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There's business out there.
Get more of it. Guaranteed!

Maximize your chances to
win that new landscape or
renovation project using the
most complete landscape design software
available. PRO Landscape will help you
communicate your designs with stunning
photorealistic 3D images, easily create
accurate 2D and 3D CAD drawings and
automatically generate professional
proposals. We guarantee you'll sell,

plan and bid better than ever before,

or we'll give you your money back.

“I've won every bid when I've
used PRO Landscape.”

Aron Hoffman, Groundskeepers Landscaping, Inc
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VISUAL DESIGNS THAT SELL PROFESSIONAL PROPOSALS ACCURATE SITE PLANS
Excite customers with photos of Show your professionalism Easy-to-use CAD lets you
their home with recommended with complete, polished quickly develop detailed,
landscaping in place. proposals prepared in seconds. accurate site plans.

drafix software, inc
800-231-8574 o

PRO Landscape  ::.cuon

The Standard in Design Software for Landscape Professionals!

prolandscape.com SELL BETTER » PLAN BETTER » BID BETTER
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A scientific-breakthrough, new Ecologic FreezePruf™ improves
i-healthy plants’ frost and freeze tolerance.

+ Protects both externally and internally

+ Shields foliage & flower from ice crystal damage

* Improves cold tolerance from 2.2 to 9.4° Fahrenheit depending on plant variety
* Biodegradable, eco-safe

| NO RE'
“LIQUID FENCE  Environmentally Responsible Professional Turf, Agricultural & Landscape Products s
p All-natural, Guaranteed-effective Animal & Insect Repellents

Toivas oo (800)923-3623 www.liquidfencepro.com  pro@liquidfence.com
#11 lawnandlandscape.com/readerservice Visit us at The Golf Industry Show, Booth 1027
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Get More From Your Mowers. By increasing the
efficiency of crews and equipment, contractors can
make their maintenance divisions more profitable
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; Exactly What
You Need

B s A dicals Are you ready for
DO NOT CIRCYLATE a NO-NONSENSE

Zero-Turn Mower?

More Productive
Excellent Handling
Superior Cut
Hill-Hugging Traction
Affordable
Lighter Weight

Full Commercial Hydro-Gear
ZT-3400 Transaxles

¥ 70 mph Ground Speed
61" Deck
23" Drive Wheels

New Flex-Suspension Seat

To find out more visit
www.fastcatpro.com
or call toll-free 1-866-469-1242

© 2010 Schiller Grounds Care, Inc.
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MY Turf

CHUCK BOWEN
Managing Editor

Time, attention and focus

f I could have received anything for Christmas, I would have asked for the one

thing no one can give me: more time. (No, I loved the socks, Mom. Really.) I
imagine your desk looks a lot like mine most days — covered in reports and files,
scribbled-on notepads and errant cups of coffee that seem to reproduce in the night.
The red message light blinks ominously from my phone, and the notification bell
on my e-mail seems to never stop ringing.

The hardest part of work every day is also the most important: cutting down
distractions and focusing on the things at the top of your to-do list.

On average, according to Lawn & Landscape research, an owner running a
$778,000-revenue landscape business works 50 hours a week — with 26 hours spent
on the job performing landscape du-
ties and 24 spent “working on the
business rather than in it.”

At some point, owners — of small
companies and large ones - need to
transition from that in part to the
on part, This month’s cover story,
“Time Crunched” on page 20, exam-
ines how contractors can best spend
the time they have, and maybe not
have to end up working 80 hours a
week. Unfortunately, one common
method for dealing with an apparent dearth of time is to try to do many things at
once — juggle e-mail and phone calls and people coming into your office.

But, people who are regularly bombarded with several streams of electronic
information do not pay attention, control their memory or switch from one job
to another as well as those who prefer to complete one task at a time, a group of
Stanford researchers has found. So you might feel like you're getting more done,
but you really aren’t.

Dave Crenshaw, author of The Myth of Multitasking, says the key for business
owners is to pick the things they do every day that make them the most money
and build their schedule around those activities. Maybe it's client meetings, maybe
it's running a mower, but whatever it is, you have to do what brings profit to your
company. Anything else can be outsourced or delegated.

“Those are the activities that you do that are worth the most per hour and would
be the most difficult to replace. So once you've identified that, you need to establish
in your schedule how much time you're going to spend for the different activities,”
Crenshaw says.

No matter what you try or how big your company gets, there will always only be
24 hours in a day. But by spending your time, attention and energy wisely — and
focusing on your most profitable tasks — you can make the most of the day you
have. 'L

" At some point,

“ owners — of
small companies and
large ones — need to
transition from working
in the business to
working on it."
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" 9 out of 5 lawn experts recommend

Roundup PROMAX"® herbicide.
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Trusted for consistent quality and

performance for over 30 years.
With a stronger, more concentrated formula and

30-minute rainfast warranty, Roundup PROMAX®
gives you faster, more effective weed control right

down to the roots.

“To learn more, visit RoundupPROMAX.com

MADE =
ALWAYS READ AND FOLLOW PESTICIDE LABEL DIRECTIONS. IN THE ¢
Roundup PROMAX"™ and Roundup PROMAX and Design” are US A V

registered trademarks of Monsanto Technology LLC.
£2009 Monsanto Company. (38485-5-FP-L&L-1-10)
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READERS’ Forum

ELEPHANT FEEDBACK

We received a lot of feedback about
October's “Shooting an Elephant.” To
read more letters, and a picture of Ron
Kujawa's kill that precipitated the cor-
respondence, visit www.lawnandland-
scape.com/webextras. — Chuck Bowen

As someone who reads your magazine
for information relative to the lawn and
landscape industry, I fail to see why you
have included an article and the ac-
companying disturbing picture of Ron
Kujawa shooting an elephant. Perhaps
he may view this as a “sport,” although I
certainly do not. May I suggest limiting
your articles to the industry topics your
magazine purports to cover rather than
the inhumane slaughter of innocent and
endangered animals.

Ingrid Charles
A-Lot-Cleaner
Toms River, N.].
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2009 is-
sue about a man killing an elephant for

The article in the October

pleasure is reprehensible. It is a horren-
dous story about the despicable actions
of a man who has no respect for life.
Why you felt it belonged in your maga-
zine is beyond my comprehension.

If that is the kind of behavior your
magazine supports and encourages, I
want no part of it.

Bobbi Bauer

Ouner

Bobbi Bauer Landscape

West Palm Beach, Fla.

Just what were your people thinking
when they placed a photo of some fat
guy gloating over a dead elephant in
Africa? [ am far, far from some left-wing,
hippie mind-set, but I find it absolutely
offensive, downright wicked for some
rich American to go into the African
bush to slaughter a magnificent beast. I
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Relax This

no longer want your publication.

What is the point? Are your readers
so red necked out that the huge carcass
would thrill them to the spewing of
drool?

Robert Haines

Lacey, Wash.

We have been in the landscape
industry for over 20 years. We work
in a mountain ski resort area where
people value wildlife. We understand
and support hunting when it is in the
best interest of the animal population
or necessary to feed a family. We were
disgusted with the article and the pride
this man took in killing this animal for
such stupid, materialist things. Please
remove us from your mailing list.

Lance and Teresa Erskine

Owners

Landscapes by Lance
Telluride, Colo.

Summer

EMERSON
/ ands. reapes

542-463-4400

Great Promotional Ideas at www.RNDsigns.com « 1-800-328-4009
Call today for our catalog, markehng planner, “How-to” marketing handbook and samples
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Pinnacle Rubber Mulch.
Works Hard. Plays Soft.

As a decorative landscaping material, Pinnacle As playground safety surfacing, a 6-inch
Rubber Mulch has the classic style of traditional layer of Pinnacle Rubber Mulch will cushion
wood mulch with none of the weaknesses. a child’s fall from as high as 12 feet.

» Resistant to wind, water, sunlight « Will not cause splinters

* Reduces bug and rodent infestation » Wheelchair accessible

* Does not decompose/ compress » Long lasting and low maintenance

Apply once and eco-friendly Pinnacle Rubber With a variety of vivid colorfast hues,

Mulch does the rest, providing years of plush Pinnacle Rubber Mulch brings an element
and durable ground cover. of fun to safety surfacing for playgrounds.

PINNACLE Rubber Mulch

Smarter Landscapes, Smarter Playgrounds... From the Ground Up.
www.pinnaclemulch.com « 800.961.0909
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MONEY Making and managing it

WHO ARE YOU?

The threat of identity theft is real, but you can protect yours

The possibility of identity theft is a
problem that faces business owners
and their bank accounts. Identity theft
is a real danger, but the likelihood of be-
coming a victim is often highly exagger-
ated. You've seen those TV commercials
for FreeCreditReport.com wherein a
young guy sings a catchy tune bemoan-
ing the fact that he’s a loser driving a
dumpy old car or is still living at home
because he fell victim to identity theft.
This company says it will protect you
from that fate - for $14.95 a month.

Or how about Lifelock? That's the
company that says it will take steps to
prevent someone from stealing your
identity, and pay you up to $1 million if
it fails to do so. It costs $110 a year.

I'm not going to say these services
aren't worth the money; that’s a decision
you have to make yourself. But there are
many free and inexpensive things you
can do to protect yourself — some of
which are the very things these compa-
nies are willing to do for a price.

Yes, those commercials do dramatize
genuine risks. And for those who fall vic-
tim to identity theft, the consequences
can be a nightmare. But you should
know the degree of risk that any one of
us will become a victim has been sig-
nificantly reduced by new rules
adopted by the Federal Trade
Commission (FTC) and major
financial institutions.

One of the most common
types of identity theft schemes
has been the so-called new-
account fraud. This is where the culprit
uses personal information such as your
name and Social Security number to
open up a new credit account in your
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name. Until November of 2008,
could open up an account in you
but use an address different.

In the age of easy and instan
that allowed the thief to make:
purchase, say a new televisi
have it delivered to his address under
your name. You wouldn't know any-
thing about all of this until you applied
for credit yourself and got turned down
because you never paid for that new TV.
Under that scenario, your credit stand-
ing has been seriously compromised.

Now if someone tries to open a new
account in your name with an address
different from the one already in your
credit bureau files, the credit issuer is
required to verify that the applicant is
really you. That will usually result in the
credit issuer calling the telephone num-
ber in your credit bureau files to speak
with you to verify personal information
that only you could know.

And in November of last year, the
FTC provided businesses with a set of
26 “red flag” rules intended as alerts to
the possibility of identity fraud. They
include such obvious things as photo ID
that is not consistent with the person’s
appearance, and unusual credit activity,
such as an increased number of accounts
or inquiries.

Many, if not most, of these
26 red flags would seem quite
obvious, but monitored together
they are expected to go a long
way toward curbing the inci-
dence of ID theft.

Among those free or low-cost and
proactive things you can do yourself
to minimize your identity theft risk
is placing a credit freeze on your re-

information at consumersumomotg/
campaigns/learn_more/003484indiv.
html. It's also a good idea to check your
credit report once a year at annualcred-
itreport.com (not to be confused with
freecreditreport.com) or by calling
877/322-8228.

Your ID score is another tool that has
just been made available to the general
public. In use for a number of years by
creditors and financial institutions, the
ID score calculates the relative risk that
customers are in fact who they say they
are. It alerts businesses to red flags that
may indicate potential fraud.

San Diego-based 1D Analytics has
made this score available free to con-
sumers at myidscore.com. To get your
ID score, you'll need to provide some
personal information (your Social Secu-
rity number is not required) and answer
a few questions about your finances. The
result is a score between 1 and 999; the
higher the score; the higher your risk
for identity theft.

Paying to guard against identity theft
may or may not be an unnecessary en-
try on the debit side of your financial
ledger. However, the likelihood of you
becoming a victim is probably a good
deal lower than you imagine, and there

is much you can do yourself to lower
that risk even further. @

The author is a freelance v
Pa. He has 40 years expe
agemant and financ ng
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THE ALL NEW D-SERIES. The end product of hundreds of
customer suggestions. Give or take a couple.

The D-Series Skid Steers may seem a little familiar to you. That's because they
were designed and built based on your suggestions. And why all nine new skid
steers and CTLs deliver an improved HVAC system, auto-idle feature, and over

two hundred other enhancements. To learn more about the machines you helped
build, see your dealer or visit www.JohnDeere.com/Dtails
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is a speaker,
consultant and
author, and also
owner of Grunder
Landscaping Co. in
Miamisburg, Ohio.
Reach him

at marty@gie.net

or via www,
martygrunder.com.
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NOTES from the Grunderground

A well-oiled machine

ne of the best ways to

make more money in your
business is to be organized.
If you were to come to Grunder
Landscaping Company, you
would find a small business
with a very low-key, simple of-
fice, warehouse and shop.

Likewise, you would also find a
rather large yard and storage area
and a bunch of trucks and equip-
ment. However, while our place
is nothing fancy, it is very neat
and organized and clean. And,
without a doubt, it's one of the
secrets to our long-term success.
Our organizational skills make us
money on a daily basis.

I'm often humored by the com-
ment, “I know my desk is a mess,
but I know where everything
is.” Really? I don’t buy it. I read a
study that said the average Ameri-
can spends 55 minutes a day, 27.5
hours a month, and 2 months a
year looking for things they know
they own but can’t find. I'm not
sure | believe it's quite that bad,
but what if it's anywhere near
that? I can say that I think most
small businesses have people in
their operations who waste an
incredible amount of time trying
to find things or doing things a
second time, because they lost
the first attempt. Just last week |
had to print out another proposal
for a client I could have sworn
I had printed already. I found it
yesterday in my briefcase. I hate
it when that happens. And you
should too!

Time really is money, folks. The
late great management guru Peter
Drucker said, “Time is the scarcest
resource and unless it is managed
nothing else can be managed.”
This month let’s talk about three

things you can do to save time that
can be used to make more money.
I'm going to touch on a few differ-
ent areas of your companies.

SELLING EFFORTS. How many of
you meet with a client and talk
about their project and then in-
stead of taking the time right then
and there to work on the proposal,
you leave and either go back to
work or go home? You come
back the next day, the next week
or maybe even the next month
and do your measurements, your
thinking and put some numbers
together. This is one of the biggest
time wasters I see in landscaping
companies. You need to schedule
your appointments so you have
enough time to meet with the cli-
ent, talk to them, listen, take notes
and then, after that part is over,
walk the property, take notes, take
photos, take measurements, put
together some sketches and just
sit and think through the steps it
is going to take to do the job.

There is never a better time
than the present to try and make
a sale. If you can make that sale
on the spot, go for it. The faster
you get back to prospects and
clients, the greater your chance
for success.

Take a video recorder if you
must and record the property and
walk and talk. When you get back
to the office, you can sitand watch
that and get your proposal done
very quickly.

The point [ am making is there
are many things you can do to
save time in the proposal writing
portion of your job. You know
and I know it. Now we just have
to take action and get disciplined
with it.

HOW ORGANIZED ARE YOUR
TRUCKS? I am surprised by the
amount of landscapers who don't
have organized trucks.

Ifyou are using trucks that don't
have storage boxes, you are wast-
ing time. How much time are you
wasting loading and unloading
tools every day? How many tools
are you losing because there’s no
system in place, such as storage
boxes on trucks that assign the
tools to a truck and crew? This
not only saves you time, but it
also puts accountability in place,
something we all need to think
about.

Every crew we have uses trucks
and trailers with storage boxes.
We can get by with a small ware-
house and most importantly our
crews have everything they need
when they need it while they are
on the job.

Our trucks all have every tool
they could possibly need, includ-
ing a backpack blower, first aid
kits, marking paint, grass seed,
herbicide, gasoline and tarps, just
to name a few. Firefighters don't
load and unload their equipment;
it’s all on the truck. There’s a rea-
son for that. You need to do the
same. True, you're not in the busi-
ness of saving lives, but you are or
you need to be in the business of
saving time.

In today’s economy the fat and
sassy won't make it. You have to
be lean and you have to be focused
on organization.

Spring will be here soon. So
spend some time in the next
month getting your landscape
company organized and then
realize what a real difference it
can make in your life and keep it
that way! (L)
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You'll get product formulation technology that’s second
to none with performance results greater than or equal to

any other products in the marketplace.

Quali-Pro delivers the quality you expect, demand and . )

: ) Quality Turf & Ornamental Products
deserve at substantial savings. We've been committed to
unsurpassed quality and outstanding value since day one —
get to know Quali-Pro. For more information about our
comprehensive portfolio of plant protection products,
visit quali-pro.com or call 800-979-8994.
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Live & Learn /B

PERSPECTIVE

The devil’s

inthe

details

ou never know what's lurking un-
derground.

For Andrew Aksar, it turned out to be
adrainage pipe. And that one little pipe
caused a big headache and led to a re-
write of his previous contract clauses.

“Most of the updating I do (to con-
tracts) is through live and learn,” says
the president of Walkersville, Md-based
Outdoor Finishes. “In the past, we had
no clause about (private) underground
obstructions. I did have a clause re-
garding public utilities like electric,
telephone, cable TV, but I did not have
anything regarding private utilities.”

It all happened this summer, when
Outdoor Finishes was contracted to
do some landscaping for clients who
recently purchased a home. The land-

Underground irrigation lines can be
damaged by an unaware contractor
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scaping company generally does basic
tree and shrub plantings, along with
ponds, patios, retaining walls and light-
ing. Aksar received the signed contract
three weeks before the clients settled
the deal on the house. Afterward, they
contacted Aksar and informed him the
neighbor said there were buried drain
lines. The neighbor knew, he said, be-
cause the neighbor had installed them
himself.

Aksar had already priced the job
without knowledge of the drain lines.
He says he was focusing on how to move
air conditioning units, sheds, shrubs and
trees, and he overlooked the downspout
situation. Water from three roof down-
spouts was being piped through the
buried drainage pipe.

“We've had a couple incidents where
we have people with underground
obstructions,” Aksar says. “We've had
problems where we've been doing
excavating and hit these pipes. Often
times, we have no idea they exist un-
derground.”

Aksar decided to replace the piping
after working out a deal with the cli-
ent. Outdoor Finishes would supply the
labor at the company’s expense, and the
customer would pay for the materials.
The company essentially did three hours

canlead to big)

of work for free.

“Usually, the clients wanted us to
take responsibility for (underground
mistakes), which is why we added the
clause that said we were not responsible
for these issues,” he says.

Originally, Aksar had a disclaimer
page that clients must initial. But after
this incident, he realized the clause was
too vague.

