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There's business out there. 
Get more of it. Guaranteed! 
M a x i m i z e y o u r c h a n c e s t o 
w i n t h a t n e w l a n d s c a p e o r 
r e n o v a t i o n p r o j e c t u s i n g t h e 

m o s t c o m p l e t e l a n d s c a p e d e s i g n so f twa re 

ava i lab le . PRO L a n d s c a p e wi l l h e l p y o u 

c o m m u n i c a t e y o u r d e s i g n s w i t h s t u n n i n g 

pho to rea l i s t i c 3 D i m a g e s , easi ly c rea te 

accu ra te 2 D a n d 3 D C A D d r a w i n g s a n d 

a u t o m a t i c a l l y g e n e r a t e p ro fess iona l 

p roposa l s . W e g u a r a n t e e you ' l l sell, 

p l a n a n d b i d b e t t e r t h a n eve r b e f o r e , 

o r we ' l l g i v e y o u y o u r m o n e y back . 

"I've won every bid when I've 
used PRO Landscape" 
Aron Ho f fman , Groundskeepers Landscap ing, Inc. 

VISUAL DESIGNS THAT SELL 
Excite customers wi th photos of 
their home with r ecommended 

landscaping in place. 

4 

STS.-

PROFESSIONAL PROPOSALS 
Show your professionalism 

with complete, pol ished 
proposals prepared in seconds. 

ACCURATE SITE PLANS 
Easy-to-use CAD lets you 
quickly deve lop detai led, 

accurate site plans. 

drafix software inc. 

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

p r o l a n d s c a p e . c o m 

800-231-8574 or 
p r o l a n d s c a p e @ d r a f i x . c o m 

SELL BETTER • PLAN BETTER • BID BETTER 
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New T-Zonem With Triclopyr 
For Tough Weed Control. 

Alew Katana™ For Weed Control 
In Southern Turf grasses'. 

MnfeMifc^ fcnTKWW^) ^(whhit ftuntrf HBR&ie w(e gSgdB 

Gl p b i / c o R d o n 

t 1 c o R p o n a b i o n 

800.821.7925 • pb igordon.com An Employee-Owned, Company 
* Pending state registrations. Not for use on residential lawns. 00904 



CHUCK BOWEN 
Managing Editor 

Running on all eight 
David Snodgrass understands the importance of diversification. The president 

of Dennis' 7 Dees in Portland, Ore., runs an $18 million-plus operation that 
includes residential design/build, commercial bid/build, landscape maintenance 
and five garden centers. 

The subject of this month's cover story - "Diversified by design," page 34 -
Snodgrass knew the inherent risk of running any green industry business, and what 
he had to do to fight it. 

"The green industry is never hitting on all cylinders in all areas," Snodgrass says. 
"Sometimes there are pockets of strength and pockets of weakness. Being diversified 
allows us to leverage the pockets of strengths into the pockets of weakness." 

Landscape contractors and other green industry professionals have seen that 
bumpy ride first hand. Companies too focused on residential design/build have 
folded. Nurseries with too much 
stock have set fire to their fields. For 
some, only serving a particular niche 
is a recipe for disaster. 

Snodgrass and other landscape 
contractors who have taken the same 
road to diversify their operations 
are on the right track. Some in the 
North offer snow and ice removal; companies in the Southeast take up perimeter 
pest control. It seems everyone has started a maintenance division to build up a 
stream of recurring revenue. 

Many successful business owners will tell you to focus on one thing and do it 
really well. And that's great advice, until nobody wants to buy that one thing you 
do, no matter how well you do it. 

But, in reality, Snodgrass hasn't strayed from his core strength - landscape design. 
He's just repackaged it and found five storefronts to sell it in, and to sell it to more 
customers. Through his Planscaper program, he makes his designers available to 
homeowners who want a professional installation but want to do the heavy lifting 
themselves. The clients buy the plants from his garden centers and, sometimes, he 
upsells them to projects in his landscape division. 

"We're trained landscape designers and contractors. That's our grounding. We 
have brought that into the retail garden center arena, so we have a level of profes-
sional design that's not going to be part of a garden center that expands into landscap-
ing or a garden center that's going to offer some type of DIY service," he says. 

Every company has a core strength - something you're better at than anyone else 
in your market. The challenge is to think about that strength broadly enough to 
make it marketable and salable to customers. It's not snow removal, killing bugs or 
cutting grass. Anyone can do those things. It's managing two dozen subcontractors, 
setting up efficient routes and developing profitable systems. 

David Snodgrass was able to find a new channel to highlight his expertise and 
stabilize his firm. And he's right, the green industry's disparate segments aren't 
usually all booming. But when you find your company's strength - and the right 
market - you'll start running on all eight cylinders. ® 

The green industry is 
never hitting on all 

cylinders in all areas." 
— David Snodgrass, Dennis' 7 Dees 
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Does y o u r i n s u r a n c e c o m p a n y t h i n k 
" p h o t o s y n t h e s i s " is t h e l a t e s t 
f e a t u r e o n a d i g i t a l c a m e r a ? 

In a c o m p e t i t i v e b u s i n e s s e n v i r o n m e n t , y o u c a n t a f f o r d an 
i nsu rance c o m p a n y t h a t d o e s n ' t u n d e r s t a n d y o u r bus i ness . 
H o r t i c a has o v e r 1 2 0 y e a r s e x p e r i e n c e in t h e h o r t i c u l t u r a l 
i n d u s t r y . W e p r o v i d e s p e c i a l i z e d i n s u r a n c e s o l u t i o n s a n d 
loss c o n t r o l s t r a t e g i e s t h a t o t h e r c o m p a n i e s d o n ' t de l i ve r . 

