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If you answered 
'whatever's leftover 
after expenses,' 
turn to page 46 to 
determine how you 
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•for itseifSO times 

over the f i r s t year!" 

Kostas Menegakis, Landscapes-R-Us 

" I sMA two jobs the 

furstweek.1^ oumeò 

t k e f r o ß raMi: 

Dustin Leite, Maple Leaf Farms & Nursery 

f j PRO """" 
So Landscape 

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-making tools than you 

ever thought possible, and is so easy to use, you'll be up and 

running in minutes, translating your ideas into photorealistic 

images, accurate CAD plans and polished proposals that sell. 

Realistic photo imaging Easy-to-use CAD Customer proposals 

/ \ / \ / 

3D photo rendering 3D CAD rendering Night & holiday lighting 

drafix software rc 

/•A'"'-

PRO 
Landscape 
The Standard in Design Software for Landscape Professionals! H 

60-day Money-Back Guarantee! 
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Features 

INTERVIEW 
to Nursing His Business Along 

Jerry Faulring chucked a successful 
career in lawn care to start one of 
the most successful nurseries in the 
mid-Atlantic. Here's why and how. 

BRIEFCASE 
60 Pricing Up When Things are Down 

In a turbulent economy where 
"spend" has become a nasty word, 
landscape contractors struggle 
to price services to keep clients 
and still run a profitable business. 
Lawn & Landscape talks to three 
professionals who share their unique 
strategies. 

Small - less than $500,000 
6: Give & Take 

Appealing to a limited client base 
will require pricing flexibility this year 
for Greenough Landscapes. 

Medium - $500,000 to $4 million 
66 A Question of Loyalty 

Loyal customers are the backbone 
of Landscape Unlimited's business, 
but everyone is scrutinizing prices 
this year. 

46 
COVER STORY 

How Much 
Do You Make? 
If you answered 'whatever's leftover after expenses/ turn to page 
46 to determine how you can start paying yourself a fair wage. 

Large - More than $4 million 
70 Income Over Increase 

High profit margins reign over 
a high customer count 
at Kinnucan Co. 

STRATEGIES 
71 New Show, Old Tricks 

New administration could cause 
floodtide of new and renewed 
pesticide regulations. 

82 A Safe Investment 
Are hazards lurking at your job 
sites? Effective safety inspections 
can save your company both 
money and lives. 

What's Your Niche? 
86 Center Stage 

Landscape Design's new outdoor 
staging service appeals to 
homeowners in a pinch to sell. 

SUSTAINABILITY 
90 IPM in Action 

Sure, everyone 
encourages lawn care 
operators to use IPM, 
but how does it work? 
And does it really save 
time and money? One 
company shares its 
approach. 

INTELLIGENT IRRIGATION 
94 Treading Water 

Irrigation professionals 
in Georgia seek profit 
while battling drought, 
water restrictions and a 
faltering economy. 
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JERRY FAULRJNG 
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INSIGHT 
IS Recession Obsession? 

Hanging your head because of 
negative news? Take a look at the 
big picture. Things might not be 
as bad as they appear. 

22 A Case for Optimism 
The consumer confidence and 
sentiment surveys show plenty 
of doom and gloom, but this 
economist says the long-term 
outlook for consumer spending is 
- gasp - positive. 

26 Buying a Franchise 
in a Down Economy 
Despite the uncertainty on Wall 
Street, buying a franchise now can 
be a good move - if you follow a 
few rules. 

MONEY 
28 Safe Bets 

Where is your cash? And how safe 
is it? 

30 Business for Sale? 
Sure, it may seem like no one's 
buying anything today, but now 
could be a good time to sell. 

PERSPECTIVE 
Live & Learn 

34 Nip/Tuck 
A tough economy teaches 
Blondie's Treehouse where 
to cut costs. 

Finding Balance 
36 Secret Garden 

More than seven years after 9/11, 
landscape architect Amber Freda 
reflects on her time spent tidying a 
rooftop garden the week following 
the attacks. 
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Improved idling, routing and 14 Editor's Notebook 
maintenance can save more 124 Classifieds 
fuel than you think. fuel than you think. 

129 Ad Index 
108 From Push to Pull 

Tired of Yellow Pages ads? 
Try online search marketing 
where you pay only when a 
customer clicks on your link. 

TOOLS OF THE TRADE 
1 LO Sprayers 
122 Chain saws 

Columns 
32 Notes From the Grunderground 

MARTY GRUNDER 

88 Huston, We Have a Problem 
JIM HUSTON 
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BRIAN VINCHESI 

130 Devil's Advocate 
PAT JONES 

108 
FROM PUSH TO PULL 
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WHILE YOU'RE AT IT 
It's easy and profitable to add tree care to your existing service -
and it won't add much time to your call. Mauget insecticides, 
fungicides, and other products are in a completely enclosed 
micro-infusion system, so all you do is drill, inject and let it drain. 
With low risk to the environment, Mauget can be used near pools, 
ponds, schools and parks. Provide clients with Mauget professional 
tree care and get your other work done too. 

Simple to add to current service 

Minimal investment in tools 

High profit potential 

Can be used where other methods can't 

SERIALS 
MAR 2 4 2009 

MICHIGAN STATE UNIVERSITY 
LIBRARIES 



Paying less w i t h o u t 
sett l ing for less. 

That 's inte l l igent . 

The Intelligent Use of Water™ 

RA/NHB/RD 



Rain Bird® 5004 Rotors: 
Save 40% over Hunter® PGP-ADJ® Rotors/ 

Rain Bird List Price 

$1200 
Hunter List Price 

$ 1 9 9 5 

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

Save up to 45% with 
proven Rain Bird products. 

To help your business thrive in 2009, 

we are lowering list prices on many of our 

industry-leading, water-efficient products. 

Because The Intelligent Use of Water™ is about 

saving water and money. Ask your Rain Bird 

sales representative or 

distributor about these 

new low prices today. 

TALK TO YOUR 
SALES REP OR 
DISTRIBUTOR 

See how much you'll save at 

www.rainbird.com/savings 

Rain Bird List Price Hunter List Price r t a i i i D i m L I » I r n i e n u i u e i u i m r i 

i t $525 $£75 

) Rain Bird® ESP-LX Modular Controller: 
Save more than 5% over Hunter® ICM800PL* 

Rain Bird List Price Hunter List Price 

mfi J $ 356 $ 379 
Rain Bird® DV and JTV Series Valves: 
Save nearly 20% over Hunter® PGV-100G Valves" 

Rain Bird List Price Hunter List Price 

$ 2 2 5 0 $ 2 7 7 5 

Rain Bird® ESP Modular Controller: 
Save more than 20% over Hunter® Pro-C300i.* 

Rain Bird List Price Hunter List Price 

$127 $162 
Rain Bird® 1806 Sprays: 
Save more than 10% over Hunter® 
PROS-O6 Sprays* 

Rain Bird List Price Hunter List Price 

$939 $«|Q50 

Rain Bird® 1804 Sprays: 
Save more than 25% over Hunter® 
PROS-04 Sprays* 

Rain Bird List Price Hunter List Price 

$248 $335 

Rain Bird® 5004 SAM Rotors: 
Save more than 40% over Hunter® 
PGP-ADV® Rotors* 

Rain Bird List Price Hunter List Price 

$ 1 5 o o $ 2 5 7 5 

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

U S E R E A D E R S E R V I C E # 1 2 
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ONLINE Contents 
III Network with the industry through Lawn & Landscape's interactive Web tools. 

l ^ J Ä 1 
O H 

Cindy Code 
Director, 
Interactive 
Content 
Lawn & 
Landscape 

MARCH 2009 IM 
Log On, Visit Your 
Improved Online 
Community 

Welcome to the new 
Lawn & Landscape Online 
Community. In addition to 
the many features you've 
come to know us for -
daily comprehensive news 
content, interactive message 
board and complete MSDS 
and product label database -
there are many new areas for 
you to check out including: 

[jj Your resource for t e c h n i c a l a n d training In format ion 
• Boota • Tramino VWeo« • Software • Educational Aids 

MAGA/INI S «» INDUSTRY • MULTIMEDIA - COMMUNITY - CAREERS • PROFILE a RESOURCES 

curant u u « | d w g r / bu4d I mamtananca | lawi cara | irrigation | a-oa»»lattar» | raadar aarvica 

lartrtaptQ 
E-MAIL SIGN 

mmtmrntfrn 

perma 

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

Pajm^BIRD 

Trinity 

( J J O H N D E E R E 

a Fishing Icon Visits ExmarK Want 
a NTf A Announces Oraan Truck Summit Spaakar 
a City Considars Grata Clippings Ban 
a North Carolina Suffars From Drought 
a South Carolina on «rink of Drought 
a Turf Convarsion Program Witts in ftaaponsa to tha tconomy 

PC-2«0 Powar Edgar 

• a 

In t o d a y 's 
e c o n o m y , 

t h e r e ' s o n l y 
o n e s u r e - f i r e 
i n v e s t m e n t . 

The Lingo Guide 
for Landscaoen J^ 

I T PRO 
• : - Landscape I 

Easily turn 
your ideas 
into plans 

and pol ished 
proposals 
that sell. 

Blogs: 
Read and comment on the 
latest blog entries from our 
Lawn & Landscape editors 
and columnists. 

Forums: 
Create or contribute to the 
conversation in a variety 
of specialty forums such 
as lawn care, design/build 
and irrigation. Stay actively 
involved in community 
discussions. 

Careers: 
Visit our new job board and 
see what jobs are out there 
and who's looking for work. 

Member Search: 
View profiles created by 
other subscribers to the 
Lawn & Landscape Web site. 
See their favorite online 
articles, videos and photo 
albums; many of which they 
uploaded themselves. 

My L&L: 
Any article, video, classified 
ad, product, etc., you find on 
our site can be added to your 
profile by simply clicking the 
"Add To My L&L" link. Keep 
it for your records and share 
it with others through your 
online profile. 

My Landscapes: 
Upload your landscape 
photos and create collections 
and albums. Then set the 
sort order for a slide show to 
share with the community. 

My Profile: 
Make your profile 
information available to 
others in the community. 
Enter information about 
yourself and/or your 
company. Subscribe to our 
news, product and specialty 
e-newsletters. 

Multimedia: 
Listen to new podcasts 
posted weekly online as well 
as view new videos through 
Lawn & Landscape and 
YouTube. 

Create a User Profile and Add Your Comments 
To participate in our online community, you must create 
a user name and password. This will provide you with full 
access to blogs, forums, career board, member profiles 
and other social networking aspects of our site. It's also 
your opportunity to comment on the news and feature 
articles we post on this site. Please create a member profile 
by clicking on the profile button on the top navigatation 
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bar of www.lawnandlandscape.com. If you are a Lawn 
& Landscape magazine subscriber, but have never been to 
our Web site, you can use our account lookup feature from 
the subscribe button found at the top right, next to the 
search feature. Simply enter the account number from your 
magazine label, we'll verify your account and you'll quickly 
be on your way. 

http://www.lawnandlandscape.com
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woódace 
n u t r i t i o n f o r l a n d s c a p e o r n a m e n t a l s 

Discover the Opportunity 

Woodace products are designed to help professionals care for 
landscape beds and ornamentals. The Woodace product line 
offers a variety of premium fertilizers, control products, and 
combination products adaptable for a variety of trees, 
shrubs, annuals, and groundcovers. Discover the opportu-
nity with the Woodace Product line. Ask your LebanonTurf 
dealer for the following products: 
• 12-3-6 A.C.R.E. 

Ideal for azaleas, conifers, rhododendrons, and all evergreens 
that thrive in acidic soil. 

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

Woodace Preen Plus 
• For preemergent control of over 150 grassy and broadleaf 

weeds in shrub beds and other landscape areas. 

For a FREE hand spreader, application 
guide and to connect with a LebanonTurf 
dealer in your area, visit our web site at 
www.LebanonTurf.com, click on promo-
tions and enter coupon code LL5039. 

LebanonTurf Improving the Way Professionals Care for Turf 

www.LebanonTurf .com • 1 - 8 0 0 - 2 3 3 - 0 6 2 8 
USE READER SERVICE #13 

http://www.LebanonTurf.com
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MY Turf 

NICOLE WISNIEWWKI 
Editor 

Nickels & Dimes 

"A great failing 
among landscape 
businesses is 
that many owners 
undervalue their 
own worth with 
low salaries." 

How much money do you make? 

It's not a question many are willing to answer out right. It's like asking someone 
how old they are or how much they weigh - most just don't risk it. 

Unless it's public knowledge, people tend to feel they will be judged in some way if 
they reveal their salaries, and for many a good reason. If the amount is perceived as 
too much, coworkers and employees may resent the owner or demand wage increases, 
regardless of worth. If the amount is perceived as too little, owners risk embarrassing 
themselves in a society that often equates money with worth. There is also the fear 
of finding out that maybe, just maybe, an owner doesn't make near what he should 
after years of toiling away building a successful 
business. 

It's one of those personal bits of information 
no one talks about, and some feel no one should 
talk about. 

In fact, in Lawn & Landscape's nearly 30 years, 
we have addressed revenue and pay scales for 
employees across the board, and while our re-
search has revealed an owner's average salary, 
we haven't outright asked people if they felt 
they were paid fairly and if they knew how their 
salary stacked up to others inside and outside 
the industry. 

Until now. 
We broke the rules and asked the question no 

one wanted to ask... or answer. And, surpris-
ingly, we drew some tremendous response from the industry. After all, who wouldn't 
want to learn how to add an extra zero to their paycheck? (Check out the story starting 
on page 46.) 

During our research, we learned that a great failing not only among landscape busi-
nesses but also among general small business is that many owners undervalue their own 
worth with low salaries, yet these same people feel they have a successful business. 

Now, before you jump at this statement, let me justify a point here. Many owners 
prefer to reinvest in their businesses over taking higher salaries as a means to grow. 
Others think that during a recession, it's wise to earn less for the sake of keeping the 
business free of layoffs until a time when they can pay themselves back. There are 
many scenarios that do justify rises and falls in pay rates. 

However, beyond the normal start of a business and during times like those described 
above when an owner makes sacrifices, there must be a point when you have to decide 
whether you are really in a viable business that delivers value to you customers, your 
staff and yourself or whether you've just bought yourself a job. Many people look at 
what they are paying themselves and see this as a good salary for the job. What they 
overlook as the business owner are the hours they put into that business. 

After all, you personally need to earn an income that affords you the lifestyle you 
want for yourself. Isn't that why you started your own business in the first place? ® 

Leading business media for landscape contractors. 

4 0 2 0 Kinross Lakes Parkway. Suite 2 0 1 
Richfield. Ohio 4 4 2 8 6 
Phone: 800 -456 -0707 

Editorial Fax: 3 3 0 - 6 5 9 - 0 8 2 4 
Internet: www.lawnandlandscape.com 

Subscriptions & Classifieds: 800 -456 -0707 

E D I T O R I A L 
NICOLE W I S N I E W S K I E d i t o r 

nwisniewski@gie.net 

O N L I N E 
CINDY CODE Director, Interactive Content 

ccode@gie.net 

HEATHER TAYLOR Content Editor 
htaylor@gie.net 

KATIE ALBERTI Content Editor 
kalberti@gie.net 

C R E A T I V E 
MARK ROOK Creative Director 

mrook@gie.net 

ANDREA VAGAS Managing Art Director 
avagas@gie.net 

C O L U M N I S T S 
MARTY GRUNDER Grunder Landscaping Co. 

& Marty Grunder Inc. 
marty@martygrunder.com 

JIM HUSTON J.R. Huston Enterprises 
jhuston@jrhuston.biz 

PAT JONES Flagstick LLC 
psjhawk@cox.net 

BRIAN VINCHESI Irrigation Consulting 
bvinchesiu@irrigationconsulting.com 

KURT THOMPSON K. Thompson & Associates 
kurt@kthompsonassociates.com 

L A W N & L A N D S C A P E 
M A R K E T I N S I G H T C O U N C I L 

BILL ARMAN. The Harvest Group. Caza, Calif. 

ANDREW BLANCHFORD. Blanchford Landscape 
Contractors, Bozeman, Mont. 

KURT BLAND. Bland Landscaping. Apex. N.C. 

JENNIFER BUCK. Next Level Network. Baltimore. Md. 

JOE ClALONE, industry nursery consultant. 
Boynton Beach, Fla. 

TOM DELANEY. PLANET. Lilburn, Ga. 

CHRIS ECKL. Earthtones. Atlanta. Ga. 

TOM FOCHTMAN. CoCal Landscape. Denver. Colo. 

BENTON FORET, Chackbay Nursery 
& Landscaping, Boyne City, Mich. 

BOB GROVER, Pacific Landscape Management. 
Hillsboro. Ore. 

MARTY GRUNDER. Grunder Landscaping 
and Marty Grunder Inc.. Miamisburg. Ohio 

RICHARD HELLER. Greener by Design, Pelham, N.Y. 

TOM HEAVILAND. Heaviland Enterprises. 
Vista. Calif. 

JIM HUSTON. J.R. Huston Enterprises. 
Englewood. Colo. 

JEFFREY JOHNS. Coastal Greenery, Brunswick. Ga. 

B R E N T M E C H A M & A N D Y S M I T H . 
Irrigation Association. Falls Church, Va. 

DALE MICETIC. ISS Grounds Control. Phoenix. Ariz. 

C H R I S & M A T T N O O N . N o o n L a n d s c a p e . 
Hudson, Mass. 

TODD REINHART. Reinhart Grounds 
Maintenance/Weed Man, Bloomington, III. 

CHAD STERN. Mowing & More. Chevy Chase. Md. 

BOB WADE. Wade Landscape and CLCA. 
Newport Beach. Calif. 
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I S T A N D U P A N D P E R F O R M 
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Introducing the new Wright Stander® ZK™. 

With speed, stability and control, you can go the distance. Tackle 

the changing terrain with absolute ease. Introducing a new force 

in lawn maintenance that let's you do it all—the 31 hp Wright 

Stander ZK. With cut speeds of up to 13.5 mph, you'll blow any 

mid-mount Z out of the water on jobs big and small. 

Experience the advantages of standing. 

Ride Wright. 

TRADE UP TO A 
STANDER ZK 
WITH OUR "THREE FOR 
FREE" DEMO PROGRAM. 
Visit our website to sign up today! 

www.wrightmfg.com T H E W R I G H T W A Y T O M O W 

ffirinht 
^ ^ ^ c o m m e r c i a l products For more information, call 1.301.360.9810 or find our dealer locator at www.wrightmfg.com. 

USE READER SERVICE #14 
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READERS' Forum 

UP WHEN THINGS ARE DOWN 
I was reading Marty Grunder's Sales & 
Marketing column "Five Ways to Get Up 
in a Down Economy" in January Lawn & 
Landscape, and I totally agree with you. 
It was refreshing to hear about ways to 
stay upbeat and improve business in a 
down economy, although the concepts 
are not new. I am trying to introduce the 
benefits of compost to people and find 
it quite challenging. Keep the upbeat 
articles coming. 

Bill Dufault 

Heiress Compost, Michigan 

TOAST TO TEXAS 
Just enjoyed your special report "Fast 5" in 
the December 2008 issue of Lawn & Land-
scape, especially the part about my home 
state of Texas. You're right on target that 
the contractors here aren't hurting nearly 
as badly as those in California, Arizona 
and the Great Lakes. Favorable business 
conditions like low taxation and readily-
available labor will keep companies relo-
cating to Texas for a long time to come. 

Jeff Carowitz 

Strategic Force Marketing, Huston, Texas 

THANK YOU 
I was thinking about the past year and 
thought about you and the staff at Lawn 
& Landscape. Thanks for all you do to help 
our industry. 

Dale Micetic 

President, ISS Grounds Control, Phoenix, Ariz. 

PROBLEMS WITH PRICING 
We all want more money for the work 
we do. Comparing our overhead to other 
industries that charge a lot more with a lot 
less overhead, we should be getting a lot 
more for what we do. Problem is, we've 
got to keep our prices down as cheap as 
possible in order to be a viable industry. 

Chuck Twist 

L&L Message Board 

The other problem is anyone with a truck 
and a lawn mower thinks they can cut 
lawns for $35. 

Craig Rolfe 

L&L Message Board 

EDITOR'S NOTE: For more information on 
pricing, read this month's Briefcase series 
starting on page 60. 

Leading business media for landscape contractors. 
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A superior fungicide that transcends liquids. 
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Introducing a granular that protects like a sprayable. New Heritage® 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 
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A PRICE TO PAY 
An impromptu roundtable on the first 

night of the Agrium Advanced Tech-
nologies Green Industry Grad School 

Dec. 8-10, 2 0 0 8 prompted some interesting 
discussion about the price of fertilizer and how 
lawn care operators are coping. 

The majority of lawn care operators present 
said their fertilizer prices increased between 
60 and 90 percent from 2007 to 2008 , and 
when looking at the cost increases on the raw 
materials in fertilizer, one can see why prices 
were so steep. In just one year, urea costs more 
than doubled, phosphorus and potassium costs 
more than tripled, and the price of sulfur went 
up 6 0 0 percent, Agrium reports. 

While prices have stabilized considerably for 
many (Sean Kaiser, head of the fertilizer divi-
sion at New Milford, Conn.-based YardApes 
reports prices increased 33 percent since last 
May and only 1 percent since last October, 
showing a leveling off of increases for the 
company), some expect them to increase again 
once fuel prices move up again this summer. 

Where this really affects LCOs is in their 
pricing. Event attendees were only able to raise 
prices a small amount - not nearly enough to 
counter rising fertilizer prices. Both Naper-
ville, 111.-based Spring-Green and Norcross, 
Ga.-based Arbor-Nomics raised rates 5 per-
cent, while Nature's Select of Winston Salem, 
N.C. increased prices 1 to 2 percent. 

For more information from the event, visit 
www.lawnandlandscape.com. - Nicole Wisniewski ® 

Clockwise from top left: Spring-Green's Harold Enger and Yard Apes' Shayne Newman; industry consultant Marty Grunder educates attendees 
on how to outservice, outsell and outdo the competition; Arbor-Nomics' Dick Bare with Enger conversing during a session; Bill Hildebolt and 
Gene Queen with Nature's Select Premium Turf Service preparing for a discussion; Queen with Michael Ferro from Tomlinson Bomberger Lawn 
Care and Landscaping; Jeff Korhan updates attendees on emerging trends in Internet marketing and the green movement. 
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Turf Wars 
í í j i "urf is useless." 

That is what government regula-
tors are saying about that lush jade carpet 
families like to play and relax on when the 
weather warms... the same one that keeps 
landscape and lawn care professionals in 
business, according to Erica Santella and 
Barry Troutman - two Florida-based turf 
specialists from lawn care giants Tru-
Green ChemLawn and ValleyCrest Cos. 
"Activists say, Tf you can't eat it, don't 
grow it,' but they completely ignore the 
benefits of turf," Santella continues. Both 
industry veterans spoke on growing lawn 
care businesses in the face of government 
regulations during Bayer's Healthy Lawns, 
Healthy Business Summit on Dec. 4 ,2008 
in Orlando. 

How can contractors counteract these 

negative opinions? "Educate your clients," 
Santella says. "They should feel comfort-
able calling and asking you questions 
about their lawns and irrigation needs, 
so they feel confident knowing their 
landscape is healthy and they are using the 
least amount of water to keep it thriving. 
Educate them on turfs benefits so they 
feel good about having a lawn." 

"Be more politically active," Troutman 
adds. "Know who your county commis-
sioner and city and state legislators are 
- and make sure they know you. Then 
when they have questions about lawn 
care they will be more apt to ask you for 
your opinion." 

While Santella and Troutman rounded 
out the event, Orlando's Stan Geberer 
from economic and financial consulting 
firm Fishkind & Associates kicked off the 
day, sharing recession update. 

Geberer started by laying out the sta-
tistics. "In December 2007, we started 
losing 100,000 jobs a month. The fall off 

in business confidence and consumer 
confidence is down to a 40-year low. 
Spending at the consumer level is bad 
- retail sales are not well at a 3 percent 
decline month to month. The subprime 
mortgage crisis, which they thought they 
could contain, has been very volatile and 
difficult to predict. All these signs tell us 
our economy is very weak." 

Geberer predicts the U.S. will be in 
recession through 2009, and recovery 
will be slow happening through 2010 
and 2011. 

Concerning housing, while there has 
been a dramatic pull back in the demand 
for residential construction, housing 
markets are seeing a light at the end of the 
tunnel as they bear off some inventory... 
"of course, we had to see a pull back of 70 
percent in residential construction to get 
there, but it's something." Geberer says, 
predicting a 2010/2011 housing market 
recovery. "There are lots of houses on the 
market but nobody's home," he says. "But 

^ M i s t R w a y 
. -—systems^ w s Outdoor Insect Control 
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Landscaping Professionals 
to sell, install and service our 
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1 866 485 7255 
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Clockwise from left: Economist Stan 
Geberer gives audience members 
an overall U.S. recession update, 
as well as news from specific areas 
of Florida; Robert Palmer, owner 
of Weed Pro, spoke on a panel 
titled "Managing and Growing Your 
Business in a Tough Economy" 
during the Doylestown, Pa. summit 
in August 2008; Erica Santella 
and Barry Troutman round out 
the Orlando summit with a look at 
pesticide and fertilizer regulations. 

as home prices continue to decline, people 
will be able to buy homes again, and that 
pent up demand will unfold." 

For a look at pesticide regulations amid 
the new administration, turn to page 74, 
and for a landscape industry recession 
check, turn to page 18. - Nicole Wisniewski 



INSIGHT III Trends and statistics to give you an edge 

(!) 
r Recession^ 
o b s e s s ; © * ? 

Hang ing your h e a d because of n e g a t i v e news? T a k e a look a t 
t h e big picture. Things m i g h t no t be as b a d as t h e y appear . 

BY NICOLE WISNIEWSKI 

A Look at Le^d^ 
Since October 2 0 0 8 , have you 

had chal lenges obta in ing 
business loans? 

M WK 
w WB 

T he Economist has something they call an R-word index, which 
counts the stories that use the word "recession" in the New York 

Times and the Washington Post. The index reached a seven-year high 
in January 2008. On average, each newspaper published 7.1 stories 
per day containing the feared term. 

While they don't have statistics that show today's high, as one can 
imagine with the barrage of negative headlines lately, the number 
has soared. 

Employment experts say small businesses stand to lose as many 
as 2 million jobs through the end of the year, according to the Los 
Angeles Times. The National Federation of Independent Business 
reports small business confidence dropped to the second lowest level 
in its 35-year history in January. The recession began in December 
2007, according to the National Bureau of Economic Research, which 
means it's already the third-longest downturn since 1945, and come 
May, it could become the longest in postwar history. 

And the negative news continues. 
"Yes, the short-term outlook is dismal and will remain that way for 

months," maintains Economist John Cassidy in February's Portfolio. 
"On top of a slumping housing market and credit crunch, we have 
soaring unemployment, an unprecedented fall in consumer confi-
dence, daily corporate retrenchments and a dramatic slowdown in 
the world economy, which is affecting even India and China. Where's 
the good news?" 

So Lawn & Landscape set out to find some good news. We conducted 
a survey in February to get a pulse on how the landscape industry 
is coping with the recession. And the results, surprisingly, are not 
that bad. 

While 87 percent of contractors agree the economy is in a recession 
and one-third say this is the worst economic climate they've expe-
rienced in their company history, more than half (52 percent) are 
optimistic about business this year. The average landscape contractor 
expects a 3 percent increase in sales. 

Though sales are starting off slow, customers are optimistic - just 
taking more time to make decisions, according to 41 percent of re-
spondents. And 66 percent of contractors have not had challenges 
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obtaining business loans. 
Though Cassidy doesn't call himself a "heady optimist," he 

thinks "there is a danger of repeating the mistake that many of 
us made during the boom: extrapolating current trends to make 
decisions about the future, failing to take into account how rap-
idly economic circumstances can change. There's a risk that we 
may again overshoot the mark: As the economy goes down, we 
could be overemphasizing the negative just as we exaggerated 
the positive on the way up." 

Let's take a look at the trends and review some advice from 
industry experts and contractors on kicking off spring 2 0 0 9 in 
the right frame of mind. 

OPTIMISM OVER PESSIMISM. Some general small business surveys 
concur with Lawn & Landscapes latest research. In December 
2008, SurePayroll found 40 percent of small business owners 
had not seen their business negatively impacted by the down 
economy. 

"Main street is doing better than people think," notes Michael 
Alter, president of SurePayroll. "While it's true that many small 
businesses are struggling, there is still a healthy contingent of 
small business owners who are holding their own in this difficult 
economy, and many who are managing to grow their businesses 
even in these tough times." 

This study also found that small business hiring is up 3.3 
percent year-to-date. "You're not seeing the large scale layoffs 

| ^ that you see in larger companies," Alter says. 
/ "Small businesses tend to run lean and mean 

j relative to their large company counterparts. 
There isn't usually much fat to cut, and new 

hires are added only when business levels justify 
the expense." 

With no bailout options for small businesses, 
many business owners are cutting costs to keep from 

running in the red. More than half of SurePayroll survey re-
spondents indicated they will be cutting back expenses in 2009 
with sales and marketing and human resources being mentioned 
as top areas for cuts. Lawn & Landscape data clashes with this 
a bit in that the average landscape contractor plans to actually 
increase marketing 2.2 percent this year to help boost business. 
This is wise, industry experts say. One of the greatest mistakes 
owners make during a recession is reduce or completely elimi-
nate their marketing efforts, especially as the competition gets 
more fierce, says Miamisburg, Ohio-based industry consultant 
Marty Grunder. 

The same is true of the need for professional development 
and training, echoes Keith Rosen, executive sales coach for 
Profit Builders. "When times are tougher, you need to build a 
competitive edge, and you're not going to do it simply by doing 
more of what you did yesterday," he says. "You can't incentivize 
yourself out of a recession." 

What contractors should do is cut costs cleverly, according 
to Stephen Hillenmeyer, owner and president of Lexington, 
Ky.-based Stephen Hillenmeyer Landscape Services. During JP 

O u t l o o k 
W h a t phrase best describes t h e 

s t a t e of t h e U.S. economy t o d a y ? 

11 % Depression 1 % Good 

1 7 % 

Modest 
downturn 

Is your local economy in a recession? 

Compared t h e past t o t h e present - how w o u l d 
you ra te t h e current economic c l ima te? 

5% It's 
above 

average. 

29% It's 
average. 

1 % It's the best we've ever 
experienced in their business history. 

34% It's the 
worst we 

have ever 
experienced 

in our 
business 

history. 

31% It's 
below average. 
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Horizon's "It's a Great Time to Be in Business" Webinar on Dec. 
18, 2008 , Hillenmeyer offered these suggestions: 

• Prune unprofitable and risky revenue streams. 
• Take time to assess your potential customer's credit worthi-

ness before assuming the risk of large orders. 
• Analyze your break even point and plan to drive it down. 
• Reduce fixed costs and increase outsourcing. 
• Make cuts consistent with a recession-proof business plan 

- not blindly and across the board. 
• Increase workforce efficiency with individual monthly 

meetings to review progress on key performance indicators. 
• Make contingency plans and set triggers for successive cost 

reduction initiatives in case the need arises. 
• Don't bank on your bank to lend you more money when 

you need it. Negotiate now for increased credit facilities and 
find out where you stand before it's too late. 

• Sell non-core assets sooner vs. later if you need cash. 
• Monitor cash flow like a hawk with three-month rolling 

projections of daily cash balances. 
• Work your working capital harder - beef up collections and 

consider prompt payment discounts. ™ 
Concerning service pricing in a down economy, contractors 

should understand how much time is involved in a particular job, 
and price it realistically instead of eating the losses merely for 
the sake of securing the job. This includes passing on additional 
costs, such as high fuel prices, to customers as necessary, advises 
Andy Birol, owner of Birol Growth Consulting in Solon, Ohio, 
adding "The lowest price is not always the best price." 

Many contractors are following this advice. Though 56 per-
cent of Lawn & Landscape survey respondents are holding prices 
steady this year, 37 percent did raise prices with few customer 
complaints. The average price increase was 3 percent. 

And don't be discouraged by the current fear-based economic 
climate, experts say. Rather, focus on your goals and work a little 
harder. Once the economy bounces back, there will be a pent-
up demand for those businesses that were able to weather the 
storm, Grunder says. "I see the economic adversity right now 
as an opportunity to perhaps learn a new way to run our busi-
nesses," he explains. "Maybe it's the way we should have been 
running our businesses in the first place." © 

l o u s i n e s s F o r e c a s t 
H o w opt imist ic are you a b o u t business in 2 0 0 9 ? 

8% 
Somewhat 
pessimistic 

5% Very 
pessimistic 

H o w do your prof i t expecta t ions look th is year? 
1 0 % While growth will be 
stable, profit will be down. 

39% 
Profit will 
remain 
even with 
last year. 

25% 
Growth 
and profit 
will be down. 

H o w are you deal ing w i t h service prices this year? 

7% We are 
decreasing prices 
in order to retain 
customers. 

37% We are 
raising prices | 
as necessary. | 
Few customers 
are complaining. 

56% We are 
holding prices 
steady in 
order to retain 
customers. 

As you sell work this year, how are 
customers responding? 

1 4 % Sales are 
on par with last 
year - customers 
are not affected 
by economic 
concerns. 

34% Sales 
are looking like 
they are going to 
be down - more 
customers are cancelling 
or scaling back services. 

1 1 % Sales are already up for 2009 -
customers are not as affected by the 
recession as we thought they would be. 

41% Sales 
are starting off 
slow. Customers 
are taking more 
time to make 
decisions, 
but they are 
optimistic. 
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A CASE FOR 

OPTIMISM 
The consumer confidence and sentiment surveys show plenty of doom and gloom, but 
this economist says the long-term outlook for consumer spending is - gasp - positive, BY CHARLES HALL 

The big question that I have been 
asked over the last couple of months 

is: "Will 2 0 0 9 bring a U.S. economic 
recovery?" My answer: Yes, assuming no 
more unpleasant surprises are lurking. 
Most economists (including myself) think 
the recovery will start in the second half 
of the year. The first half, though, will be 
tough, with the economy contracting 4 
percent in the first quarter, following a 
5 percent decline in the last quarter of 
2008 . Assuming recovery is in store for 
late-2009, it still means that most folks 
are heading into a spring loaded with 
uncertainty. 

