious re-
sources, I would call this required. 
As with automobile maintenance, 
irrigation maintenance should be 
a budgeted expense and scheduled 
to be done at regular intervals 
in order to maximize resource 
efficiency and longevity of the 
system. Also, the more sophisti-
cated the automobile/irrigation 
system, the more expensive the 
maintenance. 

M a n a g e m e n t - Perform the 
activities that maximize system 
efficiency. The activities include: 
building monthly irrigation sched-
ules, fine-tuning the schedules, 
changing nozzles to address spe-
cific problems, trimming back 
schedules, tracking water use, 
etc. The objective of irrigation 
management is to deliver the least 
amount of water to keep the plants 
healthy. 

Your company cannot just put 
a man in a truck full of parts and 
send him out on the road. The ser-
vice business will have to be set up 
to recognize its own profitability 
and costs with a commitment of 
resources and processes by you, 
the owner. © 

mailto:irrigation@gie.net
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Isuzu NPR with 19* Dovetail Landscaper Body 
3 2 5 HP G a s o r 2 0 5 HP Diesel Engine, Au toma t i c T ransmisaon , 

12 ,000 lb. o r 1 4 , 5 0 0 lb. GVWR, Exhaust Brake (D.esd Only) , 
A M / F M CD Player, A/C, P/S, Pover Windows & locks, Tift Wheel , 

(Other Opt ions A n d G V W H 

Isuzu NPR HD 4 Door with 197 Dovetail Landscai 
3 2 5 HP Gas or 2 0 5 HP Diesel Engine, A u t o m a t i c Transmiss ion, 1 4 ^ 0 0 lb. 

Exhaust Brake, A M / F M C D Player, A C , P/S, Power Windows & Lodes, 
Tift Whee l (Other Opt ions And 1 2 , 0 0 0 lb G V W R Gas Availble) 

WE STOCK USED 
UCKS! 

Isuzu NPR HD with 12' Dump Body 
3 2 5 HP G a s Engine, Au toma t i c Transmiss ion, 1 4 , 5 0 0 lb. G V W R , 19 .5 Tires, 

M V T M C D Player, A / C , P/S, Power W indows & Lodes, T.ft Wheel , 
Tow Packoge & Brake Control , (Ott>er Opt ions A n d G V W Ratings A m i a b l e ) 

Used Landscapers In Stock! 
(f y o u a re no t in the marke t fo r a n e w lands 
wiH w o r k for you . W e are o n e o f the few dealers m the count ry tl 

M wi th used landscaper trucks. M o n y have b r a n d new bod ies ! 

Remove Dovetail 
In 5 Minnies! 

Isuzu NPR HD with Revolution Body 
3 2 5 HP G a s Engine, Au toma t i c Transmiss ion, 1 4 , 5 0 0 lb. G V W R , 19.5 Tires, 

Electric Hoist, [Oiier Opt ions A n d G V W Ratings Available) 

HecWV 
pdfF 

Isuzu NPR with 18' Enclosed Landscape Body 
3 2 5 H P G a s Eng ine , A u t o m a t i c Transmiss ion, 12 ,0001b. G V W R , 
A M / F M C D Player, A / Q P/S, Pbwer Windows & Locks, Tilt Whee l , 

Split Dcvetrxl Romp, Side D o ^ O t h e r Op t i ons A n d G V W Ratings Available) 

4PR HD with W Composite Dump Body 
r A T - ' 1 4 , 5 0 0 Ib. G W / R 195-Ti res, 

s & Brake C 

Isuzu NPR with 19* Custom Irrigation Body 
3 2 5 HP G a s » r 2 0 5 HP Diesel Engine, A u t o m a t i c Transmiss ion, 

1 2 000 P Or'} ' ,L '""»aa« _ /rv i r v - i ? 

w i f m m i 

V C , P / S , Power Winde w s & L o c k , Tilt W h o « 
rfions And G V W Rafngs Available) ^ | 
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TRENDS IN TURF III 

Precision = Profit 
While you may have many years of mowing and maintenance 
experience in your back pocket, it never hurts to refresh your 
knowledge of proper mowing heights. After all, maybe the problem 
you're having on Mrs. Jones' lawn can be solved with a slight 
mower adjustment. 

Mowing turf at appropriate heights and 
frequencies is a major component of 

a turf management scheme designed to 
develop a dense, actively growing, attrac-
tive turf. 

Conversely, mowing is a destructive prac-
tice; it reduces turfgrass leaf area available 
for producing necessary plant metabolites 
and also opens leaves to possible disease 
entrance. In addition, when mowed too 
short, turf can become open, allowing weed 
invasion (especially annual weeds such as 
crabgrass). Finally, turf mowed too short 
often has poorly-developed root systems 
and reduced rhizome spread, which also 

THE RIGHT CUT 
Turf Species Mowing Height 

(in inches) 

Kentucky bluegrass 2 - 3 

Fine-leaf fescues 2 - 3 

Tall fescue 2 - 3 

Perennial ryegrass 2 - 3 

St. Augustinegrass 2 - 3 

Bermudagrass IV2-2V2 

Zoysiagrass I - I V 2 

Buffalograss 2 - 3 

Source: University of Illinois at Urbana-Champaign, 
Texas Cooperative Extension, The Georgia Gardener 

contributes to the development of a thin, 
open turf. 

Thus, for these reasons, it is important 
to find the balance that produces attractive, 
healthy turf in an efficient manner. To help 
turf managers find the balance between 
turf and human needs, information about 
mowing height, mowing frequency, general 
mowing practices, handling clippings and 
types of mowers requires consideration. 

By mowing frequently and maintaining 
a uniform turf surface, a neat appearance 
can be achieved, even at taller heights. Un-
fortunately, however, a common perception 
is that a short turf is superior in appearance 
to tall turf. In reality, turf that is uniform ap-
pears neater than uneven turf, regardless 
of height. Proper height and frequency are 
the two most important aspects of a turf 
mowing program. 

Mowing turf at the appropriate height is 
important to turf health and appearance. 
Turf cut too short usually has a shallow root 
system, lacks density, and often requires 
pesticide applications to stave off weed and 
pest infestations that commonly occur in 
stressed lawns. Conversely, tall turf is often 
considered to be unattractive because of 
wide leaf blades, low density and a clumpy, 
unkempt appearance. In addition, tall turf 
may not be satisfactory for some sports 
applications. 

Mow turfgrasses according to the heights 

presented in the sidebar. Note that a range 
is listed for each species. When healthy and 
actively growing, turf can be mowed at the 
lower heights; raise mowing heights within 
the desired range during warm-hot periods 
or when turf is stressed due to drought, 
disease, shade, insects or traffic. The heights 
listed here provide a balance between turf 
appearance and health. 

Turf should be mowed as necessary, 
not according to a preset schedule. Turf-
grasses grow at different rates depending 
on weather , management and species. 
A basic recommendation is to remove no 
more than one-third of the grass blade at 
any one mowing. For example, Kentucky 
bluegrass being maintained at a 2 inch 
height should be mowed when it reaches 
3 inches. This "one-third rule" will help 
maintain maximum turf root growth. Re-
moving more than one-third of the grass 
blades may cause root growth to cease 
while the leaves and shoots are regrowing. 
This practice can be especially destructive 
if practiced continuously over a period of 
successive mowings. Roots may not have 
a chance to fully develop and the plants will 
thus be more susceptible to environmental 
and management stresses. Maintenance of 
healthy, growing turf root systems should be 
a primary consideration of any turf manage-
ment program. - Tom Voigt, University of 
Illinois at Urbana-Champaign 

Scotts Professional Seed: Seed Quality Control 
Scotts Professional Seed is at the forefront of seed 
research and technology, and relies on stringent 
quality control methods to maintain its high-quality 
seed offerings. 

Scotts Professional Seed works only with the best 
and most-experienced growers to provide quality seed. 
These growers maintain a clean harvesting process, 
ridding the seed of contamination from weeds and 
unwanted varieties and species. 

After harvesting, the seed goes through a rigorous 
cleaning process where it is machine separated from 

the chaff and other debris. 
Once cleaned, random samples of the seed are 

removed and sent off for laboratory testing. The testing 
process determines if the seed meets certain criteria, 
determines exactly what the makeup of the seed is 
and tests the seed's germination rate. 

This commitment to excellence provides Scotts Pro-
fessional Seed customers with a much higher quality 
of seed than the average homeowner can buy off the 
shelf, allowing lawn care operators to provide higher 
quality seed offerings to their customers. 

Sponsored by: 

Professional Seed 



Performance Enhanced 
If c o m p e t i t i o n is t ough a n d y o u need a n e d g e to 

establ ish a n d m a i n t a i n hea l thy , beaut i fu l tur f , tu rn 
to Scotts Profess ional Seed. W e have innova t i ve 

b lends a n d mixes m a d e f r o m top p e r f o r m i n g 
var ie t ies that a r e spec i f ica l ly d e v e l o p e d b y 

Scotts Professional Seed researchers 
to solve tur fgrass issues. 

W h e t h e r y o u m a i n t a i n tur f w i t h p o o r qua l i t y 
w a t e r o r d e a l w i t h ex t reme tempera tu res 

o r d isease pressure, y o u w i l l ge t the 
p e r f o r m a n c e y o u r cl ients d e m a n d 

w i t h Scotts Profess ional Seed 
p r e m i u m tur fgrass. It's seed 

that p ro fess iona ls l ike 
y o u c a n trust. 