To learn h o w H o r t i c a c a n he lp p r o t e c t y o u r b u s i n e s s 
v i s i t w w w . h o r t i c a - i n s u r a n c e . c o m o r cal l 8 0 0 - 8 5 1 - 7 7 4 0 . 

www.lawnandlandscapc.com/roadorservice • 

INSURANCE & EMPLOYEE BENEFITS 

To gu ide and p rov ide 

http://www.hortica-insurance.com
http://www.lawnandlandscapc.com/roadorservice


STICKING TO OUR GAME PLAN 
Just read my first 2010 Breakthrough on B&L Landscap ing ("Business Breakthrough," 
March 2010). I like the format a lot! It is especial ly cool that they shared documents and 
the v ideo with the rest of the green industry. It really makes it a lot more personal. 

There is a lot go ing on with the economy, but one thing we like to say in our organiza-
tion is that it has made us much smarter! We are do ing extremely well despi te all the 
g loom and doom in Cleveland and throughout Ohio. Some of the things we have done 
include leaning heavily on industry experts and their foresight on the economy. We began 
planning, diversifying and scrutinizing everything we do in our organization. Developing 
a solid game plan and st icking to it has paid huge div idends. 

We have been selected by state local and national organizat ions as one of the fastest 
growing privately held firms in the country. We have remained 
extremely profitable despi te the economy and have contin-
ued to grow by double digits for several years. 

We are exci ted despi te how many feel. This economy has 
created an enormous amount of opportunit ies for all creative 
entrepreneurs. 

Keep up the great stuff! I am an av id fol lower of the 
magazine. 

Jerry Schill, vice president and owner 
Schill Grounds Management 
Sheffield Village, Ohio 

MANY BENEFITS 
TO HUNTING 
Editors note: A sidebar in a profile of Ron 
Kujawa in the October 2009 issue of Lawn 
& Landscape discussed Kujawa s interest 
in hunting, and garnered lots of feedback. 
Here is his response. 

As a lifelong hunter I was not surprised 
at the excited response over the side-
bar "Shooting an Elephant" (October 
2009) . All hunters are familiar with such 
emotional, if not fact-based, responses. 
While I commend the passion, I prefer 
the facts. I hope this measured response 
helps explain the benefits of hunting to 
the animals, the environment and the 
people of Africa. 

According to The United Nations 
Convention on International Trade 
in Endangered Species of Wild Fauna 
and Flora Conference of the Parties, 
published in 2007, not all elephants are 
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considered endangered. 
Countries that treat elephants as a 

renewable resource with economic 
value and allow hunting (within a highly 
regulated, quota-driven system) have 
seen their animal populations flourish. 
Elephants have only remained endan-
gered in countries that have banned 
hunting. 

"Trophy hunting is of key importance 
to conservation in Africa by creating fi-
nancial incentives to promote and retain 
wildlife as a land use over vast areas," 
reported National Geographic News in 
2007. Trophy hunting employs tens of 
thousands of people in Africa and pre-
serves more than 540 ,000 square miles 

1 (that's more than the combined size of 
Texas, California, New York, Florida and 
Ohio) in the 23 African countries where 
it is permitted. 

Most rural Africans live on diets of 
maize or rice; meat from hunts provides 

the primary protein source to the local 
community. 

In Zimbabwe, this much-needed pro-
tein was valued at more than $250 ,000 
annually, according to "The Income 
from Elephant Trophy Fees in Campfire 
Districts in 1992." Anecdotally, nothing 
from my hunt was wasted; we witnessed 
first-hand the gratitude people had for 
the sustenance provided. 

In addition to the money spent by 
people like me, there are many interna-
tional foundations (SCIF, Mzuri Wildlife 
Foundation, etc . ) funded by hunters 
that contribute additional millions of 
dollars for education, conservation and 
humanitarian projects. 

Animals are protected by anti-poach-
ing patrols employed by the hunters, and 
trophy fees are shared with indigenous 
tribes. (The Economics of Wildlife and 
land use in Zimbabwe, WWF Project 
Paper No. 36 Harare, Zimbabwe.) 

I learned hunting and fishing from my 
father while growing up. Now, because 
of my professional achievements, I enjoy 
the heritage instilled by my forefathers 
in places few people get to visit. In so 
doing, I have seen the world as it re-
ally is; I have helped employ the needy 
and feed the hungry, and I am proud to 
pass this legacy on to my children and 
grandchildren. 

Ron Kujawa 
KEI Enterprises 
Oak Creek, Wis. 

WHAT DO YOU THINK? 
Have something you'd like to share 
with the editors - a great idea, 
industry insight or even a new hire? 
Send it to lleditors@gie.net or call 
Managing Editor Chuck Bowen 
at 330-523-5330 and you and 
your company could be featured 
in an upcoming issue of 
Lawn & Landscape. 

0 

« Es y ape-proof your weed control. 
Even hard case weeds like crabgrass can' t get away f rom Quincept(PJ herbicide. With 
three active ingredients in rates that opt imize performance, Quincept nails grass and 
broadleaf weeds that have escaped pre-emerge appl icat ions. See your distr ibutor or 
www.nufarm.com/tur f for more on how to put a s top to escapes. 

Better Choices. Better Business. 

O 2010 Nufarm. Important: Always read and follow label instructions. 
Qwncept4 is a registered trademark of Nufarm. www.nufarm.com/us 

mailto:lleditors@gie.net
http://www.nufarm.com/turf
http://www.nufarm.com/us


Nick Shebert of TurfPro, Sacramento, Calif., befr iended an 
alligator dur ing an Everglades airboat tour attendees went 
on dur ing the R&R portion of the DuPont event. 

GRUBS, GATORS 
AND MORE 
Network ing and product /pes t educat ion head-
l ined DuPont's f irst lawn care symposium. 

NAPLES, Fla. - Grubs, gators and gearing up for the busy 
season were the talk of the DuPont ProBusiness Exchange 
Acelepryn Lawn Symposium held here in March. 

About 80 attendees convened to learn about Acele-
pryn, an insecticide with the active ingredient Calteryx. 
It's the first turf product featuring an active ingredient 
from the anthranilic diamide class of chemistry. Acele-
pryn's main foe is the white grub; it also controls other 
key turf pests like billbugs and caterpillars and can be 
used on landscape ornamentals. 