Consumer incomes and spending are 
both down, and it seems logical that the 
former would lead to the latter. But i ts 
not that simple. The drop in consumer 
spending has been disproportionate to 
the drop in disposable income. Keep in 
mind when people lose jobs, their spend-
ing typically falls by a smaller percentage 
than their income drops. They use savings 
or credit to smooth their earnings. From 
this fact, you might expect the change 
in spending would be smaller than the 
change in disposable income. But recent 
data clearly shows this is not the case, but 
is exactly opposite. So what's going on? 

The reason is the recent decline in 
spending is due to non-income factors, 
which I think are primarily weak con-
sumer attitudes and expectations. The 
consumer confidence and sentiment 
surveys show plenty of doom and gloom 
caused by the fundamentals of rising 
unemployment, fear among people with 
jobs who think they may lose them, and 
the financial crisis headlines in the main-
stream media. 

But in spite of this the long-term out-
look for consumer spending is. . . posi-
tive. This may seem surprising, but follow 
my logic. People are currently spending 
less than normal, certainly less than jus-
tified according to their actual incomes. 
Even if unemployment goes to 9 percent, 
we'll still have 91 percent of the workforce 
earning a wage. The monies not being 
spent now will eventually burn a hole in 

DR. CHARLES HALL 
is the current holder of the Ellison Chair in international floriculture at Texas A&M University. He specializes 
in economic factors affecting the green industry today and the financial and marketing strategies firms 
should employ to ensure survival and profitability. Dr. Hall will be sharing his economic updates with Lawn & 
Landscape quarterly. For more of his insights, visit his blog "Making Cents of Green Industry Economics" 
at ellisonchair.blogspot.com. 
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people's pockets (if historical behavior 
holds true) and your job is to make sure 
that landscaping stays on their radar by 
appealing to their wallets. 

A landscape is a good investment, yield-
ing a greater than $1 return in home value 
for every $1 invested. And landscaping 
represents an excellent way to combat 
falling home prices. In fact, landscapes 
are one of the only home improvements 
that increase in value (and size) over 
time. Other renovations (e.g. bathroom, 
kitchen) typically yield less of a return 
than the amount invested. 

Homeowners have several motivations 
for improving the landscape around their 
home. For the resident of a newly con-
structed home, the exterior landscape may 
serve as a "frame" to the home, enhancing 
its aesthetics. For the resident desiring to 
sell a home, landscaping could enhance 
market value. 

In a cost vs. value report from Remod-
eling Online, realtors have data showing 
the value of a home is enhanced with the 
renovation of a kitchen, bath or bedroom, 
or with the addition of a deck or patio. The 
same can be said of landscaping, but little 
research has been published documenting 
these effects. 

So, several colleagues and I conducted 
research investigating the effect of three 
landscape design components on the per-
ceived value of a home. The objective was 
to provide a consumer's perspective on the 
value of "good" landscape components 
and determine which ones matter most. 
Landscape firms can use this information 
to market their services to prospective 
clients, while realtors and homeowners 
can use it to assess home value. 

In general, results of this study indicate 
a "good" landscape adds anywhere from 
6 to 11 percent to the base value of the 
home, depending on its region. The land-
scape attributes that contributed most 
to the increase in perceived home value 
were, in order: design sophistication, 
plant size and plant material type. The 
minimalist landscapes, with small plant 
size and little sophistication, detracted 
from the perceived value of the home. 

The landscape company owner now 
has concrete data to show a good land-
scape adds to the value of a home, and is 

a home improvement that will increase 
perceived home value and, unlike most 
home improvements, appreciate over 
time. Use this information to close the 
deal on potential customers. 

Lastly, let me offer this bit of encourage-
ment. The current economic downturn, 
though severe, is a normal part of busi-

ness cycles. We have had 11 recessions 
since 1948. On average, that equates to 
one every six years. This is not the first 
downturn we have experienced, nor will 
it be the last. So take heart, tighten your 
belts, and put your best differentiation 
foot forward to position yourself for the 
remainder of this downturn. L 
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B U Y I N G A F R A N C H I S E 
I N A D O W N E C O N O M Y U 
Despite the uncertainty on Wall Street, buying a franchise now 
can be a good move - if you follow a few rules, BY TERRIE HALL 

I N S I G H T / / / Trends and statistics to give you an edge 

With inflation rising and consumer 
spending continuing to drop, can it 

really be a good time to buy a franchise? 
"Yes," says Lori Kiser-Block, president 

of FranChoice, a network of consultants 
that help people find a franchise match 
(www.franchoice.com). "While the head-
lines concentrate on what isn't working 
in our economy, there are still plenty of 
businesses that are thriving. If you know 
what to look for in a franchise business, 
you can actually take advantage of some 
aspects of the current economic environ-
ment to lower your start-up costs. 

"For example," Kiser-Block continues, 
"current low interest rates can mean bor-
rowing money for your purchase will cost 

you less. A higher unemployment rate 
means you will have more good employees 
to choose from to help you run your busi-
ness. You may also find that you can now 
buy or rent business property at a better 
price than you could have in the past." 

Service businesses, in particular, tend 
to be more recession-resistant, as they 
provide something people either can't or 
don't want to do for themselves. 

Kiser-Block offers these suggestions for 
buying a franchise in a shaky economy: 

• Look for businesses with low start-up 
costs to boost your profitability chances. 

• Don't discount service businesses. 
They tend to be more recession-resistant 
as they provide something people either 

can't or don't want to do for themselves. 
They are also among the best values among 
franchises because of their low entry cost, 
high demand and good margins. 

• Look for a franchisor that has a strong 
management team with experience and 
strategic vision in their specific industry. 

• Search for an established franchise 
with a number of happy franchisees, and 
talk to them about the business and how 
they are doing in this economy. This may 
also lower the risk of your investment. 

• Financing a new business can be more 
difficult during a recession. Use a business 
funding specialist (Guidant and FranFund 
are two examples) to help you find the best 
method of borrowing money. L 

10% OFF EVERYTHING! 
at C&S Turf Care Equipment! 

Turf Tracker Stealth Power Pod with Aerator 

26 

Request a copy of our all-new 
Parts & Accessories Catalog! 
Save 10% on everything through April 2009! 

www.csturfequip.com 
C&S Turf Care Equipment, Inc. 

1-800-872-7050 csturf(a ameritech.net 
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The path is clear,now 

it is time to consult 

Weisburger for the 

best insurance,.. 

General Liability>Property>lnland Marine>Commercial Auto>Umbrella/Excess 

Weisburger Insurance is a full-service brokerage specializing in 

programs for the green industry, working with 5,000 lawn care 

and landscaping companies nationwide. Our professionals are 

dedicated to understanding the current risks and trends your 

business faces offering you the best products and services 

available to protect you against these risks. 

WEISBURGER 
INSURANCE BROKERAGE 
A Division of Program Bn)kerage Corporation 

333 Westchester Avenue, Suite E-102 \ White Plains, NY 10604 

Gary Shapiro | Phone: (516) 496 -13461 Gshapiro@programbrokerage.com 

www.weisburger.com 
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FRANCHISE SPECS 
In January, Entrepreneur released its Franchise 500 list, and there are many landscape-related franchises that made the cut, as well as a few 
others that were listed in the magazine's detailed charts. Here's a look at the franchise, its ranking and some specifics to get you started on 
your research. 

FRANCHISE RANK DESCRIPTION STARTUP COSTS/ 
FRANCHISE FEE 

ROYALTY FINANCING 
OFFERED CONTACT 

Border Magic N/R concrete landscape edging, etc $64.3K-$105.4K/$25 $250-$400/mo Yes 
217-892-2954; 
www. bordermagic. com 

Christmas Décor 286 holiday & event decorating services $18.7K-$60.4K/$10K-$29K 5% Yes 866-321-4077; 
www.christmasdecor.net 

Lawn Doctor 131 lawn, tree & shrub care; pest control $107.6K-$110.7K/$25K 10% Yes 866-592-6362; 
www. la wndoctorf ranch ise. com 

NaturaLawn 
of America N/R organic-based lawn care $ 107.8K-$ 144.9K/$29.5K 7-9% Yes 

800-989-5444; 
www.nl-amer.com 

Nite Time Décor N/R landscape & architectural lighting $30.6K-$58.3K/$5.5K $2K/yr No 
866-321-4077; 
www.nitetimedecor.com 

Scotts Lawn 
Service 320 lawn, tree & shrub care, pest control $81,4K-$279K/to$ 100K 6-10% Yes 800-264-8973; 

www.scottslawnservice.com 

Spring-Green 
Lawn Care N/R lawn & tree care $87.7K-$98.8K/$30-$40K 8-10% Yes 800-777-8608; 

www.springgreenfranchise.com 

U.S. Lawns 265 landscape maintenance services $48.5K-$85K/$29K 3-4% Yes 800-875-2967; 
www.uslawns.com 

Weed Man 390 lawn care $65.9K-$82.9K/$20K-$33.8K 6% Yes 888-321-9333; 
www.weedmanusa.com 

* Source: Entrepreneur, N/R = not ranked; K=thousand(s) 

TRAILERS BUILT FOR THE 

LONG HAUL 
Redi Haul Tra i lers p r ides itself in 
the qua l i ty a n d durab i l i ty of 
the t ra i lers it o f fers . 

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. 
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hardened steel 
carbide-tipped teeth 

h i k i ï e r i c h 

Cal l today fo r a FREE p r o d u c t v ideo o r l i terature 

800-227-7515 

Little Beaver. Inc. RO. Box 840 Livingston, TX 77351 
www.littlebeaver.comsales@littlebeaver.com 
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MONEY/// Making and managing it 

feBet 
Where is your cash? And how safe is it? 

In our current financial crisis, it's only 
natural to worry about the safety 
of our assets, and every business 
owner with an investment portfolio 

has some portion of it invested in cash 
or cash equivalents. While cash may be 
king in these troubled times, keeping your 
cash invested wisely is an essential part of 
protecting your financial future. 

Interest rates are at an all-time low. 
The current returns on Treasury bills 
and notes seem almost nonexistent. Even 
money market accounts and funds are 
paying an average of less than 1.5 percent, 
as of press time. This is why you need to 
take a careful look at alternatives for stash-
ing your cash. 

LOOK FIRST TO YOUR BANK. From the 
standpoint of pure safety, FDIC insurance 
makes bank accounts one of your best 
bets. Maximum coverage of $250,000 per 
account owner means a married couple 
can protect as much as $1 million at one 
bank simply by setting up several accounts 
with different ownership categories. (Af-
ter Dec. 31, 2009, the FDIC maximum 
coverage will revert to $100,000, but 
combinations of joint and single owner-
ship will still allow for several times the 
maximum coverage at each bank. 

Keep in mind FDIC insurance cov-
ers not only conventional checking and 

savings accounts, but also certificates 
of deposit (CDs) and money market ac-
counts. 

Checking accounts should serve a 
clearly defined and limited purpose. 
Smart money managers keep a minimum 
amount of money in checking accounts 
that pay little or no interest. Everything 
else belongs in accounts that will bring in 
the highest possible interest while still en-
joying the protection of FDIC insurance. 

CERTIFICATES OF DEPOSIT. Bank CDs are a 
good choice for longer term investments 
in this economy. Interest rates are all over 
the board these days, depending on how 
much the bank needs the money. Check 
your local banks first, but don't hesitate 
to look nationally. For a current check on 
average rates, log on to Bankrate.com. As 
of press time, average CD rates are ranging 
from 2.74 percent for a six-month CD to 
3.27 percent for a five-year term. 

In general, online banks tend to pay 
relatively higher rates than local banks, 
though there are always exceptions. 
Among the better known online banks 
are ING Direct (ingdirect.com, 888-464-
0727) and Dollar Savings Direct (dollar-
savingsdirect.com, 866-395-8693). There 
are many other FDIC-insured online 
banks. In general, the longer the term of 
your CD, the higher the interest rate. 

In order to avoid a penalty should you 
need to cash in a CD before the maturity 
date, consider using the laddering tech-
nique. For example, by dividing your kitty 
into four or five CDs with maturities rang-
ing from six months to three years, you'll 
never be far from penalty-free cash. 

BUYING CDs THROUGH YOUR BROKER. If 
you have a brokerage account, you may 
purchase CDs through your broker on the 
open market. Most will have a number of 
CDs from a variety of banks with varying 
maturity dates and interest rates. If you 
decide to choose the convenience of al-
lowing your broker to shop around for 
your CDs, keep in mind they will be regis-
tered in your broker's name as custodian, 
just as your stock purchases are. 

MONEY MARKET MUTUAL FUNDS. Another 
alternative for a portion of your cash 
reserves is a money market mutual fund, 
which is available through any broker or 
mutual fund company such as Vanguard, 
Fidelity, etc. Money market funds offer 
slightly lower returns than the choices 
above, but they have a higher degree of 
liquidity allowing immediate access to 
your money should the need arise. 

Money market funds come in a variety 
of flavors. Investors in high income brack-
ets may opt for tax-free funds, while others 
may choose one of the ultra short-term 
bond funds. In the current situation, stick 
with money funds from large, financially 
strong companies. 

In times like these, it's only natural to 
consider storing cash in a safety deposit 
box, or worse, stuffed under your mat-
tress. Bad ideas. The contents of safety 
deposit boxes aren't covered by FDIC 
insurance, and either choice would leave 
your money at risk from fire, flood or 
other natural disasters, not to mention 
the ravages of inflation. 

Whether it's an operating cushion for 
your business or part of your personal 
investments, keep your cash working 
for you in FDIC-insured banks or money 
funds from the strongest firms, f 

The author is a freelance writer based in Abington, Pa., 

with 40 years of experience specializing in business 

management and personal and business financing. 
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GET MORE WITH THE POWER OF MORE. 
With the new customer rewards program from Dow AgroSciences, 
you get more. More products. More solutions. More cash back in your 
pocket. We offer one of the most comprehensive portfolios of Turf & 
Ornamental products in the industry, so you can prevent problems 
before they ever happen. And earn more on your purchases. When 
you need a proven solution for your Turf & Ornamental business, you 
can count on Dow AgroSciences. That's The Power of MORE". To learn more about The Power of MORE, 
visit www.powerofmore.com or contact your local distributor or Dow AgroSciences sales representative. 

sPOWER 

MORE 
DOW A G R O S C I E N C E S P R O V E N S O L U T I O N S 
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MONEY III Making and managing it 

BY NICOLE WISNIEWSKI 

Business for Sale? 
Sure, it may seem like no one's buying anything today, but in the right 
market with the right conditions, now could be a good time to sell. 

fit A lways be prepared to sell your 
business, but operate it with the 

mind-set that it will be yours forever." 
This is a good operating mantra any 

lawn care business should follow, whether 
they selling a business or not, advises 
Mergers and Acquisitions Consultant 
Mark Long of the Ohio-based BlueSky 
Group. Long s 32 years of experience in 
the lawn care service business, the last 
eight as vice president of Scotts Lawn-
Service where he made 75 acquisitions, 
certainly enhance his resume on the 
topic. He educated a group of about 100 
landscape and lawn care professionals 
on buying and selling strategies during 
Real Green Systems 2009 Conference & 
Exposition in Orlando in January. 

And the topic is a hot one right now, 
despite the economic downturn. In fact, 
data from BizBuySell, an online business-
for-sale marketplace, showed asking and 
final sale prices for businesses were higher 
in the second quarter of 2008 compared 
with the same period in 2007. 

Nationally, businesses sold had a medi-
an revenue of $395,000 and a median sale 
price of $200,000 in the second quarter. 
The businesses had a median cash flow of 
nearly $95,000. Close to 2,100 businesses 
changed hands through bizbuysell.com in 
the second quarter of 2008, up from 1,559 
in the second quarter of 2007. 

What explains the strong market for 
businesses for sale amid an economic 
downturn? BizBuySell general manager 

Michael Handelsman said in Entrepreneur 
that the law of supply and demand is keep-
ing prices high. His site continues to see 
rising listings. Also, Handelsman notes, 
more executives are being laid off with 
severance packages that might enable 
them to purchase a business. So demand 
is up, keeping prices firm. 

What does it take to sell a business in 
this economy? Long has some advice. 

BUYER STATS. To position a business for 
sale, first an owner must understand buy-
ers and their motivations. There are two 
types of buyers, Long says - financial and 
strategic, "and the distinction is important 
to understand because it may mean you 
walk away with more money from the 
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transaction," he explains. 
A financial buyer usually is looking to 

buy your business and tuck it in to the 
existing business, Long says. They are 
looking for talent, an earnings stream, 
to increase their customer density, to 
combine G&A expenses, and to eliminate 
a competitor. 

Then there are strategic buyers. They 
may want to enter the market or the in-
dustry, such as a private equity group with 
capital, Long says. Strategic buyers also 
look for ways to radically improve their 
businesses with an acquisition because of 
the people and customers involved in the 
company they are buying. 

When valuing a business a buyer will 
want to look at a company's past 12 
months of financials to see how it's per-
forming; the revenue per customer, ser-

on if you were going to keep your busi-
ness, such as increasing your revenue by 
launching new services and increasing 
your revenue per customer." 

Set a goal for yourself, Long suggests. 
"If you need to walk away with $1 million 
pretax in order for you to retire comfort-
ably, you'd have to have a $1.2 million 
business that is performing well," he 
explains. "If your business is $600,000 
today, set an aggressive plan over the next 
five years to get it to $1.2 million. And if in 
year three, a strategic buyer comes along 
and offers you $1.2 million even though 
you're only at $900 ,000 , then you are 
ready to go. The goals are still the same -
you should operate your business as if you 
are going to have it forever, but be ready 
to sell at any moment if the opportunity 
comes along." 

For a four-part video series detailing Mark Long's 
U s e f u l P r e s e n t a t i o n a t t h e RealGreen Conference, visit the March Online 
U R L s Exclusives at www.lawnandlandscape.com. 

vice mix and pricing structure to see how 
these compare to theirs ("If they have to 
do a price increase to match prices, for 
instance, that may add to the element 
of risk," Long says.); and EBITA (earn-
ings before the deduction of interest, 
tax and amortization expenses), which 
is another way of analyzing the business' 
cash flow. 

These are financial attributes. Non-
financial attributes buyers look for in-
clude stability or a business' reputation 
in the marketplace and talent within the 
organization. 

External factors that make a big impact 
on what a buyer is willing to pay for a busi-
ness include the strategic value of the local 
marketplace, whether multiple buyers are 
interested, and whether legal/franchise 
conflicts exist. "For instance, I wouldn't 
buy a business in Detroit right now - even 
if it's performing well - because of the lo-
cal economy, but I would buy a business in 
Raleigh or Charlotte," Long says. 

PREPARING TO SELL An owner who wants 
to sell his or her business in nine to 12 
months should augment business at-
tributes to boost sales price. "Focus on 
continuous improvement," Long advises. 
"It's the same set of objectives you'd focus 

• ŒKÏÏË , 

Another big part of the buying and 
selling process is what Long calls games-
manship. If a seller isn't completely open 
and honest with a buyer, that buyer is 
not going to stick around. Sellers should 
increase transparency with clear and up-
to-date financials and complete operating 
reports. Any confusion will make a buyer 
uncertain and uncertainty equals risk. 
Other buyer turnoffs include lawsuits, 
pending divorces or co-owners who have 
mixed views on selling their business. 

THE OFFER. There are a lot of myths 
surrounding what a business is worth. 
Many sellers like to say, "My business 
is unique," Long says. "This is only true 
if the business fits in with the buyer's 
business." 

The rule of thumb used to be a business 
is worth one or more times its revenue. 
"Don't use this as the going rate," Long 
warns. "That is harder to count on than 
it used to be." 

Typically, Long sees businesses sell for 
between .8 to 1.2 times revenue, which is 
actually where the 1 times revenue myth 
originated. Again, a lot depends on what 
is motivating the buyer. Some will offer a 
premium for the right time, right market 
and right business. ® 

YEAR 
COMMERCIAL 

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

visit www.kawpowr.com. 

Kawasaki 
R o w e r P r o d u c t s 
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NOTES from the Grunderground 

"The only 
difference 
between a 
rut and a 
grave is the 
depth." 

MARTYGRÜNDER 
is a speaker, 
consultant and 
author, and also 
owner of Gründer 
Landscaping Co. 
in Miamisburg, 
Ohio. Reach him 
at marty@gie. 
net or via www. 
martygrunder.com. 

Strategies for Staying Afloat 
So many of us right now are facing challenges we've never faced be-

fore. We've enjoyed success, with our phones ringing, our prospects 
plentiful, and our futures bright. If we had any problem at all, it was 
finding enough help to fulfill demand. Clearly, this year is different. 
With the economy in a downward spiral and the mortgage crisis forc-
ing many folks to lose their homes, it's going to be hard to find enough 
work to turn a profit. So let's explore five strategies for staying afloat in 
challenging times. 

1. Surround yourself with positive people. People tend to conform 
to the environment they're in. So distance yourself from naysayers and 
surround yourself with forward-thinking people who refuse to let the 
current state of the economy limit their dreams. You can't control the 
ups and downs of the market, but you can control your attitude. 

2. Start exercising. Nothing keeps stress at bay like exercise. If you 
haven't worked out in awhile, see your doctor for a physical and discuss 
what you can do to get back in shape safely and effectively. In fact, a Ball 
State University study recently discovered a direct correlation between 
runners and successful entrepreneurs. And if you can find another 
landscaper to exercise with, you can use the time to talk shop and learn 
a new marketing strategy while you get your heart rate up. 

3. Eat right. It's hard to be an entrepreneur and eat right. When I think 
about the food I ate 15 years ago when I plowed snow late at night, I'm 
amazed I lived to write about it. I feel much better now that I eat right. 
Stick to a diet of fruits and vegetables, whole grains, chicken, with red 
meat and alcohol in moderation, and you - and your body - will be glad 
you did. And if you want to reward yourself with a well-earned treat, 
then do. An ice cream cone with the kids once in a while will do you 
far more good than harm. 

4 . Find something nice to say to five people each day. People are 
drawn to those who make them feel good about themselves. When an 
employee stays late to complete a special assignment, thank him or her 
personally. When your spouse cooks a great meal, tell him or her how 
much you enjoyed it. When your kids behave well, let them know it. 
When the restaurant wait staff does a good job, share with the manager 
how impressed you are. In trying times like these, people often take their 
anger and frustration out on other people. Be mindful not to do this and 
try to spread some cheer instead. It'll make you feel good, too. 

5. Think about all that you have to be thankful for. I have a roof over 
my head, my family is healthy, and I live in a safe country where I can 
speak my mind, run a business, and call on all kinds of people for help 
when I need it. I'm thankful my business has enjoyed success; if one year 
we don't, I'll deal with it and get back on top the next. L 
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INNOVATION HAS A NEW NAME: CUB CADET COMMERCIAL TANK'S 

At Cub Cadet Commercial we build our products with one thing in mind—to help your business. From 
our revolutionary steering wheel controlled TANK™ S—the first and only zero-turn with patented 
Synchro Steer™ technology—to our innovative Select Cut System™ deck, everything is designed to 
work faster and cut better. And we offer a complete line of professional-grade products to help you get 
big jobs done. 

To find your dealer, visit cubcadetcommercial .com or call 1 - 8 6 6 - 2 4 6 - 4 9 7 1 to learn more. 

C O M M E R C I A L 
WE MEAN BUSINESS.' 

© 2 0 0 9 Cub Cadet 
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PERSPECTIVE III Live & Learn 

o o o r M 

While nobody welcomes tough times, it often takes 
a downturn in the economy to learn how to oper-
ate on a tighter budget - and to find areas where 
savings could have been achieved all along. "It's 

a terrible way to have to learn where you should tighten things 
up, but the downturn has given us an opportunity to refocus 
our business," says Howard K. Freilich, CEO and president of 
Blondie's Treehouse, a $10-million, 30-year-old design-build 
firm in Mamaroneck, N.Y. "There were areas we could have 
been saving money all along, but you don't think about spend-
ing a little extra here or there when times are good." 

Since the downturn, the company has taken a hard look 
at their expenses and looked for creative ways to cut back 
without having to lose employees. They determined labor 
and automobile expenses were their two biggest costs of do-
ing business and have since made some significant changes. 
One change has meant investing more money to ultimately 
save in the long-run. "We have a lot of jobs where you'd 
send four or five guys to do an installation, and in the past 
our trucks could only fit a maximum of three people in the 
cab," says Freilich. "So we've gotten some box trucks with 
two rows of seating. This way we aren't sending two trucks 
just to send the extra guys. That's cut 50 percent of our fuel 
consumption, plus tolls." 

The company is also careful to compile smart job routes 
with clients grouped by location. And if one area has a lot of 
accounts, Freilich expects his employees to finish with that 
area in one day. "If you have to drive back the next day when 
you were already there, that's not efficient," he says. "So even 

if it means working a 12-hour day, and getting the whole area 
done, I'd rather they take those extra hours off later than 
driving the equipment back and forth twice." 

Freilich also recently shifted his employees' 40-hour work-
week from five days to four 10-hour days, which cuts fuel 
and toll expenses by 20 percent. "As a result of that change, 
we're also finding that as we head to our accounts during the 
earlier hours, we're not dealing with as much traffic," he says. 
"That means my guys are accomplishing more. Even if they 
have extra time, I'd rather they were spending that time on 
our accounts than just sitting in traffic." 

And when business is slow, employees bank their hours, 
meaning they'll take a paid week off knowing as soon as 
things get busy again, they'll owe that time back - even if it 
means working the weekends. "That's helped me not have 
to worry about laying employees off just because things get 
slow," says Freilich. 

This isn't the first time Blondie's has survived difficult 
times. In the downturn of the late 80s/early 90s, Freilich faced 
some challenges, but nothing has been as hard as it is today. 
"What we're going through now is really a combination of all 
the things we've seen in the past, but the scale is multiplied," 
he says. "Today everyone is hurting and that has meant making 
bigger changes than ever before. What we've learned in the 
past has helped and hopefully what we learn now will keep 
us strong through the tough times. Our goal is to stay ahead 
of the game until we're through the worst of it." ® 

The author is a freelance writer based in Royersford, Pa. 
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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 I 800-545-9525 

• - B A S F 
The Chemical Company 

Always read and follow label directions. 
Drive is a registered trademark of BASF. © 2008 BASF Corporation. All rights reserved. 

U S E R E A D E R S E R V I C E #12 



PERSPECTIVE III Finding Balance 

SECRET GARDEN 
More than seven years after 9/11, landscape architect Amber Freda reflects on her time spent 

tidying Robert De Niro's ash-laden rooftop garden the week following the attacks. 
BY AMBER FREDA 

From Robert De Niro's rooftop garden 
in Manhattan, I had a clear view of 

the twin towers - those pyramids of the 
metropolis. I used to spend one day a week 
on his roof. I loved it up there. You could 
practically live there when the weather 
was warm. There was a mini-kitchen 
complete with an oven, stove, refrigerator, 
and a table and chairs. Next to the kitchen 
was a sunken cedar hot tub surrounded by 
pots of lush tropical hibiscus, sweet potato 
vines and gold trailing lantana. 

One time, I showed up to work on the 
garden the day after De Niro's birthday 
party. According to all the papers, celebri-

ties like Cameron Diaz and Martin Scors-
ese had mixed and mingled in the garden 
I'd cared for. I walked past the kitchen 
table and saw a card that read "Happy 
Birthday." Someone had hung beautiful 
exotic orchids from the trees. There were 
enormous double-spiked white phalaen-
opsis, frilly pink and yellow cattleyas, and 
chocolate-scented oncidiums. 

On another side of the garden, a per-
gola held an enormous wisteria vine 
with a trunk as thick as Jake LaMotta's 
arm. Under it was a wraparound bench 
covered with cushions. You could lie on 
that bench and look up at the sky and feel 

transported, forgetting that you were even 
in a city. It felt peaceful there. That's why 
I didn't mind getting stuck up there the 
week after 9/11. 

My husband and I watched the towers 
fall from the roof of our apartment build-
ing on the northern edge of Little Italy. I 
woke up that morning and went to work 
on a couple of gardens uptown. By the 
time the second plane struck, the streets 
were filling up with people. 

Everyone was amazingly calm. Maybe 
we were all in shock, but the spirit of 
camaraderie evident on that day is some-
thing I never could have imagined in a 
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city so large. No one seemed to be taking 
advantage of the chaos. People were even 
stopping to help the elderly and disabled. 
We were a city united, against what or 
whom we still weren't sure. 

Much of that time is a blur now. I do 
remember there were bomb threats on 
the subways for awhile. I was a walking 
mass of nerves, ready to jump at the sight 
of airplanes in the sky or the wail of a 
passing fire truck siren. 

The film of ash that covered everything 
in downtown Manhattan had made its way 
to Chinatown, just a few blocks south of 
us. Tanks rumbled by on the street outside 
our apartment. This was a war zone. 

Gardening felt absurd, but life had to go 
on. When I made my way over to De Niro's 
to check on the plants, a week had gone 
by. I needed to work again to keep myself 
sane. Ash was everywhere in Tribeca, De 
Niro's neighborhood. It covered cars with 
busted windows, restaurant awnings, and 
most of the plants in his garden. 

The smell of death and office products 
mixed with asbestos floated through the 

air. It clung to my clothes; it brushed 
through my hair. I knew it wasn't the best 
thing to be breathing in, so I wore a cloth 
mask and simply carried on. I couldn't let 
the plants die. After all, there was already 
too much death in this city. 

When I got to De Niro's apartment, 
I rang the doorbell with the fake name 
on it. I went up to the roof and became 
engrossed in my tasks. I gave the plants 
a good soaking and cleaned the ash from 
their leaves. Next, I set about pruning, 
sweeping up dead leaves and fertilizing. 

I had started to daydream, and I was so 
lost in thought that I was surprised when 
I first noticed the shadows lengthening 
in the garden and everything was bathed 
in a rich, autumnal glow. Even at this late 
stage in the season, the garden looked so 
alive and full of hope. New possibilities 
seemed apparent in every leaf and flower. 
In the face of destruction, the garden 
had persevered. Its beauty stood in stark 
contrast to the massive hole left by the 
terrorists. A sense of peace and calm had 
settled over the garden. And that was 

when I noticed how quiet it was. 
I hastily gathered my things and walked 

over to the back entrance to let myself out. 
It was locked. The lights were out. There 
was no other way out of the garden. 

I fantasized for a moment that there 
was nothing left to do but sleep beneath 
the pergola under the open sky. There was 
plenty of food and water in the kitchen. I 
could even take a soak in the hot tub if I 
felt brave enough. 

It was such a beautiful end of Septem-
ber night, if you ignored the stench from 
downtown. But, of course, who could 
ignore that? 

The smell brought me back to reality. 
I pulled out my cell phone and called my 
husband. ® 

The author is a landscape designer with N.Y.-based 

Amber Freda Landscape Designs. 

EDITOR'S NOTE: Do you have a personal story about 

finding balance in your life that you'd like to share? 

If so, we'd love to hear about it. Send your ideas to 

nwisniewski@gie.net or call 330-523-5382. 

mailto:nwisniewski@gie.net


ADVERTORIAL 

Meeting Expectations 
As the long development process reaches its conclusion, 
end users embrace Exmark's Next Lazer Z. 

Professional landscape contractors put their trust into 
professional-grade lawn care equipment because their 
reputations are on the line with every blade of grass they cut. 

A contractor-grade zero-turn should meet these stringent 
expectations, says Ryan McCarthy, the owner of RJ Lawn 
Service in Grimes, Iowa. That's why McCarthy appreciates 
the attention to detail Exmark has put into the design of its 
Next Lazer Z. 

Taking a new product from concept to contractor has been 
no small task for the Beatrice, Neb.-based mower manufacturer. 
The three-year process has involved vision, leadership, 
execution and an unprecedented degree of input from the 
landscape community. Throughout this process Exmark 
engineers focused their attention on a single philosophy that 
the success of the Next Lazer Z would start and end with 
Exmark customers - landscape contractors, distributors and 

M 

t 
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Every feature on Exmark's Next Lazer Z if focused on making 
contractors more efficient and profitable professionals. 

equipment dealers. And to accomplish this goal, Exmark not 
only revamped a best-in-class zero-turn, but also reinvented 
how it does business and brings products to market. 

Contractors rely on the equipment they take into the field 
to be heavy-duty, well constructed and easy to maintain, safe 
and reliable and, perhaps most importantly, to provide the 
highest-quality cut possible, McCarthy says. Exmark's Next 
Lazer Z meets these criteria, he 
says. "My guys love it," McCarthy T h i s i s t h e fourth 
says. "It holds the hills really nice, of four advertorials 
has more power to cut through focusing on Exmark's 
longer grass and is a really nice, development of its Next 

f 4 . . T • Lazer Z, f rom concept , 
comfortable ride. In fact, they 

to e n g i n e e r i n g a n d 
were so happy with it they've design, to production 
been working on me ever since to and concluding with 
upgrade all my units to the NLZ." the contractor. 

O u t d o o r 
power equipment dealers expect the Next 
Lazer Z will spend very little time in their 
showrooms this spring. 

"It's the type of product contractors are 
asking for in a zero-turn," says Jeff Gray, 
owner of Trail Saw & Mower Service in 

L Orlando, Fla. "And I expect my customers 
will be asking for the very first ones that 

^ ^ H come into the store." 
In the end, though, choosing a zero-

turn isn't just about purchasing a piece 
^ ^ ^ ^ ^ ^ ^ of equipment. Rather, for landscape 

professionals like Efrain Hernandez, it's a 
> V strategic business decision and an investment 

m ^ ^ in improving their level of customer service 
and satisfaction. "The NLZ is a great ride," 

m \ says Hernandez, owner of D'Best Lawn Care 
in Orlando, Fla. "Everything about it, from 

t ^ \ its design to its durability, is going to make 
f f i ; v , % me a better contractor." 