4 i% ^ 

* « 

8 0 0 - 2 4 7 - 6 9 1 0 

www.ScottsProSeed.com Professional Seed 

http://www.ScottsProSeed.com


Talking 
Shop 

Wonder ing if you should 
hire a f leet manager? W e 
sat d o w n w i t h three f leet 
managers t o f ind ou t exact ly 
w h a t their busy days entai l . 
And it 's much more t h a n 
tu rn ing wrenches. 

BY LINDSEY GETZ 

\ 
«fr 

Dan Foley is a busy man. 
As the owner of D. Foley Landscape, a 

Walpole, Mass.-based full-service land-
scape firm that did $5 million in revenue 
last year, he has a lot of responsibilities 
keeping his business running smoothly. 
Though he tried to manage the fleet 
side of his business himself taking the 
equipment to local dealers when repairs 
were needed, it turned into an enormous 
time drain. 

"Many landscape company owners 
are great in the field, good with the tech-
nical stuff and maybe even trained in 
business, but very few of us are trained 
to manage and maintain a multi-million 
dollar fleet," he says. "If you went to 
school for business or horticulture, you 
didn't learn how to manage a fleet. It 
can become a huge distraction. So it's a 
smart decision and can free up a lot of 
valuable time to hire someone who can 
handle that side of the business." 

Today, Foley has brought a fleet 
supervisor on board who has an inte-
gral role in the business - beyond just 
mechanics. "He does almost all of our 
repairs, but there's much more to his 
position than that," says Foley. "He's 
involved with fleet planning, budgeting, 

• / 

facility maintenance, and even some 
special programs we run like our safety 
committee. We've recognized he's a key 
part of the value we offer our custom-
ers, so we want him in a high level of 
involvement." 

D. Foley is just one of many busi-
nesses recognizing the importance of 
implementing a fleet manager. Though 
the exact title and responsibilities vary 
greatly per company, this is an employee 
who not only turns wrenches but also 
oversees anything having to do with 
the equipment, including in many cases 
even buying and selling it. 

Benton Foret , owner , Chackbay 
Nursery & Landscaping in Thibodaux, 
La., says the biggest benefit of hiring a 
fleet manager for his company has been 
preventive maintenance. "He is seeing 
our fleet daily and issues are tended to 
as they occur and, in many cases, the 
little problems are stopped before they 
cause larger ones," he says of his fleet 
supervisor, whom he hired at the end 
of 2 0 0 8 season after realizing that the 
company's fleet management was taking 
up too much time with the responsi-
bilities split among staff. Foret, whose 
business did $2 .8 million in revenue 

last year, says the position has also al-
lowed the company to control repair 
and maintenance expenses. "Having 
incremental inspections and repairing 
problems as they arise saves us money 
in the long run." 

Of course owners have to realize 
having a fleet manager will cost more 
money upfront. "To pay someone to go 
through every piece of equipment, every 
day, and then have the mechanics come 
out to replace very small problems like 
a belt or a hairline crack is going to cost 
more money initially," says Tom Canete, 
owner of Canete Landscape in Wayne, 
N.J. "And sometimes it might be hard to 
see the value in that because the truck 
still runs with these minor problems. 
But in the long run it may save you a 
lot of money because you're fixing small 
problems before they become large 
problems. But even more importantly 
you're preventing downtime. We have 
very few trucks break down on us." 

Each of these three companies has 
found great value in hiring a fleet 
manager. "I'd argue it's the most val-
ued position in the company," stresses 
Foley. Now hear what those managers 
had to say. 



Christian Proodian 
Equipment Supervisor 

Canete Landscape, Wayne, N.J. 

Experience: 16 years w i t h the 
company, 10 years in this posit ion M • j 

have a couple of weeks left, I get that scheduled in advance. 
The idea is there should be no down time. I'm always look-
ing a little bit ahead and trying to stay on top of everything. 
Preventive maintenance is my primary goal. 

Q: What are your primary responsibilities? 
A: I oversee all of the equipment that we have, and that re-
quires a little bit of everything. 

Q: What's your average day like? 
A: I come in every morning with one other helper to check 
on every truck. We check the oil and do a quick walk-
around looking for any problems that stand out, like flat 
tires. It's time-consuming, but it's always better to be safe 
than sorry. I keep up on anything that may be wrong or 
have the potential to go wrong. For instance, if I notice a 
truck is due for an oil change soon, I'll schedule that on 
my BlackBerry with the mechanic. Or if I see the tires only 

Q: What s the most challenging part of your job? 
A: We get so busy sometimes that I'm not able to drive all of 
the trucks. We have 30 trucks so I don't always have time to 
take them out myself and that means I have to rely on what 
the guys are saying. When I can, I do try to fit in extra time 
to take the trucks out for a ride myself. 

Q: What's the most rewarding and most important aspect of 
your job? 
A: Keeping everything in the fleet up and running. And at the 
end of the day, if everything ran smooth, it feels like a great 
accomplishment. 

Q: Is there anything you wish crewmembers and crew lead-
ers would do to make your job easier? 
A: I wish they'd just speak up more - be a little more open. 
Sometimes they don't tell me right away if they notice some-
thing is wrong. 
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Donnie Ross 
Fleet and Facilities Foreman 

Chackbay Nursery & Landscaping, 
Thibodaux, La. 

Experience: Six months 
w i t h the company 

Q: What is your average day like? 
A: Open the shop in the morning, help the crews get out of 
the yard quickly, work on equipment that came in from the 
day before, and keep everything clean and operating. 

Q: What is the most challenging aspect of your job? 
A: Dealing with the crews to make sure they are taking care 
of the equipment. Because the crews work hard all day, then 
have to service equipment all evening, the attitudes can be 
tough to deal with. But I just tell them to treat the equipment 
like it's their own personal vehicle. I also tell them, "If you 
take care of the equipment, it will take care of you." I think 
it helps keep them motivated. 

Q: What is the most important part of your job? 
A: Ensuring the equipment is working properly to eliminate 
down time and help increase productivity. When someone 
calls and asks about a job, we want to be able to say, "Yes 
Ma'am," and then get that job done right away. For that to 
happen, the equipment needs to be working. 

Q: What do you wish manufacturers would do when making 
equipment to make your job easier? 
A: Consider the person who works on the equipment and the 
hand space required to work on that equipment. 

Q: What things do you do that others don't realize? 
A: Working long hours. When they're not here, I'm greasing 
the equipment, washing it down for them, servicing it so 
when they leave the yard it looks brand new because having 
clean equipment reflects positively on the company. But 
they don't see that aspect - all the scrubbing and the buff-
ing. Sometimes when a person is working hard at a job, they 
think they're the only ones working. But they don't realize 
what goes on behind the scenes. Everyone has a part. It's like 
a well-oiled machine - every part is important to the system 
working as a whole. 
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Ron Greene 
Fleet Supervisor 

D. Foley Landscape, 
Walpole, Mass. 

Experience: Wi th the company 
for a l i t t le more than 2 years 

! 

Q: What experience do you have doing this type of job? 
A: I was with Ford for 22 years and saw ahead of my time they 
weren't doing very well, so I left. I didn't have experience with 
smaller equipment but I've never had a problem learning how 
to fix new things and I picked it up quickly. 

Q: What's the most challenging aspect of your job? 
A: Probably timing. If I'm in the middle of doing something 
and one of the guys calls because another piece of equipment 
broke or there's an emergency, I have to prioritize. You can't 
lay out a schedule for what you'll do in a day because things 
can always come up. You're always making decisions on the 
go and hoping you made the right ones. 

Q: What are your typical job responsibilities? 
A: Anything that has an engine is my job. Making sure the 
equipment is fueled up, making sure the guys get out quickly 
in the morning, and making sure the equipment is the best 
it can be. 

Q: What's your average day like? 
A: There is no such thing as an average day here. It's constantly 
changing. In the two years I've been here, I don't think I've 
had two days that are the same. But I like that. It keeps it 
interesting. 

Q: What's a "best day" for you? 
A: A day that the phone doesn't ring and nothing goes wrong. 
Then the guys come back and brag about how good their 
jobs went. 

Q: What do you wish crew leaders and crewmembers would 
do to make your job easier? 
A: Spend just a day here, watching me, and see how much time 
is involved in maintaining their equipment. Spend a day in my 
shoes. Of course, if I spent a day in their shoes and saw exactly 
what they did, that might changes things for me, too. © 
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BY LINDSEYGETZ 

Q ob Reindl has finally found a way to 
l \ put the measuring wheel to rest. 

The president and founder of Oasis 
Turf & Tree in Loveland, Ohio, is one 
of many landscape contractors using a 
form of geospatial technology to help 
with job estimating aspects like measur-
ing and previewing a property. 

"If it weren't for this technology, we'd 
still be dragging the measuring wheel 
out every time," says Reindl. 

For those unfamiliar with the term, 
geospatial technology is used for visu-
alization, measurement and analysis of 
features or phenomena that occur on 
the Earth, and includes three different 
technologies, all related to mapping -
GPS (Global Positioning System), RS 
(remote sensing) and GIS (geographi-
cal information systems). GIS, which 
essentially maps data with tools like 
aerial imagery, has turned out to have 
great value in the field of landscaping. 
Programs like Google Earth allow land-
scapes to get a good gauge on the size 
of the property and estimate the job 
price accordingly without ever having 
to leave the office. 