Andrew Adams, owner of Capital Turf Management, 
Willow Grove, Pa., said several of the product's charac-
teristics - such as having no signal word on the label 
- make it a good point of discussion for homeowner 
associations and school districts. 

The DuPont team also offered a preview 
S S S n k of Imprelis, a broadleaf herbicide that's 

M m ^ Q a shown to be effective against ground ivy, 
B ^ m f m U wild violets and henbit. Imprelis has a new 
\ r f active ingredient, aminocyclopyrachlor; it's 

^ ( ^ j j j p ^ expected to receive EPA registration in the 
third quarter of 2010. 

In addition to learning more about products and pests, 
symposium attendees networked with their peers and 
were treated to some R&R. - Marisa Palmieri 

TruGreen, Earth Day 
part ways 
MEMPHIS, Tenn. - A month 
before T r u G r e e n was to 
sponsor the Earth Day Net-
work's event on the National 
Mall touting organic and 
sustainable lawn care, the 
organizations parted ways. 
The event was slated to take 
place on April 25. 

" D u e to unant ic ipated 
events, Earth Day Network 
and TruGreen regrettably 
announce their relationship 
for the 40th anniversary event 
has been suspended," a joint 
statement said. "TruGreen 
cont inues to respect the 
commitment Earth Day Net-
work is making to celebrate 
the 40 th anniversary of Earth 
Day, and Earth Day Network 
recognizes TruGreen's ef-
forts on behalf of organic 
and sustainable lawn and 
land care." 

Soon after Earth Day and 
TruGreen announced their 
partnership, antipesticide 
community rallied to criti-
cize the relationship, includ-
ing the creation of several 
Facebook pages dedicated to 
stopping the sponsorship. 

That criticism grew when 
the New York Department 
of Environmental Conserva-
tion announced a $500 ,000 

fine against TruGreen for 
pesticide violations. 

N.Y.'s New Leaf 
purchases Lion 
Landscaping 
SOUTHAMPTON, N.Y. - New 
Leaf Landscape Maintenance 
acquired Lion Landscaping 
of Sag Harbor, N.Y. 

New Leaf has been serv-
ing the Hamptons since 
2003 and specializes in land-
scape design, installation and 
maintenance. President and 
Owner Michael Regolizio 
also owns Blue Tides Irriga-
tion, Regolizio Management 
and Arrow's Rest. He has 
more than 15 years of land-
scape experience. 

Better hearing 
conservation 
efforts needed 
GREELEY, Colo. - A study 
conducted by researchers at 
the University of Northern 
Colorado shows that hearing 
conservation efforts are 
needed for urban tree 
service workers and 
others who operate 
chainsaws, chippers, 
stump grinders, leaf 
blowers, water trucks, 
rotochoppers, tractors, and 
brush and weed trimmers. 

CLCA certification program gets WaterSense label 
SACRAMENTO, Calif. - The California Landscape Contrac-
tors Association (CLCA) received the WaterSense label from 
the U.S. EPA for its Water Management Certification Program. 
Previously a WaterSense Program Partner, CLCA's Water 
Management Certification Program was requested to include 
an irrigation system audit ing component to the certification 
program in order to receive the WaterSense label. 

As requested, CLCA's Water Management Certification 
program now includes irrigation system auditing, which allows 
individuals to conduct irrigation audits on new landscape 
projects that fall under California's newly updated Model Water 
Efficient Landscape Ordinance. 



WITH FOUR-WHEEL STEERIHG, 
IT'S EASY TO HAHDLE, WELL, AHYTHIHG 
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THE NEW TANK™ S DIESEL ZERO-TURN RIDER - STEERING WHEEL CONTROL 
AND DIESEL DURABILITY LETS YOUR CREW CONQUER JOBS OTHERS CAN'T. 
With s t e e r i n g w h e e l c o n t r o l a n d a t o u g h 31 .2 H P * Y a n m a r ® D i e s e l e n g i n e , t h e n e w T A N K " S 
Diesel Z e r o - T u r n R i d e r is bu i l t t o e a s i l y h a n d l e y o u r r i g o r o u s c o m m e r c i a l w o r k l o a d . T h a n k s 
to S y n c h r o S teer™ t e c h n o l o g y , t h e TANK™ S D i e s e l d e l i v e r s f o u r - w h e e l s t e e r i n g f o r c o m p l e t e 
control - e v e n o n h i l l s . A n d w i t h t h e S e l e c t C u t S y s t e m ^ it d e l i v e r s t h e c o n s i s t e n t r e s u l t s 
that w i l l i m p r e s s b o t h y o u r c u s t o m e r s a n d y o u r w o r k f o r c e . 

To find your dealer or schedule a product demo, call 1-866-246-4971. 

SIDENTIAL I COMPACT TRACTORS I UTILITY VEHICLES I COMMERCIAL EQUIPMENT 

On campus at The University of Akron 

\Cu 
C O M M E R C I A L 

WE MEAN BUSINESS: 

as rated by engine manufacturer 
2010 Cub Cadet cubcadetcommercial.com/lawnandland 



These efforts could include 
hearing testing, hearing loss 
prevention training and us-
ing ear protection. 

Twenty men ages 21-57 
from seven employers par-
ticipated in the study last 

summer. Their length of ser-
vice ranged from one month 
to 2 8 years. The research 
highlights include: 

• Research found that 
95 percent of workers (19) 
worked in conditions that 

exceed either OSHA and/or 
NIOSH limits for on-the-job 
noise exposure. 

• Using a noise dosim-
eter to measure exposure 
in working conditions, re-
search showed that ear pro-
tection should be used when 
operating chainsaws, chip-
pers, stump grinders, leaf 
blowers, water trucks, roto-
choppers, tractors, brush/ 
weed trimmers. 