“We have it covered now that any-
thing underground that we can’t see or
are not aware of, we're not liable for,”
he says. “We lose time and money if we
fixed itat our cost, but by having a clause
regarding such an issue, it enables us to
charge for fixing it.”

Aksar says Outdoor Finishes has
been updating its contracts and clauses
consistently since forming in 1990, but
there are always things the company
forgets. That's why he recommends
spelling everything out as clearly as pos-
sible so contractors are never stuck in an
awkward — or expensive — situation.

“In the future,” Aksar says, “that will
help alleviate me from standing on their
front steps going back and forth arguing
about who's going to fix it and where are
the costs.” (L

The author is an intern at Lawn & Landscape maga-
zine, She can be reached al kpickerel@gie.net
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EVOLUTZON

¢ |deal Ergonomic Position

¢ Excellent Trimability

» Suspension Technology

e Compact Size
More Room on your Trailer

Easy Handling

e e

The forward thinking design of the Ferris Evolution™ mower allows the onnﬁﬁh"m'ﬂul‘

in the most ideal ergonomic position to mow. The operator’s back, shoulders and neck

are aligned to minimize discomfort and fatigue. The operator's weight is evenly distributed

r

experience and delivers outstanding comfort and performance. See the Evolution™ for yourself - Go The Extra Yard"™

providing comfort throughout the day. Integrated suspension technology heightens the riding

visit www.Ferrisindustries.com or call (800)933-6175 to find your local Ferris dealer today!
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INTERVIEW
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*Crisis

Author Robert Glennon says if we don’t change the way
we value water now, it might be too late. By Kelly Pickerel

W 4

obert Glennon lives in Arizona. It's

hot. It's dry. The grass, the flowers,
the cats, the dogs - they all scream for
water.

But Glennon believes there will be
a time when the luscious East is also
screaming for water. In his second book,
“Unquenchable: America’s Water Crisis
and What to Do About It,” Glennon at-
tempts to present solutions to the ever
present problem of water. Las Vegas has
suggested importing Mississippi River
water to solve its shortage problems,
Tennessee has had to truck in water
from Alabama when it ran out and Lake
Superior (the largest freshwater body
on Earth) was too shallow to float cargo
ships in the summer of 2009.

Glennon says those in the landscap-
ing industry have made large gains for a
greener environment, but unless Ameri-
cans understand the value of water,
the latest gizmos and gadgets for water
conservation won’t interest them.

What led you to write “Unquenchable”?
I did another book, “Water Follies,” that
led me to give talks in 30-something
states. In the course of that, 1 realized
there were some real problems in sec-
tions of the countries that weren't water

scarce, like Florida, Georgia, North
Carolina. I also had a project going on
to study what was going on in the West,
how water was being reallocated by
sales and leases of water. There were
people who needed new supplies and
were going to farmers and asking them
to sell some water. | wanted to write a
book that would really resonate with the
general public, not just about ground
water or surface water, not just the West
but also the East that included conserva-
tion, dam building and environmental
problems.

How are landscape and lawncare pro-
fessionals handling water?

The people who are working with water
- turf, xeriscaping, residential, commer-
cial - they all take pride in what they're
doing. They don’t want to waste water.
If they do, they're threatening their own
livelihood in the business.

How do you feel about landscaping
companies current use of irrigation
techniques?

From my perspective, there’s been some
tremendous sophistication for some
years. There are smart controllers that
use satellite data that can tap into soil

‘ It's not an environmental problem,
but an economic problem.”
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sensors. There’s all kinds of neat stuff
out there, The technology is there to use
water very efficiently. I don’t think there
are financial incentives to do so. The
price of water is too low. Unless we price
it right, people won't take advantage of
the great technology in the industry.

The Irrigation Association recently
released a report saying the country
used slightly less waterin 2005 thanin
2000. How do you think it will look in
2010?
Water use has gone down. I think it is
absolutely due to changes in the irriga-
tion processes, particularly in the agri-
culture sector. They're changing from
flood irrigation to center pivot systems
and from center pivot systems to drip or
micro-irrigation. There is considerable
conservation that has come from those
practices. There are two problems. The
fact that overall national use went down
obscures the fact that regionally, we
have huge shortages. That’s the prob-
lem, the fact that nationwide the overall
use is down slightly obscures the fact
that people are moving from where the
water is to where it isn't. California,
Nevada, New Mexico, Texas, Florida,
Georgia - the fastest growing states in
the country are suffering water short-
ages.

The report is largely based not on
people actually using less water, because
the number of people (in the country)
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went up. What really affected the num
bers is that industries used less. Power
plants used less. With the federal Clean
Water Act, it was going to be expensive
for industries if they didn’t figure out
ways to use water more efficiently. Intel
has reduced its water use by 75 percent,
but how much more could they reduce?
They're not going to go down another
22 percent to only 3 percent. Both in
dustry and power industry have made
substantial improvements in their water
use, but we can’t expect that to happen
again. There are a lot of demands in
new energy.

[t's not an environmental problem

but an economic problem.

What do most people not know about
the politics behind water?

Most people don’t even know where
their water comes from.

public opinions in California that show

There are

UNQUENCHABLE

I . o Ty 0 s

ROBERTY BLENNON
people are woefully

ignorant of where

their water is coming
from. There's a real

challenge for people who are in the
water business to try and show people
this is a scarce resource.

You can have conservation programs
where you run education campaigns.
You could have rules and regulations
that prohibit watering lawns a certain
number of times a week. What we
haven’t done in the United States is use
[»11(r\lgn.(i\_\\'v.\mc_‘rlun\\u'v\'Inn]n'(l.
We wake up in the morning and we turn
on the tap and it's less money than we
pay for cell phone service or cable televi-
sion. It's very frustrating. There are lots
of neat tools out there (for landscape
})lnh'\\lnll.l!\_ but in many situations,
it's not even worth installing the meters
or the other gizmos because the price of

water is so low. The average homeowner

HOW MUCH IS THIS CONVERSATION
COSTING YOU?

WHAT SHOULD |
PUT DOWN FOR LAST
THURSDAY?

v/

.
" cild

Call 1.888.788.8463 for a FREE quote. \
Find out how much The JobClock System will SAVE you!
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has no interest in saving water.

irrigation business, 1 hear these horror
stories of customers who just don’t have
any interest in saving water because the
water rates are so cheap. That's a huge

]>!'(>i»l(‘ll|.

Have we learned anything from extreme
situations? Have ‘temporary’ attitudes
- like when a drought limits water use -
turned into permanent conservation?
All too often it doesn’t. Georgia is a
good example: They didn't learn a darn
thing from the drought. Nothing sub
stantial has changed in Georgia. They
saw themselves facing a crisis and they
did nothing. They took short-term ac
tion. It was a band-aid over the wound

And that's karma. Apathy rules. ‘1

WHY SETTLE FOR THIS?
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If you want to be more comfortable,
you could get an office job, or you could
get something better. The new M-Series

loaders from Bobcat are totally

With a best-in-class pressurized interior,

i
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|
re-engineered for more room and comfort. |
more cab space, larger door, increased I

|

seat suspension and cab-forward

design — plus optional seat-mounted '
joysticks — you'll be more productive.
Go to www.bobcat.com/cushy26
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Time Crunch

How contractors find the time to mow, manage and market. sy JuLE coLLiNg
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time. Fleck starts at 5:30 a.m. to get in

a few hours of work before clients start

calling. One of her biggest challenges

h&z&ct:hat s manyclientsaren't

o available to meet

at 5:30 in the morning and

finish it at 9 at night, 'm going

mhavetoukeareallylonglunch
break or I'm going to burn out,”

W\ shesays.

‘ It all comes down to billable
hours for Fleck. “1 try to keep my
billable hours to at least 50 percent

of my work hours, and if I'm not, T
try to tweak it. I have to have at least

20 hours of billable wages a week or |

can't survive,”

3 Paul Rapoza, president and founder

. of Rapoza Landscape in East Falmouth,

i_v Mass., typically works 40 to 50 hours
a week, although in the spring that

I weekly number is closer to 60 hours. His

residential landscaping company does

about 60 percent maintenance and 40

 percent construction and brings in an

+ annual revenue of 1.8 million, mostly
by catering to clients who have vacation
homes on Cape Cod.

10 taks ‘thmb {or mnch
and visit their pr s more often,” he
says. That was helpful for sales and also
for building rappert and strengthening
relationships with clients.”
Rapoza is on the right track. The
secret to finding balance lies in identi-
fying your most valuable activities, says
business coach and time management
consultant Dave Crenshaw, author of
The Myth of Multitasking. “Those are the
activities that you do that are worth the
most per hour and would be the most
difficult to replace,” he says. “So once
you've identified that, you need to es-
tablish in your schedule how much time
you're going to spend for the different
activities. You might try to manage em-
ployees on Tuesdays, put in all estimates
on Mondays and Fridays, and so on.”
This doesn’t mean you ignore all em-
ployee questions except on Tuesdays.
It's about devoting time to certain tasks
on a regular basis. "Most of the time
business owners manage crisis-by-crisis,
and what they need to do is take a more
proactive approach and work on build-
ing systems that minimize those emer-
gencies that take place,” he says,
Crenshaw stresses that it’s also im-
portant to leave a buffer in each day for
interruptions. “A lot of business owners
have a tendency to over-schedule their

vml: s best done on a multitask basis
for me.” That way, she says, she can file
while she's waiting for someone to call
her back.

Yet when it comes to focusing on de-
signs or meeting with clients, everything
else is on hold. “There are times when
I'don't even pick up the phone,” Fleck
says. “T'll just return the call later.”

Paul Rapoza says he multitasks too.
“It's probably not the best idea, but
sometimes when I'm driving to a job
that’s 20 or 25 minutes away I'll use my
Bluetooth while driving to make a few
calls,” Rapoza says,

In some cases, multitasking may be
unavoidable. Yet time management pros
stress that it's not an effective means of
getting things done on a regular basis.
“When you're constantly switching
between tasks, you're incurring a lot of
costs in terms of attention and focus.
You want to minimize those switches as
much as possible,” Crenshaw says.

And whatever yon do, he adds, don't
multitask with human beings. "It's one
thing to be inefficient with your time
— jumping back and forth between pa-
perwork, e-mail, that sort of thing, But
when you multitask on a phone call or
when meeting with a client or employ-
ees, you're going beyond inefficiency
and damaging the relationship as well.
Whenever you multitask you send the
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message to that person that they're
unimportant.”

Denise Landers, founder and CEQ of
Key Organization Systems, says the first
step to avoiding multitasking is group-
ing as many similar activities — such as
responding to phone calls or processing
e-mails - together as you can. “Do it all
together in a block in the morning, then
again in the afternoon. You're still be-
ing responsive if you get back to people
within a day or half a day.”

One system Rapoza employs involves
his entire management team. “If they
have something they need to talk to me
about or have a question, I prefer they
e-mail me if it’s something they don't
need an answer to immediately. Then
[ deal with it when I have time rather
than being bombarded by questions.” In
addition, Rapoza and his management
team often schedule appointments with

gizetlhe Power.
aximize ﬂemtton.
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one another to address issues, rather
than dropping everything each time
something minor surfaces.

Grouping such activities opens up
uninterrupted blocks of time you can
use to focus on other aspects of your
business, such as planning and market-
ing. “I know landscape business owners
are out in the field and have customers
and employees, but how do you do es-
timates? How do you do marketing for
your business? You can't ignore that or
your business isn't going to grow. You
may be very busy, but you have to feed
the pipeline,” Landers says.

One of the unique challenges land-
scape professionals face is that work
locations are often spread out. “That’s
all the more reason to have systems in
place so you know what time you have to
deal with work in the office or meet with
customers,” Landers says. “You need to

#22 lawnandlandscape.com/readerservice

22 JANUARY 2010

know what you're doing every day and
have your day prioritized.”

MASTERING THE ART OF DELEGATION.
Delegation can be the key to a business
owner's success — but it's often easier
said than done. “It's something I strug-
gle with,” Rapoza admits. After about 15
years in the business, his company had
grown to the point where it was bring-
ing in $500,000 to $600,000 a year. But
then the growth stopped.

“The problem was me. | wasn’t del-
egating and felt everything had to be
perfect,” Rapoza admits. “If you want
to grow, you have to delegate. It’s a
necessity.”

Over the past five years, Rapoza has
worked hard to farm out some of the
tasks he used to do. “1 would say I'm
getting better at that, but there are
certainly things 1 do somebody else

T visual impactimaging
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could be doing.”

One of the best moves he made early
on was hiring a part-time office man-
ager. “That was when we were relatively
small. It's just the type of thing I didn't
need to be doing, and it makes sense
to hire someone who's better at it and
focused on it,” Rapoza says.

Putting a quantifiable dollar value on
his time helped Rapoza figure out what
he should delegate. “I heard once that
if you're making, say, $100,000 a year,
that translates to $50 an hour. If you're
doing a job that’s less than fifty an hour,
you should look to hire someone else to
doitor delegate it,” Rapoza says. “I don’t
do that with everything, but if I do a lot
of $10 or $15 an hour work, I probably
shouldn’t be doing it. I look at either
delegating or hiring somebody.”

On a larger scale, industry consultant
Marty Grunder, owner of Miamisburg,
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Soil Testing & Marketing Information

325 Venture Drive
Westerville, OH 43081
614 888-1663

FAX 614 888-1330

Exclusive laboratory services for the
Turf & Ornamental Professional.

Ohio-based Marty Grunder Inc. and
Grunder Landscaping, recommends
that business owners with more than $1
million in revenue allocate 75 percent
of their time to planning and sales, and
only 25 percent working in the field.
That may mean hiring more laborers.
Whatever portion of your work you'd
like to delegate, the first step to success-
ful delegation, business experts agree,
is gctting your own systems in |)|ace.
“What | see most often with business
owners is that when they feel they don't
have enough time to get everything
done, they hire someone or buy some
piece of technology they think is go-
ing to make their life more efficient,”
Crenshaw says. “Then they figure out
that person or thing can’t give them
enough time, so they fire the person
or throw away the object, and start the
process all over. Instead, you need to

4.3 Cu. Yds

TRAILERS BUILT FOR THE

LONG HAUL

Redi Haul Trailers prides itself in
the quality and durability of
the trailers it offers.

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

get as efficient individually as you can
by implementing personal systems,
processes and procedures.”

Only then, Crenshaw says, should
you look at new technologies, outsourc-
ing and, finally, hiring employees. “If
you get to the point of making a hire
then, you can help an employee suc-
ceed because you've built the system
in advance.”

Delegating can help you find the
uninterrupted block of time you need
to focus on business growth, Landers
says. "1 hear people say ‘it’s just easier
to do it myself,” or ‘I don’t have time to
train somebody,’ or ‘nobody else can do
itas well as  can,™ Landers says. “1f you
start hearing yourself say those things,
stop and think. It does take time to train
people, but the payback in the long-term
is worth it. Let employees be part of your

business. Involve them in it.”

T

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.

www.redihaul.com @OAED A
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TRAILERS INC. 1-800-533-0382

1205 North Dewey * Fairmont, Minnesota 56031
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Yet delegation involves more than
simply throwing tasks at employees as
they crop up. It's all about implementing
a system. “Often people have no idea
what others in their office are doing
on a given day, but you have to know
how to cover for each other in an emer
gency,” Landers says. “Get a system in
place that you're all using so everyone
knows how to jump in and what to do
if something comes up - even if you're
just a two-man office. Then you're also
ready for growth.”

Or a much-needed vacation. “I've
discussed with my most-qualified em-
ployee to take over some management
tasks so I can take a few short breaks
during the season if I choose to,” Tinnes
says of his off time. “A fishing trip to
Alaska would be fun.” (L
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Call us or visit www.belgard.biz/installer.htm to learn how your
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TOPIC - RETENTION STRATEGIES

All Aboard

abor is the single greatest expense

for landscape companies. And when
the going gets tough, labor is often the
first item slashed to preserve profits. But
letting go of valuable employees may
cost more than an owner realizes.

“We have a lot of long-term employ-
ees, and the reality is, they're more valu-
able to you the longer they stay with the
company,” says Kevin Marko, landscape
division manager at Chalet Landscaping
in Chicago.

Before you do anything, talk openly to
employees about the company’s situa-
tion and what measures are necessary to
preserve its success for the future. Help
them understand that you want to do
everything you can to make things work
for the company and employees.

Trimming back labor hours by moving

to a four-day workweek was one solution

OVER

Sidewalks and
Sprinkler Heads

Trees and Overhangs

AROUND

26 JANUARY 2010  www lawnandlandscape

Corners and Burves

UP and DOWN

Slopes and Berms

Three landscape firms share how they creatively
restructured labor hours to preserve jobs in a tough economy.

for Marko and the two other business
owners we talked for this month's Busi-
ness Briefcase. So was cutting hours,
letting attrition ride its course, and
transferring employees from less prof-
itable divisions in a company to busier
departments.

All this change can upset employees
who are used to lots of overtime and the
same-old schedule. The key to introduc-
ing a new schedule - or letting people
know that layoffs could be a reality - is
to level with employees. Don’t be em-
barrassed to tell them you haven't taken
a paycheck in three months.

Tell them you understand how tough
it will be to take a pay cut or work fewer
hours. Employees see the owner driving
around in the same car, going to the
same home and they don’t necessarily
realize that the owner is going through

tough times him or herself.

Owners almost always take a pay cut
or forfeit pay entirely before pulling
back hours and dollars from their valued
workers. But how many owners share
this fact with their staffs?

Honesty goes a long way toward get-
ting all of your employees on board as
you manage labor expenses and keep
strong employees on your team. The
more employees feel they are part of the
solution, the less of a problem they will
be when decisions are made.

This month, Lawn & Landscape spoke
with three landscape firms to learn
how they adjusted work schedules and
trimmed labor expenses while keeping
their star players, ‘L
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SMALL BY KRISTEN HAMPSHIRE

TRIMMING TIME

A four-day workweek wasn't quite enough to trim labor
costs, but open communication helped maintain morale.

Linda Grieve knew early in 2009
that plans for expansion would be
benched this year. Maintaining steady
business would be tough enough. “We
had a nasty spring here, and the phone
didn't ring,” relates Grieve, president of
Perennial Gardens in Des Moines, lowa.
“We were concerned as we were bring-
ing employees in to start the season.”