CHOICES ABOUND. While Google Earth is 
probably the most well-known program, 
it's not the only one available. 

Reindl, whose business did $1.2 mil-
lion in revenue last year and focuses 
primarily on residential lawn care and 
fertilization, uses Go iLawn, an on-
line software service provided by GIS 
Dynamics. Reindl took advantage of a 
demo period with Go iLawn to put it to 
the test. He took 79 properties that had 
recently been measured and had three 
separate employees in his office mea-
sure them on Go iLawn. "We were all 
within 10 percent of the measurements 
taken on the wheel, so we were very 
happy with the results," he says. 

Using geospatial technology often 
requires the user to download or install 
software on his or her computer. Google 
Earth, for instance, is a desktop ap-
plication that requires installation and 
periodic updates. But some products 
are "software as a service" (SaaS) ap-
plications, which essentially means the 
software is delivered via the Internet. 

Go iLawn is one of these Web-based 
systems that is login- and password-driv-
en and can be used anywhere the Inter-
net is available, making it accessible in 
the field as well. It uses an integration of 
high-resolution aerial oblique imagery, 
provided by Pictometry International 
Corporation. "Because we also offer 
oblique views, companies have the abil-

ity to measure elevation and slope," says 
Grant Gibson, president and founder 
of GIS Dynamics, the company that 
developed Go iLawn. "And some com-
panies are even interested in the pitch 
of a rooftop if they do holiday lighting 
in the off-season. You can also do those 
measurements with this technology." 

There are also two primary ways geo-
spatial technology captures images - via 
satellite and via plane. The benefit of 
images taken from planes is that they 
tend to be a much higher resolution. 
But because satellites are in constant 
action, they can be especially beneficial 
in rural areas where a plane may not 
fly over. The clearer view is what Kelly 
Gouge, protection services manager of 
Swingle Lawn, Tree & Landscape Care, a 
Denver-based business projecting to do 
$14 million in revenue this year, liked 
about the Go iLawn product, which uses 
images captured by plane. Google Earth 
uses a combination, though it primarily 
uses images from satellites. 

Precigeo-Landscape, a Web-based 
service offered by Whitegold Solutions, 
is another option many landscapers are 
considering. In this case, the company 
uses multiple sources of imagery and 
has geo-coding experts who compile 
the information. All the contractor has 
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to do is submit an address. "We locate 
that address using various sources of 
aerial imagery and do a processing with 
software to measure the turf and/or 
other attributes like trees," explains Jack 
Zoken, president. "We then send the 
information back via e-mail or it can be 
downloaded off of our Web site." 

But despite all of the new products 
cropping up, many landscapers are still 
using Google Earth. Matt and Chris 
Noon, brothers and partners at the 
Hudson, Mass.-based Noon Turf Care, 
a business bringing in $2 million in 
revenue, say Google Earth has met their 
needs. They subscribe to Google Earth 
Pro, which has a $ 4 0 0 annual fee (un-
like the regular service, which is free) 
that includes higher-quality images, the 
ability to import GPS data and usage of 
measuring tools. 

Real Green Systems, which offers 
various industry business software 
programs, has even integrated Google 
Earth. "With our mapping software, 
users of Service Assistant can click on a 
button that would link to Google Maps, 
Yahoo Maps, Microsoft Live Search and 
more," explains Dan Wellbaum, sales 
manager. "Once there, they could use 
a screen capture program (not included 
with Real Green's Service Assistant) to 
capture the image of the property. And 

once captured, that image can be linked 
to the customer meaning it could be e-
mailed, printed and viewed right from 
the customer's screen." 

POSITIVE FEEDBACK. While this technol-
ogy is designed to be user-friendly, there 
might be a slight learning curve for 
beginners before they feel completely 
comfortable. Reindl recommends mea-
suring properties you are already famil-
iar with when first starting out to get a 
handle on how the software works. 

One of the biggest advantages of not 
having to physically measure the lawn 
is the time and money saved from not 
actually visiting a job site. With Go 
iLawn, the average time to measure a 
property is two minutes, the company 
says. "Using this technology has helped 
us to qualify leads," explains Gouge. "If 
it's a lead where someone is just price-
shopping, and we can give them a quote 
right away instead of taking the time and 
money to go out there, then we didn't 
lose much if they don't go with us." 

And customers appear to be respond-
ing positively. While the initial face-to-
face contact is lost in making the sale, 
most homeowners seem to prefer the 
ability to get an immediate quote and 
faster service than the in-person con-
tact, Chris Noon says. "We still do a full 

\ 

lawn evaluation on the first treatment, 
so even though our initial contact was 
on the phone or via the Internet, they 
still get that service," he explains. "And 
they prefer to know they're getting 
scheduled quickly. When it gets busy 
in April, it can be like pulling teeth to 
get quick service, so it's keeping our 
customers happy." 

In addition, Noon says if a customer 
is calling for a quote in order to price 
shop, he always mentions that his com- / 
pany can match almost any other quote."!" 
"Even though we didn't have an initial I 
face-to-face meeting, that's another way \ 
we can build their trust from the start," 
he points out. 

One of the things Reindl likes most 
about the technology is that it takes 
the measurement process out of the 
hands of the sales reps or production 
members, and puts it in the hands of 
office personnel. For him, it all comes 
back to accuracy. "Sales reps want to 
under-measure a bit so they can sell the 
job whereas production wants to over-
measure," he says. "So we could never 
be confident it was totally accurate until 
we had administration handling it." 

Reindl even plans to hire a couple 
of new administration employees who 
can measure the properties of 4 0 ,0 0 0 
potential new clients. He's found the 
technology can be a great direct mar-
keting tool. 

"Once measured, we can call those 
homeowners with a price already 
prepared," he says. "That will be an 
approximately $50 ,000 investment for 
us with the new employees, but we're 
expecting it to pay off by helping our 
business grow." ® 

The author is a freelance writer based in Royers-
ford, Pa. 

Geospatial technology allows 
landscapers to measure 
a property in two minutes ... 
a bit less t ime than it takes 
to drive there and do it 
in person. 

Direction 



Weilbacher Landscap ing uses its Bobcat 328 compac t 
excavator for the hardscapes and water features it installs. 
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ins ta l la t ions give landscaper a shot a t 
t a k i n g his business t o t h e nex t level. 

Andy Weilbacher hopes to grow his company, 
10-year-old Weilbacher Landscaping, this 

year and implement a second crew to install 
water features. While the economy may make 
this goal challenging, he remains optimistic. 

"People said that last year about the economy, 
but we actually had one of the best years in 2008 
as we shifted gears from new construction," says 
the owner of the $500 ,000 , Millstadt, Ill.-based 
business. "People instead were taking out home 
loans and doing remodeling projects." 

With homeowners now sprucing up their 
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existing houses, Weilbacher could con-
tinue to see an increase in hardscapes 
and water features. "Versa-Lok retain-
ing walls are our No. 1 seller," he adds. 
For this type of work, their Bobcat 328 
compact excavator is used more than he 
ever originally thought. 

The purchase was made when his 
company was installing a very large 
water project. Before this, his crews had 
used their Bobcat skid-steer loaders and 
would occasionally rent a mini excava-
tor for retaining wall projects and water 
features. The company was able to get a 
demo machine they liked and decided to 
make the purchase. Because of the mag-
nitude of the water feature project the 
company purchased it for, it recouped 
the cost on this installation alone. 

Now the mini excavator is used to tear 
out railroad tie walls, move boulders and 
more. The company currently uses the 
excavator for nearly 50 percent of its 

work. "We purchased it with the grapple 
option," says Weilbacher, who has five 
employees. "This option makes it feel 
like we have three extra guys on the job. 
The grapple has paid for itself." 

Weilbacher already owned two Bob-
cat skid-steer loaders, so the decision to 
purchase a compact excavator from the 
company came easy. It also helps to have 
a Bobcat dealer two miles away, which 
simplifies getting service and parts. 

When he was looking at his different 
choices from Bobcat, he knew he didn't 
want a machine that was too small, 
yet could still get into tight spaces and 
smaller backyards if needed. And he 
wanted one that offered an adequate dig 
depth; his 328 digs 10 feet deep. 

He also chose to not get a cab enclo-
sure with air conditioning and heating, 
which adds $ 4 , 0 0 0 to $ 5 , 0 0 0 to the 
purchase price. Having an enclosure 
also means the windows need to stay 

c \ 
Compact & Convenient 
Near ly 4 pe rcen t o f l andscape 
p ro fess iona ls p l a n t o purchase 
c o m p a c t excava to r s t h i s year, 
spend ing a n ave rage o f $ 2 0 . 9 4 6 . 

v ) 
clean to give the crew good visibility. 

With good maintenance - keeping 
the fluids and filters changed every 100 
hours and lubricating the machine daily 
- Weilbacher says he should get about 
4 ,000 hours out of his mini excavator. 

For his next Bobcat purchase, Weil-
bacher plans to buy the 430 ZTS with 
zero tail swing. "With this option, there 
is no swinging past the rubber tracks," 
he says. "You could work an inch away 
from a house and not bump it when you 
swing around." ® 

The author is a freelance writer based in Valley 
View, Ohio. 

YOUR SINGLE SOURCE OF 
LANDSCAPE FABRICS & EROSION CONTROL PRODUCTS T R A I L E R S BUILT F O R T H E 

LONG HAUL 
INC. 