• Workers ranked chippers 
(measured at 112-119 dBA) 
as emitting the loudest noise. 
Noise exposures above 115 
dBA are not permitted by 
OSHA. 

• 8 0 percent routinely 
wore hearing protection of 
earplugs, earmuffs or combi-
nation earplug/earmuff. The 

researchers recommended 
users wear both earplugs and 
earmuffs when dBA is 100 or 
greater (operating leaf blow-
ers, chippers, chainsaws.) 

• Three of the seven em-
ployers had components 
of hearing loss prevention 
programs, but only one had 
a comprehensive hearing 
conservation program as 
required by OSHA. 

Syngenta videos 
explain pesticide 
formulations 
GREENSBORO, N.C. - Syn-
genta now offers an explana-
tion of the science and the 
ingredients that go into the 
formulations of its control 
products. 

YardApes participates in Greencare for Troops 
NEW MILFORD, Conn. - YardApes, in partnership with Project 
EverGreen, will again part icipate in "GreenCare for Troops" in 
the greater New Milford area. Project EverGreen is a nation-
wide outreach program initiated to connect local area lawn and 
landscape firms with families of the men and women serving 
their country in the armed forces. 

"Lawn and landscape maintenance becomes a definite 
hardship when a family's primary source of income is on active 
duty and away from home," said YardApes founder Shayne 
Newman. "By maintaining a healthy lawn and property, we 
hope to contr ibute to the families' overall well being dur ing a 
very stressful t ime in their lives. It's a sincere gesture of sup-
port." 

Companies interested in providing services can visit www. 
projectevergreen.com for more information. 

Main Event 
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MAIN EVENT 
Plant & Soil Nutrients 

* Longer Last ing 
* 5 Di f ferent Che la t ing techno log ies 
* Dry Powder 100% solub le & che la ted 
* Non Sta in ing 
* Fol iar and soil bi lateral sur factants 
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Dry Iron 
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Non-Staining * 100% Chelated 
Main Event Plant and Soil Nutrients are 

designed for an initial quick green-up and 
a sustained release. 

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

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

Quest 
I Products Corp. 

Finding New Ways to Improve the 
Treatment of Trees and Plants. 

For addi t ional in format ion on products 
or p rog rams contact : 
Quest Products at (785) 542-2577 
or visit our webs i te at: 
www.questproducts.us. 

http://www.questproducts.us


perennial favorite, now available 
with 1.9°i financing! 

Get a fantastic deal plus super low financing 
on any new model! 

Mitsubishi Fuso's popularity with lawn and landscaping professionals just keeps on growing. 
And right now, you can get a tremendous deal on any 2008-10 model in stock. Plus, super low 
1.9% APR* financing that could save you thousands more! 

There's a great selection of trucks to choose from. All with exceptional maneuverability and 
driver comfort plus legendary Mitsubishi Fuso dependability. All backed by the best 

powertrain warranties** in the industry: 5-Year/175,000-mile protection on FEs, Crew 
Cabs and 4-wheel-drive FG models; 5-Year/250,000-mile protection on FK and FM 
models. Help keep your business growing strong. See your local Mitsubishi 
Fuso dealer today! A 

FUSO 
www.mitfuso.com 1tucks and people that go the distance. 

* Available to qualified buyers for a finance period of 24 or 36 months. Not all customers will qualify for the -mM^ZT" 
1.9% offer. Actual rates, terms, downpayment, and program eligibility will be determined by the financing company i 
based upon the creditworthiness of the customer. See your dealer for complete warranty details. 
© 2010 Mitsubishi Fuso Truck ofArnerica, Inc. All rights reserved. Mitsubishi Fusa^of America, Inc. is a subsidiary of 
Mitsubishi fuso Trudkj^nd Bus Corporation, Kawasaki*.Japan, an irttsgiW pe£ of *he Daimler Trucks Division of Daimler AG. 

: ' ___ __ ' — ^ n a n ^ c a p e c o ^ e a ^ c e . ^ 

http://www.mitfuso.com


The series of eight short 
video segments, covering 
topics ranging from the 
importance of surfactants 
to the value of long-stand-
ing research and develop-
ment efforts, is available at 
www.greencastonline.com/ 

Stihl debuts new models 

Formulat ionVideo/. The 
videos include information 
on how Syngenta transforms 
active ingredients into for-
mulations, the role that vari-
ous inert ingredients and 
manufacturing processes 
have in delivering a product 

that performs well in a wide 
range of conditions and the 
company's stewardship ef-
forts to support long-term 
usefulness of its products. 

Jacobsen 
rolls out dealer 
inventory system 
CHARLOTTE, N.C. - Jacob-
sen introduced a tool that it 
says has helped improve its 
fill rate for service parts. 

The new electronic tool 
allows each dealer in the 
Jacobsen network to upload 
its parts inventory, which is 
then viewable on a private 
intranet so that all Jacobsen 
dealers can check availabil-
ity across the group. 

" W e have cons is tent ly 

maintained a strong 97 per-
cent fill rate of service parts 
over the last few years, some-
thing Jacobsen customers 
and dealers have taken note 
of , " said Brit ton Harold, 
Jacobsen's product manager 
for parts and accessories. 

"But sometimes the 3 per-
cent that goes on backorder 
can present a challenge," 
Harold says. "Some of those 
parts that make up this mini-
mal shortfall can have long 
lead-times or, in some cases, 
are just hard to get because of 
the quantities needed or the 
prohibitive cost of producing 
a one-off item." 

Although Jacobsen deal-
ers routinely contact each 
other when trying to source 
parts not in stock, previ-

VIRGINIA BEACH, Va. - Stihl's two new chainsaw models, the 
MS 311 and MS 391 improve fuel eff iciency by up to 20 per-
cent and reduce emissions by up to 50 percent as compared 
to previous models, meaning longer run t imes between refuel-
ing and lower fuel costs, the company says. 

Both models offer a pre-separation air filtration system that 
requires fewer filter changes, allowing for longer run times 
between filter maintenance, and an advanced anti-vibration 
system that reduces vibration, resulting in operator comfort. 