She was worried there wouldn't be
enough work to fill employees’ usual
five-day 45- to 55-hour workweeks.
Overtime was typical, and generally
the company sold out its available work
hours two weeks to a month ahead of
time. “By June, we are usually sold until
at least September, then in August when
kids are back to school, the phone starts
ringing and we're sold through Christ-
mas,” Grieve says.

Perennial Gardens usually completes
a couple of jobs in the $150,000 range
each season. Not this year. Big jobs were
$20,000, and most customers wanted
projects in the $2,000 to $5,000 range.
That put a lot of pressure on designers
to constantly sell.

Reacting to the sluggish market, in

e

Perennial Gardens

Principal: Linda Grieve,

president Location: Des Moines,
lowa Established: 1996 2008
Revenues: $2 million Customers:
90% residential; 10% commercial
Services: design/build, garden
care Employees: 17
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July Grieve restructured
employee schedules to a
four-day, 40-hour work-
week. Open communica-
tion with the 30 employees
was important to helping
them understand why the
change was necessary.
Grieve held a meeting and
explained the national eco-
nomic outlook, narrowing the focus to
Iowa and then their own neighborhood.
She showed everyone how much work
was typically sold by July, comparing
that to work sold in 2009. “We showed
how many workdays that translated to
and emphasized that we didn't want to
cut salaries,” Grieve says. “We want to
treat our people as well as we can rather
than doing surprises.”

Surprises are the last thing her em-
ployees wanted. They shared news that
other companies had let go half of their
crews. They were grateful that Grieve
was doing all she could to keep people
on board.

Meanwhile, the four-day workweek
jumpstarted efficiency, and Grieve no-
ticed employees became more mindful
of time taken to load up trucks and drive
to jobs. “The shorter workweek made
everyone rethink what they were do-
ing, how they could do it in less time,”
Grieve says.

Also, Grieve gathered feedback from
employees about the schedule. “Employ-
ees feel comfortable coming to us and
saying, ‘This isn’t right,’ or, ‘This really
works great,” she relates.

Unfortunately, the four-day work-
week didn’t trim labor costs enough,

Linda Grieve: "We may be pretty lean and mean for
another year."

and Grieve recognized that rather than
working until the end of December,
their year would probably finish at
Thanksgiving. In August, she let go a
garden crew — one she added two years
ago. She took them out to lunch, and ex-
pressed her difficulty with the situation.
She had never let go an employee who
didn’t deserve to be fired. In October,
she laid off a designer for the season; in
early November, she said goodbye to a
design assistant.

“Hopefully next spring we can bring
them back,” Grieve says, though she
says a board update from the American
Nursery and Landscape Association sug-
gested the recession would last through
2010 and begin to turn around in 2011.
“We may be pretty lean and mean for
another year,” she says.

Strong communication will continue
to be a focus at Perennial Gardens as
Grieve maintains the high morale of
employees and makes sure everyone
understands the reality of the situation.
“You treat your employees like family,
you have them at your home, you talk
to them, you celebrate their birthdays,”
Grieve says. “Hopefully, we can keep
our good people and expand their
schedules.” (L
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Transferring employees from a sluggish construction division to a booming
maintenance department kept key players on board during a tough year.

Tu determine how much his com
pany should spend on labor in a
Jett Bcl‘ghu“v took a
step back in time to 2008. He pressed

down economy,

rewind on his $13 million firm, which
designs, builds and maintains distinctive
gardens for estates in Paradise Valley
and Scottsdale, Ariz.

“We felt if this is the worst economy
since the Great Depression, let's pre-
pare,” says Berghoff, president, Berghoff
Design Group.

He consulted 2002 records, when the

Keep Control with DROP-N-LOCK™

company's revenues were $8 million.
‘What kind of
company were we then, and how did we

“We asked ourselves,

make money then?"” Berghoff says. “We
knew whatever we did then we needed
to do today because 2009 was probably
not going to be a great year.”

l'he maintenance division was going
gangbusters and had a record year in
2009 -
build projects filtered into the mainte-

all of those completed design/

nance division, and new crews were ac-

tually required to manage the accounts.

DROP-N-LOCK™ SECURITY

¢ Vandal resistant drop in

“locking mechanism”

¢ Prevents unauthorized water usage
* No hardware to lose or locking tool needed
¢ Ability to retrofit existing boxes in the field

New automatic security for Irrigation Valve Boxes

But the construction backlog had dried

up. Projects were near L'(»mplcllun o1
already finished. Designers were selling,
but not nearly the volume as in 2007.

T'o accommodate for the shift in busi
ness, Berghoff redistributed labor. He
transferred talented construction crew
members to the maintenance division,
then weeded out the maintenance
crews so unl} the .sll‘nngvkl workers
remained.

“We wanted to keep our well-trained
construction guys and repurpose them
Berghofl

says, figuring construction would even

in a sense, and retain them,”

%
SIS

The new DROP-N-LOCK tamper resistant locking device is the most innovative

in the industry. It provides peace of mind for your irrigation system.

Available in a variety of sizes.

Oldcastle Precast’

Enclosure Solutions
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(800) 735-5566

oldcastleprecast.com/enclosuresolutions
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tually rebound and then his core people
would still be on board. Meanwhile,
he actually needed to add three more
maintenance crews in 2009 to k('('p up
with the influx of work.

The plan went over well with con-
struction workers who were offered
transfers. Most of them took the op-
portunity. Others planned to move out
of state, or decided not to stay on board.
he result was a strong maintenance
work force and lean construction divi-
sion that could manage the lightened
workload. “The guys were happy to
have a job,” he says. “And we wanted to
move them into maintenance because
we knew more of those accounts were
coming online,”

Meanwhile, Berghoff altered design-
ers’ schedules to a four-day, 32-hour
workweek, cutting pay by 20 percent.
Che prior August, he had let go one

draftsman, and he didn't hire an intern

NOW PLAYING

for 2009. He had developed his core
group and wanted them to stay on board
~ but something had to give. “I wanted
to keep them all busy, and by going to
this four-day, 32-hour workweek, we
were able to keep costs down,” he says.
“If designers aren't busy, construction
isn't going to be busy.”

But already business is picking up on
the construction side. Berghoff expects
to add two more crews for 2010, not-
ing he’ll cherry-pick workers who had
shifted to maintenance to rejoin the
construction division.

Customers who used to wait six
months to meet with Berghoff to dis-
cuss a design can book him the same
day if they want. Construction is still
slow, but profitable. “We're getting by,”
Berghoff says.

Maintenance is a different story, with
a happy ending. “Everything fell into

place,” he says, noting the company con-

-

Berghoff i
Design Group

President: Jeff Berghoff Location: |
Scottsdale, Ariz. Established: ‘
1997 2008 Revenues: $13 million
Customers: 60% residential; 40%

commercial Services: design/build
and maintenance Employees: 200

verts most of its design/build clients into
maintenance customers. Because the
firm manages estates, customers are not
interested in bringing in fly-by-nighters
to manage their properties.

3erghoff's main goal concerning labor
for 2010 is to keep everyone busy. “Our
workload is picking up again, and we
have been working on homes in design
and everything is lining up - clients are
moving forward,” he says, optimistic.
“We'll need those construction crews

to break ground.” 'L

wuthor is a freelance

LAWN&LANDSCAPE TECHNICAL RESOURCE CENTER

Technician's

Handbook

MANAGING

Hurry! Offer ends February 10, 2010
Order online at www.lawnandlandscpe.com/store or call 800.456.0707
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Eric Larson, Green Systems Turf Management
Site; Astor’s Manston
Newport, Rhode {sland

A

rnod § g Q { Y 4 mhinat £ - $ navandicata A e ! lor F tar’ |
-opeed Al ItS combinat Ir aChIve gregients makes weeds veader. rasie /
4-Speed herbicide brands, and more of Eric Larson’s story to www.nufarm.com/us l l f
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Better Choices. Better Business.
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BETTER RESULTS

BRIEFCASE /

Retention strategies

BY KRISTEN HAMPSHIRE

Leaving

labor alone

Holding on to the company’s
greatest investment —its =«
people - will position the
firm to start 2010 off strong.

4-Speed™ XT
Saves Contracts

he goal at Chalet Landscaping was

not to lay off a single person in
2009. Mission accomplished, thanks to
adopting a four-day, 40-hour workweek
and dressing down some expensive em-
ployee parties.

“We've thinned down,” says Kevin
Marko, landscape division manager
at the 92-year-old company. “Looked
at our labor, our overtime, downtime,
expenses and we’ve made cuts in a lot
of areas, but not our people.

“We've always been a company that
is heavy into overtime — the seasonal
mentality is, let’s do the work while we
have it,” he says.

Employees might work 60 to 70 hours
aweek in the spring and 50 to 60 hours
a week the rest of the season. “So this
is a drastic change,” Marko says. The
company saved $100,000 in overtime
the first month of the new schedule. In
October 2009, the company saved 6,000
hours of overtime. “When you pay the
guys time-and-a-half, that's quite a bit
of money,” he remarks.

That doesn’t count the investment in
training employees, especially workers

who have been with the business 10-
plus years. “You make an investment in
your people and grow that investment,”
Marko relates.

While staff’s hours have been cut by
one-third in some cases, employees have
embraced the new schedule and under-
stand it is necessary. In fact, Marko says
with this and other changes the com-
pany has made concerning expenses,
he notices greater camaraderie — a team
approach from the top down.

For instance, Chalet Landscaping
typically hosts an expensive holiday
party, complete with sit-down dinner
and live music. This year, the company
decided to hold an employee appre-
ciation bonfire where the managers
cooked, served and cleaned up after
the event. “I broiled brats in beer at my
house, and the owner of the company
made brownies and lemon bars,” Marko
describes. “Managers did all the work
and refused to let any of the employees
do anything. The feedback I got was
they enjoyed it more than the formal
Christmas parties because of the mes-
sage that was sent.”
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APPLICATION RATE:

1.3 02/1,000 sf of 4-Speed XT plus
spreader-sticker (1 oz/gallon finished spray)
APPLICATION EQUIPMENT:

LT Rich Z-Sprayer, 1/3 gal spray tips
TIMING:

July 13, 2009

SUMMARY

“This was not ideal herbicide application
timing for ground ivy control, but we still
had great results on it and all the other
weeds on the 4-Speed XT label. As a result,
we saved several contracts. We'll be using a
lot more 4-Speed XT and other Nufarm
products in the future.”

Y-SPEED XT~

Better Choices.
Better Business.

N

>

Nufarm

www.nufarm.com/us
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WATER MANAGEMENT BY DESIGN.

YOUR SPECIFICATIONS + OUR PRODUCTS = SUCCESS.
Like you, we believe in delive quality p nd beautiful |
n go one step further by offering qu
The result? Award-win ent land:
n true win-w our custom
yone. www.ewing1.com.

#35 lawnandlandscape.com/readerservice

AUTOMATE YOUR SUCCESS

with GroundSKeeper Pro business software

Organize your business better with
It's specially designed for the lawncare
and landscaping industry, easy to use and affordable. ..

Time & Materials
Estimating Routing
Scheduling Billing
Optional credit card processing
Income & Expense Reporting

JUST $399

Contracts

ADKAD TECHNOLOGIES / 1.800.586.4683 / WWW.ADKAD.COM/FREEDEMO.HTM
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Chalet Landscaping |
Principal: Kevin Marko, landscape
division manager Location:
Chicago, |ll. Established: 1917
2008 Revenue: $27.5 million
Customers: 100% residential
Services: design/build 1
maintenance, tree care, garden ‘
care, retail Employees: 70 y
round; 200-225 in season

ear-

Similarly, Chalet dressed down its
annual Labor Day picnic by covering the
cost of the venue, band and games, but
asking employees to bring a picnic lunch.
“They turned out in record numbers,”
Marko says.

These big budget cuts actually im-
proved employee morale, and altering
the parties rather than cutting them
completely showed workers that the
company puts people first. Plus, the com-
pany could retain all employees because
of the shift to a four-day workweek.

Still, business will be down signifi-
cantly in the landscape division this year
~ the $18 million landscape division will
lose an estimated $4 million, Marko says
this recession is unlike others, where
the company went unscathed. Because
home values are down so much, resi-
dents struggle with the notion of invest
ing more in their properties. Marko says
the customer base has decreased by 20
percent because of this.

But when the market recovers, Chalet
will have maintained its experienced,
dedicated employees. And despite losses.,
the business is in better shape because of
“Profit
ability is still down significantly, but

its labor and expense decisions.

it's not down where it would be if we
hadn’t made those large-scale changes,”
he says.

Marko
adds, "“we'll be ready for the first oppor

“When we come out of this,”

tunities for success because we haven't
had to let people go.” ‘L

Formulas for suc

cess
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BUYER'S GUIDE

Get More from Your Mowers

By increasing the efficiency of crews and equipment, contractors can make
their maintenance divisions more profitable. BY cHUCK BOWEN

owing and maintenance services

were a bright spot in a dark econ-
omy in 2009, and many companies are
hanging their hats on the service to pull
them out in 2010. According to Lawn
& Landscape research, mowing and
maintenance saw 6.3 percent growth
last year, and is predicted to grow 13.5
percent this year. Lawn & Landscape
magazine talked to several contractors
to find out how they make their mowing
crews more efficient, productive and
profitable.

CHOOSE YOUR WEAPON. Mike Rorie,
who operated Cincinnati-based Ground
Masters for 30 years and grew it to $29
million before selling it to The Brickman
Group in 2006. Today, Rorie is a vice
president of The Brickman Group.
Rorie, who focused on commercial
maintenance at his company, says
contractors looking to do more with
their mowing crews should focus on
finding the best pieces of equipment.
And by best, he means the one or two
kinds you use the most - not the fastest,
biggest or even most expensive mowers

you can find.

“There's a piece that’s going to have
the biggest application at your work,” he
says. “A lot of guys say ‘give me the fast-
est, biggest mower and I'll be the most
productive.” But that’s not the case.”

Contractors are likely servicing the
same types of accounts day in and day
out, and need to find the “bread and
butter piece,” Rorie says, that will fit
all those accounts. At Ground Masters,
with 30 trucks and crews in five cities,
he used 48-inch walk-behinds and 72-
inch riders.

Whatever size or style mower you
choose, it should be available easily
from a good dealer and easy to repair,
Rorie says. And go with a well-known
manufacturer who provides a good
warrantee.

Having the same machines on all your
crews allows for efficiencies in all facets
of the business — training new employ-
ees, buying parts, repairing them and
the logistics of fitting them onto trailers.
By having fewer variables, it makes this
part of your business as repetitive, easy
- and boring — as possible.

“The only thing we want to be unique
is the experience for the customer,” he
says.

MAINTAIN YOUR MOWER. If you have
40 mowers in your fleet or just four,
like Tom McAnany, owner of 4 Seasons
Landscaping and Lawn Care, they'll all
need basic maintenance to keep them
running right through the season.

McAnany, who runs the Clementon,
N.J.-based company with partner Greg
Porco, runs a zero-turn, 36-inch rider
and two push mowers. He learned the
importance of maintenance the hard
way this season.

“Keep your mowers up on mainte-
nance. We didn't change the oil, (and it
was) down fora week," he says. “It’s just
like your car. It went completely dry on
us. We had to replace the mower.”

He was without the machine for three
days, which backed up his accounts a
week. To avoid this problem next year,
he’s setting up a regular maintenance
schedule - oil checks, blade changes -
on a spreadsheet.

Tim Thornton, president and owner
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of the Chesapeake Lawn and Home in

Tuxedo, Md., agrees. He brought in
$820,000 in 2008, and runs 10 mow-
ers — eight ride-ons and two for trim.
Basic oil and spark plug changes are left
to his 14 employees, but any mechanical
problems beyond that get sent right to
the dealer.

“It's cheaper to do it that way,” Thorn-
ton says. “We don’t have enough to put
in a mechanic full time.”

60 WITH 6PS. The only real way for your
mowing crews to get more work done is
if they're actually at the job site.

Three years ago, Eli Hall grew suspi-
cious of one of his crews when their time
sheets showed them taking 15 minutes
to drive 45 minutes away.

“I knew they were lying, but needed
a way to prove it,” says Hall, who owns
the $1.3 million-a-year Association
Maintenance Services in Phoenix.

So Hall installed a GPS unit in their
truck. Turns out the four crewmembers
were simply adding an extra half-hour
to their time and route sheets. “The
GPS paid for itself after one truck,” Hall
says. “The first day I saved $50 and the
machine costs $30.”

He now uses computer programs to
schedule each of his five maintenance
crews, and hard-copy route sheets to re-
cord the start and stop time for each ac-
count. Hall says it took him six months
to set up and implement the program so
it ran well. And he said contractors don't
have to go whole-hog; they can add GPS
units to their trucks slowly.

At the end of every day, he compares
every route to make sure he makes at
least 50 percent profit. If not, he digs
into the data to find out what knocked
things off kilter — a flat tire, a down
mower or a trip to the dump to drop
off clippings.

“It’s very systematic. Everybody
knows their budget time,” he says.
“We're really close on watching that
stuff.” (L

The author is managing editor of Lawn & Land

ma

and him your proguctivity tips

at cbowen@gie.net
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As part of the Lawn & Landscape Mower Buyer's Guide, we are providing an
overview of the mowers many manufacturers offer professional contractors. Also
included in this guide s a listing of companies that participated and their contact

information

Towwmwmmammm&mm,
contact managing editor Chuck Bowen at chowen(@gie.net or 330-523-5330.

Bad Boy

102 Industrial Dr,
Batesville, AR 72501
www.badboymowers.com
870-698-0090

Big Dog Mowers

200 South Ridge Rd.
Hesston, KS 67062
www.bigdogmowers.com
620-327-4911

Bob-Cat

One Bobcat Ln.

Box 469

Johnson Creek, WI 53038
www.bobeatturf.com
920-699-2000

Cub Cadet Commercial
5903 Grafton Rd.

Valley City, OH 44280
www.CubCadetCommercial,
com

866-246-4971

Dixon Industries
7349 Statesvilie Rd.
Charlotte, NC 28269
www.dixon-ztr.com
704-597-5000

Encore Mfg. Co.

PO BOX 888

2415 Ashland Ave.
Beatrice, NE 68310
www.seriousred.com
800-267-4255

Exmark Manufacturing Co.
P.0. Box 808

2101 Ashland Ave.
Beatrice, NE 68310
www.exmark.com
402-223-6300

Ferris

5375 N. Main St.
Munnsville, NY 13409
www.ferrisindustries.com
800-933-6175

Grasshopper

P 0 Box 637

105 S. Old Hwy 81
Moundridge, KS 67107
www.grasshoppermower.com
620-345-8621

Gravely, an Ariens Company
655 West Ryan St.