Weed Control • Filter Fabric 
Patio/Paver Underliner liner 

U 
WovenCeo Road Base Separation Fabric 

CERAVO É C / t o i ^ o n 
FabriJute™ Erosion Netting 

Jute • Burlap • Silt Fence 
Landscape Fabrics are a Great Complimentary Sale with Decorative Stone, Mulch, Pavers, etc. 

Redi Haul Trailers prides itself in 
the quality and durability of 
the trailers it offers. 

The Specialty Transport series of trailers offers great 
flexibility with I-beam construction and 82" between 
fenders with the deck made from 2" nominal bolted oak. 

The Hydraulic Dump series of 
trailers are designed to meet the 
most demanding requirements. 
They feature heavy duty construction 
with a 7 GA floor & a 10 GA steel box 
with capacity from 
1.4 Cu. Yds to 
4.3 Cu. Yds. 

w w w . r e d i h a u l . c o m @ ^ A E D J^A^ 
6398 W. 74TH ST., BEDFORD PARK, IL 60638 

(708) 728-7180 • 1-800-992-0550 • FAX: (708) 728-0482 

www.fabriscape.com 
W ^ F V T T I M F / # / T R A I L E R S INC. 1 - 8 0 0 - 5 3 3 - 0 3 8 2 
TT"^ C M 1205 North Dewey • Fairmont, Minnesota 56031 

http://www.redihaul.com
http://www.fabriscape.com


BY ANGELA DYER 

Growth 
in Focus 
High-end resident ia l Indiana landscaper 
prevents purchase mis takes by rent ing f irst 
- and plans t o doub le revenue th is year. 

An already busy organizat ion, O u t d o o r En-
v i r o n m e n t s G r o u p in Indianapol is plans to 

double total revenue this year, and co-owner Dan 
Kil l inger has a posit ive out look for a year that 
is proving to be a cha l lenge for so m a n y others . 

" O u r sales are great and people are c o m i n g 
in t h e door. It is just a m a t t e r o f keeping a focus 
and reaching your goals at t h e e n d , " says Kill-
inger about his 2 0 - e m p l o y e e firm, w h i c h does 
high-end residential installation work, including 

O u t d o o r E n v i r o n m e n t s c r e w s u s e a m i n i e x c a v a t o r 5 0 p e r c e n t of t h e t i m e . 
O n d u s t y s i tes , k e e p i n g t h e m a c h i n e g r e a s e d is i m p o r t a n t . 

NO MORE GAS CANS! 

SUPER JACK FEATURES: 
Galvanized Steel Finish 
Safe and Easy Access Under Deck 
Stable 2 Arm Adjustable Design 
24" Safe Clearance 
Powdercoat Finish s&d (blowout price) 
Works on all ZTR's and Walk Behmds 
Works on Stand on Walk Behind also 
Quality 1-Year Warranty 

AWARD WINNING! 

i l l EZGATE 
E Z G A I E DOVE TAIL 
THE ULTIMATE GATE LIFTING SYSTEM! 

EZ F ILL FEATURE 
35 GAL/15 GAL Split Transfer Tank 

D.O.T. Complaint 
Heavy Duty High Density Poly Plastic 

E Teathered Fill Caps 
I Locking Safety Valves 

10' Commercial Hose and Nozzles 
with Safety Hooks 

H Multiple Hose Hooks 
^ M u l t i p l e Labeling Options 

Universal Threaded Mounting Points 

ii 

EZ GATE FEATURES 
Reduces the Lifting by 90% 

1 Universal 1-Hour Installation 
i 2' & 4' Dovetail Kits Available also ' 
E Best Selling Gate Assist for 10 years 
I 1 Kit Works on Gates up to 200lbs. 
W Stainless Housing and Aluminum Hardware 

Saves on Work Comp Claims Due to Back Injury 
No Rattle Spring Insert 

\ Quality 1-Year Warranty 
NOTE Works on 
all utility trailers 
with s nie rails 

LLARD 
Green Industry Accessories 8 7 7 . 9 6 5 . 0 9 5 1 



grading, water feature installation, land-
scaping, drainage work and driveway 
installation. 

With increasing sales in exterior 
work, it's not hard to see why Kill-
inger's company made the decision to 
purchase a compact excavator - the 
Case CX50. Today the machine is used 
in about 50 percent of the company's 
work, including its routine work, plus 
digging for pool installations and large 
boulder work. 

Once the company was ready to 
purchase the machine, it signed a rent-
to-purchase agreement, where the ma-
chine was rented for nine months and 
then purchased from the dealer. 

Killinger rented a few different mini 
excavators, so he could figure out exactly 
what worked for the company before he 
made a final purchase decision. This way 
no mistakes were made when it came 
time for the actual purchase. On the 

very first rental, Killinger says he made 
the mistake of not getting the hydraulic 
thumb option. For the purchase, he 
knew this was the key feature he needed 
for the company's work. 

"The hydraulic thumb is very im-
portant - it helps with boulders and 
removing existing materials to install 
new materials," Killinger says. "This is 
one of the best features and helps boost 
productivity on the job." 

If he could change or add any features 
to his compact excavator, Killinger says 
he would like to see a standard quick 
release for the bucket. This is currently 
something that has to be installed af-
termarket. 

Most of the sites Outdoor Envi-
ronments Group works on are new 
construction and therefore dusty, so 
keeping the excavator greased and the 
air filters changed on a routine basis is 
important. 

"Every 250 hours, we have it serviced 
by a mechanic who changes the oil and 
fluids and performs basic maintenance," 
Killinger says. 

The crews use the machine for a lot 
of lighter work as well, so they can get 
more life out of it. Killinger expects the 
CX50 to last for 2 ,000 or 2 ,500 hours, 
or even more depending on how it is 
used and maintained. 

Th is m a c h i n e , w h i c h Ki l l inger 
says costs anywhere from $65 ,000 to 
$ 8 5 , 0 0 0 , ended up being exactly the 
right size for the company's projects. He 
knew he needed a machine that was ver-
satile and had a rubber track because his 
company does a lot of driveway work. 
"We needed a big machine," Killinger 
says, "and one that would maneuver 
well in tight spaces." L 

The author is a freelance writer based in Valley 
View, Ohio. 

M e r i t I n j e c t a b l e 

The ft tree and shrub inseetieide now 
available in a new Mieroii\jeetion Product. 

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

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

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

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

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

whiteflies also get their due from Merit Injectable treatments. 

7\ Tree Tech@ 
I microinjection systems 

950 SE 215th Ave. 
Morriston, FL 32668 

1 - 8 0 0 - 6 2 2 - 2 8 3 1 
e-mail: ¡nfo@treetech.net 
www.treetech.net 

When the control of Reserving tree insect 
pests^demancls your attention... 

rfJW- ? « ^ 

mailto:nfo@treetech.net
http://www.treetech.net


Look ing for s o m e t h i n g prof i tab le? M i s t R w e ^ — ^ systems 
^ ^ ^ ^ ^ Outdoor Insect Control 

® 

00 Apply for a government 
bai lout 

121 Sell beans and a m m o to V r \ 

peop le leaving t o w n ^ ^ . 

[21 "Th row-down" ch inch bugs U ^ 

\g\ Two words: Vegas, baby! 
Become a Mis tAway Dealer 
and pick up a fabu lous 
source of recurr ing income 

We are act ively seek ing 
Landscap ing Profess ionals 
t o sell, instal l and serv ice our 
innovat ive o u t d o o r mis t ing 
sys tems that ef fect ive ly 
con t ro l m o s q u i t o e s and o ther 
annoy ing insects. 

G r e a t m a r g i n s a n d r e c u r r i n g r e v e n u e s ! 

00 Apply for a government 
bai lout 

121 Sell beans and a m m o to V r \ 

peop le leaving t o w n ^ ^ . 

[21 "Th row-down" ch inch bugs U ^ 

\g\ Two words: Vegas, baby! 
Become a Mis tAway Dealer 
and pick up a fabu lous 
source of recurr ing income 

S p e c i a l o p p o r t u n i t i e s : 
B i r m i n g h a m , A L a n d C h a r l o t t e , N C 

1 866 485 7255 
HHH.HISTRHRY.COM 

4 BECOME I I MISTRHRY DEHLER TODftY! ^ 
USE READER SERVICE #86 

ft 

Î R O U n D L _ G ( 

GO FOR A JOYRIDE. 
W i t h e a s i e r m a n e u v e r a b i l i t y , u s e r f r i e n d l y c o n t r o l s , 

a n d a p r o v e n s p r a y i n g a n d s p r e a d i n g s y s t e m , t h e 
P a t h f i n d e r S p r e a d e r S p r a y e r w i l l i n c r e a s e p r o d u c t i v i t y , 

d e c r e a s e d o w n t i m e a n d g r o w y o u r b o t t o m l ine . 
I t 's a j o y r i d e n o m a t t e r h o w y o u l o o k a t i t . 

8 7 7 . 4 2 3 . 4 3 4 0 • g r o u n d l o g i c i n c . c o m 

The Turf Professionals Free 
On-line Source for Weed ID and 
IPM Control Recommendations 

• Weed ID Photos • Regional Alerts 

• Control Options • Turf School Links 

TEST YOUR WEED IQ! 
WEEKLY CONTEST-

Correct ID 
Can Win This 

Magic Mug 
With Disappearing Ink 

An Industry Service From 
p b i / G o p d o n 

c o R p o R a t i o n 
An Employee-Owned Company 



#1 CHOICE 
for Spray Equipment & Parts! 