The MS 311 and MS 391 also feature a toolless fuel and oil 
cap with retainers, translucent fuel tank, and side access chain 
tensioner. The platform design concept allows for streamlined 
parts and maintenance. 

My Whole Life Changed 
When I Took On a 

Weed Man Franchise 
In Louisville, Kentucky 
My 4 Greatest Benefits 

Getting Into the 
Weed Man Organization: 

www.lawnandlandscape.com/readerservice - #16 

1. Local Sub Franchisors that give hand-in-hand support. 
Advice, guidance, benchmarking support - -r 
it's all there and unlike any other program! . 
2. Buying power convenience. j ^ 
Everything we need in a packaged 
system is a true time saver. 
3. The Budgeting Process. ^ ^ ^ • 
As an accountant I appreciate the well 
planned and effective process. 
4. Tried and Proven Systems. 
The deliberate methods in serving U 
customers is unequaled. 

I ^ r i w B w & V L 

S25 GrouWffi^n 
n ^ W r o _ 
P u s h ^ S p X a V i g j i 

U s e t h e S 2 5 f o r s p r a y i n g p e s t i c i d e s 
h e r b i c i d e s , f e r t i l i z e r s a r o u n d ' t h e 

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

' N NO GAS, NO BATTERIES; NO PROBLEM... v 

• ' 

F o r i n f o r m a t i o n c a l l 8 0 0 - 2 9 4 - 0 6 7 1 o r v i s i t 
• v w w w . e a r t h w a y . c o m ' 

http://www.greencastonline.com/
http://www.lawnandlandscape.com/readerservice
http://www.earthway.com


ously there was no quick 
reference system, similar 
to a central bulletin board, 
to help source the urgently 
required items. 

Enthusiasm reins at 
Student Career Days 
ATLANTA - Host school 
Chattahoochee Technical 
Col lege took home first 
prize at this year's Profes-
sional Landcare Network 
(PLANET) Student Career 
Days. The event was held 
at the school's North Metro 
Campus last month. 

Student Career Days is an 
annual three-day competi-
tion among students and 
college landscape horticul-
ture programs. Students 

compete in business-related 
and technical events and at-
tend a career fair where they 
look for internship and job 
opportunities. 

With more than 1,000 stu-
dents and faculty attending 
from 6 8 participating col-
leges and two FFA-affliated 
high schools, it was the larg-
est representation of schools 
the event has seen in its 34 
years. The event also boasted 
its first ever international at-
tendees, Bridgwater College 
in England and the Niagara 
Parks Commission School of 
Horticulture from Ontario. 

Garden designer and me-
dia personality P. Allen Smith 
was the keynote speaker. He 
shared his advice for students 
entering what he calls "the 

Brickman was one of about 40 companies exhibit ing at the 
Student Career Days career fair. 

best industry on the plan- "If you don't have a strong 
et . " He was inspirational, work ethic, get one. Or just 
but tough in his graduation turn around and walk away," 
speech-esqe delivery. he said. "Don't go into your 

C A R S € > N 
TrussT Line Newest Addition 

Twist-N-Lock Lid 
Rigidity Rings Wall Design 

Solid Lid Reduces Entry by Pests 
Proven UV Inhibitors 

oldcastleprecast.com/enclosuresolutions 

o Oldcastle Precast 
Enclosure Solutions 

011 TrussT 
T h e n e w , i m p r o v e d 
1 0 - i n c h T r u s s T v a l v e 
b o x is d e s i g n e d f o r 
p e r f o r m a n c e a n d 
value. The TrussT ser ies 
f e a t u r e r i g i d i t y r i n g s . 
UV inh ib i tors insure long 
l i f e a n d a p p e a r a n c e . 
Produc t is p roud ly m a d e 
in t he U.S.A. 

(800) 7 3 5 - 5 5 6 6 

Fax: (800) 8 2 7 - 7 1 1 1 



career with an attitude. Go into it with 
the attitude that you're going to do 
whatever it takes." 

Roger Phelps, promotional com-
munications manager for Stihl, who 
sponsors Student Career Days, said at 
the career fair that the students' con-
tagious enthusiasm was similar to the 
buzz he heard from the contractors who 
attended the event. 

"In talking with a few of the land-
scapes here, they're beginning to see 
things turning around," he said. "The 
energy at this event is reflective of the 
cautious optimism we're hearing in the 
market." 

Rounding out the top five schools 
were 2). Brigham Young University -
Provo; 3). Brigham Young University 
- Idaho; 4) . North Carolina State Uni-
versity; and 5). University of Maryland. 
- Marisa Palmieri 

Thompson 

PEOPLE 

Kevin Thompson joins the 
Ohio Nursery & Landscape 
Associat ion as executive 
director. Thompson brings 
more than 10 years of 
association management 
experience, having served 
most recently as executive director of the 
Ohio Turfgrass Foundation and the Ohio 
Lawn Care Association. 

HydroSense Irrigation Design & Consult-
ing, Toronto, hired James Riddell as busi-
ness development manager-conservation. 

Joe Weiss a sales associate with Blue-
grass Lawncare, Bridgeton, Mo., not only 
achieved his sales quota for 2009, but 
was named corporate employee of the 
year. Weiss has worked for the company 
for three years, br inging his 14 years of 
exper ience and knowledge to the lawn, 
landscape and snow removal business. 

Bill Bewlay, v ice president of opera-
tions, was appointed COO of Cleary 
Chemical Corp. in February. 

The Davey Tree Expert Co. named 
James Stief a corporate officer. Stief is a 
32-year veteran of the company. 

The National Truck Equipment Associa-
tion elected three new members to its 
board of trustees. Distributor trustees 
Jim LoPresti president and CEO of 
Auto Safety House, Phoenix, and Jef-
frey Messer. president of Messer Truck 
Equipment, Westbrook, Maine, and man-
ufacturer trustee Dave Zelis director of 
sales and marketing of Buyers Products 
Co., Mentor, Ohio, join the group. 