- \ 
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INTERVIEW 

Nursing 
His Business Along " 

Jerry Faulring chucked a successful career in lawn care to start one of the most 
successful nurseries in the mid-Atlantic. Here's why and how. B Y P A T J O N E S 

Like so many in our market, Jerry 
Faulring headed off to college with 
absolutely no intention of becom-

ing an innovative leader in two different 
segments of the green industry. 

Faulring grew up in western New 
York in a snowbelt area south of Buffalo 
historically dominated by dairy farming. 
He loved the agricultural environment, 
but he wasn't too crazy about becoming 
a traditional farmer. 

So, he headed off to Purdue University 
to become a veterinarian, but ended up 
in Purdue's famed turf program, led then 
by the legendary Dr. Bill Daniel. When 
most of the 13 turf graduates headed off 
to careers in golf or chemical sales, Faul-
ring went to work in sod production at a 
Maryland farm. A few years later, a friend 
enticed Faulring to start a lawn service 
business. It was 1973 and ChemLawn 
was just emerging. When they came to 
town in 1976, Faulring piggybacked on 
their aggressive marketing and business 
model ("We were a little more custom-
ized and tried to do things differently, but 
we pretty much picked up ChemLawn's 
crumbs," he says). The result within a 
few years was Hydrolawn. The company 
exploded from 300 customers in 1975 to 
4,200 within three years. Over the next 
decade, they grew to 17 locations in five 
states. 

He was so successful that, 20 years ago, 
he was profiled as a young lion of the in-
dustry in the pages of Lawn & Landscape. 
The interview portrays a man at the top of 
his game who was pioneering and leading 
the then burgeoning lawn care indus-
try. Yet, in 1990, Faulring had largely 
divorced himself from the business and 
turned his attention to the nursery mar-

ket. Lawn & Landscape decided that it was 
high time to catch up with him and find 
out about that decision, his life, his work 
and his philosophy two decades later. 

What led you to leave a highly successful 
lawn care business for the world of grow-
ing nursery products? 
The industry started to mature in the 
'80s and labor became a problem. Then 
regulatory issues started to hit us. My en-
trepreneurial spirit was a bit dampened. 
I wasn't bored, just less interested. In 
1989,1 went to Oregon to hunt and fish 
with my friend Paul Bizon who was also 
in the nursery and lawn care business. I 
decided right then - even though I didn't 
know how to do it - that I was going into 
the nursery business. 

We planted our first crop the following 
spring on 25 acres. I still had the lawn 
care business, but did not work at it 
full-time. Basically, Hydrolawn's success 
allowed me to be the farmer I'd always 
wanted to be. I spent the next five years 
searching for the perfect piece of land to 
expand on. In late '95, I found it. From 
2000 to 2007, we averaged 28 percent 
annual growth. 

What have you done to separate Waverly 
Farms from the pack? 
We knew we didn't want to be like ev-
eryone else, but our niche happened by 
accident. In the nursery business, you 
want to offer a variety of things all at 
once. You have to time the plantings to 
have a diverse menu for customers during 
the buying season. And, it's difficult to get 
all the varieties to become available at the 
same time. Early on, the shrubs matured 
too early. We found a lot of customers 

wanted that larger look. That drove me 
to grow larger than usually available 
shrubs like hollies, viburnum and other 
very large, very handsome plants. Now 
we do it by design. 

Our business today is about 90 percent 
shrubs and the remainder is ornamental 
flowering trees. We grow very few shade 
trees. Freight costs are now a big issue so 
we're starting to grow more material that 
would be typically sourced out of Oregon. 
The slower it grows the more we want to 
grow it. We pick things that are always in 
demand but never outgrow their space. 
We shoot for an average rotation of six or 
seven years with some plants requiring 
10 to 12 years. 

Speaking of business cycles, how have 
things changed for your business in the 
last year? 
Business cycles happen, but I can say 
with certainty that this was the most 
precipitous and sudden decline in sales 
I've ever experienced. Our growth was 
OK in the spring, but we knew something 
was up. It all kind of happened over the 
course of six weeks. I honestly thought 
the phones were out of order the week 
after Labor Day. 

The industry is in a tailspin right now. 
A lot of customers are just frozen. The 
next year is gonna suck. I hear people 
say it's going to be a "challenging" or 
"interesting" time. No it's not... it's just 
going to suck. 

We cut $750,000 in expenses, but 
the main thing is you try to make good 
choices, suck it up and weather the 
storm. This cycle will end - although 
it may be more prolonged and deeper 
than others I've seen. It's a fact that there 
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INTERVIEW 

will be fewer competitors. Unfortunately, 
people will go bankrupt. It's painful for a 
while, but it's a cleansing. I hope this is 
the last one for me. 

What did you learn from those previous 
downturns? 
Don't trust in government. It's not a solu-

tion to all of our problems. Government 
is largely made up of people with big egos 
and greed disguised as leadership. They're 
not necessarily bad folks... just regular 
people with normal human failings. 

Also, be very independent, know your 
own space and manage without relying 
on help from others. The critical thing 

in small business is to have very deep 
pockets or to have a really good banking 
relationship. It's hard to know which 
banks will be there when things get bad, 
but you have to nurture and develop those 
relationships and, above all, be honest and 
don't hide things from them. 

What's the No. 1 lesson you've learned from 
an agronomic standpoint in the past three 
decades? 
The most important thing relates to nutri-
tion. Contrary to what I'd learned in school 
and what we practiced in the lawn care 
business, synthetic fertilizer is not the only 
choice and can often be the wrong choice. 
Soil is the most valuable input that we can 
manage, and making the soil work for you 
is the hardest thing we do. I'm not a hip-
pie, but you have to be cognizant of what 
happened before us. Synthetic fertilizers 
have only been around for 75 years or so, 
and good agriculture has been around for 
thousands of years. They relied on organic 
amendments to the soil. The soil web, 
microbial activity, whatever you want to 
call it . . . you can enhance it so much by 
increasing organic matter. 

We use compost at about 100 tons per 
acre. We make our compost ourselves and 
our plan is to use zero synthetics in 2009. 
It took a long time to figure out the right 
recipe, but we finally got it right. We use 
deep tillage to mix the organics in. The re-
sult is we've increased growth and produc-
tivity up to 40 percent. When we realized 
that, it was a "light bulb" moment. 

What advice do you give to young people 
thinking about getting into the nursery/ 
landscape business? 
First, you need to be passionate about it. If 
you're not, it won't be fun long-term. 

Mandate time for family and leisure -
you have to have recharge time. 

Find a good mentor - someone you 
respect and admire not necessarily for 
how successful they are, but for how they 
interact with people. Find someone with 
good ethics who is widely respected. 

Finally, don't get lost in the "sea of same-
ness." Too many people look at others and 
mimic them and become a part of that sea. 
Find a niche and serve a part of the mar-
ketplace that's not well-served. Make sure 
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Fast. 
• T o t a l f i r e a n t c o n t r o l w i t h i n 7 2 h o u r s 

Furious. 
Y e a r - r o u n d f i r e a n t p r o t e c t i o n 

For fire ant colonies, it's a perfect storm. 
Only one solution has the benefits of both baits and contact insecticides. DuPontv Advion® fire ant bait is the fastest, most effective 
product available today—eliminating the entire colony in just 24 to 72 hours.Thanks to a new class of chemistry, powered by the 
MetaActiveM compound, Advion® provides outstanding year-round protection in just one or two applications. And it does it all with 
an excellent environmental and toxicological profile, and a reduced-risk classification from the EPA. Experience all-in-one fire ant 
control today. Call 1-888-6DuPont (1-888-638-7668) or visit us at proproducts.dupont.com. Advion:* Unbeatable results. 

DuPont Professional Products 

Always read and follow all label directions and precautions for use. The DuPont Oval Logo. DuPont; The miracles of science: Adviorf and MetaActivev are 
trademarks or registered trademarks of DuPont or its affiliates Copyright © 2009 E.I. du Pont de Nemours and Company. All rights reserved. 
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you run the idea by other people who'll be 
honest with you - it's too easy to fall in love 
with an idea and not be realistic. 

There's always this romantic notion that 
being your own boss is really cool, and you 
can get rich. You have to divorce your-
self from that. Do a 12-month cash flow 
forecast and, when you're done, cut the 

income in half and double the expenses. If 
you can't make that work, reconsider it. 

One other thing: Approach each cus-
tomer with the attitude that they're your 
parent or someone you really love. They'll 
appreciate that and be there forever for 
you. If you're just in it for you, it'll come 
back to haunt you. 

Twenty years from now, how will our indus-
try be different? 
I don't think it'll look much different. 
Sure, we'll have more regulations and new 
issues to deal with, but the business as a 
business will look pretty much the same. 
Small businesses are at their peak operat-
ing efficiency when an owner/operator has 
his feet on the ground and doesn't mind 
getting dirty. 

Over the years, I've seen a lot of consoli-
dation in this industry and it just hasn't 
worked very well because those bigger 
firms just don't have that on-the-ground 
impact. There's something about that 
small business relationship when cus-
tomers can interact with the owner that's 
really special. 

I learned a great lesson in the late '80s. 
We were doing well, but we still weren't 
making as much money as I thought we 
should. This was about the time of the 
savings and loan crisis and I lost my com-
mercial bank and had a hard time finding 
a new one. We went without a bank for 
a few years and had to scale back. The 
outcome was that we doubled our cash 
flow and profit. The clear lesson was that 
sometimes smaller is better. 

What's the biggest mistake you made 
through the years? 
One of the biggest mistakes you can make 
- and I'm guilty of this too - is not preserv-
ing enough cash on hand. Some guys buy 
boats or vacation homes, while others, like 
me, tend to reinvest in the business too 
much. Manage your cash reserves. 

Also, it's easy to begin to think you're in-
vincible if you've had some success. Some 
owners can effectively manage many good 
managers and some can't. Find a size and 
scope where your skill set works best. 

Final thoughts? 
It's been a wonderful experience - you feel 
like you've been "chosen" to be a part of 
the green industry. We've been a part of 
the green revolution in this country long 
before it even had a name, and we should 
be proud of that. We haven't been perfect, 
but we've adapted well. In the end, I'd like 
to believe some day, someone new will 
take this place over, look around and say, 
"He was a pretty damn good farmer. 

T u r f G r o Fer t i l i zer 
Professional Fertilizer at a Value Price 
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$135,000 

How Much 
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It you answered whatever s leftover after 
expenses,' read on to determine how you 
can start paying yourself a fair wage. 
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A couple of years ago, Rick Meinzer expe-
rienced a hard realization. 

"I fell into a trap - one I think a lot of 
landscapers fall into," says the owner of 
Platinum Landscape & Design in Ce-
dar Hills, Utah, "I didn't pay myself 
what I thought I was worth." 

A few years of doing this and "the 
money just finds its way some-
where else," except for in the 
owner's pocket, Meinzer says. 

Caught up in what he calls "the growth trap," Meinzer 
hired more employees than he needed to run his busi-
ness because that's what other companies in his less 
than $l-million revenue category were doing. Two key 
positions - a business partner and an office manager -
cost him more than $160,000 annually. When they both 
eventually left the company for unrelated reasons, it was 
a blessing in disguise. 

"I reevaluated my staffing budget and reviewed the 
numbers," Meinzer says. "I realized these tasks could be 
better achieved with a different solution. Meinzer's wife, 
Debi, took the job as office manager and Meinzer absorbed 
the duties his previous partner had. "I just found a way to 
make it work," he explains. "The redistribution of work 
was a big savings to my bottom line." 

Today, Meinzer, who has been in business since 1998, 
has five employees and his salary makes up approximately 
10 percent of his annual revenue - a calculation method 
that has proven successful for him. 

"At the end of the day, I own a business to make a liv-
ing," Meinzer says. "If I'm not going to be able to do those 
things in my business to allow me to have a comfortable 
lifestyle, I'm really missing the boat." 

Like Meinzer, a majority of contractors struggle with 
paying themselves a fair wage. Nearly half of contractors 
responding to a Lawn & Landscape survey said they thought 
they'd be making more money running their own land-
scape businesses when they started out. Only 21 percent 
say they pay themselves a fair market value salary based on 
industry benchmarks. Another 23 percent say they draw 
less than the fair market value salary and need to find a way 
to raise their salary to a better level. When asked how they 
figure their salaries, the majority of owners - 30 percent 

- said: "It's trial and error. I take whatever is 
left after expenses and bills are paid, so I'm not 
sure what I'm going to make each year." 

The situation is a sad one, says industry con-
sultant Marty Grunder. "They don't plan; they 
don't know their costs and then they hope for 
the best - I see it all the time," says Grunder, 

"At the end of the day, I 
own a business to make a 
living. If I'm not going to 
be able to do those things 
in my business to allow 
me to have a comfortable 
lifestyle, I'm really missing 
the boat " - Rick Meinzer 

who is also owner of Grunder Landscaping in Miamisburg, 
Ohio. "Truthfully, it's hard for me to feel sorry for them. If you 
fail to plan, plan to fail." 

Many claim the basic lack of business and financial knowledge 
over horticultural knowledge is what's holding landscapers 
back. "Because they have no clue as to the financial aspects 
of running a business, they don't build a salary for themselves 
into their pricing," explains industry consultant Jim Huston 
of J.R. Huston Consulting in Englewood, Colo., "And they're 
not asking the important financial questions like, 'What sort of 
retirement will I have?'" 

But the issue extends beyond this industry. Sole proprietors 
often determine their salaries using that very simple "leftover" 
calculation - what remains after all bills are paid is theirs to 
keep, according to the National Federation for Independent's 
Business' Jeffrey Moses. 

While some planning and simple mathematics, as well as 
using budgets and cash flow projections, can give you an idea 
of the operating capital required during the formative stages 
of a company's development, what happens when a business 
reaches breakeven and beyond? "As a small company grows 
and accounting becomes more sophisticated, the financing and 
debt structure often dictate that the owner receive a designated 
annual salary," Moses says. 

To determine a fair salary, owners need to balance their needs 
against what they feel they are worth, what they need to get by, 
what the business will be able to sustain and how their income 
and business will be taxed. 

THE PROBLEM. Concerning general small business, owner earn-
ings range from losses to millions - PayScale and other salary 
estimators offer average annual earnings figures for small busi-
ness owners ranging from $61,919 to $111,000. The national 
average salary of a small business owner with 10 to 19 years 
of experience (the average length of a landscape business is 
15 years) is $70,372, PayScale reports. According to Lawn & 
Landscape data, landscape business owners are on the low end 
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"ON" it Versus "IN" it 
Akey component of an owner's ability to make a fair wage lies in his or her 

time management. And as the business grows, the owner should spend 
significantly less time out in the field and more time behind the scenes. 

This has not been the case according to Lawn & Landscape research. On 
average, an owner running a $778,000-revenue business works 51 hours a week 
- 26 spent on the job performing landscape duties and 24 spent on dealing with 
owner issues or "working on the business rather than in it." 

One of the greatest mistakes owners make is believing they have to do it all 
rather than delegating responsibility, explains industry consultant Marty Grunder. 
"Working on your business is like working out," says the owner of Miamisburg, 
Ohio-based Marty Grunder Inc. and Grunder Landscaping. "If you want to die 
young, continue doing all those bad things. If you want to live long, you have to 
take some time off of the mountain and get in shape to make it work better." 

He recommends business owners with more than $1 million in revenue allocate 
75 percent of their time in planning and sales, and only 25 percent working in the 
field. 

In order to move beyond survival, business owners should spend one-third of 
the time selling, one-third of the time delivering what they sell, and another third 
of the time developing the business via marketing, says Andy Birol, owner of Birol 
Growth Consulting in Solon, Ohio. 

Ideally the business should operate like clockwork, regardless of how active 
the owner is in the company, stresses David Kay, a certified financial planner with 
The Advisory Group in Dayton, Ohio. Every owner should aim to get his or her 
business to the point that it can run successfully on autopilot. He advises that 80 
percent of an owner's time should be spent behind the scenes. "A good business 
owner is like a good football coach," he says. "The coach won't ever throw the 
ball, run the ball, block, tackle or score a touchdown. But if he does his job right, 
his team will win the game." 

The decision of how much time owners should spend working on the business 
vs. working in the business can't be determined until owners ask themselves two 
fundamental questions - "How big do I want my business to be, and how much 
money do I want to make?" advises Keith Rosen, executive sales coach and 
author of Coaching Salespeople into Sales Champions. Rosen has worked with a 
variety of clients, from small businesses to Fortune 500 companies. 

"If you're happy making $60,000 a year and you have one employee, and 
you control everything, that's fine," he says. "But if you want to make $200,000 
or $1 million per year, you can't do it all yourself." It's the latter scenario that 
subsequently prompts the time management question, he explains. And it's at 
that point when an owner must sit down with the financial planner and strategize 
for optimal time management. 

Rosen suggests that owners try to 
assign a quantifiable dollar value to their 
time. When they are able to see exactly 
what their time is worth, they're better 
able to isolate activities that aren't serving 
them well and are more likely to relinquish 
them, he explains. And this is where 
the all-important concept of delegating 
comes into play. 

51 
Average 
number 
of hours 
landscape 
business 
owners work 

26 
Number of 
hours spent 
working in 
the field on 
landscapes 

of this range at $57,573, according to our 
February survey. In last year's surveys, we 
recorded the average owner salary reach-
ing $69,629, still slightly below national 
U.S. averages when taking all industries 
into account. 

Why do landscape contractors seem 
to fall on the low-end? "Landscapers are 
notorious for underpaying themselves 
because they don't know how to price 
their work properly and don't realize the 
value of their services," Huston says. "If 
you don't truly know your numbers, this 
is problematic when bidding jobs because 
it can lead to underpayment." 

Another important reason why own-
ers don't pay themselves a fair wage is 
as basic as having a lack of confidence 
and conviction, according to Andy Birol, 
owner of Birol Growth Consulting in 
Solon, Ohio. 

Having worked with small businesses 
in various industries, Birol sees this as a 
common problem across the board. Pay-
ing yourself a fair wage is a state of mind, 
he says - you have to decide that you're 
worth it. "There's an old phrase my moth-
er used to say: 'If you don't think you're 
worth it, no one else will.' The first sale 
is to yourself," he explains. "If you don't 
have the confidence and conviction to 
stand tall and price for what you're worth 
and you can't make a big profit in your 
business, go work for someone else, let 
them carry the risk, pay your insurance, 
and let them make the profit for it." 

Jody Shilan's greatest personal chal-
lenge was convincing himself that he 
should earn a salary. "This helps you de-
termine your pricing and puts 
a value on what you do," 

24 
Number of 
hours spent 
being the 
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Deader. 
Faster. 

-SPEED 
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Faster, better broadleaf control. 
Because you can't afford to wait. 

Can a weed be deader, faster? It can if it's hit with the power of 4-Speed™ or 4-Speed™ XT herbicides. These 

new, hard-hitting herbicides deliver symptoms in 24 hours or less, and control a wide spectrum of weeds 

more effectively*. The result: fewer complaints, fewer callbacks, and more time to move on to the next job. 

For more information, contact your distributor or visit www.nufarm.com/us. 

Better Choices. Better Business. 
© 2009 Nufarm. Important: Always read and follow label instructions. 
'Compared to standard 3-way herbicide mixes. 4-SpeedT" is a trademark of Nufarm. 
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says the owner of $250,000 to $500,000 
Jody Shilan Designs, Wyckoff, N.J. 

Although he says his current salary, 
which is between $50,000 and $100,000, 
isn't ideal, he is content with the fact that 
he is paying himself every two weeks. He 
didn't use a formula to determine his sal-
ary. "It is just an annual salary that I know 
I can at least squeak by on," says Shilan, 

who started his business in 2005 after 
working with an accountant to develop 
a business plan that included an owner 
salary from the beginning. "It's not based 
on actual sales, but on how much I can 
live on, pay my bills and still put money 
back to grow my company." 

Shilan drew on past experience as a 
designer to determine a fair market sal-

ary. "Prior to starting my own business 
I worked for several design/build firms 
and knew what the starting and high level 
salaries should be. I also spoke to friends 
who worked at landscape architecture 
offices to see what their employers were 
paying. I even interviewed at a few com-
panies to see what they were offering." 

Using the salaries of owners in com-

Recession Putting 
a Wrinkle in Your Plans? 

Chris Eckl's greatest business challenge is the expense load of 
running a company and having to pay everyone else first. He 

admits he doesn't think he makes a fair wage using this "leftover" 
method. 

As the owner of $425,000-revenue Earthtones Landscaping, 
based in Atlanta, Eckl says the current recession doesn't help 
matters. And he's not alone. 

Twenty-three percent of landscape business owners admit they 
support the company during lean times and then repay themselves 
when business is good. And most would consider this is a leaner 
time. 

According to Lawn & Landscape research, almost half (47 
percent) of landscape business owners are taking an average 9 
percent pay cut in light of economic challenges. While the majority 
(26.2 percent) expect their pay to return to normal by the fourth 
quarter of this year, 20 percent may wait until the first quarter of 
2010 tied with another 20 percent who say they think they won't 
earn regular wages again until 2011. Another 18 percent expect to 
hold on until the second quarter of 2010. 

This is a lot higher than the average small business. According 
to a November 2008 National Association for the Self-Employed 
survey, only 9 percent of owners reported considering temporary 
pay cuts for themselves and/or staff as one way to address 
economic challenges. 

Part of the problem this year is slower paying clients. According 
to Discover's January Small Business Watch Survey, 30 percent of 
owners say they've experienced temporary cash flow issues in the 
previous 90 days. 

SCORE Counselors to Small Business advises owners to keep 
their cash flow in check. "Set terms for collections. Collect your 
money in a maximum of 30 days. Keep the terms short so that as 
soon as you do the work, you're getting paid for the work. The only 
way to successfully pay yourself first is to get money from your 
clients quickly." 

If you are t a k i n g a pay cut in 2 0 0 9 , 
w h e n do you expect your salary 

t o return t o its normal ra te? 
2 6 % 

4th 1st 
quarter quarter 
of 2009 of 2010 

2011 

6% 5% 5% • • • 
3rd 4th 2012 2nd 

quarter quarter quarter 
of 201 Oof 201 Oof 2010 

Are you t a k i n g 
a pay cut in l ight 

of economic 
chal lenges? 

M U " 
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This field guide to turf and ornamental insect identification and management provides lawn 
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(Plus shipping) 
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parable businesses as a benchmark is 
good research, Moses says. "Regions of 
the country also should be considered 
because owners on the West and East 
Coasts generally pay themselves more 
than owners in the Midwest or South," 
he explains, adding a caution. "And while 
these are important factors, they aren't 
as important as the actual profitability of 
your company. Annual total sales volumes 
of other companies are often used as an-
other benchmark, but actual profitability 
may have little to do with total sales." 

THE INDUSTRY PICTURE 

Average Owner Salary (2008): $57,573 

W H A T E X A C T L Y I S A F A I R W A G E ? W h i l e 

experts have differing views on how to 
determine a small business owner's wage, 
they seem to concur there is no real "one-
size-fits-all" method. Here, we review the 
most common scenarios. 

According to The Small Business En-
cyclopedia, there are two methods for 
determining owner pay when starting 
a business. The first is setting a sal-
ary that lets the owner meet basic living 
requirements, covering bills, food and 
other miscellaneous living expenses, like 

Shilan did above. A personal financial 
statement can help determine living 
expenses (monthly, quarterly, semian-
nual and annual), including credit cards 
with outstanding balances and short- and 
long-term loans. 

The second method involves projecting 
a salary based on basic worth. While this 
is subjective, usually it means the owner 
pays him or herself a current market value 
minimum plus a little more. 

However, once the business reaches 
breakeven and beyond, looking at profit-
ability is a direct and simple approach 
one-third of the industry uses to deter-
mine owner salary - they budget for their 
salary at the beginning of the year and pay 
themselves a weekly fair market rate plus 
bonuses based on the company's profits. 
After all, "you can't pay yourself, or any 
employee, money that isn't available," 
Moses says. 

"Assuming the company is making 
more than it spends, your salary should 

Average Owner Salary (2009 projected): $ 5 8 , 8 0 8 

As a % of sales, corporate officer, owner and partner salaries make up: 9°/o 

* Source: Lawn & Landscape 

PARTNERED WITH THE INTERNET, 

The solution 
for wildlife t 
food plots. 

Introducing the Brillion FPS-6 Food Plot 
Seeder, the newest member of the 
Brillion seeder family. 

The Brillion FPS-6 has the versatility to 
operate in a wide variety of wildlife food plot conditions and plant 
numerous grasses, legumes, small grains and other blends and mixes. 
It has the features necessary for precise seed metering and placement, 
as well as outstanding preparation and finishing of the seed bed. 

The FPS-6 was designed with input from you, our customers, and we 
stand behind it with our years of experience as a leader in the industry. 

The Food Plot Seeder has all the rugged durability to provide the 
years of service you've come to expect from a Brillion. 

Brillion iron Works, ine. 
www. brillionfarmeq. com 
(800) 409 9749 

©2008 Brillion Iron Works. Inc. All rights reserved. BRPS09083237 

52 
U S E R E A D E R S E R V I C E # 3 6 

MARCH 2 0 0 9 www l a w n a n d l a n d s c a p e . c o m 

Billing 
is Made Even Easier! 

GRASS Landscaper Billing automates your 
landscaping and lawn maintenance billing 
with a handheld terminal. It also enables you 
to manage all of your accounts online. 

• Get Paid Faster 
• Save Time & Effort 
•Bi l ls Go Out On Time 
• Eliminate Billing Headaches 

Landscaper Billing 

Reques t a f ree s a m p l e bill 
a n d b rochure by cal l ing: 
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be based on a percentage of profits over 
the previous two to three years (some of 
the previous years' profits include what 
you have paid yourself during that pe-
riod)," he explains. "Your salary should 
not be based solely on projections for the 
upcoming year or years, although tangible 
contracts can be taken into account." 

Shilan learned this lesson all to well. 
"IVe tried basing my salary on how much 
work I'd actually sell and how much I pro-
duced, and I based it on the gross figure," 
he says. "That didn't work. The gross is 
one thing, but netting is completely dif-
ferent. So I was drawing a good salary but 
I wasn't netting enough to support the 

salary that I set up for myself. I learned 
that, in theory, gross is OK but, in reality, 
net is everything." 

Huston offers some industry bench-
marks. According to his book How to Price 
Landscape & Irrigation Projects, the total 
for combined office and officer salaries 
should be between 8 and 12 percent of 

Legal & Tax Considerations 

A lot of people fail to realize that when you're self-
employed, the legal form under which you operate your 

business directly affects the way the IRS views your tax 
status and, therefore, will have some bearing on how you pay 
yourself. 

The easiest way to get into business is as a sole proprietor. 
A sole proprietor doesn't have any partners to worry about, 
nor a corporate identity to hide behind. If you get tagged with 
a lawsuit, you face the liability. It's as simple as that. 

On the other side of the coin, if your company does well, 
you reap the profits. Under a sole proprietorship, profits from 
the business and your personal income are treated the same 
by the IRS. There is no distinction. 

After deducting all of your overhead expenses on Schedule 
C of Form 1040, the resulting profit is your income and you 
are taxed on that portion, including a tax for social security 
under the Federal Insurance Contributions Act. 

A partnership is a totally different vehicle from the sole 
proprietorship in terms of operations, but from the point 
of view of the IRS they are practically the same. Any profit 
generated through a partnership is treated as personal 
income. Instead of completing Schedule C of Form 1040, 
however, partnerships must file Form 1065, U.S. Partnership 
Return of Income. This lists all expenses that can be directed 
against income to arrive at the taxable income generated from 
your business. Schedule K-1 should be sent to each partner 
to help them report their share of the income on Form 1040. 
You do not need to file Schedule K-1. 

If your business is organized as a corporation, you will get 
paid a salary like other employees. Any profit the business 
makes will accrue to the corporation, not to you personally. At 
the end of the year, you must file a corporate income tax return. 

Corporate tax returns may be prepared on a calendar-
or fiscal-year basis. If the tax liability of the business is 
calculated on a calendar year, the tax return must be filed 
with the IRS no later than March 15 each year. 

Reporting income on a fiscal-year cycle is more convenient 
for most businesses because they can end their tax year in 
any month they choose. Pursuant to the 1986 Tax Reform 

Act, a corporation whose income is primarily 
derived from the personal services of its 
shareholders must be a calendar year 
end for tax purposes. In addition, most 
Subchapter S corporations are required to 

use calendar year ends. 
The salary you receive from the corporation 

is, of course, reported as your own personal 
income on Form 1040. As the CEO of a 
corporation, you'll be able to plan your salary 
with an eye toward tax rates. You may be able to 
set up a staggered fiscal year, differing from the 

calendar year by which individuals are typically 
taxed. You may accrue or defer income between the 

corporation and yourself so you can stay in the lower tax 
bracket consistently. You can zero out the income of the 
company. In other words, make sure the corporation doesn't 
have any income outstanding at the end of the year. 

How can you achieve this? Pay salaries that will absorb 
whatever profits there are in the company. There is a limit to 
how much of this you can do, and in most states you have 
to document the process with appropriate resolutions and 
directors' meetings. But for most small companies not making 
a tremendous amount of money, it makes sense to pay 
income out of the corporation in the form of salary. 

There is a danger to this strategy, especially when it comes 
to awarding big bonuses to yourself. If you're the owner of a 
small, privately owned C-corporation, the IRS will look closely 
at returns to determine if there is "excessive compensation" 
to lower the company's tax liability. If the IRS determined the 
bonus, in addition to your regular salary, is too large, they'll 
disallow the deduction of the bonus as an expense to the 
corporation. In addition to the loss of the deduction, increasing 
the amount of tax to be paid, the IRS will also charge you 
interest and, possibly, penalty fees. There is also a chance 
the IRS may establish the excessive bonus as a dividend 
payment, which will cause that payment to be "double-taxed" 
to both the corporation and your personal taxes. 

No matter which legal form you choose, it's vital that you 
discuss this decision with your tax accountant or attorney to 
make sure you're operating legally and getting the best deal 
on your taxes. - The Small Business Encyclopedia 
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gross annual sales. Lawn & Landscape 
research shows owner salaries fall into 
this range at 9 percent on average. 

"Some owners prefer to draw less than 
a fair market value salary (only $400 or 
$500 per week) and keep the extra money 
working within the company," Huston 
explains. "Others choose to take far more 
than a fair market value salary, but it's 
not reasonable to put all this amount 
into general and administrative (G&A) 
overhead for estimating purposes - it 
would make bids too high. (Even though 
officers' real pay may be more or less, you 
should still estimate G&A overhead costs 
using a fair market value amount in G&A 
overhead.) 

"For instance, I tell a contractor who's 
going to take $300,000 to pocket at least 
$36,000 before bonuses," Huston con-
tinues. "And after bonuses he's probably 
going to be pulling down close to $48,000 
plus the company is going to pay for 
his truck and medical expenses. Now if 
the company grows to $1.5 million, the 
owner should be putting $50,000 in his 
pocket, plus the truck, medical expenses 
and maybe some year-end bonuses. It re-
ally boils down to hard dollars, so I think 
this is one of the better methods to use -
straight forward and easy to calculate." 

This is when fair market value is the 
goal. A majority 55 percent of contractors 
say they draw less than the fair market 
value salary and keep the extra money 
working within the business - and that's 
helping them grow. This is how Greg 
Dynia pays himself. When he measures 
his salary against how much time he puts 
into the company, he is more inclined to 
say he doesn't make a fair wage, but when 
viewed from a long-range perspective, his 
wage is acceptable because it allows him 
to continue to grow the business. 

"At this point, the strength of the busi-
ness is really more important to me than 
my individual salary," explains the owner 
of $1.2-million Grass Roots Lawn Care in 
Chesterfield, Va. Dynia bases his salary off 
of the highest paid employee - his is just a 
touch above that. "At the end of the road, 
it's more valuable to have a successful and 
profitable company than for me to make 
a certain amount while my company is 
hanging on by a shoe string." 

Dynia admits he probably started earn-

ing more of a fair wage about four years 
ago when he went from a sole proprietor 
to a corporation. "At that point, I really 
had to draw a salary, whereas before I was 
kind of mixed in with the overall gross of 
the company and didn't necessarily have 
to write myself a check every two weeks," 
he says. "Money was sort of able to be 
used at my disposal." 

Moses also reminds owners who may 
be tempted to lean the other way and keep 
all profit for themselves to be careful. 
"You cannot pocket all profits because 
some of these must be allocated to annual 
increases in marketing and other opera-
tional expenses that grow the business," 
he explains. "If an owner takes all profits 
as salary, the company runs the risk of 
stagnating. A rule of thumb: Most owners 
of profitable small businesses don't take 
out more than 50 percent of profits for 

themselves." 
And, then, of course, debt has to be 

taken into consideration. Determining 
an owner's salary is a whole different 
ballgame when ongoing lines of credit 
or debt are involved. "If your company 
is profitable and has outstanding loans, 
there is always the tendency to want to 
pay off the loans as quickly as possible," 
Moses says. "This usually means that you, 
the owner, must reduce the amount you 
take out of the business." 

When Glenn Mertens and his wife, 
Doris, purchased 17-year-old Vital and 
Green of Wisconsin from the original 
owner, they were determined not to ac-
crue substantial debt. This was the driving 
decision to pay off the purchase before 
earning regular paychecks, and continues 
to be their motto today. "We didn't earn 
hardly anything the first year," he recalls. 

Do you th ink you 
m a k e a fa ir salary 

as a landscape 
business owner? 

Did you th ink you 'd be m a k i n g 
more m o n e y as a landscape 

business owner w h e n you 
s t a r t e d your c o m p a n y ? 

H o w w o u l d you describe your salary level? 

21% 
I pay myself a fair market value salary based on 
industry benchmarks. 

55% 
55% 
I draw less than the fair market value salary and 
keep the extra money working within the company, 
and that's helping my business grow. 

i n 1% 

23% I draw less than the fair market value salary. 
My company is doing well, but I need to find a way 
to raise my salary to a fair market value rate. 

1% I take far more than a fair market 
value salary. I deserve it. 
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"I don't like collecting a significant salary 
if I know there's instability in the debt of 
the company. We probably started earn-
ing a regular salary by the third year, but 
it wasn't until the fourth year when it was 
actually stable because we were paying off 
the company in large amounts the first 
three years." 