Ŝ SprayerParts 
mLM r D E P O T 

•-T 

Large Inventory • Most Major Brands in Stock 
Same Day Shipping • Se Habla Español 

888-777-2937 • 888-SPRAYER 
Order Online: vynww.SprayerPartsDepot.com 

Proudly serving you since 1972 

USE READER SERVICE #87 

Productivity 
and Performance 
$6 mi l l ion landscape f i rm focuses on saving labor 
hours w i t h eff ic ient equ ipment . 

BY ANGELA DYER 

Even large companies like $6 million Combs Landscape 
and Nursery in Evansville, Ind., aren't exempt from the 

economic downturn. In the challenging year ahead, the com-
pany expects a 25 percent decline and plans to spend more 
time trying to find work, Owner Chris Combs says. 

But when the company does snag that work, the firm s 
compact excavators will be able to help maximize productivity 
and save labor hours - the company's largest expense. 

Employing 70 people at peak times, Combs currently owns 
10 different John Deere machines, including three mini exca-
vators - two 35D mini excavators and one 50D mini excava-
tor. The company has an average of 11 projects running on a 
daily basis, so the three machines are used five days a week. 
The business focuses on landscape and design/build services, 
in addition to operating a large retail outfit. 

Combs Landscape and Nursery uses a John Deere 
compac t excavator to install a large boulder wall. 



The mini excavators are used on large 
irrigation installations, boulder projects 
and large water feature installations. 
Combs says his John Deere equipment 
can be a necessity when working on 
larger $3 million to $4 million com-
mercial construction projects. 

Combs has been turning to John 
Deere equipment for the past 10 years 
because "they are the most trouble-free, 
low maintenance machines" he has had 
in his 25 years of business, he says. 

Before making his purchase decision, 
Combs used a demo machine, and then 
he purchased it through a dealer. With 
a price of roughly $40 ,000 to $50 ,000 , 
he believes these machines more than 
recoup their purchase price. 

The best benefits for his organization 
include the hydraulic thumb, which lets 
his crew grip large items. 

He also touts his machines' longevity. 
"We run these for 3 ,000 hours before 
we trade them in," Combs explains. 
"On this set of machines, we have had 
less than 10 hours of total downtime 
with 2,500 hours on each machine with 

normal maintenance." 
Normal maintenance includes regular 

greasing and oil changes at the proper 
times, Combs says. 

According to Combs, he doesn't feel 
he made any mistakes when purchasing 
his John Deere compact excavators, nor 

would he change anything because "they 
have lived up to expectations," he says, 
adding his business mantra: "When it's 
right, don't change i t . " © 

The author is a freelance writer based in Valley 
View, Ohio. 
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COSTS? 

^ When FINN first introduced the exclusive BARK BLOWER, it revolutionized the process 
of bulk material application. With FINN'S ability to accurately distribute materials 
and perform versatile applications, you'll put old-fashioned, labor-intensive practices 
to rest, all while reducing job costs. 

www.finncorp.com 
800.543.7166 

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


Maximize your advertising dollars by reaching: 

• The Industry's Largest Print Audience. 
• The Industry's Largest Web Media 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. 

Please contact Bonnie Velikonya at 800/456-0707 x5322 or bvelikonya@gie.net 

BUSINESS OPPORTUNITIES 

5 ^ 

^ " . i â M . 
* 1 > v o Profit Centers 

NO P A Y M E N T S , NO I N T E R E S T I j j C u I Z e r ' S 
F O R DAYS * 90 1) \\ s . NO Payments/In 

W p Y n u r l n < i t » l k * A S i m p l e ' E a s y A d d - ° n S e r w e Y o u r i n s t a l l s * Buy Manufacturer Direct 
w w w . a l l p r o g r e e n s . c o m / t r a i n i n g | - 8 0 0 - 3 3 4 - 9 0 0 5 

SYNTHETIC GOLF GREE? 

I 

* Two Profit Centers 
* Two N V Revenue Streams 
* Two Customer Bases 
* - NO Payments/Interest 
* A Simple, Easy Add-On Service 
* Buy Manufacturer Direct 

1-800-334-9005 
i l l 1 7 i 2 1 > 1 7 1 7 V 4 ? 

-GTV"^ 

Two Profit Centers 

NO P A Y M E N T S , NO I N T E R E S T I J ™ C u s t o m e f E e T ' 

F O R ) ' DAYS * DAYS- NO Payments/Interest 

W e Y o n r I n s t a l k * A S i m p l e ' E a s y A d d ° n S e r v i c e w e v o u r i n s t a l l s * B u y M u a f a c t v r a . D i r e c t 

w w w . a l l p r o g r e e n s . c o m / t r a i n i n g 1 - 8 0 0 - 3 3 4 - 9 0 0 5 

SYNTHETIC LAWNS 

BUSINESS OPPORTUNITIES 

SELLING YOUR BUSINESS! 

FREE 
APPRAISAL 

NO BROKER 
FEES 

Professional Business Consultants 

/ f 
a. 

vfcusi nesSn «r Wi 

m 
Merger & Acquisition Specialists 

Professional Business Consultants can obtain purchase 

offers from qualified buyers without disclosing their 

identities. Consultants fees are paid by the buyer. 

C A L L : 

708-744-6715 
F A X : 5 0 8 - 2 5 2 - 4 4 4 7 

pbcmel lo 1 @aol .com 

Visit www.incorporate.com 
or call 8 8 8 - 7 4 3 - 7 3 2 5 

COMPANY 
C O R P O R A T I O N 

I N C O I P O R A T I M O W H A T ' S R I O H T F O B T O D 

To Advertise in 
Lawn & Landscape, Call 

Bonnie Velikonya 
800/456-0707x5322 

mailto:bvelikonya@gie.net
http://www.allprogreens.com/training
http://www.allprogreens.com/training
http://www.incorporate.com


B U S I N E S S W A N T E D 

WANTED TO PURCHASE 
Chemica l l a w n & t ree care c o m p a n i e s , 

any area, any size bus iness rep ly in s t r ic t 
conf idence. C o n t a c t Green V e n t u r e G r o u p : 
greenventurepartners@yahoo.com 

MIDWEST ACQUISITION WANTED 
Leading Midwest Winter Services Company with 
over $12 million in revenue seeks to grow into 

additional cities in the West and Midwest. We are 
looking for winter services revenues in excess 
of $2.5 million in a normal year as a minimum 
requirement. We bring a strong systems and 

management background, twenty years of history 
and financial strength to the transaction and 

we are willing to work with management 
to create a plan that works for both parties. 

Please contact snowcompanies@gmail.com 
for a confidential discussion. 

B U S I N E S S F O R S A L E 

MAUI, HAWAII 
Lawn & G a r d e n M a i n t e n a n c e Co. - Wel l 

es tab l i shed a n d stable, h i g h l y p ro f i t ab le , 
non-seasona l , m o s t l y res ident ia l , sales 
over $350,000/y r . a n d t o t a l l y t u r n k e y . 
Ask ing $275,000, o w n e r w i l l finance. 
Contact Tom at caltrider@vrhi.com 

or 808-573-4752 

LAWN MAINTENANCE COMPANIES 
For Sale 

EAST COAST OF FLORIDA 
Palm Beach County $3.3M 

Martin County $330K 
Martin County $390K 

Call John Brogan Acquisition Experts, LLC 
772-220-4455 or john@acquisitionexperts.net 

FOR SALE IN SOUTHWEST FLORIDA 
Lawn Maintenance, landscape, pest control, 

irrigation and tree service company. 
Sales at $3 million and growing, 10 years old, 

owners retiring. For more information: 
www.swflbusinessmall.com/business-for-sale 

LANDSCAPE COMPANY FOR SALE 
North Atlanta 

Landscape, Maintenance, Installations 
Equipment & Trucks available 

Revenue: $500,000.00+ 

Contact Rand Hollon at Preferred Business Brokers 
800-633-5153 

200 ACRE FARM/DEVELOPMENT 
PROPERTY 

90 Mi les East o f Ch icago 
50x170 Bldg w i t h Off ices 

2 -40x80 Bldgs w / s h o p s — 2 Homes 
269-695-5505 

A U C T I O N S 

RARE OPPORTUNITY 
Located in beautiful Prosper, Texas we have 

enjoyed 25+ years of Cardinal Landscapes, Inc 
- a successful and gratifying business. Now, we 
are ready to ride off into the sunset and explore 

the wild west! Opportunity offers $200K of 
equipment, a commercial building on 6 acres 

(for lease/possible sale), and a stellar reputation 
with years of grateful customers. Average 
gross income $500K. Excellent potential 

for expansion by adding maintenance 
to current and new customers. 

Serious inquiries only: z4zoller@gmail.com 

HIGHLY SPECIALIZED 1 MAN LANDSCAPE 
Operation-Sacramento, CA 

Unique easy operation, 41 year old business, 
respected name in community/trades. Flatbed FL70, 
65k mi, forklift & specialized unit on trailer valued at 
over $40k. Business priced to sell quickly at $60,000 

For more information, call 916-331-2040. 

REAL ESTATE/BUSINESS FOR SALE 

Commercial Real Estate - v iew at 
ht tp: / /property. loopnet.eom/16054113 

Residential Real Estate, 2,300 s/f house 
w i th 1,300 s/f detached garage on 3.2 

acres, 2 miles away, rented at $1,500 p / m 

Landscaping / Maintenance business 
w i th equ ipment $576,000.00 + Sales -

South Central New Jersey 
$2,000,000.00 

Hank 609-517-3063. 