The Irrigation Association hired Marcia 
E. Cram as foundation and membership 
manager and Eva R. Hornak as com-
munications manager. 

| 
1", . • 1 I The path is clear, now 

2 * I is the time to consult 

® Weisburger for the 
• u E best insurance... 

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

Weisburger Insurance is a full-service brokerage specializing in 
programs for the green industry, working with 5,000 lawn care 
and landscaping companies nationwide. Our professionals are 
dedicated to understanding the current risks and trends your 
business faces offering you the best products and services 
available to protect you against these risks. 

WEISBURGER 
INSURANCE BROKERAGE 
A Diviskm of Pm^-ani Brokerage Grpiratkrt 

333 Westchester Avenue, Suite E-102 \ White Plains, NY 10604 
Gary Shapiro | Phone: (516) 496 -13461 Gshapiro@programbrokerage.com 

w w w . w e i s b u r g e r . c o m 
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WHERE THERE'S A JOB TO BE DONE 
THERE'S A KAWASAKI THAT CAN DO IT. 

See more at our new website. 

Go to www.kawpower .com 
to find out the latest on 
Kawasaki commercial grade 
Handheld Power Products and 
Engines. You'll f ind t ips on 
buying equipment and learn 
why you should look for a 
Kawasaki engine when buying 
a mower. Check out our website 
and see how the family of 
Kawasaki products can help 
grow your business. To find 
a dealer check on-line or call 
800-433-5640. 

mailto:Gshapiro@programbrokerage.com
http://www.weisburger.com
http://www.lawnandlandscape.com/readerservice
http://www.lawnandlandscape.com
http://www.kawpower.com


1 Two u l t ra-qu iet , 12 VDC, d i rect -dr ive gear mo to rs 
independent ly power the spinner and conveyor. 

> Electrically welded, high qual i ty grade 304 SS hopper. 
1 Standard i tems: Black powder coated 

steel t op screen and spreader t i e -down kit. 
value! 

• our complete line of spreadet 

Introducing the NEW 
ic Under Tailgate Spreader 

• Two u l t ra -qu ie t 12-volt DC d i rect -dr ive 
mo to rs power the auger and spinner 

• Spreads f r o m 4' t o 25' of rock salt, f ree- f low ing 
granular mater ia ls or chemicals 

• 14" po lyure thane spinner and 
moun t i ng plates 

alternative * energy spreaders 

9049 Tyler Blvd. • Mentor, OH 44060 • Phone 440-974-8888 • Toll-Free Fax 800-841-8003 
www.saltdogg.com • www.snowdoggplows.com • scoopdoggpushers.com 

www.lawnandlandscape.com/readerservice - #101 

http://www.saltdogg.com
http://www.snowdoggplows.com
http://www.lawnandlandscape.com/readerservice


NEW PRODUCTS III For m o r e p r o d u c t s , visi t w w w . l a w n a n d l a n d s c a p e . c o m 

GROUND-DRIVE SPREADERS III 

TurfEx TS700GR and TS1200GR 
TrynEx International 
www.trynexfactory.com 

• Intended for use 
with tractors and various 
utility vehicles. 

• Designed to spread 
a variety of free-flowing 
materials including 
seed, fertilizer, pel-
letized lime and pest 

control products; ideal 
for lawn care, landscape 
and facility maintenance 
application. 

• Constructed of 
heavy-duty, yet light-
weight polyethylene. 

• 40 percent lighter 
than similar steel-built 
models. 

CHAIN SAW SHARPENING SYSTEM III 

PowerSharp 
Oregon Chain 
www.powersharp.com 

• PowerSharp system 
includes the PowerSharp 
chain, the PowerSharp 
bar-mount sharpener 
and the PowerSharp 
guide bar. 

• These components 
provide a fast, simple 

and portable method for 
sharpening saw chain 
with precision. 

• The PowerSharp 
starter kit, which in-
cludes all components in 
one package, will sell at 
the MSRP of $75 to $80. 

• Developed by 
Blount under its Oregon 
brand. 

• Available May 2010 
from dealers, hardware 
retailers and home im-
provement stores. 

• Available in a 
variety of configurations 
and fits most saws on 
the market, as well as 
models already in use. 

PROTECTIVE MAT LINK/// 
Turn-a-Link 

AlturnaMATS 
www.alturnamats.com 

• New steel link features 
galvanized coating; will not 
rust. 

• Like AlturnaMATS origi-
nal Turn-A-Links, available 
in round single or doubles 
and flat single or doubles. 

UTILITY TRACTOR/// 
MF2635 utility tractor 
Massey Ferguson 
www.masseyferguson.com 

• Expansion of 2600 
Series includes this new 
model with 74 gross en-
gine horsepower. 

• Powered by a Tier 
I I I emission-compliant 
direct-injection Simpson 
four-cylinder turbo-
charged diesel engine. 

• Two transmission 
choices: the standard 8x2 
constant mesh transmis-
sion and live PTO or 
optional 8x8 transmission 

with independent PTO. 
• Most daily service 

items - such as checking 
the engine oil level - can 
be completed without 
lifting the hood. 

• Elevated semi-flat 
platform with a large 
plastic fuel tank under-
neath can be easily filled 
from ground level. 