Mer tens , the Oconomowoc , Wis.-
based company's vice president and his 
wife, who is the company's president, 
each make approximately $ 6 0 , 0 0 0 an-
nually running the $ 6 0 0 , 0 0 0 business. 
It's difficult for Mertens to say whether 
he thinks this is fair in today's market or 
not, especially considering the amount of 
time he puts into the company - 4 0 to 50 
hours a week in the field, plus overtime 
to cover owner duties. "Costs have gone 
up significantly in the past 10 years, so 
the money that my wife and I make now 
seemed like a crazy amount when we 
started, but now it's tight." 

Owners will always be concerned about 

the future of their companies, Moses 
says, but for your sake and the sake of 
your family it's important that you take 
a comfortable amount out each year for 
living expenses. He advises: "Don't plow 
every penny back into the company at the 
expense of your and your family's satisfac-
tion in life. This defeats the purpose of 
starting your own business." 

THE PRICING ARGUMENT. While some small 
business experts advise owners to focus 
on a percent of profits to determine their 
salaries, other experts believe in a more 
unconventional view. They argue the 
focus should be on pricing, not salary. 

Salary is what remains, but pricing is 
how you achieve your salary, Birol says. 
"Approximately 50 percent of all small 
businesses fail in a year, and only 20 
percent of the businesses remaining last 
five years," he says. "Why is this? Because 
they didn't price higher than what it costs 
to make a living. It's that simple. It's not 

what you make, it's what you keep." 
He advises owners to charge enough 

from the beginning in order to pay 
themselves at least 125 percent of what 
they would make if they were working 
for someone else. This is key, he says, 
because the owners are the ones taking 
on all the risk. 

In a small business, the owner is the 
engine that drives the bus. The focus 
should be on building the business so that 
it has value, maintains David Kay, certi-
fied financial planner with The Advisory 
Group in Dayton, Ohio. His clients have 
included medium-sized and small busi-
nesses in an array of industries, including 
the landscape industry. 

One cannot truly quantify an owner's 
wage for the simple fact he is always on 
the clock, he explains. The phrase "fair 
wage" is ambiguous in this context be-
cause there are countless intangibles to 
be considered, such as client relations, 
good will and the like that are both im-

M e r i t I n j e c t a b l e 
The #1 tree and slirub insecticide now 

available in a new Microinjection 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 

1-800-622-2831 
e-mail: info@treetech.net 
www.treetech.net 
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COVER Story 

"There's an old phrase 
my mother used to say: 
I f you don't think you're 
worth it, no one else 
will.' The first sale is to 
yourself." - Andy Birol 

H o w d o y o u p a y yourse l f? 

30% 29% 6% 6% 24% 5% 

30% It's trial and error. I take 
whatever is left after expenses and 
bills are paid, so I'm not sure what I'm 
going to make each year. 

29% I budget for it at the beginning 
of the year and pay myself a weekly 
fair market value salary plus bonuses 
based on the company's profits. 

24% I support the company during 
lean times and repay myself when 
business is good. 

6 % I pay myself hourly/weekly as the 
highest paid worker on a crew and bill 
the client for my time. 

6 % I look at what profit I'm making 
after all my expenses are paid and 
take a percentage of that. 

5% Other 

measurable and critical to the company's 
success. 

Should an owner expect to make a "fair 
wage" immediately? The experts disagree 
on this point. Some suggest a three- to 
five-year time frame with flexibility to 
allow for adjustments. "Know what your 
plan is, and if something sets you off 
course - like a bad economy - then you 
have to adjust and see how you can get 
back on track," Kay advises. 

But Birol says owners should price jobs 
to earn a fair wage from the get-go. 

"This idea that there is some length of 
time a business owner should wait until 
they feel it's justified to earn a living is 
spurious," he says. "There's nothing saying 
you can't price a job and sell it from the 
beginning to make a living." 

INCREASING YOUR PAY. Once a business has 
reached breakeven, The Small Business En-
cyclopedia advises owners tie any income 
above their fixed salaries to the growth of 
the company. Therefore, if the company 
grows 10 percent, take your base salary 
and add a 10 percent bonus to it. Retaining 
this bonus is fine - "Why not compensate 
yourself for the increased performance of 
your company?" the book says. 

The challenge is when the rest of over-
head, excluding owner compensation, 
grows faster than the rate of sales on a 
percentage basis. "Sure, you may be able 
to trim a little fat from the budget by re-
moving any discretionary purchases, but 
the fact remains that if overhead grows 
at 12 percent, and sales grow 10 percent, 
it is only a matter of time before you find 
yourself in trouble," according to The 
Small Business Encyclopedia. "By increas-
ing your base salary by 10 percent, the 
rate of sales growth, you are only hasten-
ing this crisis. 

"In order to keep total overhead, in-
cluding owner compensation, at a com-
fortable level in relation to income, take 
that rise in overhead into consideration 
when determining your salary level," the 
book continues. "To do this you need to 
determine how much your overhead is, 
excluding your salary. For instance, sup-
pose your annual overhead minus owner 
salary is $180,960, your salary is $36,192, 
and sales are $312,000. If the company's 
sales grow by 10 percent, but overhead 

(minus owner salary) grows by 12 percent 
to $202,675, or about 60 percent of total 
sales, your raise in pay cannot exceed 70 
percent, so you will be unable to give 
yourself a 10-percent raise unless you 
want to cut into your profit. Instead, you 
would give yourself a 4-percent raise for 
a total of $37,600 annually." 

Another way to keep this in check is 
to look at the industry benchmark for 
corporate salaries (which is between 8 
and 12 percent as mentioned earlier), 
and realize that this number will be larger 
when you start out and are a smaller busi-
ness, but will decrease as you increase in 
size, Huston says. "If your company is a 
large commercial operation doing more 
than $10 million in annual sales, the 
total of officers and office staff will prob-
ably be below 8 percent," he explains. 
"Extremely large companies, well more 
than $10 million in annual sales, will 
be even lower. Smaller commercial and 
high-end residential companies will run 
about 12 percent. If actual pay for office 
staff and officers combined exceeds tar-
get percentages, don't put the excess in 
G&A overhead. Rather make a net profit 
adjustment at the bottom of your budget 
(after net profit margin) for additional 
excess salaries or bonuses. Then work 
on increasing sales. This will bring your 
percentages in line." 

Keeping costs under control means 
checking rapid growth of overhead costs. 
"But no matter what you do," warns The 
Small Business Encyclopedia, "overhead 
will rise on annual basis due to inflation 
alone. Your objective is to try and keep it 
in line with the growth of sales." L 

The authors are editor of Lawn & Landscape and a 

freelancer writer based in Lakewood, Ohio. ( 

Questions & Answers ^ 

Wondering what you might be 
worth as the owner of a small 
landscape business? For an 
equation to help you determine 
your basic worth as a start-up 
small business, visit the March 
Online Exclusives section at 
www.lawnandlandscape.com. 

\ / 

W\ 
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Husqvarna 

Turn Power and 
Performance Into 
Profitability 
Designed specifically for rugged, demanding commercial lawn 
care and maintenance, Husqvarna s iZ mowers are perfectly 
suited for enhanced productivity in smaller areas. The 
smallest of Husqvarnas professional zero-turns, these agile 
mowers feature many of the strengths of the larger-frame 
mowers and are ideal workhorses for any commercial cutting 
need. Whether you require professional mowers, blowers, 
trimmers or chain saws, Husqvarna has the right professional 
tools to help you master your great outdoors. 

To find the nearest Husqvarna Total Source dealer, visit 
w w w . h u s q v a r n a . c o m or call 1 - 8 0 0 - H U S K Y 6 2 . 

SPRING DEMO DAYS 
D e m o O u r Z e r o - T u r n 

A n d w h e n you buy an i Z 5 2 2 3 , g e t a F R E E 
Landscaper radio headset at your part icipating 
local Husqvarna Total Source dealer. 
F e b r u a r y 16 - M a r c h 2 8 

¡Z5223 

• 23hp KohlerV-Twin Engine 

• 52" CuttingWidth 

• Full Suspension Seat 

w w w . h u s q v a r n a . c o m 

C o p y r i g h t © 2 0 0 9 Husqvarna A B (pubi) . Al l r ights reserved. Husqvarna is a registered t r a d e m a r k o f Husqvarna A B (pubi) . 
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BRIEFCASE III Strategic solutions to keep you on top of your game 

TOPIC - PRICING WORK IN 2009 BY KRISTEN HAMPSHIRE 

Pricing Up When 
Things Are Down 
In a turbulent economy where "spend" has become a nasty 
word, landscape contractors struggle to price services to keep 
clients and still run a profitable business. Lawn & Landscape 
talks to three professionals who share their unique strategies. 

By now, the phones are usually ring-
ing. Homeowners are anxious for the 

spring thaw and patio BBQ days - they 
dream of better backyards, and they start 
talking installation. Residential regulars 
re-commit to seasonal maintenance and 
lawn care contracts, and commercial cli-
ents request bids. Landscape companies 
answer calls prepared with pricing menus, 
usually adjusted to cover rising costs. 

This year, people are hibernating longer 
than usual. 

"Normally, the sun comes up, spring 
arrives and people start spending money," 
says Jim Huston, a management consul-
tant to the green industry and president 
of Englewood, Colo.-based J.R. Huston 
Enterprises. "Right now, everyone is hold-
ing back. Customers are very slow to pull 
the trigger on anything new." 

In particular, "new" is residential 
installation, a tough sell for landscape 
contractors as customers examine their 
household budgets and trim expenses. 
Commercial maintenance behemoths are 
shopping. "Everyone is shopping," Huston 
says, telling of a large corporate client that 
told its long-time landscape firm, "You 
need to lower your price, and I'm putting 
you out to bid." 

While Huston expects maintenance, 
lawn care and irrigation services to 
remain "somewhat resilient," no one is 

on a spending spree, regardless of 
stimulus packages and other carrots ^ 
to stoke the economy. In fact, Huston 1 
estimates landscape installation sales 
will decrease by one-third this year. 

"The big question is whether we are 
going to have any work to price," he 
says, flatly. 

Another question: will the industry be 
"back to normal" by April 1 - the official 
gun-start for landscape season for many 
operations? "Be prepared," Huston says, 
responding no. 

This month's briefcase: In light of the 
economy, how should landscape contrac-
tors handle the delicate process of pricing 
this year? 

Fuel surcharges won't fly after prices 
dropped at the pumps, and customers 
won't tolerate this add-on fee even if 
they do gradually hike to the $3 range by 
mid-2009, Huston says. "If someone was 
billing a gas surcharge now, I'd expect a 
rebate," he remarks. 

Cost-of-living increases may not sit well 
with customers either. Consider corpora-
tions, such as Wal-Mart, that thrive in 
times of recession. Low, low prices ap-
peal to the masses who clutch their purse 
strings. "With interest rates going down 
and most prices going hard, it would be 
really hard to justify an across-the-board 
price increase," Huston notes. 

That said, landscape contractors should 
identify specific cost increases - insur-
ance, fertilizer, salt - and adjust their 
pricing based on these price hikes, Huston 
advises. This means scrutinizing the bud-
get, analyzing every line item and striking 
a balance between being fair to customers 
and one's business. 

Lawn & Landscape talked pricing strat-
egy with three landscape contractors who 
operate companies in different revenue 
categories. Here is how industry peers will 
handle the pricing game this year. ® 
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The Power Of One 

Shift your business to the independent distributor members 

of PrimeraTurf and tap into the power of a wide range 

of high-quality PrimeraOne" products. 

You'll find the products and the name of the distributor 

in your area at primeraone.com. 

^ r i m e r a O N E 
©2009 PrimeraTurf. PrimeraOne is a trademark and PrimeraTurf a registered trademark of PrimeraTurf, Inc. Always read and follow label directions. 
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BRIEFCASE III Pricing up when things are down 

SMALL - LESS THAN $500,000 BY KRISTEN HAMPSHIRE 

Give & Take Appealing to a limited client base will require pricing 
flexibility this year for Greenough Landscapes. 

George Greenough is in the estate 
landscape business, acting as master 

gardener for clients who sometimes join 
him outside and pull a few weeds, water 
some flowers or just chat while he works. 
One client invites Greenough over Friday 
evenings for a casual happy hour tour of 
the property to discuss what's on next 
week's landscape agenda. 

These are atypical clients, in a market 
on the New England seaboard, north of 
Boston, where one's reputation matters 
as much as the price charged for services. 
At least, that has always been the case for 
Greenough, who maintains a discreet cli-
ent list, just 20 accounts strong, so he can 
deliver personal service. 

"I am the one who actually does the 

work," Greenough says simply. 
And Greenough sells the work, delivers 

invoices and befriends clients, who hire 
him year after year because they trust 
Greenough on their multi-million dollar 
properties. 

When Greenough raises prices, he dis-
tributes a letter explaining exactly why. 
This communication further cements 
client relationships: Greenough shares 
a piece of his business with customers, 
and they take stock in his success by con-
tinuing to support his firm by purchasing 
services. A written explanation is only fair, 
Greenough relates. 

"Once my customers hire someone 
and like the service, they don't want to 
change," Greenough says. He gives them 

no reason to look elsewhere, and his plan 
is to continue this strategy by maintaining 
prices - and even lowering them. 

Last year, Greenough raised mainte-
nance prices 5 percent to cover fuel prices. 
This year, he's thinking about dropping his 
hourly rate by $5 - a decrease in his $40 
rate, which is higher than other landscap-
e s in the area. "I've talked with friends 
in the industry, and they aren't raising 
prices, so we are staying on the same page 
with each other," he says. 

Greenough says he isn't putting his 
services "on sale." But he recognizes even 
high-end customers are shopping around, 
and there are plenty of fly-by-night busi-
nesses interested in picking up the type 
of jobs Greenough has. In these economic 
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times, even high rollers are counting pen-
nies. Greenough charges a flat hourly rate 
and distributes invoices that detail the 
work performed on each property. 

This year, he may institute a 12-month 
payment plan, offering clients an annual 
rate based on the average cost of service 
for the previous few years. "I'm going 
to give customers the option to pay in 
monthly increments, and charge for ad-
ditional services and plowing," he says. 

For now, he delivers weekly invoices. 
Collections had been steady, until No-
vember. His accounts receivables show 
$2,000 outstanding that month, increas-
ing to about $4,000 of unpaid invoices in 
December, and he is not sure how quickly 
clients will pay their January snowplowing 
bills. Greenough billed about $9,000. 

Cash is king in a tough economy; 
Greenough knows this. He can invoice 
clients all he wants, but if no one is pay-
ing, then how much is he really earning 
for work performed? To encourage faster 

payment, Greenough tested an incentive 
plan in January. "If you pay within 10 
days with a personal check or cash, you 
get 10 percent off," he says, noting that 
10 percent off a $600 plowing bill "isn't 
bad" at $60 less than the regular cost. 
He's not sure whether he will continue 
this discount once spring breaks. 

Greenough's goal is to maintain the 
same number of clients, perhaps "trading 
up" a difficult account for a promising 
property that could bring higher profits. 

Proponents of diversifying one's cus-
tomer mix might gulp knowing that one of 
Greenough's clients makes up $47,000 of 
his total revenue - about one-third of his 
business. But Greenough likes to make a 
difference on the properties he does ser-
vice, really providing that personal touch. 
So far, his business plan has worked, so 
he's sticking to i t . ® 

T h e au thor is a f r e e l a n c e writer b a s e d in B a y Vil-
l age , Oh io . 

Greenough Landscapes 
Principal : George Greenough 
Locat ion: Beverly Farms, Mass. 
Estab l ished: 2004 
2 0 0 8 R e v e n u e : $138,000 
C u s t o m e r / S e r v i c e mix: 20 
customers; 90% maintenance, 10% 
design-build and snow services 
E m p l o y e e s : 1.5 
Pric ing history: Annual 5% price 
hikes 
Pric ing today : Last year, several 
of Greenough's loyal customers 
asked him to slap a fuel surcharge 
onto their invoices. This year, 
Greenough is forgoing his usual 
price increase - an average $100 
per month for many clients. Instead, 
he's starting spring with a plan to 
hurry in aging receivables. 

<16,300 p e r y e a r 

Ca&cÊa+ — 

T h a t ' s h o w m u c h on average c u s t o m e r s te l l u s T h e J o b C l o c k S y s t e m s a v e s t h e m 
o n p a y r o l l . A n d y o u m i g h t s a v e e v e n m o r e . S i m p l y b e c a u s e y o u ' l l b e p a y i n g y o u r 

w o r k e r s o n l y f o r t h e a c t u a l h o u r s t h e y 
E v ^ W M P W w o r k . It's fa i r t o t h e m . A n d fa i r t o y o u . 

B u t , it's y o u r c h o i c e . K e e p t r a c k i n g 
t i m e t h e o l d - f a s h i o n e d w a y a n d k e e p 
l o s i n g m o n e y o n e v e r y p a y r o l l . O r 
s w i t c h t o t h e J o b C l o c k , a n d s tar t 
s a v i n g t h o u s a n d s o f d o l l a r s . In t h i s 
e c o n o m y , y o u c a n ' t a f f o r d t o b e 
w i t h o u t i t ! 

M 

» S r i I 
M 

C a l l 1 . 8 8 8 . 7 8 8 . 8 4 6 3 
n o w f o r a F R E E q u o t e . 
Find out how much The JobClock System will SAVE you! 

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 

Ask about our , „ 
"Tough Economy E X A K T I M E 

Easy Payment Plan!" I N N O V A T I O N A T W O R K 
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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." 

S a m L a n g , P r e s i d e n t 
F a i r w a y G r e e n , R a l e i g h , N C 
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Today , y o u r o p e r a t i o n n e e d s b o t h q u a l i t y a n d v a l u e . A n d t h a t ' s e x a c t l y w h a t Q u a l i - P r o has b e e n d e l i v e r i n g 

s i n c e d a y o n e . P r o v e n p l a n t p r o t e c t i o n p r o d u c t s f e a t u r i n g t h e n e w e s t f o r m u l a t i o n t e c h n o l o g i e s a t 
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BRIEFCASE III Pricing up when things are down 

M E D I U M - $500,000 TO $4 MILLION BY KRISTEN HAMPSHIRE 

Todd McCabe decided to raise 
prices by 10 percent across the 
board this year at first and remain 
flexible if clients are not receptive 
to the change. So far, so good. 

/ 

A Question of 
LOYALTY 
Loyal customers are the backbone of Landscapes Unlimited's 
business, but everyone is scrutinizing prices this year. 

Todd McCabe held back mailing his annual letter to clients this year 
until January. Each year, before the holidays, he sends clients written 

communication explaining any rate increases and discussing other news 
and add-ons available from Landscapes Unlimited, Wilmington, N.C. 
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BRIEFCASE III Pricing up when things are down 

Got YOU 
Covered 
Whatever you need 
in ground protection 
mats, we ARE your 
Single Source 

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

soft conditions 
• Withstands record 

heat & cold 
• Never get stuck again 

VersaMATS 
• 1/2" thick polyethylene 
• Features the bold 

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

• Ideal for 60 ton 
vehicles as well as 
pedestrian traffic 

[\f\obile 
f\J\att-

• Slightly lighter in weight 
• Features a waffle 

shaped tread 
• Four hand slots for 

easy handling 
• Ultra-high molecular 

weight high density 
polyethylene 

One-Piece Plastic 
Outrigger Pads 
Rugged, one piece 
pads with rope handle. 
Available in wide variety 
of sizes to suit the 
application. 

Call for the name of your nearby dealer: 

888-544-6287 
AlturnaMATS 

sales@alturnamats.com 
www.altumamats.com 
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A 

L a n d s c a p e s U n l i m i t e d 
Principal: Todd McCabe 
Locat ion: Wilmington, N.C. 
Establ ished: 2000 
2008 Revenue: $750,000 
Customer /Serv ice mix: 75% residential; 25% commercial 
Employees: 11 (16 in season) 
Pricing history: 10% increase on all services 
Pricing today: Todd McCabe is tired of desperate bidding wars for 
commercial work. He won't play the game, and he has decided not to just 
absorb the rising cost of materials, either. He will raise prices and maintain a 
wait-and-see approach, adjusting fees as necessary. 

"I didn't know what to expect this year, 
and we put off pricing to feel things out 
at first," McCabe says, admitting he didn't 
see the "signs" he was hoping for to help 
guide his pricing strategy. 

His business was eerily quiet after 
Christmas. "We weren't getting any calls," 
he says. By January, customer inquires 
were coming in by the handful. "We 
thought, 'O.K., there are some people 
out there who are ready to spend some 
money,'" he quips. 

McCabe decided to raise prices by 10 
percent across the board this year at first, 
and remain flexible if clients are not re-
ceptive to the change. For the most part, 
his client base is sympathetic toward ris-
ing costs and accepting of additional fees. 
Last year, McCabe enacted an optional 
fuel surcharge of 2.5 percent, raising it 
to 3 percent of the cost of services toward 
the end of summer 2008 when gas prices 
skyrocketed. 

Ninety percent of customers paid 
the fee, which was explained in a client 
newsletter. "I noted costs were going up 
and the fuel surcharge was voluntary," 
McCabe says. "If the customer felt they 
should pay the extra fee, great. If not, they 
could ignore it." 

The tremendous response speaks vol-
umes about the importance of maintain-
ing strong customer relationships. "A lot 
of them knew costs were going up and 
came to us to say, 'We know fuel has to 
be killing you now - what are you doing 
about it?'" McCabe says, noting that he 
decided to make the charge voluntary 

because one of his office administrators 
warned that her previous employer en-
acted a mandatory fee and, as a result, 
upset many clients. 

McCabe saw price increases in other 
areas, too. Fertilizer increased by 30 
percent, so he subsequently raised lawn 
care service prices by 10 percent last year. 
"This year, fertilizer prices are supposed 
to go down," he says. 

Gas prices have already decreased, so 
in November 2008 McCabe wiped the 
optional fuel surcharges off of client 
invoices. "At that time, we were getting 
calls and people were backing off of ser-
vices," he says. When one of his workers 
questioned the move, he explained, "this 
is us showing customers we are working 
with them, and we don't want them to 
think we are collecting extra money off 
of the deal." 

Competing companies in McCabe's 
market have taken more drastic pricing 
measures, he notes. McCabe has spent 
the last few months watching landscape 
companies grossly underbid projects. 
While negotiating with a homeowners' 
association for a maintenance contract, he 
progressed to a point where the associa-
tion president unveiled competing bids, 
inquiring why McCabe's was higher. 

"No one's pricing made any sense," 
he says. "It was apparent that the other 
companies didn't measure the property 
and they were just shooting from the hip 
with their pricing." 

McCabe won a bid for a public project 
- same desperate bidding story. McCabe 
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isn't going there. 
McCabe's strategy for raising prices 

this year: "It's all in the presentation," he 
says simply. And that begins with sales 
and emphasizing the value of services. 
"Customers need more education," he 
says. "New customers won't realize there 
was a price increase, but we have to help 
existing customers understand why we 
have to raise prices." 

Letters are important, as is personal 
contact. McCabe is encouraging even 
more face-to-face interaction between 
staff and customers this year. And if his 
client base hesitates to sign contracts, he 
will revisit his pricing plan. "I'm not plan-
ning on dropping prices by any means," 
he says. "But if we are not selling any 
work, then we'll have to do something 
different." 

For now, McCabe increased the hourly 
rate by $1. "I think a lot of companies will 
try to lower prices to be competitive, and 
that's not going to help anyone," he says. 
"We need to keep pushing for what we 
should get paid." 

McCabe is tightening internal op-
erations so every dollar he collects from 
customers will count this year. "We are 
forcing ourselves to be super-efficient," 
he says. For instance, McCabe purchased 
used trucks instead of new vehicles last 
year. "We can't afford to be wasteful," 
he says. 

McCabe will run leaner, running two 
maintenance crews rather than three, if 
necessary. He had hoped to ramp up his 
operation to include four crews. "We're 
just going to push harder in mainte-
nance," he says. "The problem is we are 
in a really small market and there are a 
lot of landscaping companies - a lot of 
aggressive ones. We'll all be fighting for 
work." 

McCabe won't balk on pricing for now. 
"We are all neck-and-neck," he says of 
his rates compared to others in the area. 
Of course, that's withstanding the com-
mercial bidding wars he has experienced. 
Still, McCabe sees a bright side: "Com-
mercial customers are still spending 
money." ® 

T h e author is a f r e e l a n c e writer b a s e d in B a y Vil-
lage, Ohio. 
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BRIEFCASE III Pricing up when things are down 

BYKRISTEN HAMPSHIRE 

INCOME 
Over Increase High profit margins reign over a high 

customer count at Kinnucan Co. 

People in Lake Bluff, 111., know the Kinnucan name. "The key fac-
tors to our success are recognition and reputation in our market," 

notes Bob Kinnucan, president, Kinnucan Co. He has run into custom-
ers on the golf course or during travels who ask him, "Is this a family 
business?" 

"People think we've been here since the beginning of time," Kinnucan 
says, remarking that the 38-year old firm relies on customer referrals 
and word-of-mouth advertising, mostly. "We have consistently found 
that our business comes from market presence - our equipment on the 
street and customer referrals," Kinnucan says. 

Service diversity helps the company penetrate its existing customer 
base more deeply and maintain steady business. Kinnucan Co. provides 
the full spectrum of landscape offerings, so when one service takes a hit, 
another can pick up the slack. This year, Kinnucan says design/build is 
"dropping off," but numbers are solid thanks to consistent maintenance, 
snow, holiday and lawn care services. 

Meanwhile, Kinnucan Co. has maintained "adequate" profit margins, 
which translates to about 15 percent net profit in 2008. This year, Kin-
nucan expects that number to slump to 9 percent - still strong, given 
the economic climate. He won't raise prices this year, he decided. 

"Over the years, we have lost some clients due to the annual increases, 
but those losses have not been significant," Kinnucan says. Healthy attri-
tion makes room for new, quality customers, after all. "We have always 
been concerned about profitability rather than volume," he says. 

To be sure every job falls within the company's "target numbers," 
Kinnucan Co. employs an internal cost accounting method that involves 
each manager analyzing daily reports that detail every job completed 
and billed. The target Kinnucan refers to is profit margin. At year-end, 
managers study each customer account and adjust fees if they are below 
the target. 

"Some people opt to not renew, but again, our philosophy is to only 
do work that is profitable as opposed to buying work or going out and 
bidding work to fill volume," Kinnucan says. 

Sometimes, other landscape companies' bids are one-half or one-third 
what Kinnucan Co. estimates for a large job. Kinnucan blames vast cost 
discrepancies on desperation, not necessarily the economy, though he 
admits companies are more prone to bid low when their schedules are 
empty. 

"Over the years, more companies have entered the industry, and it 
has grown exponentially," Kinnucan relates, noting 2009 is a judgment 

K i n n u c a n C o . 
Principal : Bob Kinnucan 
Locat ion: Lake Bluff, III. 
Estab l ished: 1970 
2 0 0 8 R e v e n u e : $4 million 
C u s t o m e r / S e r v i c e mix: 90% 
residential and 10% commercial; 
landscape maintenance, design/build 
installation, lawn and tree care 
E m p l o y e e s : 28 (50 in season) 
Pric ing history: 3-5% increases 
Pric ing today : What keeps industry 
veteran Bob Kinnucan up at night? 
"Desperate competition under-pricing 
their services." Not swaying from the 
company philosophy to value quality 
rather than volume, the Kinnucan Co. 
will maintain last year's prices and 
buckle down for a tough year. 
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BRIEFCASE III Pricing up when things are down 

year for unstable firms that compromise 
profit and have ignored the importance of 
maintaining a healthy profit margin. Kin-
nucan doesn't understand how companies 
bid multi-year contracts with prices that 
decrease in succeeding years - $100,000 
for the job in 2006, $90 ,000 in 2007, 
$ 8 0 , 0 0 0 in 2 0 0 8 and so on. "That is 
foolish," he says. "Why give your profit 
away?" 

Kinnucan's quality-not-quantity phi-
losophy allows him more control over 
pricing, and the ability to increase fees to 
cover the rising cost of materials, he says. 
Quality customers don't mind paying for 
premium service. "Our clients appreciate 
our level of service and they understand 
that to maintain that, we have to increase 
our prices," Kinnucan says. 

When his sales team questions an-
nual price increases, Kinnucan reminds 
them the company must feed knowledge 
to price-shopping customers. "Instead 
of mailing out a bid, we'll present it in 

person," Kinnucan says, enforcing an 
education mission this year, in particular. 
"The key is to sell your work before, dur-
ing and after the sale," he reminds. "We 
must impress upon clients the value of do-
ing business with us, our longevity in the 
marketplace, quality of what we do, and 
our ability to back up guarantees." 

Kinnucan will adhere to his 2 0 0 8 
pricing structure this season, but he is 
tightening the reins in-house, and for the 
first time will not offer salary increases 
to employees. He also will not put his 
services "on sale" or compromise his 
company's golden reputation by caving at 
the bid negotiation table. He'll continue 
to cover his costs and then some. 

"Labor is any service business' primary 
cost component, and I don't see what 
we pay our employees ever going down, 
barring a major depression," says Kinnu-
can, who has an economics degree and 
anticipated that fuel would increase to at 
least $100 a barrel two years ago. He was 

right, and wrong. Fuel did increase - to 
$140 per barrel. Rather than tagging fuel 
surcharges on to invoices, Kinnucan ad-
justed his pricing. "With the type of client 
we have, we just don't like to nickel and 
dime them," he remarks. 

Kinnucan doesn't like the desperation 
he sees one bit - or across-the-market 
price drops, which he says indicate the 
onset of a full-blown depression. "Defla-
tion is worse than inflation," he explains 
simply, sidetracking into an economics 
lesson on how economies respond after 
deflation. The picture isn't pretty. 

As for the landscape industry, compa-
nies that compromise pricing completely 
are essentially putting their businesses up 
for sale. They won't last. "Our industry is 
so over-capacitated," Kinnucan predicts, 
"that I believe we'll see about 30 percent 
of the companies gone in the next 18 to 
24 months." ® 

T h e author is a f reelancer b a s e d in Bay Vil lage, Ohio. 
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STRATEGIES 

Agency (EPA), Department of Labor, 
Department of Transportation and the 
Federal Trade Commission. 

"The past eight years under President 
Bush have been fair and less radical, but 
the industry is expecting a shift back 
toward more pressure on pesticides 

under an Obama administration," says 
Delaney. 

Allen James, executive director for 
Responsible Industry for a Sound En-
vironment (RISE) agrees. RISE is a 
national not-for-profit trade association 
representing producers and suppliers of 

specialty pesticides and fertilizers based 
in Washington, D.C. "The players are 
more aggressive and more biased against 
our industry," he explains. "We antici-
pate increased pressures with legislative 
changes. If there are, they will begin 
at the congressional level. If it goes to 

T H E NOT S O M A G N I F I C E N T 7 
1 . For the past two years, Debra E d w a r d s Ph.D., Director 
of the EPA's Office of Pesticide Programs (OPP), has 
proven to be a competent scientist and reasonable person, 
according to pesticide industry representatives who've 
maintained a good working relationship with her. Although 
she is not a political appointee, most political industry insiders 
believe she could be influenced by increased pressures from 
recent political appointees above her who are not favorable 
toward the pesticide industry. 

2 . Former EPA Administrator Caro l 
B r o w n e r will serve as Assistant to 
the President for Energy and Climate 
Change. During her tenure leading 
the Bill Clinton EPA, Browner was 
instrumental in the passage of the 
Food Quality Protection Act (FQPA) 
which broadened the standards that 
govern the use of pesticides and specifically addressed their 
effects on human health, particularly that of children. 

3 . L isa J a c k s o n . President Obama's pick to head the 
EPA, is a protégé of Carol Browner whom she previously 
served while at the EPA working in the federal Superfund site 
remediation program. In Jackson's confirmation testimony 
before the Senate, she outlined the key objectives of her 
environmental initiatives, which include a hard look at toxic 
chemicals. 

4 . Los Angeles Deputy Mayor 
N a n c y Sut ley , a former member of 
the California State Water Resources 
Control Board, has been nominated 
to lead the White House Council on 
Environmental Quality. She has a long 
record of working on environmental 
and natural resources policy. 

5 . U.S. Senator Ba rbara Boxer 
chairs the Environment and Public 
Works Committee and advocates for 
greater regulation of chemicals. Boxer 
said Jackson's nomination marks 
a "turning point" for the EPA. "The 
EPA has hurt people and made them 
less safe over the last eight years," 
Boxer says of the agency under President Bush. "We have 
an agency and a set of laws that are already in place to do 
what must be done. But that agency as it was conceived of 
by President Nixon needs to be awakened from a deep and 
nightmarish sleep." 

6 . U.S. Representative Henry 
W a x m a n of the 30th District in Los 
Angeles is the newly-elected chair 
of the House Energy and Commerce 
Committee. Like Boxer, he also 
advocates for greater regulation 
of chemicals. Waxman has placed 
toxins under the jurisdiction of the 
Committee's consumer protection 
panel. He was instrumental in the 
passage of The Food Quality Protection Act (Public 
Law 104-170) which establishes a comprehensive food 
regulatory system. 

7 . U.S. Representative D e n n i s 
C a r d o z a of the 18th District in Central 
California is expected again to chair 
the House Agriculture Committee's 
Subcommittee on Horticulture and 
Organic Agriculture, which has 
jurisdiction over pesticides. 
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STRATEGIES 

Learn more online é1 

ONE CLICK AWAY 
Want to take the first step in being proactive 
on pesticide regulation this year? PLANET 
provides a Legislation Overview section 
of its Web site (www.landcarenetwork.org/ 
cms/legislation/overview.html) that contains 
information on federal and state legislation, 
industry position statements, a representative 
contact page, and a Lawn and Landscape 
Issues Communication Toolkit for contractors 
to use to address concerns in their states. 

For information on pesticide products, 
including manufacturers, pests/weeds/ 
diseases they control, usable locations 
and states permitted for use, visit Lawn 
& Landscape s MSDS page at www. 
Iawnandlandscape.com/msds. 

hearings, then legislation may come out 
of that." 