Brillion, WI 541110
www.gravely.com
920-756-2141

Great Dane, an Ariens
Company

2111 J.St.

Auburn, NE
www.greatdanemowers.com
920-756-2141

Husgvarna Professional
Products

7349 Statesville Rd.
Charlotte, NC 28269

www.husgvarna.com
704-597-5000

Hustler Turf Equipment
200 South Ridge Rd.
Hesston, KS 67062
www.hustlerturf.com
620-327-4911

Scag Power Equipment
P.0. Box 152

1000 Metalcraft Dr.
Mayville, WI 53050
Www.scag.com
920-387-0100

Snapper Pro

5375 N Main Street
Munnsuville, NY 13409
WWW.Shapperpro.com
(800) 933-6175

Swisher

1602 Corporate Dr.
Warrensburg, MO 64093
www.swisherinc.com
800.222.8183

The Tora Company

8111 Lyndale Ave. South
Bloomington, MN 55420
www.toro.com
800-348-2424

Woods Equipment Company
2606 South lllinois Route 2
Oregon, IL 61061
www.WoodsEquipment.com
815-732-2141

Wright Commercial Products
4600X Wedgewood Bivd.
Frederick, MD 21703
veww.wrightmfg.com
301-360-9810

Yazoo-Kees

7349 Statesville Rd.
Charlotte, NC 28269
WWW.yazookees.com
704-597-5000
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A great training tool for new
operators, the patent-pending,
easy-1o-use variable-speed
control selector limits ground
speed while maintaining full engine
and blade tip speeds, all without
reducing the travel of the controls.

Toro’s patented TURBO FORCE*
cutting technology excels

at handling a variety of grass
conditions, getting operators
on and off jobsites faster while
delivering an immaculate
quality-of-cut.

>
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GRANDSTAND -

An industry first, the patent-
pending Flex-Ride platform
suspension system removes
painful bumps and jolts,
reducing fatigue and keeping
operators fresh and more
productive throughout the day.

[
e -
e L
The foldable platform’s

patent-pending, 2-in-1

@' design instantly converts the
GrandStand from a stand-on
to a walk-behind mower —
saving time and money by
eliminating the need for an
extra mower and reducing
machine length to save
trailer space,

The leader in turfcare
innovation is at it again.

3 6",

40" and 60" Decks Available

With its ideal blend of exceptional operator comfort, outstanding hillside stability and phenomenal
quality of cut, the innovative Toro® GrandStand™ was the leading choice of landscape contractors
in 2009. The 2010 GrandStand raises the bar even higher with enhanced features and three new

deck sizes. Choose from 36", 40", 48",

52" and 60" models to meet your exact needs, and know your

mower is equipped with category-leading innovations from the leader in turf care — Toro.

New GrandStand models and much more — all part of Toro’s continued commitment to innovation

and investment in our industry.
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Muiching Liquid/Air Walk-Behi
Capabilities Cooled Engine Stand-On

Deck Size Gas/Diesel Hydrostatic Vs.Gear-Drive

Bad Boy Inc | Compact Diesel (28 Hp) | 60 | Diesel | Dual Hydrostatic | Yes | Liquid | Riding
Bad Boy Inc gss'enes (26 HP Briggs & Stratton 50 Gas 2:311(;2:2323%31153“&! Yes Air Riding
Bad Boy Inc ZT (27 HP Koehler) 50, 60 Gas gsglul)g!:ggfca;e::nsaxte Yes Alir Riding
' Big Dog Mowers | c-142 8 C-146 [42.46  [Gas | Hydrostati [ ves | Air | Riding
Big Dog Mowers | R-748 Briggs & Stratton, Kohler | 48 | Gas | Hydrostatic I Yes | Air [ Riding |
Big Dog Mowers | R-754 Briggs & Stratton, Kohler | 54 | Gas | Hydrostatic Yes Air Riding
Big Dog Mowers g;:g%‘.')szkxs-:[gﬁgnKawasakl Kober, 52,60 Gas Hydrostatic Yes Air Riding
Bob-Cat FastCat Pro 61 542,98 | cas Hydrostatic Yes Air Riding
‘Bob-Cat FastCat RZ 42,52 | Gas Hydrostatic Yes Air Riding
Bob-Cat Predator Pro [ 1 9 /- Gas Hydrostatic Yes Alr Riding
Bob-Cat ProCat 5261 Gas Hydrostatic | Yes Air Riding
' Bob-Cat ProCat 942253F 181 lGas | Hydrostatic | ves Liquid Riding
Bob-Cat Z-Control Hydro, 933330 % |Gas | Hydrostatic Yes Alr Walk-behind A
‘Bob-Cat Z-Control Hydro, 934330 48 | Gas Hydrostatic Yes At Walcbeind ||
Bob-Cat Z-Control Hydro, 935330 54 Gas Hydrostatic Yes Alr Walk-behind
Bob-Cat | Hydrostatic Walk-Behind 36,48,54 | Gas Hydrostatic Yes A Walk-behing
| Bob-Gat | Classic Pro 32,%.48 |Gas | Gear-diive Yes Ar | Walkcbehind
Country Clipper Jazee One 38, 42 Gas Hyufoéxanc Yes Air cooled Riding
Country Clipper .Jazee | 42, 48,52 | Gas ' Hydrostatic [ Yes | Air cooled [ Riding
Country Clipper [ Jazee Pro | 48, 52,60 | Gas [ Hydrostatic [ Yes | Air cooled [ Riding
Country Clipper Charger | 52, 60 [ Gas Hydrostatic 4 Yes [ Air cooled | Riding
Country Clipper | Boss 60, 72 Gas | Hydrostatic Yes Air cooled Riding
Country Clipper Boss | 60 Gas Hydrostatic Yes Liquid cooled | Riding
Country Clipper [ Trek Hydro 36,48 | Gas ' Hydrostatic | Yes . Air cooled | Walk-behind
Cub Cadet | Z Force = |48,54 |Gas | Hydrostatic [ Muen it | A | Riding
CubCadet | TanK |48.60 | Gas | Hydrostatic [Muchkt  |Ar | Riding
Cub Cadet TANK M ;g‘ ?; Gas Hydrostatic Mulch kit Air Riding
| Cub Cadet | TANK S |60,72. |eas | Hydrostatic [Muchkt  [Ar | Riding
Cub Cadet | TANK S 60320 60,72 | Diesel | Hydrostati [Muchkt  [quia  |Riding
Cub Cadet TANK S 6031 LP 60, 72 E,',‘l“p'g he | Hydrostatic Mulchkit | Air Riding
Deere ~|JohnDeere Quik-Trak ~ |48.54,60 |Gas  |Hydrostatic | Mukhkt |Ar  |Standon
Deere John Deere Z-Trak 60, 72 Diese Hydrostatic Mulch kit Liguid Riding
Deere Series 1| Front Mower 60, 72 Gas Hydrostatic Mulch kit Liquid Riding i
| Deere Series 1| Front Mower 60. 72 Diesel Hydrostatic | Muieh kit Liquid Riding
| Deere 1600 Series |l Turbo Wide-Area Mower Diesel Hydrostatic Liquid Riding
Deere Commercial Walk- behind |36.48 | _Gas_ Gear-drive Mulch kit Air Walk-behind
Deere TH17 Commercial Walk-behind 48,54 Gas Hydrostatic Mulch kit Air Walk-behind
 Deere LESCO SL & 134,48 Gas Hydrostatic Mulch kit Air Stand-on
Deere LESCO WL 32,36,48 | Gas Gear-drive Mulch kit Air Walk-behind
' Deere LESCO WL 36,48 |Gas Hydrostatic Muchit  |Ar | Walk-behind
‘ Dixie Chopper =l ﬂon Eagle 2343 44 Gas -frvan—saxles V) Yes Air V
Dixie Chopper | Iron Eagle 2350 ' 50 . Gas ' Transaxies | Yes [ Alr
Dixie Chopper Iron Eagle 44, 60,50 Gas Transaxles Yes Alr
Dixie Chopper Silver Eagle g; gé Gas Hydrostatic Yes Air
Dixie Chopper Magnum 2760 . 50, 60 . Gas ' Transaxies | Yes ' Air
Dixie Chopper Classic '50 60,72 ‘(3.‘45 . Hydrostatic 'Ves ‘An
Dixie Chopper Xcaliber | 56, 66, 74 | Gas | Hydrostatic | Yes [ Alr
Dixie Chopper Xcaliber | 66, 74 | Diesel | Hydrostatic [ Yes . Air
Dixie Chopper I Xcaliber | 66, 74 ' Propane | Hydrostatic | Yes | Air
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“By shifting my weight,
| can harness the full = =,
power of this machine.”™

~ ' o

Introducing the new Wright Stander® ZK".

Vith 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.

For more information, call 1.301.360.9810 or find our dealer locator at www.wrightmfg.com. commercial products
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Muiching Liquid/Air Walk-Behind,
Capabilities Cooled Engine Stand-On Or Riding

Deck Size Gas/Diesel Hydrostatic Vs.Gear-Drive

Dixie Chopper Eco-Eagle 66 Gzas Hydrostatic Yes Alr
Dixie Chopper [ Diesel . 66, 74 [ Diesel | Hydrostatic ' Yes . Air
(Dbonindusties  |Kodak  [52,61 |Gas  |Hydrostatic  |Yes | A« [Riding
Dixon Industries Grizzly 60, 72 Gas Hydrostatic Yes lAir Riding
Encore Premier 32,36,48 | Gas Gear-drive Yes Alr Walk-behind
Encore Premier 36,48 Gas Hydrostatic Yes Air Waik-behind
Encore Fuzion 34,4248 | Gas Hydrostatic Yes Alr Riding
Encore Z Series 42 Gas Hydrostatic Yes Alr Riding
Encore X-Treme 48K19X 48, 52,60 | Gas Hydrostatic Yes Alr Riding
Encore Prowler Mid-Cut 61,72 Gas Hydrostatic Yes Liquid Riding
| Encore Prowler Mid-Cut 61.72 Gas Hydrostatic Yes Air Riding
Encore Prowler Mid-Cut 61,72 Diesel Hydrostatic Yes Liquid Riding
Encora Prowler Mid-Cut 72 Gas Hydrostatic Yes Liquid Riding
Encore Prowler Front-Cut 52,61,72 | Gas Hydrostatic Yes Air Riding
| Encore Prowler Front-Cut 61,72 Gas Hydrostatic Yes Liquid Riding
| Encore Prowler Front-Cut 61,72 Diesel Hydrostatic Yes Liquid Riding
EverRide EverRide Warrior 54, 60,66 | Gas Hyuros?anc_ 3 ‘No_ e —AIT —_r| Rmmaﬁ - R
EverRide ' EverRide Hornet [ 52,48 ' Gas . Hydrostatic | No | Alr | Riding
EverRide | EverRide Fury . 48, 52, 61 [ Gas [ Hydrostatic . Yes | Alr [ Riding
l’;vemlde A EverRide Wasp [ 32, 36, 48 [ Gas | Geér-drl;/e [ Yes [ Air | Walk-behind
Eve}Rlde EverR_me Wasp 36, 48, 52 Gas Hydrostatic Yes Alr Walk-behind
Exmark Lazer Z gg ?g %, Gas Hydrostatic Yes Air Riding
Exmark | Lazer Z XS | 60, 66, 72 . Diesel [ Hyd'roslahc ‘ Yes G hAu I R}ding
Exmark |Laerzasx [52,60.72 [Gas | Hydrostati [ ves [ar | Riding |
Exmark Lazer Z AS - 48, 52 ‘Gas .Hydrost;t}c CPirw Yes Tk 'An =i 'Rldn;)g
Exmark ' Quest SP | 44 48, 52 . Gas . Hydrostatic ‘ Yes I Alr | Riding
Exmark :Ouesl | 42, 48, 52 AGas AHymostanc .Ves .Au ‘Ridino
Exmark Vantage ' 48, 52 ‘ Gas ‘ Hydrostatic | Yes I Alr ' Stand-on
Exmark Navigator - Mower Only [ ' Gas [ Hydrostatic [ ' Alr . Riding
Exmark N}v?galor - Deck On;; 21 [ 42,48 [ Gas | 7 . ] i [
Exmark 7 g =L Turr Tr;'acer - M;w;er bnly . . | Gas | Hyarost;nc . Yes 3 . Air ! Walk-behind
Exmark | TurlTracer FMD524-DeckOnly | 52,60 | ‘ ' ' |
Exmark [ Turf Tracer HP 3 | 36, 48, 52 | Gas | Hydrostatic | Yes [ Alr | Walk-behind
Exmark [ Vlkmo PR At 36, 48 Gas Hydrostatic . Yes . Alr [ Walk-behind
Exmark Melvo 32,36,48 | Gas Gear-drive | 'ves ‘ Air | Walk-behind
_Exm;rk _ = nll Melro 26 : [ i ) [ 26 ' Gas Gear-drive , | Yes '7A>u [ Walk-behind
Exmark F Commerc;al 21 k A | 2 | Gas | Gear-drive Yes Air | Walk-behind
Exmark Commermal 21AS 21 Gas | Gear-drive i Yes Ar :ij:m B
Ferris (851002033061 51 Diesel | Hydrostatic [ Mulchkit | Liquid Riding ’
Ferris 185100ZC33D w/ 5100/72R 72 Diesel Hydrostatic NA Liquid Riding
Ferris 18510020330 w/ 5100/72 72 Diesel Hydrostatic NA Liquid Riding
Ferris 1S51002C33D w/ 5100/61R 61 Diesel Hydrostatic NA Liquid Riding
Ferris 1S50028 44,52, 61 | Gas Hydrostatic Mulch kit Air Riding
Ferris 1S3100ZK 61,72 | Gas Hydrostatic N/A Air Riding u
Ferris 15310028 61.72 Gas Hydrostatic Mulch kit Air Riding
Fertis 1525002Y 52.61 | Diesel | Hydrostatic Mulch kit | Liguid | Riding 2
Ferris 1S2000ZK 61,52 | Gas Hydrostatic Mulchkit | Alr | Riding
Ferris 15200078 61 | Gas Hydrostatic Mulch kit Alr Riding
Farris 181500ZXB8V2861 | B1 Gas Hydrostatic Mulch kit Alr Riding
Ferris 151500ZK | 44,48, 52 | Gas Hydrostatic Mulch kit Air Riding
Ferris EVKAV | 36,48, 52 | Gas Hydrostatic | Mulchkit | Air Riding
Ferris H2225KAV w/ R61 | 61 Gas Hydrostatic | NA | Air Riding
Feris | H2226B w/R6I | 61 Gas Hydrostatic | A | air Riding

10 JANUARY 2010



lake a Test Drive Today

WALKERTEMOWERS

5925 E. Harmony Road e Fort Collins, CO 80528 « Q7O 22 5614 « www.walkermowers.com

#38 lawnandiandscape.comre
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2 . - Tk Mulching Liquid/Air Walk-Behind,
Deck Size Gas/Diesel Hydrostatic Vs.Gear-Drive Capabilities Cooled Engine Stand-On Or Riding
| Ferris H2227KOH w/ R61 61 Gas | Hydrostatic | /A Air Riding
f :
Ferris COWKAV - o B [  Hydrostatic | Much it | A Walk-behind
Ferris HC32KAV13E 32 Gas [ Hydrostatic | Muich kit Air Walk-behind —7
Ferris HC36KAVI3E 36 Gas Hydrostatic | Mulch kit Alr Walk-behind
Farris HD1648 48 Gas Hydrostatic Muich kit Air Walk-behind
Ferris FCRP216019KWV 21 Gas Gear-drive Mulch kit Air Walk-behind
Farris FCP216019KWV 21 Gas Gear-drive Muich kit Alr Walk-behind
| Ferris ) FCP215520HV . R - _ |Gas  |Gear-grive | Mulchkit | Air Walk-behind
Grasshopper 120K 48 Gas Hydrostatic Muich Alr | Riding
Grasshopper | 124 '41 48,52 | Gas .Hydroslanc Mulch AA" Riding
| Grasshopper 220 | 48" Gas | Hydrostatic | Mulch | Alr | Riding
Mulich, rear
Grasshopper | 223 52, 61 Gas Hydrostatic discharge - Air Riding
5 (o S Muich, rear
Grasshopper 227 §2,61,72 | Gas Hydrostatic discharge Air Riding
Mulch, rear
Grasshopper 321D 52 Diesel Hydrostatic discharge Liquid Riding
= Muich, rear
Grasshopper 325D 61,72 Diesel Hydrostatic discharge Liquid Riding
ol Muich, rea
Grasshopper 329 52,61.72 | Gas Hydrostatic m;’cmr‘;e ™| Liquid Riding
. Muich, rear
' Grasshopper . 3298 .52. 61 | Gas | Hydrostatic . discharge Alr . Riding
= 4 Muich, rear "
Grasshopper '335 61,72 .Gas ‘Hyofostanc discharge Air Riding
, - e Mulch, rear
Grasshopper . 430D/61, 430D/61 4XRD 61,72 Diesel Hydrostatic discharge Liquid Riding
1 / 7 Muich, rear
Grasshopper 432/61, 432/61 4XRD 61,72 . Gas Hydrostatic discharge Liquid Riding
| Grasshopper 8167 44, 48 | Gas Hydrostatic T-drive Mulch Air Riding
; Muich, rear
Grasshopper | 6207 48, 52 | Gas ‘ Hydrostatic T-drive  discharge Air . Riding
- - Mulch, rear
Grasshopper 721DT 52, 61 | Diesel Hydrostatic T-drive discharge Liquid Riding
4 g 5 Muich, rear
' Grasshopper _ 7237 . 48.52, 61 . Gas Hydrostatic T-drive | discharge | Air Riding
- o Mulch, rear
Grasshopper . 725076 52,61, 72 ‘ Diesel | Hydrostatic T-drive | discharge | Liquid . Riding
> S Muich, re
Grasshopper | 72778 52,61.72 | Gas Hydrostatic T-drive m:ccnar;ea' Air Riding
s | Muich, rear
A Grasshopper | 72976 ' 52,61,72 | Gas A Hydrostatic T-drive _ discharge | Liquid Riding
7 b T e Muich, rear
Grasshopper | 729876 | 52,61,72 | Gas Hydrostatic T-drive | discharge Alr Riding
- - Muich, rear
Grasshopper | 73576 | 52,61,72 ' Gas Hydrostatic T-drive discharge Air Riding
G4 : Mulch, rear
Grasshopper . 9300 52,61,72 . Diesel | Hydrostatic discharge | Liquid ' Riding
e e Mulch, rear
Grasshopper '932 ,32' 61,72 .Gas . Hydrostatic | discharge | Liquid ' Riding
| Gravely Gravely 21" Walk Behind - Kohler X17 | 21 Gas | Push Yes Alr Walk-behind
Gravely 21" Walk Behind - self- ¥ i i
Gravely propeled - Kawasaki "21 Gas ' |nf| speed a Yes Air . Walkibemnd |
Gravely WAW1334 - 13 HP Briggs | i
. Gravely Intek Single 34 Gas Belt Drive Yes 1 Air Walk-behind
Gravely 8?‘:‘2 Compact-Pro 34 Kawasaki FX 34 Gas Pumps and Wheel Motors | Yes Air Riding
Gravely 3'#32 Compact-Pro 44 Kawasaki FX 44 Gas ZT13100 Transaxles Yes Air Riding
| Gravely G}a;ely Pro-Turn Kawasaki FX V-Twin [ 49. 52, 60 [ Gas ZT3400 Trmnsaxles Yes | Air i | Riding



FOR RELIEF OF NECK
AND BACK PAIN

~ Use as directed ~

It's just what the doctor ordered.