THINKING OF TAKING SOME OF YOUR MONEY OFF THE TABLE? 
WANT TO GROW BY USING OTHER PEOPLE'S MONEY? 
LOOKING FOR A PRIVATE EQUITY BUSINESS PARTNER? 

The BlueSky Group LLC can help. 

mms3 
a ß » * 

Merger and Acquisition Consultants 

r 
GREEN APPLICATOR! 

$ 10 PER YEAR membership 

Online Pesticide Safety 
Training 

Different Video and 
Quiz each w e e k 

No Listing Fees 

Buy and Sell New 
or Used items 

Exclusive Auction Site of 
the Green Industry 

rJ i G R A p e l i c a j o r 
I-
GreenApplicatorAuctions.com 

If you have had these thoughts recently, for a FREE, no obligation consultation, 
give us a call at (614) 221-9795 or visit us on-line at www.blueskygrp.com 

B O O K S 

Is the Economy getting you "Down"? 
Jim Huston's book can help 

Preparing for & Responding 
to a Down Economy 

Proven strategies to help you weather 
the storms of reduced cash flow 
Learn more at www.jrhuston.biz 

Email Jim with questions at: jhuston@jrhuston.biz 
Or call to order: 1-800-451-5588 

In this "Down" Economy 
You need to know your costs 

more than ever! 
Jim Huston's book can help 

How to Price Landscape & Irrigation Projects 
Proven with thousands of pro contractors 

Used by over 60 Colleges 
Learn more at www.jrhuston.biz 

Email Jim with questions at: jhuston@jrhuston.biz 
Or call to order: 1 -800-451-5588 

E S T I M A T I N G 

Simplify Your Entire Bidding Process 

Easy New Software from Jim Huston 
Proven with hundreds of pro contractors 

Fully Integrates Estimating, Job Costing & More 
Links with QuickBooks 

Learn more at www.jrhuston.biz 
Free on-line demo e-mail: jhuston@jrhuston.biz 

G P S 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 

Shop Our 
Online Store! 

w w w . l a w n a n d l a n d s c a p e . c o m / s t o r e 
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F O R S A L E 

"The Dual Spreader Carrier" 
For All Lawn Care Companies 

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

Say Goodbye to 
AC Interference 
The NEW Armada Pro 710 uses advanced electronic titration to remove 
unwanted interference when locating wires, solenoids, or valves. 

$ 5 9 9 . 

New! 

Armada Tedinoli 
616-536-2038 • 

Spreader-Mate 
This self-contained "drop-in" sprayer converts 

/our commercial broadcast spreader to 
a fully functional sprayer in minutes. 

G 
GREGSON-CLARK 
Sprayinq Equipment 

Toll free - 800.706.9530 
Phone - 585.538.9570 

Fax - 585.538.9577 
Sales@GregsonClark.com 

www.GregsonClark com 

M O W MORE 
I LANOSCAPE SUPPLIES. INC. 

Mow More Supplies 
1-800-866-96 

Mower blades, air & oil filters, trimmer line, 
belts, plugs and tons of blades in stock 

w w w . m o w m o r e . c o m 

F R E S H B A L E D PINE S T R A W 
From South Georgia and North Florida 

@ Wholesale Prices 
Semi Loads Delivered 

UNITED PINE STRAW INC. 
866-902-4088 

henry@unitedpinestraw.com 

K u r i y a m a o f A m e r i c a , I n c . 
^^ Quality Industrial Hou ê Accttsorltt 

H i g h Pressure S p r a y Hoses 
KuriTec", k n o w n for qua l i t y a n d d e p e n d a b i l i t y in 
spray hoses, n o w of fers its new Orange K4132 a n d 
Mint Green K4137 co lo red 600 PSI spray hoses t o 
its l ine. These spray hoses are m a d e w i t h p r e m i u m 
qua l i t y PVC c o m p o u n d s t ha t are ideal ly su i ted fo r 
l a w n a n d o r n a m e n t a l spray app l i ca t ions 
us ing w e t t a b l e p o w d e r chemicals . Kuri Tec also 
of fers its n e w Per formance-Plus Three-Year 
War ran ty Program w h i c h covers defec ts in 
mater ia ls a n d w o r k m a n s h i p . 

-0 
847/755-0360 • 847/885-0996 FAX 

www.kuriyama.com • sales@kuriyama.com 

KicBOX. 
K — p It C l e a n 

M a t e r i a l H a n d l e r 
100% Recovery. No Clean-up. Any Size Load. 

m i k e f l k i c b o x e s . c o m 3 0 3 - 7 7 5 - 2 7 9 9 w w w , l w f r w t t - w m 

L A W N & T R E E C A R E 

S p r a y S t a r 1 6 0 0 S m i t h c o S p r a y e r 

S D I 4 0 0 / 2 0 0 s p l i t o n t a n d e m t r a i l e r , t r e e o r 
l a w n , p u m p , m o t o r , h o s e s & r e e l s ( 2 ) 

Contact 1 - 8 0 0 - 4 6 1 - 9 5 0 4 
or 1 - 3 0 9 - 2 3 6 - 7 5 9 7 

To Advertise in Lawn & Landscape, Call Bonnie Velikonya 
800/456-0707x5322 

LANDSCAPE SEEDING 
EQUIPMENT FOR SALE: 

Rotadairon RD150 great shape $12000 obo 
ATI 725 Preseeder excellent condition $7000 obo 

Located in Central Ohio 
Call 740-412-1554 or email 

bowerjp@yahoo.com 

NURSERY EQUIPMENT 
Red Boss Tree Spades, Tree Boss moving 

(trees/rocks) system, Tree Planters, Stump Diggers. 
Call Tree Equipment Design @877-383-8383. 

Pennsylvania. USA. info@treeequip.com. 
www.treeequip.com. 

L A N D S C A P E DESIGN KIT 3 
48 rubber stamp symbols of trees, shrubs, 

plants 4 more 1/8* scale, 
Stamp sizes from 1/4" to 1 3/4 
PRICE $127 + S/H • tax in CA 
Price sub|«ct to chang* without nohce 

A M E R I C A N S T A M P CO. 
CALL NOW 877-687-7102 TOLL FREE 

or 916-687-7102 Local Calls 
www an«nc«nttampco com Tue Wed. Thur 8-4 30 Paofc Time 

CALL NOW TO ORDER or for YOUR FREE BROCHURE. 

L A W N M A I N T E N A N C E A N D 
L A N D S C A P I N G F O R M S 

Order online and save. Invoices, Proposals, 
Work Orders, Door Hangers, Promotional 
Products and more. ShortysPrinting.com. 

1-800-746-7897. 

L A N D S C A P E R A C C E S S O R I E S 

Mesh Debris Bags • Leg & Arm Chapps 
Equipment Covers • Sun Neck F 

Chemical Protection and muck / 

wBrnm 
8 0 0 - 8 1 6 - 2 4 2 7 t W \ 

t W 

L A N D S C A P E I N F O R M A T I O N 

Since 1998 

donnan.com 
L a n d s c a p i n g & L a w n I n f o r m a t i o n 

L A N D S C A P E E Q U I P M E N T 

T R E E S T A K E S 
D o w e l e d L o d g e p o l e P i n e 

C C A P r e s s u r e T r e a t e d 
2" D i a m e t e r , V a r i o u s L e n g t h s 

E c o n o m i c a l , S t r o n g a n d A t t r a c t i v e 
P h o n e : 8 0 0 - 2 3 8 - 6 5 4 0 

F a x : 5 0 9 - 2 3 8 - 4 6 9 5 
J A S P E R E N T E R P R I S E S , I N C . 

W e s h i p n a t i o n w i d e . 
W e b s i t e : w w w . j a s p e r - i n c . c o m 

http://www.paramountglobalsolutions.com
mailto:Sales@GregsonClark.com
http://www.GregsonClark
http://www.mowmore.com
mailto:henry@unitedpinestraw.com
http://www.kuriyama.com
mailto:sales@kuriyama.com
mailto:bowerjp@yahoo.com
mailto:info@treeequip.com
http://www.treeequip.com
http://www.jasper-inc.com


PLANT MATERIAL 

P E R E N N I A L S & G R O U N D C O V E R S 

O v e r 1 6 0 v a r i e t i e s - N o o r d e r t o o s m a l l 

FREE C o l o r c a t a l o g 

S h i p p i n g U P S & F e d E x d a i l y 

1-800-521-7267 
w w w . e v e r g r e e n n u r s e r y i n c . n e t 

EVERGREEN NURSERY, INC. 

1 5 0 1 D i a l s M i l l R d . S t a t h a m , G A 3 0 6 6 6 

W E T L A N D / N A T I V E S & 

C O N S E R V A T I O N 

L a r g e s e l e c t i o n o f P l u g s , P e r e n n i a l s , 

G r a s s e s , N a t i v e s & C o n s e r v a t i o n . 

C H I E F M O U N T A I N F A R M S 

P h 4 4 3 - 3 5 0 - 3 8 9 4 

f a x 4 1 0 - 6 5 8 - 7 3 3 1 

w w w . c h i e f m o u n t a i n f a r m s . c o m 

HELP WANTED 

GreenSearch 
Since 1995, GreenSearch is recognized as the 

premier provider of professional and confidential 
employment search exclusively for exterior and 

interior landscape, irrigation, and the overall green 
industry throughout North America. 