The jury is still out on how President 
Obama himself may act when it comes to 
pesticide regulations. But the good news 
is most political experts in the pesticides 
industry agree any legislative actions 
that would constrict small businesses or 
increase their costs won't be catching 
the light of the President's day while the 
economy is in the tank. 

A PRO-ACTIVE APPROACH. Pres ident 
Obama's administration will be the fourth 
James has worked with on pesticide issues. 
"Throughout the four administrations, 
one thing has remained fairly consistent 
- the EPA has continued to take a science-
based approach to regulation." 

Amy Simpson, spokesperson for Tru-
Green ChemLawn confirms that "Obama 
and his incoming administration have 
emphasized how important it is for policy 
decisions by the EPA, FDA and other 
related regulatory agencies to be 'science 
based.'" 

This is one of the reasons that Mem-
phis-based TruGreen ChemLawn, the 
largest U.S. lawn care company, knows 
pesticide manufacturers must continue to 
provide sound and compelling science on 
safety issues regarding their products. 
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TruGreen is making a number of 
proactive efforts to ensure it's prepared, 
including the establishment of extensive, 
formal environmental stewardship prin-
ciples, backed by regular monthly and 
annual audits within each of its regions; 
joining the EPA's Pesticide Environ-
mental Stewardship Program (PESP), a 
voluntary partnership designed to reduce 
any potential health and environmental 
risks associated with pesticide use; intro-
ducing a new targeted lawn care program 
designed to limit the amount of pesticides 
used in applications; and introducing 
organic lawn care offerings nationwide 
in 2010. 

"Make no mistake, the green industry 
is often misrepresented and underrep-
resented," warns Delaney. "Pesticides, 
in particular, take a beating in the press 
and in public opinion. And because of 
that, any more sympathetic ears to anti-
pesticide legislation, no matter how slight, 
can have a large impact." 

A good example lies with The Transition 
to Green report endorsed by 28 leading 
environmental organizations presented 
to President Obama's transition team. 
The report delivered a one-two punch 
directly to the pesticides industry with 
its top environmental recommendations 
including environmental affects on water 

and children. As a direct result of this re-
port, The Kids Safe Chemical Act (KSCA) 
and the Clean Water Restoration Act 
(CWRA) are bills that are expected to be 
reintroduced early on in the new session 
of Congress. 

Changes just in the definition of what 
is "navigable" could affect any application 
near any small water areas such as man-
made lakes and ponds, drainage ditches, 
and the like. The group also points to 
storm water in urban areas as a problem 
that needs more regulation. The goal of 
KSCA is to produce a strong health-based 
law that presumes industrial chemicals 
"are guilty of producing a toxic body bur-
den unless proven otherwise." Both these 
bills have much better chances of being 
passed this year. 

President Obama has signaled that 
water quality will be a priority with in-
creased funding for water clean-up and 
restoration efforts and tougher standards 
for drinking water. Congressional leaders 
including U.S. Senator Barbara Boxer, D-
Calif., began last year by examining a wide 
range of drinking water contaminants. 
Some environmental groups are pushing 
for increased regulatory efforts to reduce 
pesticide and fertilizer runoff. 

"With a year where there is a change 
in administration, it is more important to 
be concerned about killing any proposed 
bills and stopping regulations than focus-
ing efforts on any introductions of new 
ones concerned with pesticides," says 
Delaney. "One of the ways that small 
businesses need to be proactive on these 
issues is to reach out to the new members 
of Congress and check out their back-
grounds to see if there are any industry 
connections." 

One good example is the election of 
U.S. Representative Kathy Dahlkemper 
of Pennsylvania's Third District. She is 
part owner of Dahlkemper Landscape 
Architects and Contractors, a major 
landscaping firm in Erie, Penn., and a 
PLANET member. For the past 11 years, 
Rep. Dahlkemper worked as the human 
resources manager and director of special 
projects for the firm. She is also cofounder 
and director of the Lake Erie Arboretum 
at Frontier Park. 
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"We always hear that small business 
owners don't have the time to be actively 
involved in pesticide legislation issues," 
James says. "Instead, they may just hope 
for the best while focusing on their busi-
ness. In light of what is going on with 
increasing pressures (on pesticide legisla-
tion and the new administration), hoping 
for the best won't be enough." 

"Anti-pesticide advocates know how 
to play up emotions," agrees Paul Mc-
Donough, chair of PLANET's Govern-
ment Affairs Committee. "For whatever 
reason, the green industry tends to shy 
away from playing that card." 

McDonough believes that, for example, 
if the industry would paint a scenario 
where the urban dwellers' precious green 
space would stop being managed by pesti-
cides and other critical tools like they are 
now, property values, environmental 
quality, safety and desired aesthetics 
would be in jeopardy, severely affecting 
urban quality of life. "That's the type of 
thing we need to trumpet in front of the 
media and our legislators," he says. 

Both PLANET and RISE advocate 
that lawn care businesses, particularly 
now, need to get seriously involved. This 
means being part of their local lawn care 
association, becoming active in planning 
and keeping a thumb in what is going on 
with the industry. 

When lawn care businesses are tuned 
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out, it can have devastating results, indus-
try experts say. "We have already seen a 
situation where neighborhood notifica-
tion for residential pesticide application 
has become mandatory," James explains. 
"Do you know what a hassle in cost and 
time that is for lawn care operators 
working in this community? If there was 
pressure from the other side on the local 
councilperson when the ordinance was 
being introduced, this probably would 
never have happened." 

Many states in the northeast, par-
ticularly Connecticut, Massachusetts, 
Maryland and New York, are trying to 
get legislation passed to start allowing 
local jurisdictions to regulate pesticides. 
The Long Island Neighborhood Network 
helped draft and for the past nine years 
fought for the passage of neighbor noti-
fication of pesticide spraying legislation. 
As a result, New York State enacted a 
first-in-the-nation Neighbor Notice law. 
This legislation requires commercial 
pesticide applicators to notify homeown-
ers living adjacent to the property being 
sprayed prior to application. The notice 
must include the location and date of the 
application, the name of the pesticide(s) 
being used, and the company's name, 
telephone number and business registra-
tion number. 

"Any of the states that border Canada 
are of particular concern to us," says 

have risen to power at the national level 
(see "The Not So Magnificent 7" on page 
76.). Currently in California, state law 
preempts local governments from cre-
ating their own regulations regarding 
pesticide use; however, there has been a 
recent attempt by the legislature to elimi-
nate or modify this statewide preemption 
to allow localized regulation of pesticide 
use. Additionally, California has passed 
legislation to eliminate the use of speci-
fied pesticides on school sites (AB 405, 
Montanez, 2005). 

With respect to pesticides generally, 
California's Green Chemistry Initiative 
aims to minimize the use of toxins and 
develop "safer" alternatives and, addition-
ally, provide greater information on the 
use of chemicals in products. Governor 
Arnold Schwarzenegger recently signed 
into law regulations authorizing the 
Department of Toxic Substances Con-
trol (DTSC) to identify and prioritize 
chemicals of concern and develop safer 
alternatives. Another new law would 
establish an online Toxics Information 
Clearinghouse. 

Delaney cautions: "Those to watch out 
for are the career people (within the EPA 
or other related regulatory agencies) who 
have had a record of being less balanced 
on regulating pesticides. If they haven't 
been successful in the past, they may now 
have new support from newly-appointed 

i 
"Pesticides take a beat ing in t h e press and 
in public opinion. Because of t h a t , any more 
sympathetic ears to anti -pesticide legislation can 
have a large impact " - Tom Delaney 

James. "Canada has been successful in se-
verely restricting pesticides even when it 
comes to residential lawns. Because these 
states share borders, they are influenced 
by decisions made by their northern 
neighbor." 

As is often the case, California may 
• well serve as a bellwether for legislative 
I efforts at the federal level. 
A The Golden State has created its 
\ own EPA with its own independent 

review of pesticides. Many home-
grown "anti-pesticide" legislators 

political officials above them. 
"We could see renewed efforts to ban 

such pesticides as 2,4-D or herbicides 
such as monosodium methanearsonate 
(MSMA); however, what could throw a 
monkey wrench into this type of action 
is how it could affect small businesses by 
killing jobs or costing too much," Delaney 
adds. "That's the industry's ace in the hole 
for n o w . " © 

T h e author is a f r e e l a n c e writer b a s e d in Akron, 
Oh io . U S E R E A D E R S E R V I C E # 5 4 

w w w . l a w n a n d l a n d s c a p e . c o m M A R C H 2 0 0 9 1 19 

http://www.lawnandlandscape.com


STRATEGIES 

ASHFE 
Investment 

A r e h a z a r d s lu rk ing a t your j o b s i tes? E f f e c t i v e s a f e t y 
i n s p e c t i o n s c a n s a v e your c o m p a n y b o t h m o n e y a n d l ives. 
BY BARBARA MULHERN 

Amaintenance worker is in a rush and 
doesn't check the condition of the 

slope he's mowing. His mower overturns 
on a slope still wet from morning dew. 

Another crewmember begins work at 
a job site without carefully checking for 
rocks, stones and other debris. The rap-
idly moving blades of his mower shoot a 
couple of large stones toward his eyes. 

These incidents and others can easily 
occur at a job site when time isn't taken to 
perform a safety inspection and a job site 
hazard assessment before work begins. 
Requiring these can reduce the risk of seri-
ous injuries and job-related injury costs. 

SAFE START. Although landscape service 
workers make up less than 1 percent of the 
total U.S. workforce, they experience 3.5 
percent of all occupational injuries. That 
means an average of 197 workers in the 
landscape industry die from job-related 
injuries each year. 

This finding comes from a new fact 

s h e e t , " F a t a l I n j u r i e s 
Among Landscape Services 
Workers," developed by the 
National Institute for Occu-
pational Safety and Health (NIOSH). 

The sheet defines landscape services 
workers as those who complete such jobs 
as landscape and irrigation installation, 
lawn care, tree removal, general landscape 
maintenance and snow removal. 

Since landscaping is such a high hazard 
profession, making safety a high priority 
is critical. "With any safety program, if 
you're proactive vs. reactive, you are 
preventing an accident before it happens 
rather than waiting for it to happen and 
then reacting to it," says Rick Rollo, vice-
president of Kujawa Enterprises, Inc. in 
Oak Creek, Wis. KEI, an $ll-million firm, 
promotes a companywide safety climate 
for employees. 

If you don't already have a formal 
program in place, here are some tips on 
where to begin. 

• Require employees to promptly 
report all hazards and potential hazards. 
These can be reported to a crew leader or 
other manager. Make sure you follow up 
by taking prompt action and document all 
corrective actions in writing. 

• Designate certain persons to conduct 
job site hazard assessments and safety 
inspections. These can be crew leaders, 
other supervisors or company managers. 
Also train your crewmembers to be on the 

Fernando Delgado, an employee at KEI 
in Oak Creek, Wis., checks his knee pads 
before starting work at a residential site. 

lookout for hazards at all times. Certain 
hazards, such as weather conditions or 
additional equipment entering the job 
site, can change at any time. 

* Develop checklists or other tools. 
Have management review any findings. 

• Hold your crew leaders/supervisors 
who are responsible for following up on 
hazards accountable. Make this a formal 
part of his or her job duties, and include a 
review of that person's safety responsibili-
ties in annual performance reviews. 

At the Acres Group, a $46-mill ion 
full-service firm, managers who run mul-
tiple crews and facility human resources 
representatives are responsible for com-
pleting written safety inspections. They 
turn checklists into the human resources 
department, and alert shop personnel to 
truck or trailer issues. 

"The biggest thing in having our manag-
ers do these inspections is that they have 
the most impact on the crew leader. It 
promotes more dialog and that raises their 
safety awareness," says Maureen Scheitz 
the Wauconda, Ill.-based company's vice-
president of human resources. 

At KEI, the company has developed 
job safety analyses (JSA) worksheets. 
The JSA worksheet on mowing grass, for 
example, includes a listing of the basic 
job steps, potential accidents or hazards, 
and recommended safe job procedures. 
(For more information or a sample JSA 
worksheet, contact Rick Rollo at rick. 
rollo@keiorange.com.) 
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Tony Cantu 
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STRATEGIES 

F A I L S A F E 
Both NIOSH (www.cdc.gov/niosh) and the Occupational Safety and Health 
Administration (OSHA - www.osha.gov) have many English and Spanish training 
resources available. The new fact sheet, "Fatal Injuries Among Landscape 
Services Workers," NIOSH publication No. 2008-144, can be downloaded in 
English at no cost from www.cdc.gov/niosh/docs/2008-144/pdfs/2008-144.pdf and 
in Spanish from www.cdc.gov/spanish/niosh/topics/jardineria.html. 

Two other good sources for bilingual safety training materials are the 
Professional Landcare Network (PLANET - www.LandcareNetwork.org) 
and the Ohio State University Tailgate Safety Training for Landscape and 
Horticultural Services tailgate training lessons (http://www.cete.org/Tailgate_List. 
asp?list=AII&Mode=Trainer). 

Training supervisors and others who 
perform job site hazard assessments so 
they know what to look for is what makes a 
safety program successful. "It is important 
to explain to them what you are trying to 
accomplish and why so they look at the job 
site with a different critical analysis and 
not just at the condition of the turf or the 
trees," Rollo says. "They have to look at 
hazards. Doing both at once doesn't work. 

They will immediately flip into 'quality' 
rather than 'safety.'" 

At the Acres Group, safety inspection 
checklists are reviewed at monthly com-
pany safety committee meetings to ensure 
identified problems are taken care of. If an 
identified hazard hasn't been taken care 
of by the time the checklist is reviewed by 
the safety committee, it will continue to 
be addressed at subsequent meetings. 

Many good, free resources are avail-
able to help you train your crew leaders, 
crewmembers and other employees in 
safety-related issues, including hazards 
that may turn up at job sites. An excellent 
place to start is with your insurer. Find 
out what resources that person has avail-
able and if he or she would periodically 
conduct random, unannounced job site 
hazard assessments as part of the cost of 
your insurance premium. ¡5 

T h e author is a W i s c o n s i n - b a s e d writer w h o has spe -
c ia l i zed in g r e e n industry safety issues the past 15 
years . S h e has p rov ided safety-re lated serv ices to the 
Professional L a n d c a r e Network a n d Turfgrass Produc-
ers Internat ional . S h e a lso s p e a k s at g r e e n industry 
c o n f e r e n c e s na t ionwide o n safety a n d O S H A compl i -
a n c e issues. R e a c h her at b a m u 1 0 0 @ a o l . c o m . 

Learn more online 
For a sample safety inspection checklist, 
visit the March Online Exclusives at 
www.lawnandlandscape.com. 

O u r c o u n t r y is s p e n d i n g b i l l i o n s o n i n f r a s t r u c t u r e . E v e r y n e w p r o j e c t w i l l 
r e q u i r e e r o s i o n a n d s e d i m e n t c o n t r o l . W h y n o t a d d a BURCHLAND 

a t t a c h m e n t t o y o u r l i n e u p a n d s t a r t m a k i n g m o r e m o n e y t o d a y ? 

It F e n c e I n s t a l l e r 

T h e E Z R ' s hydraul ic actuator a l lows the s t e m 
to swing 1 8 0 d e g r e e s to the left or right of the 
skidsteer. It c a n a lso b e posi t ioned to the front 
of the m a c h i n e to load or un load h e a v y rolls 
f rom a trailer. 
T h e s t e m c a n pivot up a n d d o w n to work in 
a n y terrain. 

C2008 Burchland Mfg Inc Photos or illustrations may show 

optional equipment Specifications subject to change without notice 
3 3 1 1 V a t e s A v e n u e , G i l m a n , IA 5 0 1 0 6 • 6 4 1 - 4 9 8 - 2 0 6 3 
F a x 6 4 1 - 4 9 8 - 2 5 4 0 * w w w . b u r c h l a n d m f g . c o m / l a w n 

E a s y threading, single-fold, rea r -d ischarge 
fabric chute k e e p s 48" , 4 2 " a n d 36" fabric 
uni form a n d running smoothly. 
F o r w a r d m o u n t e d pivot point a l lows for tight 
turns. 
C a t e g o r y - 1 a n d - 2 3 -point hitch. 3 -point to 
sk idsteer a d a p t e r s a n d d e d i c a t e d skidsteer 
mount ing ava i lab le . 
Opt iona l 72" or 84" sliding offsets 
ava i lab le . 

Un ique , pivoting, spr ing- loaded coulter 
a s s e m b l y a l lows discs to float over obstac les 
whi le o thers r e m a i n e n g a g e d with the soil. 
Pivot ing coulters a l low cr imping a round a 
curve . 
D o u b l e disc rows a n d pivoting act ion 
prevents rocks f rom w e d g i n g b e t w e e n discs. 
C a t e g o r y - 1 a n d - 2 3 -point hitch mode ls to 6 ' , 8* 
a n d 10' widths. 
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STRATEGIES III What's Your Niche? 

Varying plant height, 
texture and color enhance 
this home's facade. 

Center Stage 
Landscape Design's new outdoor 
staging service appeals to homeowners 
in a pinch to sell, BY L I N D S E Y G E T Z 

With the failing economy, selling a 
home has become more challeng-

ing than ever. The most recent statistics 
from the National Association of Real-
tors show there are 3 .68 million existing 
homes available for sale, representing a 
total housing inventory of a 9.3-month 
supply at the current sales pace. And the 
national median existing home price for 
all housing types dropped from $207 ,000 
in December 2007 to $175,400 in Decem-
ber 2 0 0 8 - a 15.3 percent decline. 

As oversupply affects price, competition 
to sell becomes increasingly fierce. 

That's why Chris Cipriano is offering 
home sellers an edge - an exterior home 
staging service. 

While many homeowners use interior 
home staging techniques to try and sell 
their homes faster in this tough market, 
by ignoring the exterior, Cipriano, the 
founder and CEO of Mahwah, N.J.-based 
Landscape Design, a custom landscape 
and swimming pool firm, says they may 
be missing more than one opportunity to 
unload their current abodes. 

"When it comes to selling a home, the 
first impression is everything," Cipriano 
stresses. "The outside of a home is the first 
thing potential buyers see - a home buyer 
has to drive by the property and then cross 
the landscape to get inside. It's such a 
great selling point to have a well-prepared 
exterior. A homeowner needs to make any 
effort they can so their home stands apart 
from the rest." 

Pricing for the outdoor home staging 
service has an extensive range, based 
on each client's specific needs. For do-
it-yourselfers who are just looking for 
professional advice on what landscape 
elements would make their home more 
attractive, the pricing starts at $300 for 
a consultation. A basic outdoor staging 
project incorporates the same elements 
as an indoor staging project would - re-
moving the clutter and cleaning up the 
overall appearance. But home staging can 
include bigger projects as well. Cipriano 
says his company just recently completed 
a $30 ,000 masonry and pool repair for a 
seller looking to make their home more 

marketable to house hunters. 
To date, the service has been quite suc-

cessful and requests continue to grow. 
Cipriano is marketing the service through 
multiple channels. He is creating press 
releases, sharing information through 
the company's monthly newsletter, and 
even marketing directly to realtors. Plus, 
word-of-mouth through Cipriano's cur-
rent client base has also been productive 
- especially after a staged home sells. A 
home in Allendale, N.J., for instance, 
was sold within a month of implementing 
some of the landscape recommendations 
Cipriano and his crew recommended. The 
homeowners were relocating and under 
a time constraint, so selling in a timely 
manner was worth their investment in 
outdoor staging services. 

Cipriano says for his business, offering 
this new service has also been an effective 
way to meet new clientele. "They may be 
a seller now, but at some point they will 
be a buyer, and when they move into their 
new homes and need to upgrade the land-
scaping, I've already built a relationship 
with them," he explains. "We've found a 
way to make a minimal investment while 
still making a great connection with the 
homeowner." 

While reports are saying the economy 
may not turn around for a year or more, 
Cipriano isn't worried about the life of 
this new service once things do begin to 
brighten up. Even when competition in 
the market slows, there will always be sell-
ers out there who want to ensure they get 
their full asking price. Cipriano believes 
outdoor staging will continue to be an easy 
way to make that happen. 

The author is a freelancer based in Royersford, Pa. 
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T h e P r o f e s s i o n a l • C o m m e r c i a l c h o i c e for o v e r 2 0 y e a r s ! 

Mean, Green & Clean. 
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NOTES, We Have A Problem 

JIM HUSTON 
presides over J.R. 
Huston Consulting, 
a firm specializing 
in construction 
and services 
management in the 
green industry. For 
more information, 
call 800-451-5588, 
e-mail huston@gie. 
net or visit www. 
jrhuston.biz. 

On Productivity Patrol 
Measuring your company's overall field productivity can be 

somewhat perplexing. Are your crews getting better and 
becoming more efficient? Is the training you are investing in 
paying off? How do you stack up compared to other companies 
within the green industry? And how do you go about measuring 
your company's field productivity? Let me give you some tech-
niques to think about. 

Three companies come to mind that will help us understand 
how to use this information. The first is a commercial installa-
tion company in New England that I have tracked for more than 
20 years. In 1990, installation crewmembers generated approxi-
mately $90 ,000 in revenue per year. By 1996, this figure had risen 
to $120,000 and today it hovers between $150,000 to 160,000. 
Put another way, a 10-person crew for this company would have 
billed roughly $ 9 0 0 , 0 0 0 in 1990, $1.2 million in 1996 and $1.5 
million today. 

The two other companies are in the same geographical mar-
ket. Both install high-end design-build projects. One company 
produces about $170,000 in revenue annually per full-time field 
employee while the other only produces about $115,000 per full-
time field employee. 

Why did the company in New England experience a 65-percent-
plus improvement in productivity over an 18-year period? And 
why does the one residential design-build firm bill $55 ,000 more 
per field employee per year than its competitor? 

The answer to both questions is two-fold. Both of the high-
production companies have mechanized effectively. They not 
only have the right equipment on the jobs, but they also have the 
right people on the equipment. To use a phrase from Jim Collin's 
book, Good to Great, these CEOs have gotten the wrong people 
off of the bus, the right people on the bus and the right people in 
the right seats. The crews for both of these companies get things 
done right the first time. They also require minimal supervision. 
Crewmembers are highly mechanized, highly skilled, highly 
motivated, highly paid and extremely efficient. 

Measuring your company's productivity can be simpler than 
you might imagine. Multiply the average number of field crew 
members that you had during the 2 0 0 8 year by the benchmarks 
above. Then compare the revenue that you actually had to the 
benchmark figures. They should be close. Remember not to 
include revenue generated by subcontractors working for you 
as it will not accurately reflect your crew's production. Track 
these figures from year-to-year to see if they are improving. The 
trend line can tell you an awful lot about the direction of your 
company's productivity and the effectiveness of your training 
program. ® 

INDUSTRY 
TARGETS 
There are some standard 
benchmarks for employees and 
what they should bring in revenue-
wise. A full-time installation 
crewmember should generate a 
minimum of $100,000 in revenue 
per year (or nine months for 
seasonal companies). A three-
person crew should therefore 
produce a minimum of $300,000 
in annual revenue. This revenue 
figure includes materials, 
equipment, etc. but it does not 
include any subcontractor work. A 
full-time maintenance crewmember 
should generate approximately 
$55,000 to $65,000 in annual 
revenue. An irrigation technician 
should generate just more than 
$100,000 per year while a lawn 
care technician should generate in 
the neighborhood of $120,000 to 
$140,000 per year. These figures 
will vary somewhat but they are 
pretty accurate for most parts of 
North America where the season 
is at least nine months in duration. 
Regions with shorter seasons 
will see these annual numbers 
decrease accordingly 

This art icle w a s a d a p t e d from J a m e s Hus-
ton's b o o k s , How to Price Landscape & 
Irrigation Projects a n d A Critical Analysis 
of the MORS Estimating System. Huston is 
a m e m b e r of the A m e r i c a n Society of Pro-
fessional Est imators a n d is o n e of only two 
cert i f ied professional l a n d s c a p e est imators 
in the world. To p u r c h a s e Huston's books, 
visit 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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SUSTAINABILITY 

Scouting for pests before application is one 
trademark of IPM. Photo: L&L files 

Following IPM practices 
for grub management 
prevents the application 
of more than 16,000 
pounds of product for 
a total cost savings of 

J $17 ,000 . - Broccolo Tree & 
Lawncare 

B Y T O M C R A I N 

Broccolo Tree and Lawncare's steady 
annual 10 percent revenue growth 

isn't the expected result of heaping 
tons of advertising dollars into the local 
media (it's all word of mouth); offering 
rock-bottom pricing (although they are 
competitive); or cutting labor costs (em-
ployees are paid much higher than the 
industry standard). 

Rather, Broccolo's success is due largely 
to its mastery over and commitment to 
IPM that it has enjoyed since its first 
employee, founder and owner Laurie 
Broccolo, scouted her first grub 19 years 
ago. Even the last four digits of its phone 
number is "4-IPM." 

Fully 50 percent of Broccolo's revenue 

9 0 M A R C H 2 0 0 9 w w w . l a w n a n d l a n d s c a p e . c o m 

is attributed to IPM. Maintenance and 
landscape design rounds out the rest. 
Since the company opened up shop in 
Upstate New York, it has served 2 ,500 
clients. During the peak of the growing 
season, a dozen technicians each handle 
between 20 to 25 lawns per day with an 
average payout of $500 per year. 

"More people are calling us because of 
our environmental practices," says Terry 
Schmitz, IPM Manager for Broccolo. 
"They are looking for different approaches 
to protect and beautify their lawns and 
landscapes. With that, we can then forge 
a partnership between them, ourselves 
and the environment... all three working 
together." 

Even though many of Broccolo's custom-
ers have an environmental-consciousness, 
they still want to see competitive rates. 
"We will make comparisons to traditional 
methods vs. IPM to show our customers 
just how competitive we can be," says 
Schmitz. "Most often, it's a 50/50 split in 
cost between inspection and application. 
But, as the season progresses, there can 
be huge variables." 

Most years, Broccolo treats on average 
no more than 5 percent of its clients' lawns 
for grubs. Schmitz figures that following 
IPM practices for grub management pre-
vents the application of more than 16,000 
pounds of product for a total cost savings 
to the company of $17,000. They reserve 
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But don't believe an advertisement. 
Go ride any of our competitors' mowers and then 

visit your local Hustler dealer for a demonstration. 
We trust your judgement. 

Be sure and ask your dealer about special offers, and low financing available right now! 

H U S I I E R 

H U S T L E R T U R F . C O M • U N C O M M O N C O M M I T M E N T 

U S E R E A D E R S E R V I C E # 5 0 



SUSTAINABILITY 

the cost savings for paying their employees, who 
have to conduct additional scouting and training 
to practice IPM, higher wages. 

Most of Broccolo's IPM clients are residential. 
Schmitz explains one of the reasons why Broccolo 
doesn't have many commercial customers is due 
to the huge turnover of the grounds managers who 
need to buy into and be familiar with IPM over a 
period of time. "Most are in and out within two 
years or so," he says. "Also, many budgets are run by 
committees and committees can change often." 

Broccolo's employee turnover stays below 5 per-
cent for many reasons (the industry average is 20 to 
30 percent). Its 20 staff members are well paid 
for their environmental expertise and persuasive 
communication skills on IPM. They are also 
empowered with strategic planning, enjoy flex-
ible scheduling and work in teams (sometimes 
as many as five technicians are assigned to a 
property at one time), Schmitz says. 

Broccolo's extensive ongoing employee 
training and research is closely attached to the 
horticultural (IPM) program at nearby Cornell 
Cooperative Extension, a leading institution for 
IPM training and R&D. The company generally 
hires Cornell horticulture students as interns for 
seasonal work. To handle its steady growth in 
maintenance and landscape design, it hires out 
eight to 10 subcontractors. 

Broccolo attributes a mere 10 percent of new 
clients calling them specifically because they want 
to align themselves with a company that offers 
environmental alternatives in lawn care. "One of 
our biggest challenges is educating new customers 
about IPM," says Schmitz. "The concept of a good 
lawn care program with a goal to minimize spray-
ing is still difficult for the customer to grasp," says 
Schmitz. "Many of our new customers still believe 
they have to blanket their entire lawns with insec-
ticides to be effective. They are unaware of other 
alternatives. When we explain that on average 
only 3 to 5 percent of the entire square footage of 
their property is necessary to treat for grubs every 
year, they are taken aback." The highest spike for 
treatment was 27 percent during a severe drought 
period during the late '90s. 

Despite Broccolo's success embracing IPM, 
Schmitz believes that IPM (to the majority of the 
industry and its customers) is still not taking hold 
the way it should be. "There is still the mentality 
that you have to spray or its not going to work,'" he 
says. "Those habits are hard to break. There is still 
room for growth on everyone's part." ® 

The author is a freelance writer based in Akron, Ohio. 

AN EXPERT WEIGHS IN 

While almost everyone uses at least some aspects of IPM in 
their business, the full integration of all concepts, starting with 

annual planning to monitoring to scouting to implementing solutions 
is where this principle really begins to show its impact. 

Keeping your IPM plan current makes good sense because IPM 
is knowledge based. The more you know about the pest you are 
trying to manage, the more efficient and environmentally friendly 

your plan will be. That makes good sense in 
both good times and bad. Remember, IPM is not 
about eliminating pesticides, but rather it is all 
about using all the tools available. 

Many of the new products are not only 
effective against one or two pests, but in 
many cases they are broad spectrum and one 
well-timed application can remedy a myriad 
of problems. In addition, some of the newer 
products provide excellent residual activity. This 
may contribute to the broad spectrum of control 

by providing protection over a longer period of time when a variety 
of pests may occur throughout the season. As a result, a good 
working knowledge of pest biology and the factors that increase 
the likelihood of an outbreak can be used in combination with the 
improved performance of many of today's products to essentially 
get "more bang for your buck." This might be through the use of 
lower application rates, fewer site visits and applications, and fewer 
call backs. I believe that "efficiency" may be one of the biggest 
attributes of IPM. 

Also, I think we can fairly safely say that with the new 
administration in the White House and the array of science advisors 
who have been selected, environmental issues are going to be 
even more in the forefront. I think IPM helps address these issues 
in several ways. First, it considers all options for pest control from 
traditional synthetic products to organic and/or biological products, 
and cultural practices, such as mowing height and fertility. It 
ensures that whatever the product selection, it is used only when 
necessary and used properly. 

Finally, we can look at the driving force behind IPM - knowledge. 
We can use our knowledge to give clients and homeowners a 
sense of confidence that we are professionals who utilize the latest 
research and technology to do the job right. This is an important 
selling point to consumers and an equally important business plan 
to be cutting edge, economically solvent, and on target with the 
direction the industry is moving. 

Utilizing valid IPM concepts will keep you up to speed and 
current in your operation regardless of the economy, the latest fad, 
or the who's in the White House. IPM is good business. 

Rick Brandenburg is an entomology professor at North Carolina State University in 
Raleigh, N.C. He has more than 30 years of experience in the turf industry. 
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Our goal is simple. 

W h e n it c o m e s to w a t e r u s a g e e v e r y o n e w a n t s less. D e v e l o p a p r o d u c t t h a t 
conserves H 2 0 a n d t h e d e m a n d g o e s up. E n t e r t h e M P Rotator . F r o m c o n t r a c t o r s 
a n d des igners to w a t e r a g e n c i e s across t h e na t ion , p ro fess iona ls w a n t t h e u l t i m a t e 
in i r r igat ion conserva t ion . W i t h super io r e f f i c iency a n d prec is ion , every t i m e . 
www.hunterindustries.com/mprotator 

T h e M P Rotator . Less wate r , m o r e innovat ion . F r o m Hunter , of c o u r s e . 
Hunter 
T h e I r r i g a t i o n I n n o v a t o r s 
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I N T E L L I G E N Irrigation 

They do need to look for other opportuni-
ties in the meantime, continue to educate 
their customers, and see what the 2009 
irrigation season has up its sleeve. 

RESTRICTIONS & TROUBLE SPOTS. The 
northern half of Georgia is currently un-
der a level IV drought response and has 
been since September 2007. This basi-
cally means there is no outside watering 
allowed with a few exceptions. One ex-
ception is for new landscape installation, 
but contractors and homeowners have to 
register with the state in order to water 
new installations. (See sidebar Reality 
Bites on page 99.) 

"There is a 10-week establishment 
period for plant material and then after 
that you can do hand watering between 
midnight and 10 a.m.," says Bob Scott, 
president of Conyers, Ga.-based Irrigation 
Consultant Services and current president 
of the Rochester, Mass.-based American 
Society of Irrigation Consultants. 

The Georgia Green Industry Associa-
tion has hopes of changing the permitted 
uses in this level to include drip and low-
flow irrigation, says Chris Butts, director 
of environmental, legislative and public 
relations for the Epworth, Ga.-based 
organization. 

"The restrictions in Georgia are still 
status quo," explains Andy Smith, external 
affairs director for the Irrigation Associa-
tion, Falls Church, Va. "If you are in the 
northern part of Georgia, the watering 
ban is still in effect because of Lake La-
nier. It is still about 22 feet down from 
its rim elevation and right now it should 
be higher." 

Other areas are feeling the squeeze 
from restrictions as well. According to 
Smith, another battleground to watch is 
the South Florida Water Management 
District. "They have established a desire to 
have a year round one-day-per-week water 
restriction," he says. "I'm not convinced 
that one day a week will work given the 

specifics of the sandy soil base they are in 
- a situation where light frequent water 
applications would give you the best water 
conservation." 

South Florida is not alone. Smith says 
other states to watch for trouble include 
Arizona, New Mexico and Texas. Also 
Colorado and Utah rely on the snow 
pack for water, and they could be hard 
hit if they do not get the snow pack they 
need. 

It's not always just drought that can 
cause these water shortages. Sometimes 
the water utilities are struggling to manu-
facture water and ship it out to the con-
sumer. "There hasn't been a lot of money 
for investment in infrastructure, so some 
of this is a production and conveyance 
problem as well," Smith says. 