• Adjustable suspend-
ed seat and easy-to-reach 
controls offer a softer 
ride and convenient 
tractor operation. 

http://www.lawnandlandscape.com
http://www.trynexfactory.com
http://www.powersharp.com
http://www.alturnamats.com
http://www.masseyferguson.com
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Save 10% On Your Order! 
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10% 
On everything! FORESTRY 

ffico 

1786 

Felco® Hand Pruners 

81130 
Model 2 

81218 
Model 5 

$ 4 2 ^ 0 $ 2 5 5 0 

C O R O N \ 

1795 

Corona® Hand Pruners 

81200 
BP3180 

81192 
BP3160 

$ 2 4 7 5 $ 2 0 9 5 

2615 

ARS Heavy Duty 
Hand Pruners 

81120 
8'' Pruner 

81121 
9" Pruner 

$ 5 3 9 5 $ 5 7 9 5 

C O R O N \ 

6134 

Felco® F-600, 
6 Folding Saw 

81136 
F-600, 6" 

8285 

Aluminum 
Tripod Ladders 
• For fruit picking, tree pruning, 

and maintenance 
• 3" wide steps 
• 3" wide side rail 
• 5/16"Grade-5 steel bolts, steel 

brushings at back leg pivot point 
• Solid aluminum aircraft rivets 
• Maximum load: 250 lbs 

90901 90902 90903 
10' 12' 14' 

$ 1 9 1 o o $ 2 3 9 0 0 $ 2 6 4 ° ° 

Corona® Forged Extension 
Handle Hedge Shear 

81180 
Hedge Shear 

$ 3 4 9 5 

m 

2617 

Super Turbocut® 
Curved Pole Saw 
• 16" pole saw w i t h hooked t ip . 
• A notch in the cut ter blade 

a l lows the saw to be t e m p o r a r l 
hung on a branch out of the w | 
wh i le not in use 

• The te lescoping pole has 
a unique t rack sys tem along 
the center sect ion that a l lows 
posi t ive lock ing at any point 

• Sheath inc luded w i t h saw 
81095 

Turbocut 
Saw Head 

81096 
Telescoping 
Pole, 18.5' 

5 9 1 0 0 $ 1 7 1 5 0 

Bahco® 
Lopping Shears 

81089 
1-1/4" Cut 

$5775 

J A M E S O N 

\\ 
—\ V \ \ 

V \ 1 

3787 

Jameson 

Pole Saw/Pruner 
Package 
• 6 ' to 12' Double Lock® 

Telescoping Pole w i t h 
female ferru le 

• JA-14 Pruner w i t h 
adapter and rope 

• One 13"Tr i -Edge saw 
blade w i th pole saw 
cast ing and adapter 

80159 
Telescoping 

Pole Saw 
Package 

$ 1 4 2 5 C 

[ 



1846 

D.B. Smith Field King™ 
Deluxe Sprayers 
• Viton® gaskets and seals 
• 24" long spray w a n d 
• 50" re inforced hose 
• Fully adjustable brass nozzle 
• Dual paddle agi tators mix contents 

each t ime you pump 

13398 
4-Gallon 

13399 
5-Gallon 

$ 7 6 9 5 $11395 

7282 

Field King™ 
Handheld Sprayers 
• Viton® seals th roughout 
• Pressure release valve bui l t into the 

cap sends air and l iquids d o w n and 
away w h e n released 

• 35 " hose, a luminum wand , 
and adjustable brass nozzle 

13296 
2-Gallon 

13297 
3-Gallon 

$ 3 4 9 5 $ 3 7 9 5 

3785 

SHURflo 4 Gallon 
Electric Backpack Pump 
• Max Vert. Th row: 15'; Horz.: 25 ' 
• Four pump speeds 
• Adjustable cone nozzle 
• Sprays up to 120 gal lons (454 Li ters) 

on a single charge 

13650 
Electric 
Pump 

$ 2 5 9 0 0 

8273 ^ ^ ^ 

Sideswipe® Pro 
Herbicide Applicator 
• Select ive appl icat ion of herb ic ides 
• Wets evenly w i thou t dr i f t 
• Top shield protects desirable p lants 

and shrubs dur ing appl icat ion 
• 32 oz. (1 l iter) reservoir handle 
• 1,800 sq. f t . coverage area 

18025 
Sideswipe 

Pro 

17121 
Razor Pro 

2-1/2 Gallon 
$3350 $7590 $11450 5 3 1 9 0 0 

1935 

Model 3100 
Shoulder Spreader 
• 40 lb. Capacity 
• Lays 8 - 1 2 ' s w a t h 
• Cr iss-cross shoulder s t raps provide 

even, steady, comfor tab le suppor t 
• Bot tom suppor t plate spreads load 

evenly across your lower abdomen 
69009 

Model 3100 
Spreader 

ATV Broadcast 
Spreader 

2.2 cubic foot polyhopper 
Spreads f r om 5 to 45 ' 
12 Volt motor w i t h var iable speed 
Holds up to 145 lbs. of potash 
or 99 lbs. of urea 
Made in U.S.A. 

M H Made in 

= USA 69104 
AT V 

Spreader 



Save 
On everything! FORESTRY fRY 

ECHO r 
r 

2280 

Echo® Model SRM-265 
String Trimmer 
• 25.4 cc commerc ia l -g rade , dua l - r ing 

p is ton engine 
• 59 " f lex dr ive s t ra ight shaf t 
• Pro-Fire® electronic igni t ion, ex t ra-

heavy ch rome plat ing for durabi l i ty , 
and 4- layer cable dr ive shaf t 

2133 

Solo® Model 471-KAT 
Power Air Blower 
• Meets ANSI Standards w i t h an 

operat ing sound level of 64.5 dB. 
• Achieves an air veloci ty of 235 mph 
• 53cc, two -cyc le , 3 hp engine 

w i t h e lect ronic igni t ion can operate 
for up to 2 hours on 1 tank of fuel 

Solo® All-Purpose 
Chain Saw 
• Great for th inning, fe l l ing and 

pruning med ium sized t imber 
• Automat ic chain brake, ant i -

v ibrat ion system, oil supply 
regulat ion, and decompress ion valve 

• 50.9cc Solo® 2-cyc le engine 

3600 

String Trimmer Chaps 
• 14 oz. co t ton chaps protect legs 

f r om we t grass and f ly ing debr is 
• Can also be w o r n w h e n wa lk ing 

th rough tal l grass or br iar 
• Adjustable Velcro® st r ips 
• Machine washab le 