Grasshopper True ZeroTurn™ mowers are the perfect prescription to cure the aches and pains of daily
mowing. Our humanomic design, foam-padded steering levers and the industry’s most comfortable seat
are standard features, so operators stay fresh, focused and alert. And when you increase comfort, you'll
see productivity dramatically increase, too!

Test-drive a Grasshopper today. Doctor’s orders.

| § 6 8 « 2 0 0 1§

THE ORIGINAL ZERD-TURN MOWER WITH DUAL SWING DUT LEVERS

Visit grasshoppermower.com or YOUR NEXT MOWER®
call 620-345-8621 to find a dealer near you. 2010 The Grasshopper Company



Mulching Liquid/Air Walk-Behind,
Capabilities Cooled Engine Stand-On Or Riding

Deck Size Gas/Diesel Hydrostatic Vs.Gear-Drive

' Gravely i | 52 Gas | ZT3400Transaxles  |Yes | A | Riding
Gravely S'mg FAE-SmmIet Kwieeid 52,60 Gas Pumps and Motors Yes | Alr Riding

! . ! by ! S Lo = I

Gravely | Gravely Pro-Turn Kawasaki FXV-Twin | 60,66 Gas | ZT3400 Transaxles |Yes 7‘ Ar Riding

Gravely Pro-Master 260H Kohler 1
Gravely Command V-Twin 60 | Gas Pumps and Motors Yes : Air Riding
Gravely 8?‘\'::2' Pro-Master 260H Generac 60 LP Pumps and Motors Yes LP Riding
- [ Gravely Pro-Master 260H Briggs & . 1= [ ‘ [ e
. Gravely Stratton Daihatsu Diesel 60 Diesel Pumps and Motors Yes Liquid Riding
Gravely 3',?:::2’ Pro-Master Kawasakl FX 66, 72 Gas Pumps and Motors Yes Air Riding
[ GraQéIy Pro-Master 272H Briggs & ! e ‘ ‘ | .
Gravely §| ratton Daihatsu Diesel . 60 Diesel . Pumps and Motors Yes . Liquid Riding
Gravely Pro-Master 320HD - 27 HP

Gravely Kawasaki Twin 60 , Gas Pu@ps Yes Air Riding

| Gravely Gravely Pro-Walk Kawasaki | 32,36, 48 Gas | Gear-drive Yes Alr | Walk-behind
Gravely | Gravely Pro-Walk 36 HR - Kawasaki | 36 | Gas Hydrostatic | Yes | Alr Walk-behind
Gravely Gravely Pro-Walk 48 HR Kawasaki Kai | 48, 52 | Gas | Hydrostatic Yes Alr Walk-behind
Gravely '((iar?vety Pro-Walk 52 HE FL Kawasakd 52 Gas Hydrostatic Yes Alr Stand-on

 Gravely | Gravely P_rn-_S]ché Kawasaki Ki’,,, 7 34,48, 52 - Gas Hydrostatic ' ;Y_es | Alr Stand-on
Great Dane Great Dane Chariot 48, 52,61 | Gas Hydrostatic Yes Alr Riding
Great Dane Great Dane Super Surfer 48, 52 Gas Hydrostatic Yes. Al Stand-an
(Great Dane | Great Dane Surfer 34,48,52 | Gas Hydrostatic |Xes A Stand-on
Husgvarna | LZF6127 | 61 Gas Hydrostatic | Yes Air Riding
Husgvarna | PZ 54, 60 | Gas | Hydrostatic Yes | Alr | Riding
Husqvarna | PZ6029PFX 60 | Propane Hydrostatic | Yes Air Riding
Husqvarna PZ6034FX 60 | Gas Hydrostatic Yes Air Riding
Husqvamna | PZT234FX 72 Gas Hydrostatic Yes Air Riding [
Husgvarma | PZ6029KUB | 60 Diesel | Hydrostatic Yes Liquid Riding ‘
Husgvama wC21 21 Gas | Hydrostatic Yes Al Walk-behind
Husqvama | W21SK 21 Gas | Hydrostatic Yes | Air Walk-behind
Husqvama W21SBK |21 Gas Hydrostatic Yes Alr Walk-behind
Husgqvarma { W21SH [ 21 | Gas Hydrostatic | Yes | Air Walk-behind
Husqvarna | W21SBHC | 21 | Gas | Hydrostatic | Yes Air | Walk-behind :
Husqvama WGP3213 | 32 | Gas | Gear-drive Yes Air Walk-behind
Husqvarna | WGP3613 | 36 | Gas Gear-drive | Yes | Air Walk-behind
Husqvarna | WGP4815 [ 43 Gas | Gear-drive | Yes | Air | Walk-behind
Husqvarna WGE3613 36 Gas | Gear-drive Yes Air Walk-behind
Husqvarna | WGE4815 | 48 | Gas ! Gear-drive Yes Air Walk-behind
Husqvarna | WH3617 | 36 | Gas Hydrostatic | Yes | Air Walk-behind
Husqvarna | WH4817 48 Gas Hydrostatic Yes Air | Walk-behind
Husqvarna | WH5217 | 52 Gas Hydrostatic Yes Alr Walk-behind
Husqvarna | WH3615 36 | Gas Hydrostatic Yes Air Walk-behind
Husqvama | WHF3617 | 36 Gas Hydrostatic ! Yes Air Walk-behind
Husqvarna | WHF4817 48 | Gas Hydrostatic Yes ! Air Walk-behind
Husqvarna | WHF5223 52 Gas Hydrostatic Yes Alr | Walk-behind
Husqvarna WHF6123 61 Gas Hydrostatic Yes Air Walk-behind
Husqvarna Professional :
Products ‘_,'Z TP s 4787. 52 : Gai A Hydrﬁatnﬁcf AN Yes ‘ Air Riding )
Hustier Turf Equipment Sport 42,48 Gas Hydrostatic Yes Air Riding
Hustier Turf Equipment Mini FasTrak 36,42 Gas Hydrostatic Yes Air Riding
Hustler Turf Equipment FasTrak 48, 54 Gas Hydrostatic Yes Air Riding
Hustler Turf Equipment | FasTrak Super Duty oot [ Hydrostatic Yes Air Riding |
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* SUPERIOR CUT QUALITY

* INNOVATIVE DESIGN

* EXCELLENT DISCHARGE

The new iCD™ Cutting System is more than cutting edge, it provides you with
a competitive edge. Offering you unparalleled cut quality with redesigned baffle

chambers for superior airflow and optimum discharge, the iCD™ Cuting System mm ’
compliments the growing line of professional, high quality and exceptionally affordable o

mowers from Snapper Pro. Learn more about the iCD™ Cutting System and our M&& ﬂa can 1%{ oN.

rugged line of commercial zero-turn, out-front and walk-behind mowers! Call us
at (800)933-6175 or visit www.SnapperPro.com to find your local Snopper"ro
dealer today! Snapper Pro - value you can depend on!

#40 lawnandlandscape.com/readerservice
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Deck Size Gas/Diesel Hydrostatic Vs.Gear-Drive ?:;:::ii?i?ies t?ﬂﬁ:’é?;gme g::\:?;:g:‘hiding

Hustler Turf Equipment M-1 21 Gas Hydrostatic Yes Air Walk-behind

 Hustler Turf Equipment TrimStar Hydro 36, 48,54 | Gas Hydrostatic Yes Air Walk-behind
Hustler Turf Equipment Z-4 48, 54, 60 | Gas Hydrostatic Yes Air Riding
Hustler Turf Equipment Hustler Z XR-7 Deck 54 Gas Hydrostatic Yes Air Riding

| Hustler Turt Equipment Hustler Z XR-7 Deck Rear Disch 54 Gas Hydrostatic Yes Alr Riding
Hustler Turf Equipment Hustler Z XR-7 Deck 60, 66 Gas Hydrostatic Yes Alr Riding

| Hustler Turf Equipment Hustler Z XR-7 Deck 60 Gas Hydrostatic Yes Liguid Riding
Hustler Turf Equipment | Hustler Z Diesel XR-7 Deck a5 |oiess | Hydrostatic Yes Liquid Riding

Hustler Turf Equipment | Hustler Z Diesel Rear Disch 54,60,72 | Diesel | Hydrostatic Yes Liquid Riding
Hustler Turf Equipment Super Z Rear Disch 80, 72 Gas Hydrostatic Yes Alr Riding
Hustler Turf Equipment | Super Z XR-7 Deck ool 0 Hydrostatic Yes Air Riding
Hustler Turf Equipment | Super Z XR-7 Deck 066,72 |Gas | Hydrostatic Yes Liquid Riding L
Hustler Turt Equipment ATZ XR-7 Deck i |1 60.72 Gas Hydrostatic Yes Alr Riding
Hustler Turt Equipment ATZ XR-7 Deck Rear Disch 60 Gas Hydrostatic Yes Air Riding
Hustler Turf Equipment 3500/3700 60, 72 Diesel Hydrostatic Yes Liquid Riding

| Hustler Turf Equipment 3500/3700 Rear Disch 72 Diesel Hydrostatic Yes Liquid Riding i

 Hustler Turf Equipment 4600 = i 72 Diesel Hydrostatic No Liquid Riding

| Hustler Turf Equipment 4600 Range Wing 146 Diesel Hydrostatic No Liquid Riding
Scag | SFW | 36,48 Gas Gear-drive Yes Air Walk-behind
Scag | SW 32,36, 48 | Gas | Gear-drive | Yes » Alr | Walk-behind
Scag SW52V-17KAI 52 | Gas ' Gear-drive | Yes ‘ Air | Walk-behind
Scag Swz 36, 48, 52 | Gas . Hydrostatic | Yes | Air | Walk-behind
Scag SWZ52V small frame | 52 | Gas . Hydrostatic | Yes [ Air . Walk-behind
Scag SWZ52V large trame 52 Gas . Hydrostatic | Yes .Au . Walk-behind
Scag SWz 52, 61 Gas A Hydrostatic . Yes . Alr . Walk-behind
Scag 4 Swzu | 48, 52 Gas ' Hydrostatic . Yes ‘ Air ' Walk-behind
Scag | swav | 36,48, 52 | Gas ' Hydrostatic [ Yes | A [ Walk-behind
Scag SVR 36, 48, 52 ' Gas ‘ H}mosrano | Yes Air . Stand-On
Scag | STHM | 61,72 Gas Hydrastatic Yes :Au Riding
Scag SFZ gg ;? Gas Hydrostatic Yes Alr Riding
Scag STC 48, 52, 61 | Gas . Hydrostatic A Yes | Air [ Riding
Scag STWC 48 | Gas . Hydrostatic | Yes | A ' Riding
Scag | STWC 48 - Gas . Hydrostatic ' Yes | Liquid | Riding

| Scag STWC 52 - Gas Hydrostatic I Yes Alr [ Riding
Scag | STWC _52. 61 ' Gas Hydrostatic | Yes Liquid [ Riding
Scag STWC 61 ' Gas | Hydrostatic Yes | Air ' Riding
Scag STT61V 61 Diesel . Hydrostatic Yes | Liquid . Riding
Scag STT 52,61,72 | Gas 'Hydvostahc -Ves ‘An 'Rudmo
Scag | STT 61,72 . Gas Hydrostatic ‘ Yes | Liquid [ Riding
Scap | STT | 52,81 Propane Hydrostatic Yes Air Riding
Scag STT61V-31KB-DF 61 (F;’?gbane Hydrostatic Yes Liquid Riding
Snapper Pro SPCRP216019KWV 21 Gas Gear-drive Mulch kit ;Anr ik :_Walk—behinﬂ
Snapper Pro SW20KAV1336 gg ;? | Gas Hydrostatic Muleh kit Air Walk-behind

Snapper Pro | s50x82648 |48 |Gas | Hydrostatic | Mulch kit | Air | Riding
Snapper Pro | ss0 [36.48  |Gas | Hydrostatic | Mulch kit | Air | Riding
Snapper Pro | s75%_ [s2 Gas | Hydrostatic Mulchkit | Air | Riding
Snapper Pro | §150X 48,52 Gas [ Ny_(i;oémttc . Mulch kit 1 Air Rldm{; B
Snapper Pro | S150X 52 Gas | Hydrosx;mc | Muicf-\-kl.l .'Air fhdmé
Snapper Pro- 5200X 51; 72 | Gas ‘ Hydrostatic Muleh kit [ Air Riding
Snapper Pro | saoox 61,72 |Gas | Hydrostatic Na A | Riding



New for 2010

Timeless
diesel mower powered
by a Caterpillar engine q U e

It has never been more
important to get the most
mower for your dollar.
Invest in Dixie Chopper’s
TIMELESS VALUE and let

us save you time and

make you money!

Timely
Financing

I 3.9% 60

*Based upon credit approval
See local dealer for terms and conditions

Introducing

Dixie Chopper’s
new entry-level
commercial mower,
the Magnum

Months

W g
DIXIE CHOPPER
The World’s Fastest Lawn Mower

To learn more about Dixie Chopper’s Timeless Value
Visit dixiechopper.com




. - : Drive Mulching Liquid/Air Walk-Behind,
Deck Size Gas/Diesel Hydrostatic Vs.Gear-Drive Capabilities  Cooled Engine Stan Or Riding
Snapper Pro S800X 61,72 Diesel Hydrostatic N/A Liquid Riding
= ! d — = — : = — — -
. ‘ Dual Hydrostatic ! :
‘S_mshet ol PAl sk 42,50,52 | Gas | Hydro Gear-drive NA lAn | Riding
‘ : D ¥
Three Gator
Swisher zT 54, 60, 66, | Gas Commercial Hydrostatic | myicher | e Riding
\ | Eaton | blades
2 G s Commercial
Toro 22155 Professional Walk-Behind 21 Gas Hydrostatic Air Walk-behind
Toro Professional Walk-Behind 21 Gas Hydrostatic Alr Coulm'.ermi
Walk-behind
Toro . Mid-Size Walk-Behind - Fixed Deck 32, 36,48 | Gas Gear-drive Alr E\?::;:-';:?,rilr?::
Toro Mid-Size Walk-Behind - Fixed Deck 36, 48 Gas Hydrostatic Air %:;:{’;i'ﬁ::;’
Toro Mid-Size Walk-Behind - Floating Deck ;g ;2 40. Gas Gear-drive Alr Cwomqr::,:(
Toro Mid-Size Walk-Behind - Floating Deck 36, 40 Gas Hydrostatic Air Commercial
i i kil | ny e : Walk-behind
Toro Master Commercial Zero-Tum Rider 52,60, 72 | Diesel Hydrostatic Liquid gﬁ;::;m(m
| [ ) | S al
Toro Z Master Commercial Zero-Turn Rider gg 35 Gas Hydrostatic Alr g?ar?g'?’“d'
Toro GrandStand Stand-on g'j ;2 48 Gas Hydrostatic Alr Commercial Stand-on
AN . Z Master G3 Commercial Zero-Turn 48, 52 | . . ' Commercial
160 Riders - Performance Series 60, 72 Gas Hydrostatic o Riding
Woods Mow'n Machine CZ Residential 42,52 Gas Hydrostatic Optional Air Riding
Woods Mow'n Machine CZ Pro gg 6418 Gas Hydrostatic Optional Air Riding
Woods Mow'n Machine | ME2661B 61 Gas Hydrostatic Optional : Alr Riding
Woods Mow'n Machine MZ Premium 52, 61 | Gas | Hydrostatic Optional Alr Riding
Woods Mow'n Machine MZ Premium 61" Gas | Hydrostatic Optional Liquid Riding
Woods Mow'n Machine MZ Performance-Series 61,72 Gas Hydrostatic Optional Air Riding
Woods Mow'n Machine Front-Deck - | 52, 61 Gas Hydrostatic Optional Alr Riding
Woods Mow'n Machine Front-Deck 52,61, 72 | Diesel Hydrostatic Optional | Air Riding
Wiight nllwess T b | 32,36,48 ‘r_Gas_ | Gear-drive Yes | Alr | Walk-behind
wright Lwvp iy ! Gas | Hydrostatic | Yes At  Walk-behind
Wright | wsa2iskaw N Hydrostatic Yes | A | Stand-On
Wright | WS3216KAW (California Only) 32 |Gas | Hydrostatic | Yes Air Stand-On
 Wright [WS3G1SKAW |36 |Gas  |Hydrostatic  |Yes Air Stand-On
Wright | WS3616KAW (California Only) | 36 | Gas | Hydrostatic Yes Air { Stand-On
| - o ! F T
Wright | WS gg éf el Gas ’ Hydrostatic \ Yes Alr \ Stand-On
Wright  wsz A 15261 [Gas | Hydrostati | Yes Air | Stand-On
! !
Wright | wsn We2 les | Hydrostatc | Yes Air | Stand-On
e 4 - — _T36.48 +——t — = ——
Wright | WSE 5261 |62 | Hydrostatic | Yes Alr | Riding
- 55 — e . : 3 4 —
Wright [wz [8.52,61 [Gas | Hydrostatic [Yes — [wr  [Aang
Yazoo-Kees Mid-Max ZT 52, 61 Gas Hydrostatic Yes Alr Riding
Yazoo-Kees Max 2 61 Gas Hydrostatic Yes Air Riding
Yazoo-Kees Max Il 54,60 Gas Hydrostatic Yes Air Riding

Lawn & Landscape
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the list, check out the January online extras.
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The Work It For a Week Guarantee
: H R
only on the new ZTrak™ PRO 900 Series. . @ JOHN DEERE
0

t's the test drive that lasts all week: just purchase any new Z900, OAPR

put it to work for one week, and return it if it doesn’t meet your total

satisfaction”. We believe you'll see what a difference these mowers FOR42
A ’ MONTHS

can make. And once you do, you'll accept nothing less. Guaranteed.