Check us out on the Web at 
www.greensearch.com or call toll free 

at 888-375-7787 or via 
e-mail info@greensearch.com 

BRICKMAN 
Enhancing the American IAI mi scape Since 19J9 

B r i c k m a n is looking for l e a d e r s 
who a r e i n t e r e s t e d in g r o w i n g t h e i r 
c a r e e r s wi th a g r o w i n g c o m p a n y . 

N a t i o n w i d e c a r e e r a n d i n t e r n s h i p 
o p p o r t u n i t i e s a v a i l a b l e in: 

• L a n d s c a p e M a n a g e m e n t 
• L a n d s c a p e C o n s t r u c t i o n 
• I r r i g a t i o n 
• A c c o u n t i n g 
• B u s i n e s s A d m i n i s t r a t i o n 

Start growing your career at: 

brickmangronp.com 

KEY EMPLOYEE SEARCHES 

Florasearch, Inc. i n o u r t h i r d d e c a d e o f 
p e r f o r m i n g c o n f i d e n t i a l k e y e m p l o y e e 

s e a r c h e s f o r t h e l a n d s c a p e i n d u s t r y a n d 
a l l i e d t r a d e s w o r l d w i d e . 

R e t a i n e d b a s i s o n l y . 
C a n d i d a t e c o n t a c t w e l c o m e , c o n f i d e n t i a l 

a n d a l w a y s f r e e . 
Florasearch Inc., 1 7 4 0 L a k e M a r k h a m 

R o a d , S a n f o r d , F l a . 3 2 7 7 1 . 
P h o n e 4 0 7 - 3 2 0 - 8 1 7 7 , 

F a x 4 0 7 - 3 2 0 - 8 0 8 3 . 
E - m a i l : s e a r c h @ f l o r a s e a r c h . c o m 
W e b s i t e : w w w . f l o r a s e a r c h . c o m 

Fes 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. 

WE ARE LOOKING FOR 
HARD-WORKING TALENTED 

INDIVIDUALS WITH EXPERIENCE 
TO MANAGE THE DAY TO DAY 

OPERATIONS OF OUR BRANCHES 
AND DIVISIONS THROUGHOUT 

THE UNITED STATES AND CANADA. 

Qualified applicants must have a 
minimum of 2 years 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: 

DeAngeto 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.dbiservices.com 

Are you look ing for a j o b or 
look ing for qual i f ied employees to: 

• Climb it • Grow it 
• Design it • Landscape it 
• Plant it • Sell it? 

JOBS In Hor i tcul ture, Inc. 
E m p l o y m e n t A d v e r t i s i n g 

I n P r i n t a n d O n l i n e 
8 0 0 - 4 2 8 - 2 4 7 4 

w w w . h o r t j o b s . c o m 

Join Our Growing Team 

* . . T i 
Davey Corporate Campus, Kent, Ohio 

We offer proven landscape managers challenging 
careers and the unique opportunity to become an 
employee owner. 

Visit www.davey.com/cgmjobs 
to learn more. 
Emai l : in fo@davey.com 

Commercial Ground» Management 
DAVEY#. 

G R E E N I N D U S T R Y J O B S . C O M 
Since 1 9 9 9 

LandscapeJobs .com 
Irr igat ionJobs .com 
TreeCare Jobs . com 

and m o r e 

1 - 8 8 8 - 8 1 8 - J O B S 

S A L E S R E P S W A N T E D 
Online landscape equipment training business 
seeks seasoned sales reps for southwest and 
southeast USA. Attend trade shows and develop 
the business in your territory. Investment 
required. Excellent product, reputable company, 
lots of support. 

email jay@landscapesafety.com 

G R E A T CAREERS 
F O U N D H E R E 

GREENMATCHMAKER.COM 

S A L E S L E A D E R S W A N T E D 
Leading Midwest Winter Services Company with 
over $12 million in revenues seeks experienced 

sales staff to manage existing portfolio and build 
new customer relationships. A minimum of five 
years winter services sales experience required, 
CSP and College Degree Preferred. Full benefits 

package plus total compensation in 
$80,000-$ 125,000 for proven professionals. 

Please send confidential interest and resume 
with salary history to snowcareers@gmail.com 

L a w n & L a n d s a p e Class i f ieds 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 w w w . l a w n a n d l a n d s c a p e . c o m 

http://www.evergreennurseryinc.net
http://www.chiefmountainfarms.com
http://www.greensearch.com
mailto:info@greensearch.com
mailto:search@florasearch.com
http://www.florasearch.com
mailto:cfaust@dbiservices.com
http://www.dbiservices.com
http://www.hortjobs.com
http://www.davey.com/cgmjobs
mailto:info@davey.com
mailto:jay@landscapesafety.com
mailto:snowcareers@gmail.com
http://www.lawnandlandscape.com


MARKETING 

P R O M O T E T O 
N E I G H B O R S 

W I T H 
PROMOTIONAL 
POSTING SIGNS 

View Hundreds of 
Promotional Ideas, Layouts 
& Exclusive Images Online 

www.RNDsigns.com • 800-328-4009 
Posting Signs • D o o r Hangers 

Brochures • Mailers • More 

INSURANCE 

Applicators 
Industrial Weed Control 

Right of Way 

M.F.P. Insurance Agency, Inc. 
Insuring the Green Industry since 1986 

Hydroseeding 
Holiday Lighting 
Mowing & Maint 

Complete Range of Pollution Coverages 

h 
Snow Removal 

Tree & Shrub Maint. 
Landscaping 

New Comm'l Auto Program for Landscapers 
and Mowing & Maint Services with VERY LOW RATES! 

matt@mfpinsure com 

Contact one of our Green Industry Specialists 

jleonard@mfpinsure.com rick@mfpinsure com 

Toll Free: 800 -886-2398 Fax: 740 -549-6778 

w w w . m f p i n s u r e . c o m r Q ì r 0 1 

SOFTWARE 

TAKE YOUR OFFICE 
WITH YOU 

CLIP2GO 
M-

G P S Riiinrvuzii Start/Stop 
+ Directions + ^ f s f o r of Crews each Job 

* Requires CUP«, a Windows Mobile device. Garmin 
mapping software. Microsoft MapPoint and GPS receiver. 

To Learn more call 
8 0 0 - 6 3 5 - 8 4 8 5 www.clip.com 

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! 

SPORTS 

NASCAR - Baseball - Football - Golf 

SportSpheres.net 

Sports news, blogs & videos 

View classifieds at 
www.lawnandlandscape.com 

LIGHTING 

Learn From 

Christmas Decor is the 
Leader in the Holiday 
Decorating Industry! 

24% Average Net 
Profit 

Over $2,000 Daily 
Production Per Crew 

Call Us Today! 

1-800-687-9551 
www.christmasdecor.net 

WEB DESIGNERS 
W e b Des ign, Brochures, Logos, Le t te r ing 

a n d P r i n t i ng Services fo r Landscapers. 
Your s ing le source fo r m a r k e t i n g you r 

l andscape business. 
Samples on l i ne : 

w w w . l a n d s c a p e r m a r k e t i n g . c o m 
or call 888-28-DSIGN. 

Let us help 
you get the 
word out. 
The Lawn & Landscape 
Media Group's 
repr int service. 
L&L's reprint service provides a 
cost-effective, h igh- impact way to 
promote your company 's products 
and services. Our professionally 
designed art ic le reprints can be 
used as direct mai l pieces, sales 
l i terature, t ra in ing aids or trade 
show handouts. For even more 
targeted market ing, add your 
customized advert is ing message, 
logo, mission statement or other 
valuable company informat ion. 

E-mail reprints@gie.net 
to learn more. 

http://www.RNDsigns.com
mailto:jleonard@mfpinsure.com
http://www.mfpinsure.com
http://www.clip.com
http://www.TurfGold.com
http://www.lawnandlandscape.com
http://www.christmasdecor.net
http://www.landscapermarketing.com
mailto:reprints@gie.net


AD INDEX 
Advertiser Website Page# RS# Advertiser Website Page# RS# 

Agrium Advanced 
www.agriumat.com 25 27 

Landscape Safety www.landscapesafety.com 9 0 61 
Technologies 

www.agriumat.com 
Lebanon Turf www.lebanonturf.com 7 12 

Agrotain www.agrotain.com 69 4 6 Liquid Fence www.liquidfence.com 83 56 

All Pro Putting Greens www.allprogreens.com 99 6 6 Marsan Turf 
www.marsanturf.com 

Marsan Turf 
www.marsanturf.com 101 6 8 

Ariens/Gravely www.gravely.com 132 91 & Irrigation 

Ballard Equipment www.ballard-inc.com 119 82 Maruyama www.maruyama-us.com 71 48 

BASF www.betterturf.com 63 42 Middle Georgia 
Freightliner 

www.gatrucks.com 95 63 

Belgard www.belgardwinter.com 31 ,91 3 1 , 6 2 
MistAway Systems www.mistaway.com 121 86 

Belgard www.belgardwinter.com 
MistAway Systems www.mistaway.com 121 86 

Bobcat www.bobcat.com 89 60 
Monsanto 41 34 Monsanto www.monsanto.com 41 34 

Brillion Iron Works www.brillionironworks.com 101 69 
Mulch Mule www.mulchmule.com 20 24 