He added that ultimately contractors 
and homeowners are using a lot of drink-
ing water for irrigation and that is not 
necessary. However, there is no secondary 
supply, so drinking-quality water has to be 
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Reality Bites 
Portions of Georgia and other areas of the country are under 
Level IV Drought Restrictions, and the rules can be confusing. 
According to the Georgia Green Industry Association, the 
following is allowed under these restrictions: 

• DO Abnormally Dry 
• D 1 Drought - Moderate 
• D 2 Drought - Severe 
• D 3 Drought - Extreme 
• D4 Drought - Exceptional 

Qrouqht Impost Tyw$ 
c * Del ineates dominant impacts 
A = Agricultural (crops, pastures. 

grasslands) 
H = Hydrological (water) 

1. Established landscapes can be hand-watered by 
any person: 

• For 25 minutes between midnight and 10 a.m. 
(one person with one garden hose that has a 
spray nozzle that shuts off automatically). 

• Odd-numbered addresses: Tuesday, 
Thursday and Sunday 

• Even-numbered addresses: Monday, 
Wednesday and Saturday 

2. Newly installed landscapes may be watered 
by any person (contractor or homeowner) who 
has registered with the Outdoor Water Use 
Registration Program (must receive a new 
certificate after first 10 weeks expire). 

• Watering is allowed for 30 days during a 
period of 10 weeks. 

• Watering is restricted to the hours of midnight 
and 10 a.m. 

• Can water three days/week for 10 consecutive 
weeks on an odd/even schedule (above). 

• During the installation, new landscapes may 
be watered in at any time of the day. 

• Installed irrigation systems may be used to 
water only new landscape installation areas. 

ALREADY TRIED 
A STANP-ON MOWER? 

* With flip-up platform in stowed position 

Toro* G r a n d s t a n d " 
S t a n d - O n M o w e r 

Count on it. 

THINGS HAVE CHANGED. 
W h e t h e r o r n o t y o u ' r e a f a n of s t a n d - o n 
m o w e r s , y o u o w e it t o yourse l f t o d e m o 
t h e m a c h i n e t h e i n d u s t r y is b u z z i n g 
a b o u t . . . t h e r e v o l u t i o n a r y n e w Toro* 
G r a n d s t a n d . ™ G u i d e d b y i n p u t f r o m 
e x p e r i e n c e d o p e r a t o r s , T o r o d e s i g n e d 

t h e G r a n d s t a n d w i t h s u p e r i o r 
^ • f ^ e n h a n c e m e n t s t h a t c a n t a k e 

^ ^ R t a ^ ^ t h e jol ts o u t of y o u r 
^ H ^ ^ H P S jobs a n d b u m p s o u t 
^ ^ ^ ^ B J M f c * of y o u r business. 

You ' l l i m m e d i a t e l y n o t i c e t h e 
c o m f o r t a b l e , f a t i g u e - f r e e r ide , 
o u t s t a n d i n g hi l ls ide h a n d l i n g , 
r i d e / w a l k versat i l i ty , a n d t h e 
i m m a c u l a t e c u t o f Toro 's 
T U R B O FORCE" d e c k . A n d a t 
a l e n g t h of o n l y 5 9 inches,* 
t h e G r a n d s t a n d de l ivers 
t h e c o m p a c t size t h a t ' s 
c r i t ica l f o r y o u r t ra i ler . 

MOW NOW 
PAY LATER o f f e r s c a n p u t 
t h e s e m a c h i n e s t o w o r k f o r 
y o u t o d a y , so t h e y c a n s t a r t 
p a y i n g f o r t h e m s e l v e s . 

S c h e d u l e a p e r s o n a l d e m o 
d u r i n g t h e S m o o t h O p e r a t o r 
T o u r c o m i n g t o a T o r o 
c o m m e r c i a l d e a l e r n e a r y o u . 
For t o u r d a t e s , l o c a t i o n s a n d 
p r o d u c t i n f o r m a t i o n , visit 
T O R O . C O M / S M O O T H . 

j a m m « Save t h o u s a n d s 
V M of d o l l a r s w h e n 

T H O U S A N D S y o u p u r c h a s e 
m u l t i p l e u n i t s f o r y o u r f l e e t . 
Ask y o u r loca l T o r o c o m m e r c i a l 
d e a l e r f o r de ta i l s . 
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•NT Irrigation 

used for landscape needs. "As an industry, 
we have no control over where we get our 
water," Smith says. 

THE CHANGING CONTRACTOR. Restrictions 
and a tough economy mean contractors in 
drought areas are being hit hard. 

Although situations like Klaas' are ex-
tremely grim, others in the field are not 
calling the industry dead by any means. 

"High-end residential is still active and 
there is some activity with commercial 
and municipal clients," Scott says. "Where 

it is really hurting is with homeowners 
and builders, and that is hurting every-
body." 

A contractor in North Carolina with 
no water restrictions sees the industry 
developing and changing but not dying. 
Todd McCabe, president, Landscapes 
Unlimited, Wilmington, N.C., saw some 
restrictions in his area last fall but he is 
under no water restrictions currently. 

"It's not a dying industry here by any 
means," he says. "I think the irrigation 
industry is changing for the better and 

percent the 
average 
contractor grew 
his irrigation 
business in 2008 

4 7 % 
percent of contractors 
who offer irrigation 

percent of 
average 
contractor's 
revenue 
generated by 
irrigation work 

percent of 
contractors 
who plan to 
add irrigation 
services to the 
mix this year 

Source: Lawn & Landscape 

becoming more efficient." 
McCabe's company is now using more 

drip irrigation as he has realized it is the 
most efficient method. Scheduling is also 
an area where they are saving water. "I'd 
say we've cut back as much as 50 percent 
of water that we are using just by cutting 
the schedule," he says. 

Making changes and saving their 
customers money is exactly the way 
McCutcheon has increased his irriga-
tion business. Because of the need to be 
creative and innovative in irrigation right 
now, his company created KnowWater - a 
program where he does an analysis of his 
customer's current irrigation situation 
and offers them a renovation that will give 
them a return on their investment. 

"Our renovation plan can include as 
many as nine steps - anything from simple 
to complex and everything in between," 
McCutcheon says. "For each step, we will 
show the customer what they will save 
over time by making the recommended 

C A R S O N 
SPECIFIED a n d PREFERRED WORLDWIDE 

< 4 0 (ty/ea rt o f at h / • 9¡uto ra/to 

/ 9 6 9 - 2 0 0 9 

// 

Introducing the New 

DROP-N-LOCK" 

A u t o m a t i c s e c u r i t y f o r v a l v e b o x e s . 

T h e n e w D R O P - N - L O C K t a m p e r 

r e s i s t a n t l o c k i n g d e v i c e is o n e o f t h e 

m o s t i n n o v a t i v e in t h e indust ry . N o 

l o c k i n g t o o l s r e q u i r e d . U n l o c k e d w i t h 

c o m m o n t o o l s c a r r i e d b y t e c h n i c i a n s . 

P u s h a n d g o ! e n g a g i n g s y s t e m . 

P r a c t i c a l l y inv is ib le f r o m o u t s i d e . 

A v a i l a b l e in a v a r i e t y o f s i z e s . 

o Oldcast le Precast 
Enclosure Solutions 

(800) 735-5566 
oldcastleprecast.com/enclosuresolutions 
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changes. We make all kinds of recom-
mendations from pressure reductions to 
switching to drip irrigation, and more." 

After implementing KnowWater last 
year his company actually doubled to 
tripled the amount of irrigation work 
they did since the previous year, "even in 
a time when we're not allowed to turn on 
the systems full time," McCutcheon adds. 
"Irrigation business is not dead in Georgia 
or anywhere else." 

With a program like this, educating 
the customer is crucial. Recently, Mc-
Cutcheon held a symposium to educate 
his clients on the drought situation, what 
they can do to conserve water, and what 
this means for their irrigation systems. 

There are opportunities out there, he 
says. "I think people have to understand 
where their customers are feeling pain 
and what is driving customer decisions," 
McCutcheon explains. "Talk to your cus-
tomers and find out where other contrac-
tors are coming up short." 

Sherry Loudermilk, executive director 
of the Georgia Green Industry Association 
in Epworth, Ga., agrees that educating the 
consumer is key. Because of the media 
using terms such as "water bans" instead 
of "restrictions," many consumers assume 
they cannot use water at all or are so con-
fused they just turn it off. "It's important 
for irrigation professionals to educate 
consumers because there are things they 
can do, especially if you are planning a 
new installation." 

As McCutcheon says, "if everybody 
plans to run their businesses the same way 
they did in 2007 and 2008 , they wont' be 
here - they won't survive." 

ON THE HORIZON. With all of the problems 
from 2 0 0 8 continuing into this year 
- drought, economy, and restrictions 
- many wonder if 2 0 0 9 will bring any 
relief at all. 

"It all depends on what happens with 
the restrictions, and we've been given 

indications from the environmental pro-
tection division that we're going to have 
very little if any relief at all this year," 
Klaas says. 

The one thing that could offer a bit of 
relief is if drip, microspray and low-flow 
irrigation became exempt uses to the 
restrictions as they have in some states, 
Butts says, adding, "if we can't turn the 
water on even a little bit, then this is all 
kind of futile." 

Scott believes there is a chance to see 
some improvement later in the year with 
more money availability, but it will take 
quite awhile for the building sector to see 
any economic improvements. 

Most agree this year will prove to be 
rough, and no matter what happens irriga-
tion professionals will need to be prepared 
to make changes, educate their clients, be 
innovators and become more efficient in 
their water use. L 

T h e author is a f ree lancer b a s e d in Val ley V iew, Ohio. 

NEVER TRIED 
A STAND-ON MOWER? 

I T ' S T I M E . You ' l l g e t a q u i c k lesson in 
i m p r o v e d p r o d u c t i v i t y w h e n y o u e x p e r i e n c e 

t h e s p e e d , m a n e u v e r a b i l i t y , c o m p a c t 
size a n d v is ib i l i ty o f t h e T o r o ' 
G r a n d s t a n d . " C o m b i n i n g t h e b e s t 

a t t r i b u t e s o f w i d e - a r e a w a l k - b e h i n d s 
a n d z e r o - t u r n r iders , t h e G r a n d s t a n d c a n t a k e t h e 
e f f i c i e n c y of y o u r bus iness t o t h e n e x t level . 

W h e n y o u d e m o t h e G r a n d s t a n d , its c o m f o r t a n d 
ease of use w i l l b e i m m e d i a t e l y clear. T h e f a t i g u e -
f r e e r i d e w i l l e n h a n c e t h e p r o d u c t i v i t y 
of y o u r o p e r a t o r s b y k e e p i n g t h e m 
f resh t h r o u g h o u t t h e d a y , a n d t h e 
s u p e r i o r T U R B O FORCE" a f t e r - c u t 
a p p e a r a n c e w i l l k e e p 
y o u r c u s t o m e r s 
h a p p y , t o o . 

T o r o ' G r a n d s t a n d 
S t a n d - O n M o w e r 

S A V E S a v e t h o u s a n d s o f d o l l a r s w h e n 
y o u p u r c h a s e m u l t i p l e u n i t s f o r 

T H O U S A N D S y o u r f l e e t . A s k y o u r l o c a l T o r o 
c o m m e r c i a l d e a l e r f o r d e t a i l s . 

MOW NOW 
PAY LATER 

T o r o ' s s p e c i a l re ta i l f i n a n c e o f f e r s 
c a n p u t t h e s e m a c h i n e s t o w o r k 
fo r y o u t o d a y , so t h e y c a n s t a r t 
p a y i n g f o r t h e m s e l v e s . 

S c h e d u l e a p e r s o n a l d e m o d u r i n g 
t h e S m o o t h O p e r a t o r T o u r c o m i n g 
t o a T o r o c o m m e r c i a l d e a l e r n e a r 
y o u . For t o u r d a t e s , l o c a t i o n s a n d 
p r o d u c t i n f o r m a t i o n , c h e c k o u t 
T O R O . C O M / S M O O T H . 

ÏTîTlJ Count on it. 
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WATER Wise 

Can Irrigation Really Be Smart? 

BRIAN VINCHESI 
is president of 
Irrigation Consulting, 
Inc, an irrigation 
design and 
consulting firm that 
designs irrigation 
systems throughout 
the world. He can 
be reached at 
irrigation@gie.net or 
978-433-8972. 

The Irrigation Association has announced their new tag line, "Smart 
practices, sustainable solutions." It has declared July "Smart Irrigation 

Month." Their Smart Water Applications Technologies (SWAT) initiative tests 
and markets water conserving products. Members of the American Society of 
Irrigation Consultants provide "smart water solutions." 

The American Heritage dictionary defines "smart" as: "characterized by 
sharp, quick thought: bright." From an irrigation system standpoint, that 
would require the products to provide some independent thinking. 

An irrigation system is made up of different components that when properly 
installed irrigate the landscape. You can install "smart" products but unless 
each part of the system is well-thought-out, the system will not be "smart" 
as a whole. Each component and each decision that goes into the design and 
installation as well as management, needs to be a smart one. Only in this way 
will there be "smart" irrigation systems. 

Today, we hear a lot about smart controllers. Beginning Jan. 1, 2012, the 
State of California has mandated their installation and the California Model 
Water Ordinance could move that up to the beginning of 2010. Other states, 
such as Texas, are considering it as well. 

Recently, there have been a lot of studies performed on smart controllers to 
determine how much water they save and, not surprisingly, the results have 
been mixed. First of all, we should not be measuring whether the controller 
saves water, but whether it operates the system efficiently. If a system has poor 
uniformity and after the smart controller is installed the lawn shows brown 
spots, is that the controller's fault? It still operates the controller for the proper 
time period in an efficient way, but it can't anticipate the bad uniformity or 
coverage. Putting a smart controller on a dumb irrigation system will not make 
the system smart. In reality, it will usually use more water, not less. 

Secondly, smart controllers will not be effective if they are not installed 
properly. These controllers require input to make logical decisions, including 
soil type, plant type, crop coefficients, slopes, root zone depth, precipitation 
rates and more. Default settings also need to be customized for each site. This 
takes time and education. Training is imperative and constant, requiring an 
investment of both time and money by the irrigator and the customer. Because 
of their sophistication, controllers also need to be adjusted 
to maximize efficiency and water savings. 

Although an irrigation system can be made up of smart 
products, the designer, installer and manager of the system 
all need to be making "smart" decisions. By designing, 
installing and managing a complete system with water ef-
ficient products, proper hydro-zoning, correct hydraulics 
and a customized schedule, you can have a smart irrigation 
system. So maybe it should be "July is the month to make 
smart irrigation decisions," but, in actuality, you should be 
practicing smart irrigation all the time. It's not only the right 
thing to do, it will make you a better irrigator and increase 
your bottom line. © 

"You can install 
'smart' products, 
but unless each 
part of the system 
is well-thought-
out, the system will 
not be 'smart.'" 
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The next big thing 
in weed control... 

...is also the smallest. 

MORE CONCENTRATED 30-MINUTE RAIN FAST WARRANTY CONSISTENT PERFORMANCE 

R e g i s t e r t o w i n b y A p r i l 3 0 , 2 0 0 9 . NO PURCHASE NECESSARY. Go to WWW.ROUNOUPPROMAX.COM to enter and view Official Rules. ALWAYS READ AND FOLLOW PESTICIDE LABEL DIRECTIONS. Roundup PR0MAX* is a registered trademark of Monsanto Technology LLC. 
©2008 Monsanto Company 34364-jct-L&L-1/09 
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T R E N D S IN T U R F j T i p s and turf basics 

Deep Freeze 
D o n ' t le t w i n t e r i n j u r y f r o m n u m e r o u s c o l d w e a t h e r c u l p r i t s 
g e t t h e b e s t of y o u r c u s t o m e r s ' l a w n s . F o l l o w t h e s e t i p s for 
c o a x i n g t u r f o u t of h i b e r n a t i o n . 
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Many think lawns go dormant and 
just rest over the winter months, un-

scathed, until spring when they awaken to 
the sunshine and warmth and perk up in 
their typical lush, green fashion. That's not 
always the case, however, depending on 
the type of winter the lawn endured. The 
2008-2009 winter in many areas had some 
above average snowfall. And a persistent 
snow cover can create warmer, insulated 
conditions near the soil surface, resulting in 
fungal activity - snow mold, for instance. 

Then there's the ice - freezing and thaw-
ing does a number on a lawn, especially if 
the ice lingers for a period of time. 

Even voles, or meadow mice, are known 
to create turf destruction during the winter. 

But all hope is not lost if you encounter 
some winter damage on your clients' lawns 
this spring. There are some ways to coax 
these jade carpets into recovery, as well as 
some preventive measures you can follow in 
fall to prepare turf for tough winters. 

ICY HOT. Periods of snow, followed by 
warm temperatures, then freezing tem-
peratures, can create a thick layer of ice on 
a lawn. Most cool-season turfgrasses can 
handle these conditions. "But extended ice 
cover of 45 to 60 days can lead to turfgrass 
death," says Steve Rackliffe, extension 
instructor, department of plant science, 
University of Connecticut. 

Ice problems usually occur in shaded 
areas or in depressions found throughout 
the lawn. Once ice damage occurs, give the 
lawn time to recover. "Often times the top 
growth can experience die back while the 

crown and roots remain healthy," Rackliffe 
says. "To determine if the turf is alive, ex-
amine the roots to see if they are white and 
succulent." 

To reduce the potential for ice damage on 
properties susceptible to it, Rackliffe recom-
mends contractors choose turf varieties that 
exhibit a higher degree of cold hardiness, 
such as Kentucky bluegrass or tall fescue 
over perennial ryegrass. Also, installing 
drainage tiles in low areas of the property 
can help remove surface water. 

MOLDY MESS. Areas with snow drifts or 
that suffer the burden of deposited snow 
from snow plows are usually those that 
experience snow mold. Other culprits that 
contribute to this fungus include excessive 
thatch, shade and debris (such as leaves or 
straw), and poor drainage, according to the 
University of Illinois Extension. 

During the wet, cold weather of early 
spring, snow mold may be highly visible as 
matted, crusty looking areas. As conditions 
dry out, snow mold will gradually disappear 
but infected areas may remain in the form 
of weak or even dead turf. 

The two most common snow mold dis-
eases are pink and gray snow mold, the lat-
ter being of greater importance to residential 
and commercial lawns. 

To encourage rapid recovery of infected 
areas, aggressively rake or brush the un-
sightly matted patches in early spring, 
Rackliffe suggests. And to help reduce the 
incidence of snow mold the following year, 
use slow-release forms of nitrogen when 
applying fall fertilizer treatments, mow 

lawns until completely dormant and manage 
thatch via aeration or dethatching. 

VILE VOLES. Voles like to make runways 
or winding trails under the snow in lawns 
as they feed on grass blades and roots and 
remain protected from hungry predators; 
these paths can be seen as damage once 
snow melts. Voles are about 4 to 6 inches 
long and brownish-gray in color. Damage 
is frequently mistaken as mole damage, 
but moles are not active during winter and 
actually tunnel below the soil surface. 

Lawns usually fill-in as conditions warm 
in spring, the University of Illinois Extension 
says, but severe damage may require some 
overseeding. 

Prevent vole damage in your clients lawns 
by mowing lawns until they are dormant 
and leaving a final height of about 2 inches. 
Also, clean up any excessive leaves and 
vegetation on or near lawns as these provide 
cover for voles. 

WINTERKILL. According to Kevin Frank at 
the department of crop and soil sciences, 
Michigan State University, winterkill is a 
general term used to define turf loss during 
cold months. Winterkill can be caused by 
a combination of factors including crown 
hydration, desiccation, low temperature kill, 
ice sheets and snow mold. 

Keys to success for renovating winterkilled 
areas, Frank advises, are to divert traffic 
from newly seeded areas, apply light fertil-
izer applications to stimulate growth, and 
irrigate to ensure the seedbed or sod is moist 
throughout the establishment period. 

Scotts Professional Seed: C o m m i t t e d to Research 
More complicated than most people realize, it takes 
about 14 years to go from initial variety concept to bulk 
seed production, including years of field and university 
testing, research and development. 

Scotts Professional Seed maintains a partnership 
with its research affiliate Pure-Seed Testing, Inc., 
a relationship that dates back more than 30 years. 
Operating the largest cool-season private plant breed-
ing facility in the country, Pure-Seed Testing remains 
at the cutting edge of seed research and breeding, 

developing varieties that feature herbicide, disease, 
salt and drought tolerance. 

Through its agreement, Scotts Professional Seed 
maintains first right or refusal of any new variety ready 
to come to market, maintaining Scotts role as the in-
novative turf solutions-based seed provider. 

As a result, Scotts Professional Seed brings the most 
advanced trait-specific blends and mixes that require 
fewer inputs and are less costly to maintain, helping 
turf professionals overcome issues like winterkill. 

Sponsored by: 

Professional Seed 



Performance Enhanced 
If competition is tough and you need an edge to 

establish and maintain healthy, beautiful turf, turn 

to Scotts Professional Seed. We have innovative 

blends and mixes made from top performing 

varieties that are specifically developed by 

Scotts Professional Seed researchers 

to solve turfgrass issues. 

Whether you maintain turf with poor quality 

water or deal with extreme temperatures 

or disease pressure, you will get the 

performance your clients demand 

with Scotts Professional Seed 

premium turfgrass. It's seed 

that professionals like 

you can trust. 
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T E C H N O L O G Y /// Tools 
byundseygetz 

Start Your Bidding 
Landscape business owner launches an 
online auction for the green industry. 

Todd Graus' mind is constantly ac-
tive. During the spring and summer 

months in Jackson, Wyo., he can focus on 
Green Turf Lawnscapes, his 25-year-old, 
$l-million revenue lawn and tree care 
business. But Graus gets antsy once winter 
arrives. "There's snow on the ground six 
months out of the year in Jackson, and I'm 
a multitasker and can't sit still," he says, 
admitting while many other landscapers 
in the area turn to snowplowing to curb 
their restless tendencies, he does not. 

But he does have an outlet for his un-
rest - Green Applicator Auctions (www. 
greenapplicatorauctions.com), which 
many are starting to call the eBay for the 
landscape industry. 

Graus launched the green industry-
specific equipment auction site - his 
wife Holly's idea - on Jan. 1, after getting 
charged expensive fees for listing equip-
ment like a tree-trimming truck, chain 
saws and motors on traditional auction 

sites like eBay. These sites 
charge for everything - $4 
extra if a listing is more than 
$500, 15 cents each for more than 
one photo, and then eBay takes an 8.75 
percent commission off of the sale. But his 
site allows contractors to list any industry-
related products with three pictures for 
free (additional photos are 10 cents each), 
and once that item sells, his business takes 
only a 3 percent commission. Add-ons 
like placing a listing on the home page or 
creating a storefront (a Web page of all 
your auction items grouped together) are 
reasonably priced next to sites like eBay. 
For instance, a listing on the homepage of 
Green Applicator Auctions costs $9.99, 
compared to $59.99 on eBay. 

While Graus is making Green Applica-
tor Auctions different from eBay, users 
familiar with online auction sites will 
recognize the software as similarly easy 
to use. 

In addition to his 
auction site, Graus 

runs a training site 
called Green Applicator 

(www.greenapplicator. 
com). Both Web sites have cost Graus 
more than $20,000 to create and keep up. 
He admits he was naive in thinking the 
cost was going to be minimal. "Technol-
ogy is expensive and that was a shocking 
learning curve for us," he says. "I thought, 
'It's going to be easy - just a couple thou-
sand dollars.' And now we're in pretty 
deep, but we don't dare turn back." 

Graus hopes his sites will help the in-
dustry. He understands selling used equip-
ment can often be a struggle. "We're head-
ing into tough times," he says. "Anything 
we can do to keep the industry alive and 
help people sell their equipment without 
losing so much money is our goal." 

T h e author is a f ree lancer b a s e d in Royersford, Pa. 

WHAT'S YOUR FUTURE? 
CONFUSED. NERVOUS. UNCERTAIN... 

IHU&JHE TIME TO GROW YOUR BUSINESS... 
OWN A HIGH PROFILE LANDSCAPE 
MAINTENANCE FRANCHISE... 

CONTACT U.S. LAWNS TODAY... 
TOLL FREE: 866 781 4875 EMAIL: franchise@uslawns.net 
LOCAL: 407 2461630 WEBSITE: www.uslawns.com 
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Isuzu NPR with 19* Dovetail Landscaper Body 
325 HP G a s or 205 HP Diesel Engine, Automatic Transmisaon, 

12,000 lb. or 14,500 lb. GVWR, Exhaust Brake p.esel Only), 
AM/FM CD Ployer, A/C, P/S, Power Windows & Lodes, TiH Wheel, 

(Other Options And G V W ~ ' 

Isuzu NPR H D 4 Door with 1 ? Dovetai l Landscaper Body 
325 HP G a s or 205 HP Diesel Engine, Automatic Transmission, 14,5(j0 lb. G W v < 

Exhaust Brake, ¿M/FM CD Player, A/C, P/S, Power Windows & Lodes, 
Tilt Wheel (Other Options And 12,000 lb. GVWR Gas AvoilbJe) 

WE STOCK USED 
LANDSCAPE TRUCKS! 

Isuzu NPR HD with 12' Dump Body 
3 2 5 HP G a s Engine, Automatic Transmission, 14 ,500 lb. GVWR, 19.5 Tires, 

A M / F M C D Player, A / C , P/S, Poww Windows & Lodes, Tilt Wheel, 
Tow Package & Brake Control, (Other Ogpns And G V W Ratings Available) 

Remove Dovetail 
In 5 Minutes! 

Used Landscapers I n Stock! Variety of Specs Avai lab le 
If you are not in the market for a new landscape truck, maybe a premium used unit 
wiH work for you. We are one of the few dealers in the country tnat is dedicated to 

providing you with used landscaper trucks. Many have brand new bodies! 
t ~ 
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Isuzu NPR HD with 19* Revolution Body 
3 2 5 HP G a s Engine, Automatic Transmission, 4 , 5 0 0 lb. GVWR, 19.5Tires, 

Electric Hoist, (Other Options And G V W Ratings Avatobty 1 , 

Isuzu NPR with 18' Enclosed Landscape Body 
3 2 5 HP G a s Engine, Automatic Transmission, 1 2 , 0 0 0 lb. GVWR, 
A M / F M C D Player, A / C , P/S, Ptower Windows & Locks, TjfrWheel, 

Spirt Dovetail Ramp, Side Door, (Other Options And G V W Ratings Amiable) 
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T E C H N O L O G Y / / / Tools 

a Idle Chatter 
Improved idling, routing and maintenance can save more fuel than you think. 

It's inevitable that $4 gas prices will re-
turn, so why not be prepared when they 

do? Landscape professionals should build 
a strategy now to effectively understand 
and optimize vehicle and equipment fuel 
usage in the long-term. 

GPS vehicle tracking services and fleet 
management systems can help landscap-
e s eliminate common efficiency killers. 

IDLING ISSUES. An hour's worth of idling 
can use up 1 to 1.75 gallons of fuel in 
typical commercial vehicles, according to 
GPS tracking systems provider Navtrak, 
based in Salisbury, Md. "But having the 
ability to measure this idle time alone 
won't help you translate it into savings -
you need to know where the idling events 
are occurring," the company reports. 
"A GPS tracking service should provide 
you with reports that can identify the 
location of the idling events along with 
the time, and help you to analyze the 
information so you can determine waste-
ful patterns." 

Similarly, with large equipment, a 20-
ton excavator will burn about 1 gallon of 
fuel per hour idling, according to Ken 
Calvert, director of IT support at Rolling 
Meadows, 111.-based Komatsu America 
Corp. The company's KOMTRAX wire-
less equipment monitoring system can be 
installed on any equipment using a 12- or 
24-volt electrical system to collect basic 

operating information. This way, a con-
tractor can differentiate between idling 
and working and track the daily amount 
of idling, allowing him or her to measure 
improvement. 

ROUTING RIGHT. In today's economy, can 
you afford to be paying for driving that's 
not related to work? As little as 4 miles 
"off-route" for a vehicle can translate to 
1 gallon of wasted fuel, Navtrak reports. 
"When evaluating GPS 
tracking vendors, make 
sure you will be able 
to use location-based 
information to plan and 
create new routes, as 
well as analyze historical 
ones," the company ad-
vises. "Detailed vehicle 
activity reports should 
be available to show productive vs. unpro-
ductive stops, so you can identify patterns 
of excess." 

MAINTENANCE MATTERS. The U.S. Depart-
ment of Energy reports that simple vehicle 
maintenance can have a major impact on 
fuel costs over time. Keeping tires properly 
inflated and aligned improves gas mileage 
by 3.3 percent, and replacing clogged air 
filters improves gas mileage by as much 
as 10 percent, Navtrak estimates, adding 
that excessive speeding can lower highway 

TRACKING TRENDS 
Approximately 21 percent 
of landscape professionals 

purchased GPS systems 
this year, spending an 

average of $2,344. 

gas mileage by as much as 30 percent. 
"Your vehicle tracking service should let 
you manage and schedule maintenance 
as part of a complete fleet management 
solution," the company says. 

For equipment, the rule of thumb is 
60 minutes of idle time equals 1 gallon of 
wasted fuel, and 60 minutes also equals 
one hour of available service meter read-
ing (SMR, which is similar to a car's 
odometer). This, in turn, results in $3 in 

maintenance costs. "If 
a machine depreciates 
50 percent in the first 
5 , 0 0 0 SMR, an hour 
of idling equals $16 of 
unnecessary deprecia-
tion," Calvert explains, 
adding that one hour of 
idle time on a 20-ton 
excavator costs a total of 

$22 ($3 in fuel, $3 in maintenance and 
$16 in depreciation). "Most landscape 
contractors might be very surprised at 
how few hours their equipment is actu-
ally working vs. idling. But this waiting 
time may well be a good trade-off when 
compared to a work crew's productivity 
when an under-used machine is readily 
available." 

Analyzing the performance of your 
mobile workforce from every angle can 
help you identify where you can be more 
efficient and more productive. © 
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Simplef Well Built, Cost Effective Turf Machines 
That Meet a Variety of Customer Needs! 

C O M E S E E U S AT T H E 2 0 0 8 G I E + E X P O ! 
Indoor B o o t h # 1 1 0 2 7 

w w w . e a r t h a n d t u r f . c o m ( j ) ( j ) ( j ) r 2 ( j ) G ) ( 7 y t 

112 S. Railroad Ave New Holland, PA 17557 f a f t f a Q | L Lk T ~ l X / / n 

http://www.earthandturf.com


TECHNOLOGY/ / /NET Profit 

From Push to Pull 
Tired of Yellow Pages ads? Try an online 
search marketing method that only requires 
you to pay when a customer clicks on your link. 

Push marketing methods have seen 
a steady decrease in effectiveness 

over the years - the principle reason be-
ing consumers have become immune to 
the continuous barrage of sales pitches, 
annoying jingles and junk mail that gets 
"pushed" in their faces. 

In the meantime, several "pull" mar-
keting methods have been proving them-
selves effective on the Internet. Instead of 
throwing a message into the marketplace 
unrequested, pull marketing methods al-
low a business to position its sales message 
in places where prospects are looking for 
the message and are in a position to take 
action. 

One of these methods is called Pay Per 
Click (PPC) advertising, aptly named 
for the fact that you don't pay until you 
generate the desired result - in this case, 
a click. A business pays only when its ad 
works, and the benefit is customers come 
looking for them instead of the other way 
around. 

While there are many PPC advertising 
choices available, the most popular is 
Google Ad Words™. When a prospect goes 
looking for a particular service provider in 
Google, they start by entering the search 
term(s) they want to gather information 
about into the search box. As an example, 
let's say they type in the term "landscape 
design." 

Two types of results are displayed. The 
first is called the 'organic search results' 
- these take up the majority of the page. 
These are the Web pages Google's for-
mulas determine to be the most relevant 
based on what the prospect was searching 
for. While every Web site should strive to 
be on page one of these organic search re-

sults, getting there is part art, part science, 
and it's not something that happens over-
night or without a great deal of effort. 

The second type of listing is the paid 
listings, or "Sponsored Links." These 
typically are at the top and down the 
right hand side of the results page. Un-
like achieving a high listing in the organic 
results, these paid listings are open to 
anyone willing to bid high enough on the 
respective keywords. 

To maximize your investment of time 
and money in PPC advertising, first you 
must conduct keyword research. The 
keywords are what your prospects type in 
when they want to find you, so it's impor-
tant to put yourself in the shoes of your 
prospects and brainstorm a lengthy list of 
possible terms they might use. Also keep 
in mind any variations of these terms. 
For example, in addition to "lawn care" 
they may search for "lawn maintenance," 
"lawn service," "grass cutting," or "yard 
maintenance." The more search terms 
you have, the more opportunity you have 
that your prospects will find your ad and 
click on it to get more information. The 
more popular the search terms, the higher 
your bid price will need to be in order to 
get a high listing. Bid prices range from 
a minimum of 5 cents per click to $15 to 
$20 per click for terms like "lawn care 
services." So try to think of as many less 
popular, yet still searched for terms so you 
can to keep the per click price down. 

When creating your ad, give your pros-
pects a reason to click your ad by using 
catchy phrases and graphics. 

Also, always limit the geographic reach 
of your ads. If you're in Ohio or Oregon, 
you're absolutely wasting your money if 

BY CHESTIN SALISBURY 

you have ads displaying in North Carolina 
or Florida. 

Finally, take advantage of all the testing 
and tracking tools these services offer. 
Test and compare different headlines, 
landing pages, display URLs, offers, and 
anything else you think might make an 
impact. You may think you know what's 
going to work best, but only your market-
place can tell you that. 

Chad Evans of Independence Land-
scape & Lawn in Alexandria, Va., started 
using PPC advertising five months ago 
and has seen roughly 25 to 30 percent of 
all calls, in some months as much as 50 
percent, come in as a result of their PPC 
ads on Google. 

"It's definitely the way of the future," 
Evans says. "And it's extremely cost effec-
tive for us because we're only paying for 
results. Plus, it's easy to setup and man-
age, and we can adjust our campaigns as 
needed, either up or down, depending on 
our capacity to handle more clients." 