JohnDeere.com/mowpro
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> I KA EUGIES // Tips for managing day-to-day operations

Holding on

Service takes center stage as contractors
choose to keep equipment longer.

As forecasts predicted, 2009 was a tough year for land-
scape contractors and the heavy equipment industry.
Depending greatly on increased consumer spending, new
home starts and infrastructure improvements, contractors
and the manufacturers who supply them with equipment
like skid-steer loaders, telescopic handlers, backhoes and
excavators have felt the pinch more than just about any
other economic sector.

While the economy is now showing signs of life, many

contractors are continuing to play it safe by reducing over
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A year of great lawn care deserves

days of savings.

g : »  Additional savings
| Ll available through

February 26.

Year-round pricing.

&
Bonus offers. Green¥ Trust:
Real savings. e iwm @

wm&mmmh tmommu«lwhu:-muu::-m.:um
GreenTrust365.com w.-uuuhunmu-u-ﬂ—mmu*-mumm;',mmr
Heritage™, Moriinn™, Moryment®, Reward™, Toactcdown FRO™, and the Syngenta iogo on) iegistered vademenics of & Syngenta Group Company.

syngenta
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STRATEGIES

head, scaling back on employees and
being very conservative when it comes
to new equipment purchases.

Mike Werner, vice president of
customer support operations at heavy
equipment manufacturer’s JCB North
American headquarters in Savannah,
Ga., has seen evidence of this scenario
first-hand.

“For a number of reasons, many
contractors are holding on to their
equipment longer in today’s market,”
Werner says. “Over the past year or so,
the credit crunch has made it a chal-
lenge to secure financing for projects.
Customers may not have the money to
spend on improvements to their proper-
ties. This leads to lighter workloads and
machines thataren’t getting used nearly
as much.”

Within the heavy equipment industry,
machine life is measured in two primary
ways: years old and service hours. In

Tips for managing day-to-day operations

There's another

obvious repercussion of
overlooking important
maintenance and service

work — huge repair bills.

most cases, the service hours measure-
ment is a more accurate indicator of the
amount of wear a machine has experi-
enced. However, the number of years a
machine has been around does have an
effect on its residual value.

While some contractors keep a ma-
chine three to five years, or around
5,000 to 8,000 service hours, others
have made it a standard practice to turn
in machines at three years or 3,000
hours to get a higher resale or trade-in
value. Now, those same contractors are

¢

keeping their equipment longer because
they simply can’t afford to sell them.
“Just like what we’ve seen in the hous-

ing market with home prices dipping
below market value, the price of used
equipment has gone down because of
‘Many
owners of heavy equipment are elect-

weaker demand,” Werner says. *

ing to keep their machines longer and
wait out this soft market rather than

Looking to “hedge” your landscaping
or services revenues?

g letnwa

-systems___

Outdoor Insect Control

B

We are actively seeking
Landscaping Professionals
to sell, install and

service our innovative
outdoor misting systems
that effectively control
mosquitoes and other
annoying insects.

Great margins and recurring revenues!

1-866-485-7255
WWW_MISTRWRY.COM
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See how much yvou'll save at / / >
www.rainbird.com/savings R //

Higher performance
and a lower price.

That’s intelligent.

TALK TO YOUR
SALES REP or

DISTRIBUTOR

Save 40% while delivering superior
turf with Rain Bird" 5004 Rotors. s
o o D ey Rain Bird® 5004 Rotors

Rain Bird List Price Hunter List Price

novg et | 91190 | $1995

RAIN I BIRD
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STRATEGIES

Tips for managing day-to-day operations

Maintenance tips

Chris Powell, field manager of com-
mercial engine support for Briggs
& Stratton Commercial Power, pro-
vides a short list of engine mainte-
nance musts:

* Check and change the oil regularly

* Change the air and ol filters based
on the manufacturer recommendations
- your engine cannot breathe through a
clogged air filter or clean the oil through
a dirty oil filter

* Use onginal manufacturer products

IDEAL FOR TREE AND LAWN DEBRIS

Jes . al) Aluminum tof

Vi and parts - these are specially made
for the engine and if you use a non
manufacturer part and it damages your
engine, it may void the warranty

* Mower storage - if storing for any
length of time, be sure to add a fuel

HWY. 16 WEST
BLUE EARTH, MN 56013

AF D EQUIPMENT COMPANY 5072285247

#46 lawnandiandscape. com/readerservice sell them or trade them in for less than
they're really worth.”

MANUFACTURED BY

stabilizer to keep the fuel fresh

AT YOUR SERVICE. As expected, keeping
N b d ff an older machine on the job may save
o o y o ers you money, but it also offers up its own
challenges. Many owner-operators pet
- . :
more cho'ces form their own maintenance work - oil
L changes, daily greasing, checking fluid
levels and inspecting the axles — while
letting their dealers handle the actual
servicing of the machine. However, the
fact that owners are holding onto their
equipment for longer periods of time
brings up service issues with which they
may not be familiar, having traded in
their equipment long before it required
service in the past.
“Owners who used to trade in their

machines often need to be aware of the

And no Other ChOIce Wi” have importance of additional servicing at
s.» ’ ops heir local dealer after their equipmen
more productivity or reliability. R b el s S g

is over three vears old or so,” Werner

says. “They may have never had to have

-Stainless Steel Conslruction

-50' Hose Reel :

-16 HP Vanguard Commercial serviced. Hydraulic relief valves should
-Constant By-pass Agitation

-Hydraulic Drive Hopper System

-GPS Speedometer and tires typically need to be replaced

their powertrain, transmission or axles

also be checked for pressure. Brake pads

after a few years of steady use, and
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Tired of the
weather forecast

making you see red?

Then take charge of your business with CME
snowfall contracts, brought to the professional snow
removal contractor by Chicago Weather Brokerage (CWB)
and GIE Media’s Snow Magazine.

Transfer weather risk out of your business.
* One Snow Event Contact CWB to discuss your options.
* 100 Snow Events

» Seasonal Contracts CHICAGO
+ Bill Per Push Q| WEATHER
BROKERAGE

Once critical factors such as
these will no longer affect

your bottom line. ( 31 2) 466-5666

www.cwbrokerage.com

DINOIVY
www.snowmagazineonline.com
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1-800-AER8TER
www.otterbine.com

A natural solution to

treating poor water quality

in ponds and lakes.

Otterbine’s surface and
sub-surface aeration
systems provide the highest
independently tested oxygen
transfer and pumping rates
in the industry to maximize
the consumption of excess
nutrients that drain into your
ponds. Able to effectively
manage algae, aquatic
weeds and odors has

made Otterbine

STRATEGIES

gauges should also be monitored for
accuracy.”

While regular dealer servicing is ex-
tremely important, Werner says older
machines can benefit greatly from a
few additional maintenance activities
that contractors can handle on their
own. Some of these activities include
regularly inspecting for hose damage,
hydraulic leaks, tire wear and pins and
bushings that need grease. Cylinder rods
should also be greased and checked for
damage.

“The damage incurred by not main-
taining hoses, tires and hydraulic leaks
will eventually lead to one thing that
most owners cannot afford right now,
and that’s downtime,” Werner said. “If

Tips for managing day-to-day operations

a hose blows in the middle of a job, that
job is at a standstill until the machine
can be repaired. That means operators
and laborers will be sitting around wait-
ing to start back up, and they need to be
paid regardless.

There's another obvious repercussion
of overlooking important maintenance
and service work — huge repair bills.
Letting equipment components wear
prematurely by simply not changing
the oil or greasing pins and bushings
can shorten the components’ wear life
by as much as 50 percent. This negli
gence can lead to service bills that are
twice as large, or the need to repair or
replace parts in half the usual amount
of time. (L

On the smaller side

When to repair, repower or replace small engines

Landscape contractors need reliable equipment. If your equipment doesn’t have

efficient, dependable engines, you're dead in the water right from the start. But how
should you know when to repair the engine, repower with a new engine, or replace
the machine entirely?

“Contractors should base this decision on the total cost of engine repairs they ve
had on an existing machine during a one-year span,” says Chris Powell, field
manager of commercial engine support for Briggs & Stratton Commercial Power It
the total cost of engine repairs is more than 25 to 40 percent of the cost of the engine
the engine is likely wearing and not as efficient. It's time to repower with a new
engine.’

Powell adds that as an engine wears and uses more oil, hydrocarbons and carbon
monoxides increase. Repowering the machine with a newer grade, air-cooled engine
not only runs cooler, it reduces the environmental impact as technologically advanced
engines produce fewer emissions. By adding a new engine to a commercial mower
contractors can receive the benefit of increased fuel efficiency, reduced emissions
and a new engine warranty

Whether a landscape contractor is working to maintain an existing engine, or
thinking of repowering with a new engine, regular engine maintenance increases the
longevity of the machine. Performing a simple tune-up — replacing oil, spark plugs and
the appropriate filters — can reduce emissions by up to 50 percent and preserve the
life of the mower

Engine maintenance is an important step to an efficient engine, but Powell says
the number one issue with any engine with high usage hours is oil consumption
Dealers can assist contractors by performing a simple leak down test on any engine
to help quickly evaluate the potential of that engine

“In today's economy, you have to get the best bang for your buck,” says Powell
If you have a piece of equipment that is in good shape, with normal maintenance
repairs it could run another couple of years. Adding nice, fresh power with a fresh
warranty is much less expensive than replacing the entire machine and provides new

engine reliability.”
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UNPLUG
AND MOW!

THE WORLD’S FIRST ALL-ELECTRIC ZERO-TURN RIDING MOWER

| HUSTLER

N NO GAS
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= NO FILTERS
NO EMISSIONS
NO MESS
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STRATEGIES // Tactics for managing day-to-day operations

Rise Above the Competition with

Specialty Projects

Specialty gardens can add to your bottom line. By POLLY BAILEY-RULE

It's the perfect opportunity; landscape
contractors are seeking additional rev-
enue sources and ways to differentiate
their business while homeowners are
looking for ways to improve their prop-
erty values and elevate their enjoyment
of their backyards. This and attention
generated from the sustainable move-
ment has created an increased interest
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in attracting wildlife to landscapes, es-
pecially butterflies and hummingbirds.
Having the knowledge to create and

install these specialized gardens will
help you set your company apart from
the competition.

As for any wildlife habitat, the basic
criteria that need to be met are warmth,
shelter, food and water. A butterfly or

hummingbird garden needs to have
at least five to six hours of sun a day.
Butterflies are cold-blooded and like
to warm themselves in the sun, but
be cautious to locate the garden in an
area that is out of the wind. They are
small creatures and will not feed in an
area where they have to fight the wind.
Butterfly houses can be placed in the
garden, but incorporating some shrubs
such as Hibiscus (Rose of Sharon) or Itea
(sweetspire) in the approximate area
will provide adequate shelter, too. Be
sure to include small rocks in the garden
so they have a place to rest.
Hummingbirds are much less particu-
lar creatures. Not only can they hover
motionless before a flower, they can dart
backwards, up and down so quickly they
seem to vanish from sight. They have an
incredibly fast metabolic rate and must
consume huge quantities of fuel. Ounce
for ounce, hummingbirds require more
calories than any other warm-blooded
animal to both maintain their body
temperature at about 105 degrees, and
to fuel their extremely rapid movement
(a hummingbird may beat its wings up
to 75 times per second).
Hummingbirds have two major
sources of food — flower nectar and tiny
insects and spiders. Insects (which in-
cludes butterflies) cannot see the color
red, but birds can, so hummingbirds are
most drawn to orange, pink and red tu-
bular flowers. Flowers with back-turned
petals are also good sources of nectar
for hummingbirds as insects cannot
negotiate the turn to get into the flower.
Likewise, flowers that droop or hang
down are difficult for insects to enter.
Hummingbirds are attracted to flowers

Warmth, shelter, food and water are the
basic criteria for any wildlife habitat
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such as: Agastache, Weigela, Salvia, Mon-
arda, Calibrachoa, Penstemon, Cuphea,
Fuchsia and Lantana.

Nectar is a prime food source for
butterflies, so plant choice is critical.
Butterflies prefer flowers that have
short nectar tubes and that are purple,
pink, white, yellow or blue. Good nectar
plants for butterflies include: Bloomer-
ang Syringa (lilac) = Proven Winners
says this variety blooms longer than tra-
ditional lilac plants — Lavender, Gaura,
Phlox, Asclepias (milkweed), Verbena,
Dianthus, snapdragons, Lobularia and
Petunias.

In addition to the new generation of
butterflies from early summer, some
butterflies emerge from pupa in early
fall. They will seek a sheltered spot,
such as a hollow tree or a vacant shed,
in which to pass the colder months of
the year in relative safety after flying
around until late fall hunting for food
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Tactics for managing day-to-day operations

Be sure to include
late season food sources such
as Lo & Behold ‘Blue Chip’ -
dwarf variety of butterfly bush
— Buddleia, Solidago (goldenrod)
and Caryopteris in your planting
design.

Don't forget to provide larval
host plants like verbenas, violets,
hollyhocks or herbs such as dill,
parsley or anise so the butterflies can lay
eggs. These plants are also food sources
for the ensuing caterpillars. Be certain
to inform the property owners (and your
own maintenance crews) that pesticide
use needs to be restricted in wildlife
plantings.

Make sure to include a water source
in your plans. It does not have to be
anything fancy — butterflies actually
prefer to drink from mud puddles be-
cause besides water, they also require
the minerals and salt found in the mud.

sources.

A shallow area where water can collect
is all that is necessary. Hummingbirds
also make use of birdbaths for water
and a hummingbird feeder will add to
available food sources.

It's more important than ever to stand
out from the crowd and the ability to
install these specialty plantings will help
you increase your business. ‘L

The author is a certified landscape prolessional
master certified nurseryman and fandscape ac-
count manager for Four Star Greenhouse/Proven
Winners in Carleton, Mich
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SELL MORE 1onoscares

WITH SYNTHETIC GOLF GREENS & LAWNS

ZERO IN ON HIGH GROWTH,
HIGH PROFITS, & NEW CUSTOMERS
CONTRACTOR ONLINE FORUMS

Learn from thousands of contractors how to successfully
market and sell synthetic golf greens and synthetic lawns.

JOINING THESE FREE FORUMS

c AS" 2 £ CAN GENERATE........
/ \= | Py, + Two NEW Profit Centers — 50%+
FLOW PROBLEMS @EE&E - Two NEW Revenue Streams

ELIMINATED ; " * Two NEW Customer Bases
7 el #8890 DAYS - NO Payments & Interest

* Utilizing Existing Equipment
& Employees

* A Simple & Easy Add-On Service
* Year Round Installations

www.allprogreens.com/training
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Suvcessful RFPs must stick in the
client’s mind so when they evaluate
the proposals and chose a winner, they
are comfortable and confident in your
ability to do the job.

Unfortunately, many service compa-
nies tend to rely on a lot of boilerplate
material and equipment/product flyers
when putting together their proposals.
The lack of details and effort won't
excite the client or hold their attention
when they evaluate your proposal.

A winning bid must be customized
to the client’s situation and linked with
the specific scope and unique needs of
the client. Rather than using boilerplate
or including generic information, the
reasons for choosing you need to be
described specifically - sold - to the cli
ent based on the solution, features and
benefits that distinguish you from the
competition and solve their needs.

Instead of general solutions, your pro-
posal must speak directly to the client’s
needs and provide details that show that
you understand the client, support what
you are saying and that you know how to
serve them, Use these six techniques to
customize your boilerplate material:

Research what's important to the
client, including issues or hot buttons
by networking, speaking with people
who are familiar with the client and by
searching the internet for news and arti-
cles about the client. Find presentations
and articles given by the client’s decision
makers to understand what they care
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6 ways to customize your
proposals win more RFPs

BY MICHEL THERIAULT

about. Make a list of them and match
them to your boilerplate information.
Edit your proposal to address these is-
sues within the boilerplate material and
describe the benefits you have related
to their issues. Use headings to clearly
identify the customized material.

Scan the RFP documentation for key
phrases, words, terminology, acronyms,
job titles, etc. and incorporate these into
your boilerplate material. Either replace
your terms with theirs or explain how
your terms relate directly to theirs.

If you use pre-written desci iptions ot
your experience or resume, edit them to
focus on issues that matter to the client.
Pull out items from your experience or
resume that relate most directly to the
client and emphasize them. If specific
features of yvour w;nip:m-nl spec ifica-
tions or service processes address the
client’s unique requirements, add a
\('lulmh' section to the sheets that de-
scribe those benefits to the client.

Don't just do a search/replace with
the client name in your boilerplate
material. Make sure the context of
each one still makes sense and when
possible, change from using the client
name to you or you're, for instance.
You can also replace the generic com-
pany name with titles and department
names when applicable. Change system,
process or other terminology to match
theirs. This makes it more personal and
easier for them to link your solution
with their needs. Reword descriptions

of processes and related How-charts or
organization charts to match the client’s
organization.

Re-structure your text to match
the evaluation matrix and evaluation
criteria. Put your information in the
same order they will be evaluating it
and separate out information that spe-
cifically supports the criteria they use
to evaluate you with. Add headings to
make it easy for the evaluators to find
it. Even if you don't restructure your
entire proposal, use headings and even
numbering that relates directly to the
evaluation criteria or include a summary
table that pulls out the key information
and presents it using the same format
as the evaluation matrix.

Even if you don’t make many changes
to your boilerplate text, add sidebars,
pull-out boxes or summary paragraphs
that specifically link your text to the
client's needs and explains your benefits
and advantages over the competition us-
ing terms and phrases from their scope
of work and specifications.