Brown Products www.brownproducts.com 56, 57 4 0 , 4 1 Neely Coble www.neelycoble.com 107 73 

Carl Black GMC www.carlblack.com 111 75 Novae Corp. www.novaecorp.com 70 47 

Cascade Lighting www.cascadelighting.com 74 52 13 ,49 , 16, 37, 

C&S Turf Care 
www.csturfequip.com 

PBI/Gordon www.pbigordon.com 85,117, 57, 79, 

Equipment 
www.csturfequip.com 72 49 121 85 

Deep Fork Tree Farm www.dftrees.com 100 67 
Pine Hall Brick www.pinehallbrick.com 87 58 

DeerPro www.deerprorepellent.com 68 45 
PRO 
Landscape/Drafix 

www.drafix.com 2 10 

DIG Irrigation 
Products 

www.digcorp.com 104 72 Project Evergreen www.projectevergreen.com »11 •15 

Dow AgroSciences www.dowagro.com/turf 61 ,105 
Quali-Pro www.quali-pro.com 34, 35 32 

DuPont Professional 
www.proproducts.dupont.com 

16,17, 20, »29, Rain Bird www.rainbird.com 
51 ,102 3 8 , 7 0 

Products 
www.proproducts.dupont.com 

•29, *97 *64 
103 71 

Earthway Products www.earthway.com 14 18 
RealGreen Systems www.realgreen.com 116 78 

Efco Power Equipment www.efcopower.com 113 77 
RedMax www.redmax.com 53 39 

Exaktime www.jobclock.com 59 59 
Redi Haul Trailers www.redihaul.com 118 81 

Exaktime www.jobclock.com 59 59 
Redi Haul Trailers 

Exmark www.exmark.com 27 28 
Scott s 
Professional Seed 

www.scottsproseed.com 108-109 74 

Fabriscape www.fabriscape.com 118 8 0 
SePRO www.sepro.com 19 23 

Finn Corp. www.finncorp.com 123 89 
www.sprayerpartsdepot.com 122 87 

Finn Corp. www.finncorp.com 
Sprayer Parts Depot www.sprayerpartsdepot.com 122 87 

Gregson-Clark www.gregsonclark.com 73 51 
Syngenta www.syngentaprofessional 

21 25 
Ground Logic www.groundlogicinc.com 121 84 Professional Products products.com 

21 25 

Hoelscher www.hoelscherinc.com 122 8 8 Techo-Bloc www.techo-bloc.com 79 54 

Horizon www.horizononline.com 15 19 Timber Tech www.timbertech.com 81 55 

Hortica www.hortica-insurance.com 67 44 Toro www.toro.com 43 36 

Hunter Industries www.hunterindustries.com 131 9 0 Tournesol Siteworks www.tournesolsiteworks.com 72 50 

J.J. Mauget www.mauget.com 23 26 Tree Tech 
www. treetech. net 120 83 

John Deere www.johndeere.com 9 13 
Microinjection Systems 

John Deere 
Construction 

www.johndeere.com 65 43 

Turbo Technologies 

UPI Manufacturing 

www.turboturf.com 

www.sidewalksleever.com 

18 

14 

22 

17 

Jonsered (distributed by 
www.jonseredpower.com »11 »14 

U.S. Lawns www.uslawns.com 4 0 33 

Tilton Equipment Co.) 
www.jonseredpower.com 

Visual Impact Imaging 
www.visualimpactimaging. 

75 53 
Kawasaki www.kawpowr.com 5 11 

Visual Impact Imaging 
com 

Kichler Lighting www.kichler.com 42 35 Westheffer Co. www.westheffer.com 18 21 

L.T. Rich 112 76 
*Denotes regional advertising. This listing provided as a courtesy to Lawn & Landscape 

L.T. Rich www.z-spray.com 112 76 advertisers. 
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DEVIL 'S Advocate 

} Industry journalist Pat Jones presents both sides 
from his sometimes twisted point of view. 

Hanging together 

PAT JONES IS a 
veteran journalist 
and market ing 
communicat ions 
consultant in the 
turf/golf industry. 
He can be 
reached at 
pjones@gie.net. 

As some of you might know, I 
also write a monthly column 

for Lawn & Landscapes sister 
publication, Golf Course Industry, a 
magazine primarily aimed at golf 
course superintendents and related 
folks in the very scary, ultra-short 
grass business. 

A lot of the operational and 
regulatory issues over on the super-
intendent side are clearly different 
than our business. Superintendents 
maintain and enhance just one 
property while you work on dozens, 
hundreds or thousands. They focus 
on the needs of a handful of snobby 
golfers while you try to accommo-
date many and varied customers. 
They only need to sell themselves 
every eight or nine years when they 
change jobs while you sell your ser-
vices every day. They will generally 
spend more annually on pesticides 
to protect and preserve their 18 little 
"babies" (putting surfaces) than you 
spend on control products for 180 
lawns in a year. 

But, despite the differences, the 
similarities are increasingly compel-
ling. That's why I decided it was 
time to play Devil's Advocate and 
suggest that, like twin sons of dif-
ferent mothers, it's time we made a 
better effort to get together with our 
siblings. Here's what I mean: 

The Devil would suggest that 
the golf business and the landscape 
business are built on totally different 
business models. He would argue 
that golf is all about spending lav-
ishly to pamper a handful of spoiled 
rich morons who like to hit a silly 
white ball around an unnaturally 
green playing field. In reality, golf 
has been forced to become just as 
businesslike as your world. There are 
just fewer than 16,000 courses in the 

U.S. - about 5,000 more than just 
20 years ago - yet there are about 
the same number of golfers as in 
1990. You think you have competi-
tion? In an overbuilt, depressed, 
recession-era market, courses are 
killing each other over players and 
it's become a discount-driven, do-or-
die market. Sound familiar? 

We would also all agree that water 
is the No. 1 issue facing the green 
industry, but the Devil would argue 
that golf courses overuse Earth's 
most precious resource just to keep 
things soft and emerald. But, in 
states like Georgia, even cynical 
politicians have begun to realize that 
the economic benefits of golf plus 
the high-efficiency irrigation systems 
and smart practices they use more 
than justify the water consumed. 

The Devil might contend that golf 
courses overdo it with pesticides and 
fertilizers just to meet the unrealistic 
expectations of the aforementioned 
rich idiots. Yet, those things cost 
money and superintendents are 
inherently frugal. I also think you'd 
find that many are just as sensitive to 
over-application issues as nearly any 
organic lawn-care type out there. 
They do want to be good stewards. 

LCOs around the country are 
fighting noise issues ... but so are 
golf courses. You'd be surprised how 
often people who live around the 
course complain about the course's 
maintenance practices, especially at 
daily fee facilities where non-golfers 
are bedeviled by 6:15 a.m. wake-up 
calls from triplex mowers. 

Golf courses, like lawns and 
grounds, also face the general 
perception problem that intensively 
maintained turf and landscape areas 
couldn't possibly contribute environ-
mentally. Yet, all urban greenspaces 

create oxygen, filter pollutants from 
air and water and provide a cooling 
effect and other ecological benefits. 
The Devil in some people berates 
courses because they don't perceive 
any benefit from them, whereas they 
might defend their lawn to the death 
because it increases the value and 
enjoyment of their home. 

Finally, though we may not be on 
the top of the priority list, we face a 
new Congress and a new adminis-
tration that are far less likely to be 
friendly to our market. 

The point is that now, more than 
ever, the two primary green industry 
markets face the same set of issues: 
economic challenges; concerns 
about inputs and neighbors; and a 
general lack of awareness among the 
public and decision-makers about 
the benefits of what we do. 

We can no longer afford to focus 
on the differences between our mar-
kets when we have more similarities 
than ever before and, most impor-
tantly, more reasons to collaborate 
and cooperate than ever before. 

I'd like to call upon all the lawn 
and landscape organizations out 
there to renew and redouble efforts 
to join forces with the golf industry 
to show that, together, we are a criti-
cal economic and environmental 
resource in this country. We have to 
make this happen at the local level. 
We need coalitions in every com-
munity and every state to make our 
case. If we don't do it, those who op-
pose the green industry will prevail. 

More than two centuries ago, 
Benjamin Franklin told the nervous 
patriots who stood up to a monarchy 
to form our democracy that, "We 
must hang together, gentlemen, or 
else we most assuredly shall hang 
separately." Think about it. ® 
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D o you r e m e m b e r it be ing this hot? 

Control your Controller. 

The Solar Sync sensor a n d 
module w o r k w i t h al l P ro -C 
a n d ICC c o n t r o l l e r m o d e l s . 

Now a change in the weather means an automatic change to your controller watering. 

The N e w Solar Sync is the ET system that does the work for you. 

Hunter 
hunterindustries.com 

committoblue.com 
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Sure you can cut it. 
The question is, can you grow it? 
You know Gravely has an impressive lineup of powerful, high-performance mowers. What you 
might not know is that Gravely also has a program to help you grow your business. It's a lean 
approach that streamlines your operation by eliminating waste and inefficiencies. It's a process that 
creates avenues for sustained profitability. It's a boost to employee morale. You're doing everything 
you can. We're saying CUT IT OUT. Take the first step toward working smarter. Not harder. 

Visit WWW.GRAVELY.COM. 
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W E KEEP Y O U C U T T I N G " 
www.gravely.com A* 1 

An Aliens Company. • Registered trademark andtrademark of Ariens Company. 

http://WWW.GRAVELY.COM
http://www.gravely.com