So, as the economy continues its gym-
nastics routine and you look for ways to 
grow your business as efficiently and cost 
effectively as possible, maybe it's time to 
shift some of your advertising dollars to 
PPC marketing. After all, wouldn't you 
love to be able to tell the Yellow Pages 
rep that from here on out you'll only be 
paying when someone actually calls as a 
result of the ad? © 

T h e author is a g r e e n industry marke t ing c o a c h 
a n d consul tant . H e c a n b e r e a c h e d at c h e s t i n ® 
l a w n c a r e m a r k e t i n g m a g i c . c o m . 

Learn more online 
Instead of discussing the details of how 
to setup your Google AdWords 
account, Google has a number of 
'getting started' tips available at 
adwords.google.com/support. 
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PESTICIDE APPLICATION 
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This month you could win 
$500 of FREE Marketing Materials! 
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Marketing 
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RND is the national leader in 
posting signs and print advertising 
for the green industry. Visit RND's 
website for hundreds of marketing 
ideas and instant online discount 
print quotations. 

ENTER TODAY! 

RNDSIGNS 
Marketing, Design & Print 

RNDsigns.com 

Go to www.lawnandlandscape.com/sweepstakes/contestdetail.asp 

Chances to Win New Products 

Daily News 

Message Boards 

Archived Magazine Articles 
Sign Up for Your Personalized 
My Lawn&Landscape Account 

Questions? 
Call 8 0 0 / 4 5 6 - 0 7 0 7 

SWEEPSTAKES 
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T O O L S of the Trade III Sprayers BY ROBERTA BAXTER 

Spot On 
Economy slows renewals for New Jersey business, but as 
spring warms clients' lawns and spirits, spot applications 
and other lawn care services should pick up. 

Ninety-five percent of Hillsborough, N.J.-based Fairway Green's 
business comes from residential lawn care. And during the brutal 

2008 -2009 winter, customers weren't thinking about their lawns. 
And with a struggling economy, they were also hesitant to spend 

money. After sending out prepayment offers to sign up customers 
in January, company President Bob Windish was disappointed to 
find out cancellations were up 18 percent. "I understand cancella-
tions from people who have lost jobs, but I think others need to stop 
panicking," he says. 

Needless to say, Windish is optimistic - only 40 customers have 
cancelled services out of a customer base of 5 ,000, and with 35 
employees and $5 million in revenue, Windish still has a job to do, 
despite these early delays. Fairway Green's services include fertiliza-
tion, integrated pest management (IPM) and weed treatments, and 

Fairway Green uses backpack sprayers for spot treatments to prevent 
wasting product when an all-over application is unnecessary. 

i i j ^ j j j i 
JJJ 11 

Triple Product iv i ty , 
Increase Profits! 

G o t o 
www.MulchMule.com 

to l ea rn 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! 

Green Industry Innovators 
7727 Paris Ave. Louisville, OH 44641 • Phone 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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BELAIR WALL": A MODERN CLASSIC 

Introducing Belgard's newest offering 
for residential and light commercial 

retaining and free-standing wall 
construction. When aesthetics are 

a key consideration, BelAir's 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. 

BELGARD 
H A R D S C A P E S 

CALL 1-877-BELGARD OR V I S I T BELGARDWINTER.COM F O E A F R E E 2 0 0 9 CATALOG 



TOOLS of the Trade /// Sprayers 

handheld sprayers come in handy for spot 
treatments on all three. 

When it comes to handheld sprayers, 
Windish prefers 2- and 3-gallon Chapin 
sprayers because they are made of polycyl-
inder and therefore weigh and cost about 
half of the weight and price of comparable 
metal units. Each sprayer costs between 

$25 and $60. When full, the larger 3-gal-
lon sprayer weighs close to 25 pounds, so 
"it is still a good weight to carry around, 
but you wouldn't want it much heavier," 
Windish says. 

Since each job calls for a different solu-
tion, Fairway Green keeps concentrated 
solutions on its company vehicles. When 

C ^ Spray & Go 
Nearly 40 percent of landscape 
professionals purchased sprayers this 
year, spending an average of $1,635. 

V y 

a lawn care technician determines a treat-
ment is needed, he mixes the granular 
or liquid concentrate with water in the 
appropriate sprayer on site. The sprayers 
are separated and labeled so herbicides 
are not put into a sprayer used earlier 
for fungicides. Windish says technicians 
usually keep a broadleaf weed control 
product, a crabgrass treatment, a grub 
control product and a fungicide available 
as they go from job to job. If another pest 
is present, another sprayer is added. The 
technicians also treat shrubs with their 
handheld sprayers. 

Handheld sprayers are perfect for these 
spot treatments because they save the 
company from wasting product on an ap-
plication over an entire lawn. The issue is 
a trade-off between the cost of materials 
and the cost of labor, Windish says. "We 
start with a treatment of the entire yard if 
it is especially weedy and then go to spot 
treatments to hit troublesome areas dur-
ing later trips to the property." 

While Chapin sprayers work well for 
Fairway Green, Windish does modify the 
spray nozzles based on the pesticide he's 
using. The manufactured tips do not have 
the right pattern and droplet size for all 
of his needs. "They are too generic," he 
says. The added tips ensure the pesticide 
is applied only to the spot desired. Wind-
ish also adds pressure regulators to his 
sprayers to improve spray control. 

Sprayer maintenance is fairly simple. 
The company cleans the strainer screens 
and nozzles regularly, based on use. They 
also check pressure seals annually. 

When he needs new sprayers, a Chapin 
dealer is 10 minutes away - this is where 
Windish purchases all his sprayers. 

Though business dropped slightly ear-
lier this year, Windish expects calm to set 
in soon and expects by spring "customers 
will realize they would rather have me 
take care of their lawns than add the task 
to their already busy schedules." L 

The author is a freelance writer based in Colorado 
Springs, Colo. 

You Cant Buy 
A Better Reel. 

For Grounds Maintenance 
and Pest Control 

wi O u t p e r f o r m s a n d o u t l a s t s e v e r y o t h e r b r a n d 
wi H e a v y d u t y c o n s t r u c t i o n f o r d e m a n d i n g a p p l i c a t i o n s 
frf P o r t a b l e u n i t s , w h e e l e d , o r t r u c k - a n d t r a i l e r - m o u n t e d 
Wa C o m p l e t e c u s t o m c a p a b i l i t i e s 
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Download or call for your FREE Pressure 
Washing and Spray Hose Reels catalog 

http://go.hannay.com/S23 
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\\\\1 Hannay Reels 
I The reel leader. 
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Carl Black has extensive knowledge in creating just the right 
landscape truck that will best work for you. Our personal approach 
allows us to understand your specific needs therefore allowing us to 
select, build and deliver the right truck at the right price. 

• N e w 2 0 0 7 • AC, Au tomat ic , A M / F M CD • N e w 2 0 0 8 • 6 . 0 Ltr Gas or Diesel Engine 
* Power Windows /Locks • FREE Stake Body (limited time) • AC, A u t o m a t i c • 16 f t . Landscape Body U J W W . C A R L B L A C K K E N N E S A U / . C O M 

G m C F L E E T T R U C K S @ B E L L S O U T H . N E T 

C A L L T H E U! 0 R L D S # 1 G M C T R U C K D E A L E R F A L L V O U R L A N D S C A P E T R U C K N E E D S 

U S E R E A D E R S E R V I C E #75 

ÄILTLu^ 
W F A 

S25-Ground Driven 
Push Sprayer^ 

EsnhWzy 

U s e the S25 for spray ing pest ic ides , 
herbic ides, fert i l izers a r o u n d t h e 

h o m e a n d of f ice. 
U s e it o n lawns , d r iveways a n d pa ths M 

NO GAS, NO BATTERIES, Nt> PROBLEM... 

For in format ion cal l 8 0 0 - 2 9 4 - 0 6 7 1 or visit 
w w w . e a r t h w a y . c o m 
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My Whole Life Changed 
When I Took On a 

Weed Man Franchise 
In Louisville, Kentucky 
My 4 Greatest Benefits 

Gett ing Into the 
W e e d Man Organizat ion: 

1. L o c a l S u b F r a n c h i s o r s t h a t g i v e h a n d - i n - h a n d s u p p o r t . 
A d v i c e , g u i d a n c e , b e n c h m a r k i n g s u p p o r t -
it 's a l l t h e r e a n d u n l i k e a n y o t h e r p rogram? 
2. B u y i n g p o w e r c o n v e n i e n c e . 
E v e r y t h i n g w e n e e d in a p a c k a g e d 
s y s t e m is a t r u e t i m e saver . I ® 
3. T h e B u d g e t i n g P r o c e s s . ^ ^ ^ m 
A s a n a c c o u n t a n t I a p p r e c i a t e t h e w e l l 
p l a n n e d a n d e f f e c t i v e p r o c e s s . 
4. T r i e d a n d P r o v e n S y s t e m s . 4 0 
T h e d e l i b e r a t e m e t h o d s in s e r v i n g % S 
c u s t o m e r s is u n e q u a l e d . 

' A V / V S P 
M f 

FREE REPORT 
TOP 10 Advantages and 

Challenges of Franchises 
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• N e w 2 0 0 8 / 2 0 0 9 • AC, A u t o m a t i c 
• 6 . 0 Ltr Gas/Diesel Engine • 1 9 f t . Landscape Body 

New 2006 
Tool Racks 
1 8 f t . V a n s c a p e r Body 

• AC, Au tomat ic , A M / F M CD 
« Diesel Engine 
• In -Stock a n d Ready To Go! 

» N e w 2 0 0 7 
• AC, A u t o m a t i c 
I Tow Package 

• 3 0 0 HP D u r a m a x Diesel 
• 1 2 f t . F la tbed D u m p Body 
• Pre-Emmission Engine 

SJMÈgiSJm» 
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Middle M a n 
Eric Zars treats jobs too large for backpack sprayers 
and too small for full-blown sprayer units, so 
he uses an in-between product to maintain his 
medium-sized jobs. 

What does a lawn care operator do when he can't cover the job 
productively with a backpack sprayer, yet the job is too small for 

a ride-on sprayer or larger unit? 
Eric Zars faced this question in 2000. He had been using a machine 

that dispenses liquid pesticides through holes in rubber tires. "This was 
a disaster, offering me little control over the amount of pesticide I ap-
plied," says Zars, the superintendent for buildings and grounds for an 
exclusive athletic club in Connecticut. A backpack sprayer would have 
been inefficient, requiring three times the refills of a larger sprayer and 
taking too long to complete the job in a timely manner. And since he 
tends tennis courts and other smaller sports turf areas, he didn't see the 
need for a larger or more expensive sprayer machine. 

On his typical 9,000-square-foot jobs, Eric Zars uses the 
Spreader-Mate, a 9-gallon unit that he drops into a spreader, 
turning it into a walk-behind sprayer. Photo: Gregson-Clark 

STORE TOOLS AND EQUIPMENT WITH EASE! 

SnapRack.com 
The Best Racks at the Best Price! 

ENCLOSED TRAILER or 
garage storage system installs 
easily. Hooks snap in & out of 
standard E-Track in seconds. 
Exclusive P a t e n t e d 
Reposi t ionable S to rage For: 
• Rakes & Shovels 
• String Trimmers 
• Back Pack Blowers 
• Chain Saws 
• Hedge Trimmers 
• Water Coolers 
• Trimmer Line 
• Utility Hooks 
• Tie Down Rings & Shelving 

Brackets available 
W E ALSO CARRY 
• Open Trailer Trimmer Racks 
• Backpack Blower Racks 
• Patented Adjustable Grid 

Floor Tie Down System 
N E W Spring Assist Gate Kit 
M o d e l SAE1 

N o w Just $149.95 

Also check our site for Trailer Repair parts: 
brakes, bearings, springs, tires , and more. 

Performance Trailers, Inc. 

800-768-7708 
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YOUR SINGLE SOURCE OF 
L A N D S C A P E F A B R I C S & E R O S I O N C O N T R O L P R O D U C T S 

I N C . 
" L A N D S C A P E F A B R I C S & E R O S I O N C O N T R O L P R O D U C T S 

Weed Control • Filter Fabric 
Patio/Paver Underliner 

WovenC eo Road Base Separatu Separation Fabric 

<T)RV OORCTVOI 
FabriJute™ Erosion Netting 

Jute • Burlap • Silt Fence 
Landscape Fabrics are a Great Complimentary Sale with Decorative Stone. Mulch, Pavers, etc. 

6 3 9 8 W. 7 4 T H ST., B E D F O R D PARK, IL 6 0 6 3 8 
(708) 7 2 8 - 7 1 8 0 • 1 - 8 0 0 - 9 9 2 - 0 5 5 0 • FAX: (708) 7 2 8 - 0 4 8 2 

www.fabriscape.com 
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PERFECTLY CUTS THE LINE 
— Not Your Fingers 
M FTS • f i I f f î I J W K f 
W • m 1 • 1 W J i n 

C u s t o m Tool S t o r a g e 

I 1- BGndÀ 

2. Insert 

j&.^S 

^ 3. Snap! 

N o v a e 6 0 7 S -C h a u n c ey st. - Columbia City,IN 46725 
^ ^ ^ P H ( 2 6 0 ) 2 4 4 - 4 6 5 4 • FAX ( 2 6 0 ) 2 4 4 - 7 3 5 5 NovaeCorp.com 
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C O X R E E L S ALWAYS! 
C3HP HO1 

Exclusively designed low profile 
outlet riser and open drum 

slot eliminate hose 
kinking and enable smooth 

even hose wraps 

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

machined from solid 

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

industry's most comprehensive 
two-year warranty 

Wifm 
C O X R E E U S j 

HKI 
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Toll Free: 800-269-7335 • Fax: 800-229-7335 
Int. Tel: 480-820-6396 • Fax: 480-820-5132 • Email: info@coxreels.com 
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Your Reel Source 
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Heavy-duty Attachments 
for Commercial Mowers 

Attachments for Spr ing Clean-up 

Electric 
Broadcast 
Spreader 

Now More Than Ever 
W o r k L e a n & Ef f ic ient 

Made in the U.S.A. 
Call for Dealer 800.966.8442 

Save T i m e « S a v e L a b o r 
O f f e r M o r e Serv ices 
Do more with your mower. 

< Z Z Z B 3 S > 

Tine Rake Dethatcher 
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So, Zars, who uses spreaders regu-
larly, tried Gregson-Clark Spraying 
Equipment's Spreader-Mate, which is a 
self-contained 9-gallon sprayer unit that 
can be dropped into a spreader, turning 
it into a walk-behind sprayer. The pump, 
battery, filter, valves and pressure regula-
tor are attached to the tank, so once Zars 

1 1 6 M A R C H 2 0 0 9 w w w . l a w n a n d l a n d s c a p e . c o m 

mounts the boom and hose the unit is 
ready to spray. The corrosion-resistant 
polyethylene tank carries enough solution 
for 30,000-square-foot applications. Since 
Zars' usual treatment areas are about 
9 ,000 square feet, this works well. 

To save on product usage, Zars custom-
izes each load to apply just the amount of 

product necessary. And the quick-attach 
boom has four dripless nozzles that Zars 
operates with a handlebar switch. A hand 
spray wand attachment is also an option 
that Zars doesn't use currently but said 
he can use for hard-to-reach places like 
shrubs when the need arises. The price 
for the product starts at $520. 

For tending sports turf and playing 
surfaces, Zars uses three Spreader-Mates. 
One is used to apply calcium chloride to 
tennis courts, another handles applica-
tions for sports turf, and the third is usu-
ally filled with compost tea. Zars has not 
had problems with weeds on these turf 
areas, so he has not used the Spreader-
Mate for herbicide applications. 

One challenge Zars has with the Spread-
er-Mate is that mixing the product in the 
unit takes too long, particularly with pow-
ders. "I'm putting four or five products 
in to be mixed - more than the capacity 
of the agitator in the unit," he says. He 
used to stir the mixture of pesticides 
and water in the Spreader-Mate with a 
drill and paint mixer. That was before 
he started premixing the products in a 
20-gallon stationary tank that has a more 
powerful pump, and then loading them 
in the sprayer unit. With this method, he 
can mix products while he is doing other 
things, saving him time. 

Zars uses the sprayer on mostly flat or 
level surfaces, a good environment for 
the Spreader-Mate. An area with hills or 
valleys might not be as appropriate for 
this equipment, since 9 gallons of liquid 
is a heavy load to push up a hill, Zars 
explains. 

Since Zars tends sports turf areas that 
are typically busy with athletes during 
normal daytime hours, he finds the silence 
of the Spreader-Mate sprayer to work to 
his advantage. This way he can spray in 
the early morning or evening hours and 
avoid bothering club members or nearby 
neighbors. 

For maintenance on each sprayer, Zars 
washes out the tank and boom, cleans the 
filters and tip screens and recharges the 
battery regularly. In his specific niche 
where much of his work is done solo, he 
takes care of sprayer repairs himself. © 

The author is a freelance writer based in Colorado 
Springs, Colo. 

I N T R O D U C I N G T H E F I N N M T S 
M A T E R I A L T R A N S F E R S Y S T E M 

W h e t h e r it s s o i l , a g g r e g a t e , m u l c h , o r p a v e r b lock , 

m o v i n g it is b a c k - b r e a k i n g w o r k . T h e F INN M T S a l lows 

you to quickly and eff iciently m o v e these, and other bulk 

mater ia ls - no shovel requ i red . S o go a h e a d a n d b u r y 

y o u r shovel . A n d w a t c h y o u r p r o d u c t i v i t y soar. 

• A l u m i n u m panel cons t ruc t ion e n s u r e s durab le 
l ightweight d e s i g n 

• Reversible f loor s y s t e m for easy u n l o a d i n g f r o m 
ei ther s ide or qu ick d u m p i n g out the back 

• Power fu l , m u l t i - p u r p o s e v a c u u m , a l l o w s quick 
c l e a n - u p of debr is / leaves 

• Electronical ly cont ro l led hydraul ics - no t r o u b l e s o m e 
chains, dr ive bel ts or pul leys 

M u l t i p u r p o s e d e b r i s / 
leaf v a c u u m 

ut old-fashioned, labor-intensive 
practices to rest with a FINN MTS 

Visit us at The Rental Show booth 3467. 

Learn more at f i n n c o r p . c o m / m t s 800.543.7166 
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IT'S N O T JUST Y O U R O R D I N A R Y WEB SITE. 
It is the most C O M P R E H E N S I V E I N T E R A C T I V E I N F O R M A T I O N source in the professional l awn and 

landscape cont rac t ing industry. A N D I T S G E T T I N G E V E N B E T T E R . 

Log in to our N E W L Y R E D E S I G N E D W E B SITE and check out the I N D U S T R Y E X C L U S I V E C O N T E N T . 
Experience the S O C I A L N E T W O R K I N G T O O L S so you can C O N N E C T w i th your I N D U S T R Y PEERS. 
C h e c k o u t o u r n e w C A R E E R B O A R D . Listen t o a w i d e v a r i e t y o f I N D U S T R Y P O D C A S T S . Sign u p 

for o u r n e w s , p r o d u c t a n d S P E C I A L T Y E - N E W S L E T T E R S . 

Check it out today! 
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Riding Through the Storm BY ROBERTA BAXTER 

Economic challenges aren't stopping 
Green Care customers from renewing 
services and giving the company an 
unexpected chance to expand. 

This January, Jeremy Tweten went 
about renewing his commercial 

lawn care customers for the 2 0 0 9 
season, and despite grim economic 
headlines he was pleasantly surprised. 
Most customers continued their con-
tracts with his company, Mankato, 
Minn.-based Green Care. 

Though Tweten is maintaining 
prices at his 2 0 0 8 rates despite the 
rise in fertilizer costs, he didn't expect 
the boost. In fact, his business is ex-

Leavenworth, Kan.-based Buddy Rodgers & Son prefers to replace equipment every two 
to four years. "Having newer equipment keeps us looking more professional and means 
fewer breakdowns," says Buddy Rodgers, the owner of the $450,000 business. 

Professional equipment, for professional operators. Do those big jobs 
with a compact scraper or grader, and your small tractor. Move more 
dirt and get better results with the right tools. 

HOELSCHER INC 
312 S Main St - Bushton, KS 67427 

620-562-3575 
www.hoelscherinc.com 

HOELSCHER 
COMMERCIAL PRODUCTS 
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No Spaghetti Tubing 
Not that we have anything against conventional irrigation 

- it just doesn't work everywhere. 

W h e n y o u can' t run d r ip or micro- i r r iga t ion , 
your solution is Container Irrigation byTournesol Siteworks. 

O u r r e s e r v o i r - b a s e d inser ts w i l l h e l p y o u 

maintain your pots and planters with a minimum of effort. 

Patios • Balconies • Roof Gardens • Pool Decks - Terraces 

T o u p n e ^ o L 
S I T E W O R K S 

A better way to irrigate pots. 

tournesolsiteworks.com 800.542.2282 
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NOW AVAILABLE! 
STATE REQUIRED 
LAWN POSTING SIGNS 
IN STOCK & READY TO SHIP 

• Guaranteed to meet 
all state regulations 

• Quick shipment 
• Low minimum orders 
• One low price includes 

signs and stakes 

We cany stock signs for every state. 
Custom signs also available. 
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Were You Featured 
In This Issue? 

Reprints enable you to reuse your 
article and simply place it into the 
hands of your target audience. 
Having been featured in a 
well-respected publication adds 
the credibility of a third-party 
endorsement to your message. 

Give yourself a competitive 
advantage with reprints. Contact 
us for more information regarding 
reprints and additional 
applications designed to meet 
your challenging market needs. 

Use Reprints As: 
• Sales Aids 
• Recruitment Tools 
• Managed ePrints 
•Trade Show Handouts 
• Media Kit Supplements 

Ä p c f e 
HowMuch 

YOU 

Ito 1 j T ^ ' 

Educational Programs 
Employee Training 
Sales Presentations 
Conference Materials 
Direct Mail Campaigns 

» 
GO FOR A JOYRIDE. 

With easier maneuverability, user friendly controls, 
and a proven spraying and spreading system,the 

Pathfinder Spreader Sprayer will increase productivity, 
decrease downtime and grow your bottom line. 

It's a joyride no matter how you look at it. 

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 
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panding to the point of adding another LT 
Rich Z-Max ride-on sprayer-spreader unit 
to his existing four-unit equipment fleet, 
as well as an employee to run it. This will 
add to his nine full-time employees and 
25 to 30 seasonal staffers. Green Care 
provides grounds maintenance, lawn 
care and irrigation system installation 

and maintenance to both commercial and 
residential customers - specifically apart-
ment complexes, athletic fields, parks and 
large residential properties. 

This means the areas Green Care treats 
are large - usually 30 ,000 square feet and 
up. This is why five years ago Tweten 
went searching for a spreader-sprayer 

that could tackle large sites efficiently. He 
found the Z-Max, which carries 50 gallons 
of product in two 25-gallon tanks, which 
means Tweten can apply two separate 
treatments in the same run, as well as 
spread dry fertilizer from the back of the 
unit. Tweten says for many applications 
he can treat close to 2 acres without re-
loading the sprayer. 

Before buying a Z-Max, the company 
applied product by hand or with a four-
wheel unit Tweten built himself. Now 
with each of Tweten's four units, one man 
is able to cover 20 to 30 jobs in one day. 

Green Cares trucks are typically stocked 
with 1 ton of fertilizer, concentrates of liq-
uid treatments and water. Each lawn care 
technician also stocks extra pesticides in 
case they are needed on the job - these 
vary based on the time of year. In April, 
Green Care applies a dry fertilizer and a 
crabgrass treatment. Then three times 
during the summer months the company 
applies liquid fertilizers and herbicides. 
In the early fall, Green Care puts down a 
granular compound. The pesticides Green 
Care uses are water soluble, so they are 
mixed in the truck and then loaded into 
the Z-Max. It takes two to three weeks for 
one of Tweten's employees to learn how 
to operate the machine. 

The time saved using the ride-on ma-
chine vs. using a hose to spray a property 
are considerable, according to Ralph Rod-
gers, a crew leader with Leavenworth, 
Kan.-based Buddy Rodgers & Son. "What 
took two hours to do with a hose only took 
25 minutes with the Z-Max," he says. 

Other features Tweten likes about his 
spreader-sprayer include its tight turning 
radius so he can apply liquid pesticides 
around corners, as well as the pump and 
low-drip nozzles for even application. 

For maintenance, Tweten follows basic 
oil and hydraulic changes, checks belts 
periodically and cleans spray units and 
pumps regularly. He keeps a toolbox with 
nozzles and boom fittings with each unit 
to alleviate time wasted going back to the 
shop for something that could be fixed 
on site. Each technician runs the same 
machine daily, so they are responsible for 
keeping it in good working condition. L 

The author is a freelance writer based in Colorado 
Springs, Colo. 

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

Take control with the revolutionary T3000 applicator from Turfco. 
Engineered and designed to make your job easier on residential 
and large commercial projects, the T3000 features: 

• Spread and spray at the same time at 6- or 9-foot widths, 
and matching capacities wil l double your productivity 

• Cruise control safely locks in your speed, freeing one hand 
for spraying or spreading 

• Best spray on the market using a unique, adjustable high-
pressure, high-velocity system 
that creates larger droplets for 
better coverage, less drift and 
fewer callbacks 

TURFCO 
W W W . T U R F C O . C O M 

To see it in action, call 800-679-8201 for a FREE DVD. 
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Get vour employees 

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

www.LandscapeSafety.com 
Contact a Safety Advisor today 
at info@landscapesafety.com ~ 
o r c a l l 8 7 7 - i i 8 2 - 2 3 2 3 ^ 
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IDEWMK 
SIEE VER 
Patented tool and method 

Ask your irrigation / l ight ing 
supplier or call us at: 

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

Pull wires back through 
the installed pipe 

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

Requires no boring. 

Longer tools are available. 

Do you have something to say? 

LETTERS 
the EDITOR 

330-523-5382 or nwisniewski@gie.net. 

LawnârLandscape 

Want to sound off on something you saw in this issue? 
Have an idea that you think would be worth 
featuring in next month's Lawn & Landscape? 
We want to know. 

Call ore-mail NicoleWisniewski at 
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Albert Godec extends the life 
of his Husqvarna saws by making 
crews check them out of the shop 
when they are needed on the job 
Photo: Husqvarna 

BY ROBERTA BAXTER 

Money Does Grow onTrGGS 
Ice and wind storms create profit potential for tree care companies. 

Raymond Lineau, owner of Rayal Tree 
Care, hates to see trees damaged by 

ice storms that are not uncommon during 
Yorktown, N.Y. winters. But he's been 
wishing for them this year. 

"Business has dropped off a c l i f f , " 
Lienau says of early 2 0 0 9 sales, adding 
his 40 years of experience in the tree care 
industry have taught him that a couple of 
good ice and wind storms can always boost 
a tree care company's bottom line. 

Albert Godec wholeheartedly agrees. 
As president of Colorado Springs, Colo.-
based Rundo Tree Surgeon, and a 33-year 
veteran in the industry, he's seen slow sea-
sons before, and he knows situations can 
change practically overnight. A December 
2 0 0 8 windstorm increased his income by 
approximately $15,000, despite the fact 
that he only has about 75 percent of the 
staff he had at this time last year. While 
he's expecting flat profit this year, he's 
hopeful to increase his $500 ,000 revenue 

as people stay home more this summer, 
spending money to improve their back-
yards vs. travel. 

Notwithstanding slow starts, both 
companies have specific purchasing and 
maintenance preferences when it comes 
to their bread-and-butter equipment for 
the work they do most - chain saws for 
tree pruning and removal. 

Rayal Tree Care employs 18 people, 
who are divided into five crews. To handle 
pruning or removal on trees of various 
sizes, Rayal crews use Stihl chain saws 
- typically four models per truck, includ-
ing one topping saw (the Stihl 200T) , 
one light-duty saw for ground cutting 
(a Stihl 2 9 0 ) and two medium to large 
chain saws for cross-cutting logs (a Stihl 
046 and 044) . This ensures crews don't 
waste time going back to the shop for the 
right chain saw to complete a specific or 
unusual job. 

Rundo Tree Surgeon also prefers to use 

a variety of saws. During the season, the 
company will have up to 18 people in the 
field - each two- or three-man crew will 
take three top-handle saws (one as backup 
in case the first one is damaged) and one 
medium, 18-inch saw on the job. Godec 
prefers Husqvarna saws for handling large 
trees - these more expensive saws are 
kept in the shop and then checked out if a 
job requires it. For everyday pruning, top 
handle saws manufactured by RedMax 
and Echo fill the bill. 

While Echo and RedMax chain saws 
have less power than comparable Stihl 
or Husqvarna saws, according to Godec, 
the biggest reason he uses them daily is 
because of their lower overall costs. When 
repair costs are as much as 60 percent 
of the price of a new saw, Godec would 
rather buy new and then save the old 
equipment in case he can use the parts 
for repairs to his other saws. "Saws can 
be easily damaged during climbing or 
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through carelessness on the job," he says, adding that he usually 
gets 12 to 18 months of use out of these saws without significant 
maintenance problems. "Replacing a chain saw costing around 
$120, like the RedMax or Echo, is much easier on the budget 
than buying a more expensive one." 

Godec is partial to the top handle variety saw because the 
weight of the saw is underneath the hand, giving the user the 
ability to make cuts on top of a tree, all while putting less stress 
on his or her joints. "You can use a wrist action with much less 
strain," he says, adding that while both his Echo and RedMax 
saws are about 8 pounds in weight, his Echo 360T has a 16-inch 
bar, while his RedMax has a 12-inch bar. The latter with a shorter 
bar comes in especially handy in confined spaces. 

Since chain saws keep his business growing, Lineau requires 
his crews perform daily maintenance on each saw at the end of 
every shift. They blow out the air filter and the areas around the 
engine, sharpen or replace the chains, and check for any other 
problems. By performing daily maintenance, the company can 
keep the equipment in top condition and also enhance the life-
time of use for each chain saw. 

Keeping the chain sharp is a critical safety issue, so Lineau 
adds that to the daily maintenance routine. Chains are replaced 
before their dullness can endanger the user or force a crew to 
return to the shop for a new one. Lienau buys chains in bulk, 
keeping several hundred in stock. 

Ron Greene also never waits until the chain is completely 
worn to replace it - preferring to sharpen chains when they are 
75 percent worn. "I don't want any problems, especially with 
safety," says Greene, the fleet supervisor for Walpole, Mass.-
based D. Foley Landscape, who uses 353 model Husqvarna 
chain saws in the 16-inch and 18-inch bar sizes. By performing 
this maintenance, Greene says the lifetime of a saw can easily 
be four or five years. 

To ensure daily and quarterly chain saw maintenance is com-
pleted, Rundo Tree Surgeon adds daily maintenance to the end 
of crews' shifts and schedules a date or week on the calendar 
to perform overall inspections every four or five months. High 
wind or rainy days that happen near these dates are perfect for 
fitting in this necessary maintenance. ®) 

T h e author is a f ree lance writer b a s e d in C o l o r a d o Spr ings , Co lo . 

Rayal Tree Care uses the Stihl 290 chain saw for ground cutting. 
They keep four different models in each truck to enable crews to 
tackle any task they encounter on the job site. Photo: Stihl 

With Gregson-Clark you get more than quality equipment. 
You get a re lat ionship w i t h a company tha t specializes 
in one t h i n g - spraying e q u i p m e n t . Our goal is to 
provide green indust ry professionals w i t h the best 
possible solution, w h e t h e r it's a n e w sprayer, technical 
support , or parts. Call for our catalog. 

Spraying Equipment 
A Division of Rhett M. Clark, Inc. 

Phone: 800-706-9530 Fax: 585-538-9577 
Caledonia, N e w York 14423 

www.gregsondark.com 

USE READER SERVICE #91 
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CLASSIFIEDS 

Maximize your adver t is ing dol lars by reaching: 
• The Industry's Largest Print Audience. 
• The Industry's Largest Media Web Audience. 
• The Industry's Largest Classified Section. 

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

Please contact Bonnie Vel ikonya a t 8 0 0 / 4 5 6 - 0 7 0 7 x 5 3 2 2 or bvel ikonya@gie.net 

BUSINESS OPPORTUNIT IES 

SELL M O K E LANDSCAPES & JOBS 

M a n 

•TWO Profit Centers 

NO PAYMENTS, NO INTEREST 1 J ™ c Z Z o r B ^ 
FOR I)AYS * - NO Payments/Interest 

W e I ) Y o u r I n s t a l l s * A S i m p l e ' E a s y A d d " ° n S e r v i c e 

V t e L l U U r l l l M < l l l > * Buy Manufacturer Direct 
www.allprogreens.com/training \ - 8 0 0 - 3 3 4 - 9 0 0 5 

S Y N T H E T I C G O L F G R E E N S 

A 

F K E I Ü » V » A T R A I N I N G 

NO PAYMENTS, NO INTEREST 
FOR DAYS 

W e N I ) Y o u r I n s t a l l s 

www.allprogreens.com/training 

_ f 
* Two Profit Centers 
* Two Revenue Streams 
* Two Customer Bases 
* - N O Payments/Interest 
* A Simple, Easy Add-On Service 
* Buy Manufacturer Direct 

1-800-334-9005 

TIIETIC LAW! 

BUSINESS OPPORTUNITIES 
SELLING YOUR BUSINESS! 