Saving time and effort with boiler-
plate material isn’t the way to win more
business. By using these techniques, you
can modify your boilerplate material
with minimal effort and create a more
compelling proposal that will be appre-
ciated by your client and increase your
evaluation scores. !

The author is an independent consultan! Based

Guelph, Ontario. He can be reached at www
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Commercial Landscape Management at its best
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JIMHUSTON

runs J.R. Huston
Consulting.
specializing in green
industry consulting,
Reach him at
800-451-5588,
huston@gie.net or
via www.jrhuston.
biz. To purchase
his book, visit www.
lawnandlandscape.
comy/store.
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HUSTON, We Have A Problem

Buying and selling a business: Part |

Surprisingly. in spite of the
current economic doldrums,
there is a lot of activity regarding
green industry businesses being
bought or sold. Mergers, while not
as common as acquisitions and
divestitures, are also occurring.
You may think that this topic is
not relevant for your situation or
your company. I'd encourage you
to think again.

IT TAKES A TEAM. Buying, selling
or merging with another busi-
ness is a challenging team event.
Developing a viable exit strategy is
even more challenging. Youdon't
want to do it alone. Assembling a
solid team to help you with the
process is as important as the
process itself.

The primary team members
are an attorney and a CPA who
are familiar with the merger, ac-
quisition and divestiture process.
Ask around, or call the Better
Business Bureau for a referral for
such specialists. Your personal
CPA and/or attorney aren’t always
right for this team. However, they
should be able to refer you to oth-
ers who are,

It's also wise to talk to other
business persons who have bought
or sold businesses. Their hind-
sight wisdom can provide some
invaluable insight into this pro-
cess. Discussing this matter with
a consultant can also be wise.

HOW IT WORKS INREALLIFE. Bob, a
client in the Midwest, was in his
mid-50s and had wanted to sell
his business for some time in or-
der to make a career change. His
company was mostly construc-
tion, with some maintenance.
The maximum sales for Bob's

company were a little more than
$300,000. The previous year's
sales were way down, less than
half the maximum, as Bob had to
take off a lot of time due to fam-
ily issues. You wouldn’t think his
company was a good candidate to
sell, but he sold it for a little more
than $300,000. Both the buyer
and he were very pleased with
the deal.

A number of years ago an ir-
rigation client on the East Coast
was approached unsolicited by the
owners of two separate irrigation
companies, neither of whom knew
each other. Nor did they know the
other had also approached my cli-
ent. Both owners, one in his 30s
and one in his late 50s, were doing
sales in the $300,000 to $350,000
range and wanted to sell their
companies to my client.

The buyer made a very good of-
fer to the two target companies.
However, both owners decided
not to do the deal. My client and
I were a little disappointed but felt
the offer was a good one, which we
didn't want to increase.

A year later, the owners of both
companies came back to my client
to ask if he was still interested in
doing a deal. My client said he
was, and bought both companies
for the same amount offered
previously.

An attendee at one of my semi-
nars phoned one day. He had a
million-dollar commercial main-
tenance company he wanted to
sell. I told him it would probably
sell for about $.60 to $.75 on the
sales dollar, or in the $600,000 to
$750,000 range. This would in-
clude assets and goodwill. I added
that, depending on circumstances
and the motivation of a buyer, he

might get up to $850,000.

He said his CPA evaluated
his business (using some elabo-
rate business-school model) in
the $1.7 to $2 million range, or
about $1 million higher than
my estimate. | told him that was
great, but that he'd better get all
his money up front, because he'd
never see it if he carried a note
for any of it. The numbers simply
wouldn’t work out. I never heard
back from him.

Not too long ago, I spoke with
a former client who sold his
maintenance business to a private
individual. A year or two later, he
went to work for one of the large
consolidators. He was less than
thrilled with what he saw. Man-
agement of the organization was
chaotic and quality in the field was
suffering tremendously.

He said to me, “Jim, you should
tell your clients that if they want
more work they should follow our
trucks, find out who our clients
are, and market to them.”

The insinuation was that qual-
ity control in the field was so bad
that these accounts were ripe for
the picking. My reply was, “Harry,
they already are.”

CONCLUSION. Don't think that you
are too small of a landscape firm to
purchase or sell a business. You'd
be surprised if you talked with
some of my clients who bought
businesses. They’re not that big.
Also, think exit strategy. What
are you going to do with your busi-
ness when you are ready to retire?
The information in the issues to
follow will not only help you to
prepare your own exit strategy
but it will also help you to get the
maximum dollar for it. L.
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My Whole Life Changed
WhenlTookOna
Weed Man Franchise
In Louisville, Kentucky

My 4 Greatest Benefits
Getting Into the
Weed Man Organization:

1. Local Sub Franchisors that give hand-in-hand support
Advice, guidance, benchmarking support -
it's all there and unlike any other program!
2. Buying p ar convenience

Everything we need in a packaged

system is a true time saver.

3. Tha Budgeting Procoss.

As an accountant | appreciate the well
planned and effective process,

1. Tried and Proven Systems

The deliberate methods in serving
customers is unequaled
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Submittals are often your company’s first impression with a new client

Trust us to help you make

the most of this vital opportunity!
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With Gregson-Clark you get more than quality equipment.
You get a relationship with a company that specializes
in one thing - spraying equipment. Our goal is to
provide green industry professionals with the best
possible solution, whether it's a new sprayer, technical
support, or parts, Call for our catalog,

mnm
Spraying Ec

A Division of Rheﬂ M: Clark, Inc,

Phone: 800-706-9530 Fax: 585-538-9577
Caledonia, New York 14423
www.gregsonclark.com
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TOOLS OF THE TRADE 1/ String trimmers

Reliability Means

Profitability

Contractors ook

Two companies weigh in on how they buy string trimmers. BY CHUCK BOWEN

Any maintenance operation needs
crews that show up every day, and
equipment that shows up, too. Nothing
derails a solid day of work more than
equipment that is finicky or unreliable.
Lawn & Landscape caught up with two
contractors to get their perspective on
what to look for in a string trimmer.

ALLDAY LABOR. Steve Rak, vice president
of Southwest Landscape Management
in Columbia Station, Ohio, says he
needs equipment that is going to work
for his crews every time.

“Our biggest issue is, is it reliable? Is
it going to work for us day in and day
out?,” he says.

Rak uses RedMax string trimmers,
mainly because they're highly recom-
mended by his outdoor power equip-
ment dealer. “Basically, we usually buy
equipment because of the dealer and the

TALKING TRIMMERS

$1,500

service they're going to give us,” he says.
“Usually they give us good advice.”
Southwest Landscape Management
does nearly 100 percent commercial
landscape maintenance - a lot of hom-
eowners’ associations, subdivisions and
cluster homes - and snow and ice re-
moval in the winter months. This year’s
revenue should exceed $1 million.
66
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In season, Rak has 18 employees
and about 20 string trimmers running
almost non-stop. With that many pieces
of equipment out inthe field, he receives
a fleet discount from his outdoor power
equpment dealer. And, he recently de-
cided to move from high-end models to
mid-range ones; he now pays between
$250 and $300 for each one, instead of
$400. He made the move to save money,
and it forced him to give up some horse-
power, but his crew didn’t even notice
the change.

“I personally didn’t notice that much
of a difference,” he adds.

Rak’s advice to contractors ready to
pull the trigger on a string trimmer
purchase is to find a model that is easy
to change the line on. “That takes some
time,” he says. “That is the most time
consuming thing with those machines
is changing the trimmer line. s it easy
for guys to get the heads off?”

With so many string trimmers run-
ning, Rak says he often replaces the old
ones instead of repairing them. “When
you have 20 guys out there, (the equip-
ment) gets somewhat abused,” he says.
“When you need them, you need them.
You need to service the client.”

And this year, his business is up about
10 percent, which has allowed him to
purchase a few more new mowers and
string trimmers for his operation.

“I'm sure that's not the case for every-
body, but for us we had to go buy some
new stuff. It was time to get a couple of
new pieces of equipment,” he says about
his purchasing plans. “You have to know
what to look for and know when they've
lived their life.”

BOTTOM LINE. Jay Gilbert, president of
All Things Green Landscaping, Vero
Beach, Fla., echoes Rak'’s feelings on re-
liability in outdoor power equipment.

“I just care that they work and they're
comfortable in my hand. That’s the
bottom line and that's what helps the
bottom line — that they work," Gilbert
says of his string trimmers.

Gilbert uses Echo trimmers in his
one-man operation. He likes their dura-
bility and reliability. All Things Green,
founded in 2004, does landscape and
lawn maintenance, and irrigation work
with a 40 percent commercial and 60
percent residential split.

These days, Gilbert says he’s hanging
onto equipment longer than he would
in boom times.

“I'm holding on to them as long as |
can, until the motors go,” Gilbert says.
“Once the motors go, I just use them
for parts.”

His trimmer fleet is nine strong - a
remnant from when he had nine em-
ployees, before he shrunk the business
to make it more manageable — and com-
prises four different models. He says he
plans on moving toward just one model,
to make repairs easier.

The U.S. economy has been tough on
Gilbert’s company; he plans on holding
steady next year on sales and power
equipment purchases.

“It's tough like anything. A lot tough-
er,” he says. “I'm buying less equipment,
spending less money. Instead of expand-
ing, I'm just staying where I'm at.” L
The author is managing editor of Lawn & Land-

scape magazine, Send him an e-mall at chowen@®
gie.net




s commercial construction slows,

hydroseeding firms are working to
stay afloat. Here's how two companies
fight price pressure and untrained
competition.

TROUBLE AHEAD. When you only have
a few ingredients, each one has to be
great to make the final product stand
up. That’s the philosophy for Dennis
Richmond, vice president of the Wiley,
Texas-based Hydromulch Services.
Richmod uses wood fiber mulch, lots
of good fertilizer and a polyacrylam-
ide — a type of polymer additive that
conditions the soil, opening it up and

TOOLS OF THE TRADE /// Hydroseeding

Fighting price pressure

Hydroseeding companies rely on quality products and
customer relationships to stay afloat. BY CHUCK BOWEN

preventing erosion from rainfall.

“You get what you pay for. You're
always going to find a contractor that
will do it cheaper,” he says. “Pretty soon
you can't afford to do it right. The trend
is inferior product or less product in the
tank. They don’t end up with a good
stand of grass. We're not willing to do
that. Just don't go down that road; make
it as good as you can.”

Hydromulch works with landscape

contractors on l&l'g(‘ commercial turf

establishment at schools, churches or
office buildings. Hydroseeding makes
up about 70 percent of its $2 million-a-
year business; the rest comes from other

erosion control services.

Business is down this year for the
nine-employee company, Richmond
says, but it’s relying on its two decades
in business to buoy it through the tight
times. Richmond’s company is depen-
dent on construction, and as such it will
feel a larger hit next year, and in 2011.

“When construction slows down, it's
going to affect us,” he says. “We're see-
ing most of our trouble next year.”

This is Richmond’s third or fourth
recession, and he says he doesn’t panic
any more. The company has reduced
overhead, costs and even profit margins,
and has gone back to its customers to

- Spring Clean-up
with ‘

Tine Rake Dethatcher!

\ J Heavy-duty Attachments
‘ for Commercial Mowers

Do more
‘with your mower!

Lift and Latch!

NEw

Heavy latch bar secures both arms |
Simple Ratchet release |
makes operation easy }

800.966.8442

B

For All Your Spraying Equipment & Parts Needs!

(Pictured Below)

@ 600 psi
38" 1D - 50/ft

1/2° 1D - 30/Rt.

#61 lawnandlandscape.com/readerservice

#60 lawnandlandscape.com/readerservice
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TOOLS OF THE TRADE /// Hydroseeders

strengthen their relationships.

“We know it will turn around even-
then
you'll be in a good position to take

tually,” he says. “If you survive ...
advantage.”
What makes that survival difficult is

competing companies that use inferior

products and bungle jobs, which can
cause people to lose faith in hydroseed-
ing and push them toward sod farms.
Richmond works mainly with Turf-
Maker hydroseeding equipment. He’s
been using its machines since he en-
tered into the business 22 years ago, and

SIZE DOESN'T MAT é(;

nmmsmmmmmmm
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says the company supports its clients -
something he recommends contractors
look for in their equipment suppliers.
“A lot of it was my relationship with
Jim Lincoln,” Richmond says of the
TurfMaker president. Lincoln himself
has come out to inspect and repair mal-
functioning machines at a Hydromulch
job site. “You want to talk to the people
who stand behind it. That’s the way Jim
is, and that’s the way his company is.”

LEARNING THE BUSINESS. Bobby Thomas
started mowing lawns, but quickly
moved into erosion control, and now
Reel Neet Erosion Control in South
Haven, Miss., does between $6 and $7
million a year in revenue and has 60
employees. He mostly works for devel-
opers. Now he’s installing 10 acres of
turf at a natural gas pipeline.

Thomas says that as construction has
slowed, he’s had to look farther away
from his headquarters to find work.
He recommends contractors learn as

much as they can about the business

before they make the decision to bring
hydroseeding services in-house.

“Right now, it's a bad time to be get-
“They

‘cause

ting into the business,”
should learn everything they can,
there’s a lot of people out here that think
they know how to hydroseed.”

he says.

Thomas uses Finn equipment; it was
the first hydroseeder he bought and he
has stuck with them. At his current pipe-
line job, he has one mounted to an old
Army truck and another ona bulldozer.
The site is so big, and the terrain so hilly,
he has to use other trucks to push the
machines up steep grades, then pump
water up to two miles away.

“It’s kind of an unusual job,” he says.
“Getting your water to it, that’s a chal-
lenge.” 'L

The author is managing editor of Lawn & Land
scape magazine, Shoot him an e-mail at cbowen@

Die.net
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Introducing the First
Green Industry
Online Marketplace.
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Green Industry Software

without all the overcomplicated,

clunky, frustratingly difficult features and
frritating workarounds that still don’'t accomplish what
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you need. wasting youwr timoe, leaving you b fo: aroal

we?
QXpress Online’s fully customizable interface means you P
get your own custom business system, without all the 5’ ”ly
bulk. Keep the features you need. Remove the features
you don't need. Create the features that make your
company unique.

Create your own fields, data entry screens,
customer portals, reports and forms.

Scheduling, Job Costing, CRM,
Routing and Batch Invoicing.

Real-time synchronization with
QuickBooks.

Web based access to your scheduling,
routing and QuickBooks data.

geee

Sign up today! Visit www.qxpressonline.com

or call 888-QXpress ext. 1 @ APPL'\K‘ATOP

LLom

LﬁX’Dr‘eSS ONLINE Commercial & Residential Marketplace of the Green Industry.
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HORTICOPIA
Frofessional \ersion V

Enhance your designs with gorgeous
presentation sheets you easily create
with the Frofesounal software.

GO FOR A JOYRIDE

The Pathfinder spreader/sprayer and the
new Rover spreader are commercial grade
machines that will increase your productivity
and decrease your downtime. But don‘t take
our word for it, try one for yourself.

877.423.4340 - groundlogicinc.com

Request information at 1-800-560-6186
GROUMND LLoGIcC www.horticopia.com
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AD INDEX

Website Page# RS#Q Advertiser Web site
Adkad Technologies www.adkad.com 34 34 john Deere Construction www.johndeere.com
All Pro Putting Greens www.agriumat.com 61 53 JRCO Inc. WWW.jreaine.com 7
Alocet www.alocet.com 69 63 JZ Business Consultants www.jzbusinessconsultants.com 70 68
AquaMaster www.aquamasterfountains.com 22 22 LT Rich Products WWW.Z-Spray.com 54 47
BASF www.betterturf.basf.us 17 19  Liberty Tire Recycling www.libertytire.com 9 13
Belgard www.belgard.biz 25 28 Liquid Fence www.liquidfence.com 3 it
Bobcat www.bobcat.com 19 7 Little Wonder www.littlewonder.com 5 13
Carson by Oldcastle Precast  www.carsonind.com 30 21 MistAway Systems www.mistaway.com 52 44
Enclosure Solutions Monsanto WWW.monsanto.com 7 13
Chicago Weather Brokerage www.cwbrokerage.com 55 51 Nufarm www,nufarm.com 32.33 32,33
CLC Labs 23 25  Otterbine Barebo www.otterbine.com 56 49
Clip Software www.clip.com 70 67  Primera Turf www,primeraturf.com 75 69
Dewitt Co, www.dewittworld.com 63 54 PRO Landscape/Drafix www.drafix.com 2 10
Dixie Chopper/Magic Circle www.dixiechopper.com 47 41 Quali-Pro www.quali-pro.com 13 17
Ewing Irrigation www.ewingl.com 34 35 Rain Bird www.rainbird.com 53,76 4570
Exaktime www.jobclock.com 18 59  Real Green Systems www.realgreen.com 24,60 27,52
Exmark www.exmark.com 23%.31* 31" Redi Haul Trailers www.redihaul.com 23 24
Ferris www.ferrisindustries.com 15 18  RND Signs www.rdsigns.com 8 14
Ferris www.ferrisindustries.com 45 40 Sourceone (Plugr) WWW.SOUTCeones.com 26 24
Finn Corp. wwiw.finncorp.com 68 62 Syngenta WWwW.syngenta-us.com 51 43
Goilawn www.goilawn.com 29 30 Tafco Equipment Co. www.tafcoequip.com 54 46
Grasshopper www.grasshoppermower.com 43 39 The Highmark Group www.highmarkonline.com 65 58
Green Applicatar Auctions  www.greenapplicatorauctions.com 69 64 Toro WWW.LOTO.COm 7 36
Gregson-Clark www.gregsonclark.com 65 56 Turf Holdings/Weed Man www.weedmanfranchise.com 65 57
Ground Logic www.groundlogicinc.com 69 65 U.S. Lawns www.uslawns.com 63 53
Horticopia www.horticopia.com 69 66 Visual Impact Imaging www.visualimpactimaging.com 22 23
Hunter Industries www hunterindustries.com 59 48  Walker www.walkermowers.com 41 38
Hustler Turf Equipment www.hustlerturf.com 57 50  Westheffer Co. www.westheffer.com 67 60
Intuit www.intuit.com 27 29 Wright Mfg. www.wrightmfg.com 39 2
John Deere www.johndeere.com 49 42  « Denotes regional advertising

MANAGE your BUSINESS
the SMART WAY ...

GROWTH.

It's what your small business will see when you get five basic things
right: employee relationships, financial management, sales development,
marketing diversity and customer retention.

* Schedules customer’s jobs

The consultants of The Small Business Group will help you get these right.
' .. time and time again.

* Routes crews in best order *

We offer the knowledge to shorten your learning curves and the experience
to help you build your business more quickly and more smoothly.

* Tracks employees

The power of SBG!
“Hiring Jeff is easily one of the best decisions I've ever made. By using Jelf’s real
world advice and his common sense approach, our business has doubled every year
for the past three years.” - Roger Roumpl, President GroundWorks, Inc.

* Finds your profitable customers«
« Can bill from QuickBooks® )

* Requires Microsoft MapPoint. W .
www.clip.com « 800-635-8485

Let personal business coach Jeffrey W. Zindel and Jon E. Firmature, help you fine
tune what you know, develop your existing talents and realize your full potential.

The Small Business Group
— SN

BUSINESS CONSULTANTS

For morae information, please call us at

888-425-0421 www.thesmallbusinessgroup.com
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#68 lawnandlandscape.com/readerservice

70 JANUARY 2010  www lawnandlands



http://www.adkad.com
http://www.johndeere.com
http://www.agriumat.com
http://www.jrcoinc.com
http://www.alocet.com
http://www.jzbusinessconsultants.com
http://www.aquamasterfountains.com
http://www.betterturf.basf.us
http://www.libertytire.com
http://www.belgard.biz
http://www.liquidfence.com
http://www.bobcat.com
http://www.littlewonder.com
http://www.carsonind.com
http://www.mistaway.com
http://www.monsanto.com
http://www.cwbrokerage.com
http://www.otterbine.com
http://www.clip.com
http://www.primeraturf.com
http://www.dewittworld.com
http://www.drafix.com
http://www.dixiechopper.com
http://www.quali-pro.com
http://www.ewingl.com
http://www.rainbird.com
http://www.jobclock.com
http://www.realgreen.com
http://www.exmark.com
http://www.redihaul.com
http://www.ferrisindustries.com
http://www.rndsigns.com
http://www.ferrisindustries.com
http://www.sourceonex.com
http://www.finncorp.com
http://www.syngenta-us.com
http://www.goilawn.com
http://www.tafcoequip.com
http://www.grasshoppermower.com
http://www.highmarkonline.com
http://www.greenapplicatorauctions.com
http://www.toro.com
http://www.gregsonclark.com
http://www.weedmanfranchise.com
http://www.groundlogicinc.com
http://www.uslawns.com
http://www.horticopia.com
http://www.visualimpactimaging.com
http://www.hunterindustries.com
http://www.walkermowers.com
http://www.hustlerturf.com
http://www.westheffer.com
http://www.intuit.com
http://www.wrightmfg.com
http://www.johndeere.com
http://www.clip.com
http://www.thesmallbusinessgroup.com

Ll

!
| Maximize your Fall In Love
- advertising dollars With Your Company
‘ We offer the industry's lowest costs for you to be All Over Ag ain!
seen in both Lawn & Landscape magazine and
‘ on www.lawnandlandscape.com. www.alm anow.com
| Please contact Bonnie Velikonya
3 at 800/456-0707 x5322 or
| bvelikonya@gie.net gnem Lfn.mn & u.nc?mupo facebook
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*Two
*Two
*Two

I'rnhl Centers
Revenue Streams
Customer Bases

- NO Payments/Interest

* A Simple, Easy Add-On Service

* Buy Manufacturer Direct

1-800-334-9005

NO PAYMENTS, NO INTEREST
FOR DAYS

We Your Installs
www.allprogreens.com/training

JLL LANDSCAPES & JOBS

Profit Centers
Revenue Streams
Customer Bases

k - NO Payments/Interest
* A Simple, Easy Add-On Service

* Buy Manufacturer Direct

1-800-334-9005

*Two
*Two

NO PAYMENTS, NO INTEREST
FOR DAYS

We Your Installs

www.allprogreens.com/training

ASSOCIATIONS

CLASSIFIEDS

DEALERSHIPS AVAILABLE

Z-Dump, the revolutionary dump bin insert
that fits into any standard pickup truck bed
with out changing the truck’s appearance
is currently looking for dealers throughout
the United States. Z-Dump offers dealers a
highly profitable product along with
excellent floor planning options and an
outstanding freight program

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

SELLING YOUR BUSINESS?

FREL
APPRAISAL

NO BROKER
FEES

Professional Business Consultants
‘z,usll')('ss

) (o
o —
o’ ‘ <
& « -
- ‘ >
g ot B
o z
Professional Business Consultants can obrain purchase
o m qualified buyers without discl
identities. Consultants’ fees are paid by t}
CALIL

708-744-6715

FAX: 508-252-4447
pbemellol@aol.com

Whether you are a
business conversion or
individual start-up,

secure your future
with a 20+ year
\environmenta

\\industry
\leader.

Sustainable and Organic
Landscaping

Accreditation program for professionals
Jan. - Feb, 2010 - NOFA Organic Land
Care Accreditation Course

www.organiclandcare.net - 203-888-5146
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CLASSIFIEDS

BUSINESS WANTED

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

BUSINESS FOR SALE

SW FLORIDA
LAWN AND LANDSCAPE
BUSINESS FOR SALE
10 year old full service, 90% commercial
HOA's, POA's and long term Gov. Contracts
Over $2M in revenue
Call John Brogan Acquisition Experts, LLC.
772-220-4455 or
john@acquisitionexperts.net

FOR SALE
Well respected, 28 year old lawn care company
with nearly untouchable 96 to 97 percent
TELENtion rate, SEason to $eason.
Over 1,000 accounts. South and West suburbs
of Pittsburgh. Contact Lawn Care,
PO. Box 16081, Picsburgh, PA 15242,

FOR SALE
Maryland Based Irrigation & Landscape
Lighting Company
Client Base 80% Commercial and
20% Residential
Turn Key Opportunity
Large Inventory
Motivated Seller
Owner Retiring
Call For Details 443-871-2668

TEXAS PANHANDLE
LANDSCAPE BUSINESS FOR SALE
Maintenance, Sprinkler
and Landscape Install

$ 1,000,000.00 Gross Yearly Income
includes all equipment, land and
10,000 sq. ft. shop and offices.

$2,250,000.00 Call Al @ 806-220-3310

LANDSCAPE COMPANY FOR SALE
North Atlanta
Landscape, Maintenance, Installations
Equipment & Trucks available
Revenue; $500,000.00+

Contact Rand Hollon at Preferred Business Brokers
800-633-5153

GREAT OPPORTUNITY

KUBOTA DEALERSHIP
FOR SALE
FIRST CLASS GOING BUSINESS
SERIOUS INQUIRIES
PLEASE E-MAIL
SELLKUBOTA@GMAIL.COM

72 JANUARY 2010
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FOR SALE IN SOUTH CAROLINA

Landscape/Maintenance Company
located in upstate South Carolina.
15 Year old business, 60% landscaping,
40% maintenance.

Turn key operation on 5 plus acres with
2400 sq ft. recently remodeled
century old farm house adjoined by
2 rental houses with $975.00 rental
income per month. 8000 sq. ft. nursery
with irrigation, 2 shops, 1 heated
and complete w/ bath, shower and
office combined.
$125,000.00 plus in late model
well kept equipment.

Too many other extras to mention,
1.3 million.

Serious inquires only to
atilliosgrandma1l@aol.com

BOOKS

Want to take your “best shot”
at the bid table?
From the Green Industry’s Estimating Leader!
Jim Huston's new book can help
A Critical Analysis of the
MORS Estimating System
All major estimating methods
thoroughly explained
For a free audio book go to www jrhuston.biz
Email Jim with questions at: jhuston@jrhuston.biz
Or call to order: 1-800-451-5588
In this “Down” Economy
You need to know your costs
more than ever!
Jim Huston's book can help
How to Price Landscape & Irrigation Projects
Proven with thousands of pro contractors
Used by over 60 colleges
Learn more at www.jrhuston.biz
Email Jim with questions at: jhuston@jrhuston.biz
Or call to order: 1-800-451-5588

DIRECTORY

List your Green Industry Company
for FREE on our national web directory.
Visit www.landscapeandlawns.net
for details.

A complimentary service from Rittenhouse

ESTIMATING

Simplify Your Entire Bidding Process

Easy New Software from Jim Huston
Proven with hundreds of pro contractors

Fully Integrates Estimating, Job Costing & More
Links with QuickBooks

Learn more at www.jrhuston.biz
Free on-line demo e-mail: jhuston@jrhuston.biz

MERGERS & ACQUISITIONS

ATTENTION CONTRACTORS
Thinking of buying or selling
Commercial Real Estate and/or Business? |
Specialize in:
«Vacant Land
« Farmland
« Nurseries
» Industrial Buildings
» Mergers & Acquisitions
Call
Eddy Dingman
COLDWELL BANKER
COMMERCIAL NRT LLC
(847) 313-4633

GPS VEHICLE TRACKING

No monthly fees
Call 407-888-9663
www.vehiclewatch.com

GPS VEHICLE &
EQUIPMENT TRACKING
No monthly fees
Call 321-377-8670
www.TrackerLocate.com

FOR SALE

PROTECT
YOUR PLANTS.

-

Cost-effective, earth-friendly
Insect and Animal Repellent.

Zero-Hour re-entry. Ready-to-Use or Concentrate.

WA

800-627-6840
hotpepperwax.com
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Used pushers for sale starting at $900 LANDSCAPE EQUIPMENT EXCITING CAREER

1 year old v boxes stainless steel $3250 TREE STAKES OPPORTUNITIES FOR SERVICE
New pushers starting at $1375 Doweled Lodgepole Pine INDUSTRY MANAGERS
Salt for sale St. Louis Area $66 per ton CCA Pressure Treated Come join one of the largest Vegetation
Salt for sale Chicago Heights $74 per ton 2" Diameter, Various Lengths Management Companies in North America
Call Chad at 513-678-1597 Economita .Strong and Attractive DeAngelo Brothers Inc,, is experiencing tre-
oo LANDSCAPE DESlGN KIT 3 P?g:esgggggigggo mendous growth throughout the United
3 48 niber stamp syt JASPER. ENTERPRISES, INC States gnd Canada creating openings com-
plants & more. 18° mle ' N pany wide.
Stamp sizes from 1/4" to | 34 We ship nationwide.
PRICE $127 + M + tax in CA % : ] : :
Am‘ékﬁ'éiu??m?«co Web site: www.jasper-inc.com :Y::;Z:fkﬁgfpfﬁ;:lpi;'ss";::;gd?hlz
e a7 a2 o o LANDSCAPER ACCESSORIES day to day operations of vegetation man-
‘ cru"»&r%%:nen T e agement operations. Experience in veg-
- S = v etation management preferred. Qualified
FRESH BALED PINE STRAW Ve WA R Y apphcants must have proven leadershrp
From South Georgia and North Florida abilities, strong customer relations and
@ Wholesale Prices Mesh Debris Bags *l.‘.lh mterpersohal skills, We offer excellent sal-
RIS N i Equipment Covers +*- Sun Neck Protection ary, incentive programs, bonus and benefits
URITED OINE STRAW NG Chemical Protection and muchk more! pa.ckagesi including 401K and company
B0 THAD00E g CMECK OUT ALL OUR PRODUCTS ON THE WEB AT: paid medical coverage.
brian.a.reese@embargmail.com g m-w“happs-c"m For career opportunity and confidential

a 800-816-2427 ﬁ?\ consideration, send or fax resume, including

geographic preferences and willingness
to relocate to: DeAngelo Brothers Inc,

PLANTS & TREES Attention: Carl Faust, 100 North Conahan Dr,,
Mow MORE Hazleton, PA 18201. Phone: 800-360-9333.
LANDSCAPE SUPPLIES, INC. Fax: 570-459-5363. cfaust@dbiservices.com

PERENNIALS & GROUNDCOVERS
Over 160 varieties — No order too small

MOW MOre SUppIieS FREE Color catalog

'| '800'866'9667 Shipping UPS & FedEx daily D

Come Grow
1-800-521-7267
www.evergreennurseryinc.net \\\QB. Brothers With US!

EQOE/AAP M-F-D-DV

Mower blades, air & oil filters, EVERGREEN NURSERY, INC.
frimmer line, belts, plugs and 1501 Dials Mill Rd. Statham, GA 30666 Leaders in Vegetation Ma Since 1978
tons of blodes in 5tocl(, Specializing in Railroad, Roadside, Industrial

T R E E s & S H R U B S and Aquatic Vegetation Management,

www.mowmore.com our clients include many of the
4'-10’ Grafted Blue Spruce largest corporations in North America.
3’-8' upright Jap. Maple DBi is @ market leader with a clear vision
"_ A of the future, investing heavily in
24 ‘:2 ,,ng Jap. Maple our people, our core values and
1-1/2"-4" cal. Shade Trees a friendly work environment.

4'-7'Emerald Green Arbs
3'-5’ Schip Laurel
18"-36" Otto Luyken
18"-36" Boxwoods & more

WE ARE LOOKING FOR
.‘ '.‘

. AND DIVISIONS THROUGHOU
Silverton, OR 503-873-3501 THE UNITED STATES AND CANADA.
Qualified applicants must have a
TREE CARE minimum of 2 years n/ experience
in the green industry,
ROPES’ ROPES, ROPES have proven {wulvr.sh.l]f abilities
Al A f Eatban and strong customer u'l_ulmn.\
types and brands of professional arborist and interpersonal skills,
climbing, lowering and rope accessories at *WE ARE ALSO ALWAYS LOOKING FOR TALENTED
warehouse prices. Call for current price list. Visa, e N R YA e

TECHNICIANS AND LABORERS... COME GROW WITH US!

MC, AX. Small Ad - Big Savings, since 1958.

s preader' M ateTu 1-800-873-3203 We offer an excellent salary, bonus and

benefits package including 401(k) and
HELP WANTED company-paid medical and vacation benefits.

For career opportunity and confidential consideration,
send resume including geographic preference

This self-contained “drop-in" sprayer converts
your commercial broadcast spreader to
a fully functional sprayer in minutes.

GREAT CAREERS e S RS
Toll e - 800.700.9630 F H 100 North Conahan Drive | Hazleton, PA 18201
Phone - 585.538.9570 OUND ERE Phone 800.360.9333 | Fax 570 4595363
Fax - 585 538.9577 Email cfaust@dbiservices.com
e ssesoarmgsncakcom G REENMATCHMAKER.COM g ket

www.dbiservices.com
www.GregsonClark.com
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CLASSIFIEDS
GreenSearch

Since 1995, GreenSearch is recognized as the
premier provider of professional and confidential
employment search exclusively for exterior and
interior landscape, irrigation, and the overall green
industry throughout North America
Check us out on the Web at
www.greensearch.com or call toll free
at 888-375-7787 or via
e-mail info@greensearch.com

POSITIONS FOR COMPLETE CREWS
RESORT AREA

Northwest Michigan landscape company
taking resumes for 2010. Working with
high-end and lakefront construction.
Positions for complete crews:
superintendents, foremen, mason, hardscape,
nursery and irrigation.

Valid driver’s license, Spanish language a plus.
Full benefits, 401K profit sharing.

Fax resume to 231-549-1044 or email
boynelandscape@msn.com

KEY EMPLOYEE SEARCHES
Florasearch, Inc. in our third decade of
performing confidential key employee
searches for the landscape industry and

allied trades worldwide.
Retained basis only.
Candidate contact welcome, confidential
and always free.
Florasearch Inc., 1740 Lake Markham
Road, Sanford, Fla. 32771.
Phone 407-320-8177,
Fax 407-320-8083.
E-mail: search@florasearch.com
Web site: www.florasearch.com

¥ BRICKMAN

Enhuncing the American Landscape Since 1939

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

Nationwide career and internship
opportunities available in:

* Landscape Management
* Landscape Construction
* Irrigation

* Accounting

* Business Administration

Start growing your career at:

brickmangroup.com

LAWN & LANDSCAPE IS ALSO ON:
www.twitter.com/lawniandscape
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SOFTWARE LIGHTING

ArborGold Software

Save time, streamline your business, and make

more money -\Hh customer TL'I.HIHII\!HI‘

management software for the green industry!

FREE Demo Video at www.ArborGold.com

Or call 800-933-1955 today!

K
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FREE COMPUTER WITH PURCHASE
OF BILLMASTER SOFTWARE!

Billmaster is the best software in the
lawn and landscape design industry.
Billmaster is designed for creating
and tracking estimates, scheduling,
routing, and calculates sales tax and
financial reports. We import data
from existing systems. Unlimited
training and support tailored to
meet your business needs.
Easy payment plan available. We
accept checks, VISA, MC and AMEX.
GET YOUR BILLS DONE FASTER
WITH BILLMASTER!

201-620-8566 www.billmaster.info

WEB DESIGNERS

Architectural & Landscape Lighting

www.NiteTimeDecor.com

Web De»sugn, Brochures, Logos, Lettering conlacl us lodav “"
and Printing Services for Landscapers. s = =
Your single source for marketing your aﬂﬂlllonal "“("ma"on!

e o 1.800.687.9551

www.landscapermarketing.com
or call 888-28-DSIGN.

INSURANCE

i M.F.P. Insurance Agency, Inc. %
Insuring the Green Industry since 1986
Applicators Hydroseeding Snow Removal
Industrial Weed Control Holiday Lighting Tree & Shrub Maint
Right of Way Mowing & Maint Landscaping

Complete Range of Pollution Coverages

New Comm'l Auto Program for Landscapers
and Mowing & Maint. Services with VERY LOW RATES!

Contact one of our Green Industry Specialists

matt@mfpinsure com jleonard@mfpinsure.com rick@mfpinsure.com

Toll Free: 800-886-2398 Fax: 740-549-6778
&EF www.mfpinsure.com [gé
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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.
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rimeraTurt. PrimeraTurf and PrimeaOne are registered trademiarks of Primeralurt, Inc, Aways read and follow label directions
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Learn more about Rain Bird's ‘

» : commitment to water-efficient product
. . * "
‘ at www.rainbird.com/iuow ‘
.

. \
9 @ e <
= c . < [

c ¢ <
&
(:.

Preserving beauty while
conserving water.

¢

That’s intelligent.

Through innovative product development, Rain Bird is helping
sustain healthier landscapes—and a healthier planet.

f n or colorful garde il iter-effi f Rain Bird
at ) [ rutt 10 3y € Ia
re-r ] leadir Mal 1y, Rain Bird
Dro ake tl t of eve ] [ | 1ess water
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