FREE 
APPRAISAL 

NO BROKER 
FEES 

Professional Business Consultants 
Ansine* 

/ P 0 7 
Dil 

\ 
Merger & Acquisition Specialists 

Professional Business Consultants can obtain purchase 
offers from qualified buyers without disclosing their 

identities. Consultants' fees are paid by the buyer. 
CALL: 

708-744-6715 
FAX: 508-252-4447 
pbcmello 1 aol.com 

Incorporate 
for as little as $ 9 9 

Visit www.incorporate.com 
or call 888-743-7325 

COMPANY 
C O R P O R A T I O N 

• • • • • • • • • • • • 
To Advertise in 

Lawn&Landscape Call 
Bonnie Velikonya 

800/456-0707x5322 

1 2 4 M A R C H 2 0 0 9 www.lawnandlandscape.com 
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B U S I N E S S O P P O R T U N I T I E S 

S E R I O U S E N T R E P R E N E U R S O N L Y ! 
A f t e r f o u r years , $ 4 0 0 , 0 0 0 o f m a r k e t t e s t i n g , 
a n d M i l l i o n s o f d o l l a r s in e a r n i n g s , w e h a v e 

p e r f e c t e d t h e m o s t p o w e r f u l , a u t o m a t e d , 
t u r n - k e y , sales a n d m a r k e t i n g s y s t e m o n t h e 
p l a n e t . T h a t ' s H o w N o r m a l P e o p l e L ike Y o u 

A r e E a r n i n g $ 5 , 0 0 0 t o $ 1 0 , 0 0 0 a w e e k 
W i t h o u t P i c k i n g U p T h e P h o n e , 

visit : w w w . w e a l t h m a s t e r 4 u . c o m 
2 2 9 / 8 4 8 - 5 2 8 8 

B U S I N E S S W A N T E D 

W A N T E D T O PURCHASE 
Chemical lawn & tree care companies, 

any area, any size business reply in strict 
confidence. Contact Green Venture Group: 

g r e e n v e n t u r e p a r t n e r s @ y a h o o . c o m 

M I D W E S T A C Q U I S I T I O N W A N T E D 
L e a d i n g M i d w e s t W i n t e r Services C o m p a n y w i t h 

over $ 1 2 mi l l ion in r e v e n u e seeks t o g r o w i n t o 
a d d i t i o n a l cit ies in t h e W e s t a n d M i d w e s t . W e a re 

l o o k i n g for w i n t e r services R e v e n u e s in excess 
o f $2 .5 mi l l ion in a n o r m a l year as a m i n i m u m 
r e q u i r e m e n t . W e b r i n g a s t r o n g systems a n d 

m a n a g e m e n t b a c k g r o u n d , t w e n t y years o f h is tory 
a n d f inancia l s t r e n g t h t o t h e t r a n s a c t i o n a n d 

w e a re w i l l i n g t o w o r k w i t h m a n a g e m e n t 
t o c rea te a p l a n t h a t w o r k s for b o t h par t ies . 

P l e a s e c o n t a c t s n o w c o m p a n i e s ( a > g m a i l . c o m 
f o r a c o n f i d e n t i a l d i s c u s s i o n . 

B U S I N E S S F O R S A L E 

M A U I , H A W A I I 
Lawn & Garden Maintenance Co. - Well 

established and stable, highly profitable, 
non-seasonal, mostly residential, sales 
over $350,000/yr. and totally turnkey. 
Asking $275,000, owner will finance. 
Contact Tom at caltr ider@vrhi.com 

or 8 0 8 - 5 7 3 - 4 7 5 2 

L A W N M A I N T E N A N C E C O M P A N I E S 
For Sa le 

EAST C O A S T O F FLORIDA 
P a l m B e a c h C o u n t y $ 3 . 3 M 

M a r t i n C o u n t y $ 3 3 0 K 
M a r t i n C o u n t y $ 3 9 0 K 

Cal l J o h n B r o g a n A c q u i s i t i o n E x p e r t s , LLC 
7 7 2 - 2 2 0 - 4 4 5 5 or j o h n @ a c q u i s i t i o n e x p e r t s . n e t 

F O R S A L E I N S O U T H W E S T F L O R I D A 
L a w n M a i n t e n a n c e , l andscape , pest cont ro l , 

i r r iga t ion a n d t r e e serv ice c o m p a n y . 
Sales a t $ 3 m i l l i o n a n d g r o w i n g , 10 years o ld , 

o w n e r s re t i r ing. For m o r e i n f o r m a t i o n : 
w w w . s w f l b u s i n e s s m a l l . c o m / b u s i n e s s - f o r - s a l e 

GREAT OPPORTUNITY 
K U B O T A D E A L E R S H I P 

F O R S A L E 
F I R S T C L A S S 

G O I N G B U S I N E S S 
S E R I O U S I N Q U I R I E S 

P L E A S E E - M A I L 
S E L L K U B O T A @ G M A I L . C O M 

RARE OPPORTUNITY 
L o c a t e d in b e a u t i f u l Prosper, Texas w e h a v e 

e n j o y e d 25-»- years o f Card ina l Landscapes , Inc 
- a successful a n d g r a t i f y i n g business. N o w , w e 
a r e r e a d y t o r ide o f f i n t o t h e sunset a n d e x p l o r e 

t h e w i l d w e s t ! O p p o r t u n i t y of fers $ 2 0 0 K o f 
e q u i p m e n t , a c o m m e r c i a l b u i l d i n g o n 6 acres 

(for l ease /poss ib le sale), a n d a stellar r e p u t a t i o n 
w i t h years o f g r a t e f u l c u s t o m e r s . A v e r a g e 
gross i n c o m e $ 5 0 0 K . Excel lent p o t e n t i a l 

for e x p a n s i o n by a d d i n g m a i n t e n a n c e 
t o c u r r e n t a n d n e w c u s t o m e r s . 

Ser ious inquir ies on ly : z 4 z o l l e r @ g m a i l . c o m 

2 0 0 ACRE F A R M / D E V E L O P M E N T 
P R O P E R T Y 

90 Miles East of Chicago 
50x170 Bldg with Offices 

2-40x80 Bldgs w/shops — 2 Homes 
269-695-5505 

L A N D S C A P E C O M P A N Y F O R S A L E 
N o r t h A t l a n t a 

Landscape , M a i n t e n a n c e , Insta l la t ions 
E q u i p m e n t & Trucks a v a i l a b l e 

R e v e n u e : $ 5 0 0 , 0 0 0 . 0 0 + 

C o n t a c t R a n d H o l l o n at Pre fe r red Business Brokers 
8 0 0 - 6 3 3 - 5 1 5 3 

THINKING OF TAKING SOME OF YOUR MONEY OFF THE TABLE? 

WANT TO GROW BY USING OTHER PEOPLE'S MONEY? f S ^ n " 

LOOKING FOR A PRIVATE EQUITY BUSINESS PARTNER? fl/UUJJ MB Merger and Acquisition Consultants 

The BlueSky Group LLC can help. 
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 

HIGHLY SPECIALIZED 1 MAN LANDSCAPE 
O p e r a t i o n - S a c r a m e n t o , CA 

U n i q u e e a s y o p e r a t i o n , 4 1 y e a r o l d b u s i n e s s , 
r e s p e c t e d n a m e in c o m m u n i t y / t r a d e s . F l a t b e d FL70, 
6 5 k mi , fork l i f t & spec ia l i zed un i t o n tra i ler v a l u e d a t 
o v e r $ 4 0 k . Business p r i c e d t o sell q u i c k l y a t $ 6 0 , 0 0 0 

For m o r e i n f o r m a t i o n , call 9 1 6 - 3 3 1 - 2 0 4 0 . 

A U C T I O N S 

<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 N e w 
or Used items 

Exclusive Auction Site of 
the Green Industry 

r) C APELICATOR 
^ , - . ' V m ¿ 

G r e e n A p p l i c a t o r A u c t i o n s . c o m 

B O O K S 

Is the Economy getting you "Down"? 
J i m H u s t o n ' s b o o k c a n h e l p 

Preparing for & Responding 
to a Down Economy 

P r o v e n s t r a t e g i e s t o h e l p y o u w e a t h e r 
t h e s t o r m s o f r e d u c e d c a s h f l o w 
L e a r n m o r e a t w w w . j r h u s t o n . b i z 

E m a i l J i m w i t h q u e s t i o n s a t : j h u s t o n @ j r h u s t o n . b i z 
O r cal l t o o r d e r : 1 - 8 0 0 - 4 5 1 - 5 5 8 8 

In this "Down" Economy 
You need to know your costs 

more than ever! 
J i m Hus ton 's b o o k c a n h e l p 

How to Price Landscape & Irrigation Projects 
P r o v e n w i t h t h o u s a n d s o f p r o c o n t r a c t o r s 

U s e d b y o v e r 6 0 C o l l e g e s 
L e a r n m o r e a t w w w . j r h u s t o n . b i z 

E m a i l J i m w i t h q u e s t i o n s at : j h u s t o n @ j r h u s t o n . b i z 
O r cal l t o o r d e r : 1 - 8 0 0 - 4 5 1 - 5 5 8 8 

E S T I M A T I N G 

Simplify Your Entire Bidding Process 

Easy N e w S o f t w a r e f r o m J i m H u s t o n 
P r o v e n w i t h h u n d r e d s o f p r o c o n t r a c t o r s 

Fu l ly I n t e g r a t e s E s t i m a t i n g , J o b C o s t i n g & M o r e 
L inks w i t h Q u i c k B o o k s 

L e a r n m o r e a t w w w . j r h u s t o n . b i z 
F r e e o n - l i n e d e m o e - m a i l : j h u s t o n @ j r h u s t o n . b i z 

G P S V E H I C L E T R A C K I N G 
N o m o n t h l y fees 

Cal l 4 0 7 - 8 8 8 - 9 6 6 3 
w w w . v e h i c l e w a t c h . c o m 
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CLASSIFIEDS 

F O R S A L E 

"The Dual Spreader Carrier" 
For All Lawn Care Companies 

Call 5 0 8 - 8 5 2 - 5 5 0 1 
For more information & pricing go to 
www.paramountglobalsolutions.com 

I M O W M O R E 
LANDSCAPE SUPPLIES, INC. 

Mow More Supplies 
1-800-866-9667 

^ Mower blades, air & oil filters, trimmer line, \ ' 1 • 
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 I L E D PINE S T R A W 
F r o m S o u t h G e o r g i a a n d N o r t h F l o r i d a 

@ W h o l e s a l e Pr ices 
S e m i L o a d s D e l i v e r e d 

U N I T E D P I N E S T R A W INC. 
8 6 6 - 9 0 2 - 4 0 8 8 

h e n r y @ u n i t e d p i n e s t r a w . c o m 

LANDSCAPE SEEDING 
E Q U I P M E N T FOR SALE: 

R o t a d a i r o n R D 1 5 0 g r e a t s h a p e $ 1 2 0 0 0 o b o 
A T I 7 2 5 P r e s e e d e r e x c e l l e n t c o n d i t i o n $ 7 0 0 0 o b o 

L o c a t e d i n C e n t r a l O h i o 
C a l l 7 4 0 - 4 1 2 - 1 5 5 4 o r e m a i l 

b o w e r j p @ y a h o o . c o m 

NURSERY EQUIPMENT 
Red Boss Tree Spades, T ree Boss m o v i n g 

( t rees/ rocks) system, Tree Planters, S t u m p Diggers . 
Call T ree E q u i p m e n t D e s i g n @ 8 7 7 - 3 8 3 - 8 3 8 3 . 

Pennsy lvan ia . USA. i n f o @ t r e e e q u i p . c o m . 
w w w . t r e e e q u i p . c o m . 

S a y G o o d b y e t o 
A C I n t e r f e r e n c e 
Tl* NEW Armato Pro 7B0 uses advanced electronic Attrition to renove 
unwanted interference when locating wins, solenoids, or vilvet. 

$599 sugg. list 

Armada Technologies 
616-536-2038 
vw.armi Jitocfc.com • iifodsrmiiitocfc.cofr 

Spreader -Mate™ 
This self-contained "drop-in" sprayer converts 

your commercial broadcast spreader to 
a fully functional sprayer in minutes. 

Toll free - 800.706.9530 
Phone - 585.538.9570 

Fax - 585.538.9577 
Sales@GregsonClark.com 

www. GregsonClark. com 

c 
GREGSONCLARK 
Sprayinq Equipment 
ACT ninno« «hwiM-OMt. me 

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

1 2 6 MARCH 2 0 0 9 www. lawnandlandscape.com 

K u r i y a m a o f A m e r i c a , Inc . 
^ ^ Quality Induttrial Hose 6 Accessories 

H i g h Pressure Spray Hoses 
Kuri Tec*, known for quality and dependability in 
spray hoses, now offers its new Orange K4132 and 
Mint Green K4137 colored 600 PSI spray hoses to 
its line. These spray hoses are made with premium 
quality PVC compounds that are ideally suited for 
lawn and ornamental spray applications 
using wettable powder chemicals. Kuri Tec also 
offers its new Performance-Plus Three-Year 
Warranty Program which covers defects in 
materials and workmanship. 

KlCBOX« 
K—p It Cleqn 

Material Handler 
100% Recovery. No Clean-up. Any Size Load. 

mikçgkiçfroxyycçm 303-775-2799 www.kict?9*m9™ 

LAWN & TREE CARE 
Isuzu NPR HD with SDI400/200 + 200 gal 
SDI & pump, motor, hoses & reels (3) 

Isuzu NPR Gas with 600 gal water + 300 
gal lawn tank 2 - 100 gal under carriage 
tree tanks - pump, motor, hoses & reels (3) 

SDI 400/200 split on tandem trailer, tree or 
lawn, pump, motor, hoses & reels (2) 

Contact 1 - 8 0 0 - 4 6 1 - 9 5 0 4 
or 1 -309-236-7597 

LANDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of trees, shrubs, 

plants & more. 1/8' scale. 
Stamp sizes from 1/4" to 1 3/4 
PRICE $123 + S/H • tax in CA 
Price subject to change without notice 

A M E R I C A N S T A M P C O . 
CALL NOW 877-687-7102 TOLL FREE 

or 916-687-7102 Local Calls 
www americanstampco com Tue Wed Thur 8-4:30 Pacific Tune 

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 

O r d e r o n l i n e a n d save. Invoices, Proposals, 
W o r k Orders , D o o r Hangers , P r o m o t i o n a l 
Products a n d m o r e . Shor tysPr in t ing .com. 

1 - 8 0 0 - 7 4 6 - 7 8 9 7 . 

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 ( 
Equipment Covers • Sun Neck I 

^ C h e m i c a l Protection and* 

8 0 0 - 8 1 6 - 2 4 2 7 
WWW.WECHAPP8.COM 

L A N D S C A P E I N F O R M A T I O N 

Since 1998 

d o n n a n . c o m 
Landscaping & Lawn Information 

L A N D S C A P E E Q U I P M E N T 

TREE STAKES 
Doweled Lodgepole Pine 

CCA Pressure Treated 
2" Diameter, Various Lengths 

Economical, Strong and Attractive 
Phone: 800-238-6540 

Fax: 509-238-4695 
JASPER ENTERPRISES, INC 

We ship nationwide. 
Web site: www.jasper-inc.com 

http://www.paramountglobalsolutions.com
http://www.mowmore.com
mailto:henry@unitedpinestraw.com
mailto:bowerjp@yahoo.com
mailto:info@treeequip.com
http://www.treeequip.com
mailto:Sales@GregsonClark.com
http://www.lawnandlandscape.com
http://www.lawnandlandscape.com
http://WWW.WECHAPP8.COM
http://www.jasper-inc.com


O R G A N I C 

Green I d e a , Inc . 
352-263-7663 

dave^green idea inc .com 
w w w . g r e e n i d e a i n c . c o m 

"Providing ORGANIC Approved Inputs and 
IDEAS in the GREEN Industry " 

Private label, toll manufacturing 
& custom blends available 35 years 

of manufacturing success 

Multi-functional & cost effective beneficial bio-
logicals, nutritionals, insect/fungus control and 

amendments for all your growing needs. 
Free consultation and superior service. 

P L A N T M A T E R I A L 

P E R E N N I A L S & G R O U N D C O V E R S 

Over 160 variet ies - No o rder t o o small 

FREE Color ca ta log 

Sh ipp ing UPS & FedEx dai ly 

1 - 8 0 0 - 5 2 1 - 7 2 6 7 
w w w.everg reen n u rseryi nc.net 

E V E R G R E E N N U R S E R Y , I N C . 

1501 Dials Mi l l Rd. Statham, GA 30666 

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 

H E L P W A N T E D 

R E S I D E N T E N G I N E E R S 
Abel Bainnson Butz, LLP, a Landscape Archi -
tectura l f i rm, is present ly seek ing Resident 
Engineers t o supervise t h e const ruc t ion o f 
landscape instal lat ion w o r k for projects lo-
ca ted t h r o u g h o u t NYC. 

Responsibil i t ies inc lude const ruct ion superv i -
sion per ta in ing t o all aspects o f const ruc t ion 
m a n a g e m e n t , inc lud ing inspect ions, qua l i ty 
control , payments , repor t ing , etc. 

M i n i m u m requ i rements : t h r e e years exper i -
e n c e a n d a Bachelor's degree . 

F o r w a r d r e s u m e s t o S p o o l @ a b b n y c . c o m 
or v ia f a x 2 1 2 - 6 4 5 - 0 0 4 8 . 

GreenSearch 
Since 1995, G r e e n S e a r c h is recognized as the 

premier provider of professional and confidential 
e m p l o y m e n t search exclusively for exterior and 

interior landscape, irrigation, and the overall green 
industry th roughout Nor th America. 

Check us out on the W e b at 
w w w . g r e e n s e a r c h . c o m or call toll free 

at 8 8 8 - 3 7 5 - 7 7 8 7 or via 
e-mai l in fcxagreensearch .com 

BRICKMAN 
Enhancing the American lAindacupe Since 1939 

B r i c k m a n is looking for l e a d e r s 
w h o a r e i n t e r e s t e d in g r o w i n g t h e i r 
c a r e e r s w i t h a g r o w i n g c o m p a n y . 

N a t i o n w i d e c a r e e r a n d i n t e r n s h i p 
o p p o r t u n i t i e s a v a i l a b l e in: 

• L a n d s c a p e M a n a g e m e n t 
• L a n d s c a p e C o n s t r u c t i o n 
• I r r i g a t i o n 
• A c c o u n t i n g 
• B u s i n e s s A d m i n i s t r a t i o n 

Start growing your career at: 

brickmangroup.com 

S A L E S L E A D E R S W A N T E D 
Leading Midwest Winter Services C o m p a n y wi th 
over $12 mil l ion in revenues seeks exper ienced 

sales staff to manage existing portfol io and build 
n e w customer relationships. A m i n i m u m of five 
years winter services sales experience required, 
CSP and Col lege Degree Preferred. Full benefits 

package plus total compensat ion in 
$80,000-$ 125,000 for proven professionals. 

Please s e n d c o n f i d e n t i a l in te res t a n d r e s u m e 
w i t h sa lary h is to ry t o s n o w c a r e e r s @ g m a i l . c o m 

J o i n t h e c o m p a n y w h e r e 

People Matter.. 
Our motto is Our business is people 
and thdr love for trees." We offer 
excellent career opportunities at all levels. 

We value safety first, provide ongoing 
training, and have an excellent 
compensadon and benefit package 
that includes a 401(k) with company 
match and ESOP 

r theeareoftrees. 
i s 877.724.7544 

.«847.459.7479 
"OHOR 

Apply online at 
www.thecareoftrees.com/careers 

Chicago, New York, Philadelphia, Washington, D.C. 

S A L E S R E P S W A N T E D 
O n l i n e landscape e q u i p m e n t t ra in ing business 
seeks seasoned sales reps for s o u t h w e s t a n d 
southeast USA. A t t e n d t r a d e shows a n d d e v e l o p 
t h e business in your terr i tory. I n v e s t m e n t 
requi red . Excel lent p r o d u c t , r e p u t a b l e c o m p a n y , 
lots o f suppor t . 

e m a i l j a y @ l a n d s c a p e s a f e t y . c o m 

KEY EMPLOYEE SEARCHES 

F l o r a s e a r c h , I n c . in ou r t h i r d decade o f 
p e r f o r m i n g con f iden t ia l key e m p l o y e e 

searches for t h e landscape indus t r y a n d 
al l ied t rades w o r l d w i d e . 

Retained basis only . 
Cand ida te con tac t w e l c o m e , con f iden t ia l 

a n d always free. 
F l o r a s e a r c h I n c . , 1740 Lake M a r k h a m 

Road, Sanford, Fla. 32771. 
Phone 407-320-8177, 

Fax 407-320-8083. 
E-mail : search@florasearch.com 
Websi te : www. f l o rasea rch .com 

Come Grow 
W i t h Us! 

CORPORATEO 

Leaders in Vegetation Management Since 1978 

Specializing in Railroad, Roadside, Industrial 
and Aquatic Vegetation Management, 

our clients include many of the 
largest corporations in North America. 

DBi is a market leader with a clear vision 
of the future, investing heavily in 
our people, our core values and 

a friendly work environment. 

W E A R E L O O K I N G F O R 
H A R D - W O R K I N G T A L E N T E D 

I N D I V I D U A L S W I T H E X P E R I E N C E 
T O M A N A G E T H E D A Y - T O - D A Y 

O P E R A T I O N S O F O U R B R A N C H E S 
A N D D I V I S I O N S T H R O U G H O U T 

T H E U N I T E D S T A T E S A N D C A N A D A . 

Qualified applicants must have a 
minimum of z 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! 

W e offer an excellent salary, bonus and 
benefi ts package including 401(k ) and 

company-pa id medical and vacat ion 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.db iserv ices .com 

View classifieds a t 
w w w . l a w n a n d l a n d s c a p e . c o m 
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CLASSIFIEDS 

HELP WANTED I INSURANCE 

G R E A T C A R E E R S 
F O U N D H E R E 

G R E E N M A T C H M A K E R . C O M 

GREENINDUSTRYJOBS.COM 
Since 1999 

LandscapeJobs.com 
IrrigationJobs.com 
TreeCareJobs.com 

and more 

1-888-818-JOBS 

SOFTWARE 

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! 

TREE CARE 

Hugged your trees today? 

www.TreeBoss.net 

Tree care photos and information 

TREE SUPPORTS 

ireeSupports .c ( 
Supports that Nurseries, Landscapes and 

Garden Centers can depend on! 
- N e w V o l u m e D i s c o u n t s - N o w E v e n 

M o r e A f f o r d a b l e — 
(877)854-5497 

WEB DESIGNERS 
Web Design, Brochures, Logos, Lettering 

and Printing Services for Landscapers. 
Your single source for marketing your 

landscape business. 
Samples online: 

www.landscapermarketing.com 
or call 888-28-DSIGN. 

View classifieds at 
www.lawnandlandscape.com 

Applicators 
Industrial W e e d Control 

Right of W a y 

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 

N e w C o m m ' l A u t o P r o g r a m for L a n d s c a p e r s 
a n d M o w i n g & Ma in t . S e r v i c e s w i th V E R Y L O W R A T E S ! 

Contact one of our Green Industry Specialists 

matt@mfpinsure com j leonard@mfpinsure.com rick@mfpinsure.com 

Toll Free: 800-886-2398 Fax: 740-549-6778 

www.mfpinsure.com es 
LIGHTING 

Learn From 
The Best! 

Christmas D e c o r is the 
Leader in the Holiday 
Decorating I n d u s t r y ! 

2 4 % A v e r a g e N e t 
Prof i t 

Over $2,000 Daily 
Production Per Crew 

Call Us Today! 

1-800-687-9551 
www.christmasdecor.net 

Let us help 
you get the 
word out. 

The Lawn & Landscape 
Media Group's 
reprint service. 
L&L's reprint service provides a 
cost-effective, high-impact way to 
promote your company's products 
and services. Our professionally 
designed article reprints can be 
used as direct mail pieces, sales 
literature, training aids, or trade 
show handouts. For even more 
targeted marketing, add your 
customized advertising message, 
logo, mission statement or other 
valuable company information. 

Email: reprints@gie.net 
to learn more. 
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Advertiser Website Page# RS# 

Agrium Advanced 
Technologies 

www.agriumat.com 57 39 

Agrotain www.agrotain.com 73 48 

All Pro Putting Greens www.allprogreens.com 51 34 

AltumaMats www.alturnamats.com 68 44 

AquaMaster www.aquamasterfountains.com 72 47 

Ariens/Gravely www.gravely.com 53 37 

BASF www.betterturf.com 35 27 

Belgard www.belgardwinter.com 75,111 4 9 , 7 3 

BOB-CAT www.bobcatturf.com 77 50 

Brillion Iron Works www.brillionironworks.com 52 36 

Burchland Manufacturing www.burchlandmfg.com 84 56 

C&S Turf Care Equipment www.csturfequip.com 26 21 

Carl Black GMC www.carlblackgmc.com 113 75 

Carson - Oldcastle Precast 

Enclosure Solutions 

www.oldcastleprecast.com/ 

enclosuresolutions 

98 66 

CLIP Software www.clip.com 80 53 

Coxreels www.coxreels.com 115 81 

Cub Cadet Commercial www.cubcadetcommercial.com 33 26 

Deep Fork Tree Farm www.dftrees.com 81 54 

DIG Irrigation Products www.digcorp.com 96 64 

Dow AgroSciences www.dowagro.com/turf 2 9 , 8 9 

Dupont Professional 
Products 

www. proproducts .dupont .com 24-25, 

43 

2 0 , 3 0 

Earth Turf Products www.earthandturf.com 107 71 

Earth Way Products www.earthway.com 113 76 

Echo www.echo-usa.com 42 29 

Ewing Irrigation 

Products 

www.ewingl.com 80 52 

Exaktime www.jobclock.com 63 59 

Exmark www.exmark.com 38-39 28 

Fabriscape www.fabriscape.com 114 79 

Finn Corp. www.finncorp.com 116 83 

GRA$$ 
Landscaper Billing 

www.obexdata.com 52 35 

Gregson-Clark www.gregsonclark.com 123 91 

Ground Logic www.groundlogicinc.com 119 87 

Hannay Reels www.hannay.com 112 74 

Hoelscher www.hoelscherinc.com 118 84 

Horizon www.horizononline.com 44 31 

Hunter Industries www.hunterindustries.com 95 62 

Husqvarna www.usa.husqvarna.com 59 40 

Hustler Turf Equipment www.hustlerturfequip.com 91 60 

J.J. Mauget www.mauget.com 5 11 

John Deere www.johndeere.com 21 18 

John Deere Construction www.johndeere.com 45 32 

AD INDEX 
Advertiser Website Page# RS# 

JRCO www.jrcoinc.com 115 82 

Kawasaki www.kawpowr.com 31 25 

Kohler www.kohler.com 132 93 

L.T. Rich www.z-spray.com 17 65 

Landscape Safety www.landscapesafety.com 121 89 

Lebanon Turf www.lebanonturf.com 9 13 

Little Beaver www.littlebeaver.com 27 24 

Maruyama www.maryuama-us.com 67 43 

Middle Georgia 

Freightliner 

www.gatrucks.com 93 61 

MistAway Systems www.mistaway.com 16 63 

Monsanto www.monsanto.com 101 67 

Mulch Mule www.mulchmule.com 110 72 

Neely Coble Co. www.neelycoble.com 105 70 

Novae Corp. www.novaecorp.com 115 80 

Nufarm www. nufarm .com/usto 4 9 , 8 3 33 ,55 

PBI Gordon www.pbigordon.com 79 51 

PrimeraTurf www.primeraturf.com 61 41 

PRO Landscape/Drafix www.drafix.com 2 10 

Quali-Pro www.quali-pro.com 64-65 42 

RAIN BIRD www.rainbird.com 6-7,15, 

131 

12,16, 

92 

RealGreen Systems www.realgreen.com 119 86 

Redi Haul Trailers www.redihaul.com 27 23 

RedMax www.redmax.com 87 58 

Roots www.rootsinc.com 23 19 

Scotts Professional Seed www.scottsproseed.com 103 68 

SnapRack www.snaprack.com 114 78 

Syngenta 

Professional Products 

www. 

syngentaprofessionalproducts.com 

13 15 

Tafco Equipment Co. www.tafcoequip.com 69 46 

Toro www.toro.com 9 7 , 9 9 17 ,94 

Toumesol Siteworks www.tournesolsiteworks.com 118 85 

Tree Tech 
Microinjection Systems 

www.treetech.net 56 38 

Turfco www.turfco.com 120 88 

U.S. Lawns www.uslawns.com 104 69 

UPI Manufacturing www.upimfg.com 121 90 

Walker Manufacturing www.walkermowers.com 85 57 

Weed Man www.weedmanusa.com 113 77 

Weisburger Insurance 

Brokerage 

www.weisburger.com 26 22 

Westheffer Co. www.westheffer.com 69 45 

Wright Manufacturing www.wrightmfg.com 11 14 

*Denotes regional advertising. This Listing provided as a courtesy to Lawn & Landscape advertisers. 
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DEVIL'S Advocate 

} Industry journalist Pat Jones presents both sides 
from his sometimes twisted point of view. 

PAT JONES s a 
veteran journalist 
and marketing 
communications 
consultant in the 
turf/golf industry. 
He can be 
reached at 
psjhawk@cox.net. 

Think smalL.but be big 
If you've ever played Devil's 

Advocate with yourself, you've 
probably considered just bailing 
out of this crazy business and do-
ing something different. 

After all, according to Lawn & 
Landscape's research, about three 
out of four of you reading this 
operate businesses with less than 
$500 ,000 a year in revenues. You 
work your butt off, over-deliver for 
customers, keep a few good people 
employed and pay your taxes 
(unlike your average presidential 
cabinet secretary). It's rewarding 
and often enjoyable work. 

Yet, you're killing yourself to 
clear maybe $40 ,000 or $50 ,000 
a year. I'll bet some of you pay 
yourself even less. 

The next six to 18 months will 
test the mettle of everyone in this 
business, but it's going to be tough-
est on the small guys like you. Folks 
up here in the frigid climes got a 
temporary break thanks to snow-
pushing revenues courtesy of Old 
Man Winter, but the spring will 
tell the tale for the majority. Will 
clients renew? Will those planned 
investments in landscape upgrades 
or irrigation systems happen? 
Forget federal bailouts and other 
such nonsense. The question is: 
will your local "micro-economy" be 
healthy enough to support you? 

Such is the nature of recession. 
Some survive, some don't. In that 
vein, I sincerely hope you'll be 
among those who follow the ad-
vice of Jerry Faulring, an industry 
legend profiled earlier in this issue, 
and "try to make good choices, suck 
it up and weather the storm." 

I was most impressed with Faul-

ring, a man I've never met in per-
son but who - even over the phone 
- resonates wisdom, patience and 
thoughtfulness. This is a guy who 
gave up a multi-million-dollar 
landscape business because he had 
a burning desire to be successful in 
his first love, farming, and started 
one of the Mid-Atlantic's most 
successful nurseries. 

Here are a few observations 
based on my conversation with 
him that might be useful to you as 
you grapple with that Devil within 
and decide what your course of ac-
tion should be: 

• Cash may be king, but cash 
reserves are the emperor of small-
business economics. At a time 
when banks are loathe to extend 
lines of credit to most, cash man-
agement - setting aside enough 
to survive the lulls that will hap-
pen - is a skill you simply have to 
have. Those who don't are the most 
likely to be looking into another 
way of making a living very soon. 

• Small can be good. With expe-
rience, Faulring realized that size 
and profitability aren't necessarily 
directly linked. He contradicted 
what I have written previously 
on this page by stating flatly that 
the bottom line can be bigger for 
a smaller company that's being 
managed in the owner's comfort 
zone. 

• Speaking of which, the not-
so-secret secret to success for 
the small operator is the fact that 
they are managing in the field 
and keeping face-to-face contact 
with customers almost every day. 
He reminds us that, "Small busi-
nesses are at their peak operating 

efficiency when an owner/opera-
tor has his feet on the ground and 
they don't mind getting dirty." In 
other words, clean fingernails and 
wearing a necktie to work aren't 
necessarily signs that your business 
is bound to be successful. 

• Don't be afraid to follow your 
heart into another field. If you're 
as skilled at growing a business as 
you are at growing turf and plants, 
you'll be fine. 

• Finally, don't forget that this 
isn't the first - or likely last - down-
turn this market has seen. Seek 
advice and expertise from the wise 
old owls in the market. One of the 
great things about this business is 
that colleagues are rarely afraid to 
share advice or ideas, even if they 
occasionally compete against each 
other. Faulring counsels others 
to think independently, but do 
so with input and validation from 
others. In short, be yourself but be 
cognizant that you're not alone. 

Faulring is no longer directly 
in the landscape business, but the 
lessons he learned from the time 
in our market and in the decades 
since he turned his attention to 
growing ornamentals are no less 
valuable. It is, as he reminds us, 
not a business for everyone. The 
strong, well-managed companies 
that find a niche and serve it well 
will survive. 

The Devil in you might think 
you can trudge along and defy 
the odds, but let your better busi-
ness angels steer you in the right 
direction and you may just be the 
next Jerry Faulring. With luck, he 
might just be calling you for advice 
someday. ® 
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See how much you'll save at 
www.rainbird.com/savings 

Higher p e r f o r m a n c e 
a n d a l o w e r price. 

That's intelligent. 

TALK TO YOUR 
SALES REP OR 
DISTRIBUTOR 

Save 4 0 % w h i l e d e l i v e r i n g s u p e r i o r t u r f w i t h Rain Bird' 5 0 0 4 Rotors. 
Eliminate profit-draining callbacks using the proven performance of Rain Curtain" 

nozzle technology. With Rain Bird 5004 Rotors, you'll enjoy fast, virtually 

tool-free installation and the peace of mind that comes w i th a five-year trade 

warranty—all whi le saving big. More features, more water savings, for less. 

That's The Intelligent Use of Water."" 

•Based on 2009 Ui . Ram Bird* and Hunter* list Pricing effective January 1,2009. 

The Intelligent Use of Waterm 

RA/N^B/RD 
U S E R E A D E R S E R V I C E # 9 2 

Rain Bird® 5 0 0 4 Rotors : 
Save 40% over Hunter* PGP-ADJ* Rotors * 

R a i n B i r d List Pr ice H u n t e r List Pr ice 

$1200 $ 19 9 5 

http://www.rainbird.com/savings


KÖHLER. Flex-Fuel EFI 
The new standard in twin-cylinder engines. 

In keeping with our reputation for consistently offering technologically innovative 

products, Kohler introduces the industry's first flex-fuel electronic fuel injected (EFI) 

engines. Available soon on all Command PRO and Aegis, twin-cylinder engines, 

you'll find KOHLER Flex-Fuel EFI powering a broad range of products, from garden 

tractors to high horsepower stump grinders. To learn m o r e a b o u t t h e K O H L E R 

F lex -Fue l EFI , visit us onl ine a t K o h l e r E n g i n e s . c o m . 

KOHLER 
U S E R E A D E R S E R V I C E #50 