The Sling Bag 
• 7 '10" x 7 '10" 
• Can hold loads up to 3 ,000 lbs. 
• Four sewn s t raps to hand carry 

or drag it behind a t rac tor 
• Geo-text i le fabr ic w i l l not mold and 

a l lows mois ture to escape wh i le 
hold ing in all contents 

RazorBack® Bow Rake 
• 16"W head w i t h (15) 3 -1 /4" L teeth 
• 60 " L Whi te Ash handle 
4218 

Union® 22' Steel Tine Rake 
• 22"W w i t h (22) 7 " L steel t ines • 48 " Whi te Ash handle 

23398 
Regular 

23399 
Long 

$3995 $3995 

69181 
Sling Bag 

33804 
Razorback 

Model 63-141 

33856 
Union Model 

64-430 
$3395 $ 1 0 6 5 

solo 



24 /7 
FORESTRY SUPPLIERS 

Save 
10% 

On everything! 

Landscape 
Trailer Accessories 
• Secure a var iety of tools and equ ipment to your t ra i ler ! 
• Constructed of heavy duty black powder -coated 

steel and include mount ing hardware 
• Made in the USA. 

4503 

Polymer Trailer 
Tongue Box 
• High-densi ty polyethylene 
• Integrated hinge and a 

z inc-p la ted hasp latch 
• 18'' x 20" x 36". 

93810 
Polymer 

Tongue Box 
$119°° 

3744 

Lockable 
Trimmer Rack 
• Holds three t r immers 
• For open t ra i lers 

94700 

$1 6 7oo 

3744 

Multi-Rack 
• Secure your t r immers , 

chain saws, or b lowers 
• Rubber s t raps inc luded 
• For open or enclosed 

t ra i lers 

94701 

$ 4 7 9 5 

3744 

Backpack Blower 
Rack 
• Rubber s t rap inc luded 
• For open or enclosed 

t ra i lers 
• Not for STIHL® BR400 

94702 

$ 4 7 9 5 

3744 

Water Cooler Rack 
• Accommodates most 

s tandard size coolers 
• Straps included 
• For open or enclosed 

t ra i lers 

3744 
Gas Can Rack 
• Holds one 5-ga l . or t w o 

2.5-ga l . po lymer cans 
• St rap inc luded 
• For open or enclosed 

t ra i lers 

3744 
Trimmer Line 
Spool Bracket 
• Holds one 3 lb. spool 
• For open or enclosed 

t ra i lers 

3744 
Hand Tool Rack 
• Holds up to six s t ra ight 

handle tools 
• Rubber g rommets 
• For open t ra i lers 

94703 94704 94706 94705 

$ 4 6 6 0 $ 5 2 9 5 $ 2 " | 9 5 $8395 



10% 
On everything! FORESTRY FlSUPPLIERS 

Shop C 
i i 

$8995 $9495 $9995 S g 5 0 $ g 9 5 $ 1 Q 5 0 

$1995 $3995 

$ 1 5 4 5 0 $ 4 1 7 5 $5550 

67721 
Hose Reel 

67736 
1-5/8" x 75'L 

Hose 

67738 
5/8" x 100'L 

Hose 

$20500 J*
 

GJ
l 

$5650 $ 7 2 5 $ g 9 5 

79128 
Treegator 

79161 
14" Stake 

79162 
24" Stake 

79163 
36" Stake 

67720 
Hose Reel 

67736 
1 -5 /8" x 75'L 

Hose 

67738 
5/8" x 100'L 

Hose 

77104 
9" Probe 

77105 
24" Probe 

77311 
36" Probe 

79134 79135 
Model 40 Model 68 
DTS Kit DTS Kit 

79132 79133 
Driving Rod Driving Rod 

for Model 40 for Model 68 

6648 

Treegator® 
• Reinforced, UV t reated 

10 mi l polyethylene Q s Y e a r 
• One holds 20 gal lons 

and dr ips 6 to 10 hours 
• Fits t ree 1 ' - 4 ' in dia. 
• Heavy duty nylon zippers, polypro 

st raps, and heat sealed edges 

6350 

Duckbill Earth Anchor 
• Model 40 DTS Kit for Tree Diameters 

up to 3 " - 3 Duckbill Anchors wi th 12' 
of cable, 3 tree collars, and 3 cable 
clamps. Anchor holds 300 lbs. (135 kg) 

• Model 68 DTS Kit for Tree Diameters up 
to 6 " - 3 Duckbill Anchors wi th 13' of 
cable wi th a turnbuckle mid line, 3 tree 
collars, and 6 cable clamps. Anchor 
holds 1,100 lbs. (500 kg) 

• Holds 4 0 0 ' o f 5 / 8 " hose 
• Heavy-duty f rame, a 6 ' leader hose, 

a chrome handle w i t h cushion grip, 
• Four 10" pneumat ic whee ls 

8343 

Ames® True Temper® 
Reel Easy® 
Swivel Hose Reel 
• Swivels 180° lef t or r ight 
• Holds 400 ' of 5 / 8 " hose 
• Steel f rame, pneumat ic t i res, 

and rubber anchors 

7205 

Deep Drip™ 
Tree Watering Stakes 
• Promotes s t rong root deve lopment 

by del iver ing wa te r and fert i l izer 
d i rect ly to t ree roots 

• Water for shor ter per iods 
• Aerates the soil w i t h oxygen 
• Place d i rect ly in hole dur ing p lant ing 

or dr ive into ground around an 
exist ing t ree 

3052 

Lincoln 
Soil Moisture Meters 
• Reads in a scale of "1 " to "10," w i th 

"1 " being complete ly dry and "10" 
ind icat ing ful l saturat ion 

• A char t on the back of each unit 
indicates relat ive mois ture readings 

• Complete instruct ions, Soil Moisture 
Management Handbook, and wi l t 
point tab les are included 

Ames® True Temper® 
Reel Easy® Hose Reel 



24/7 
U_~M FORESTRY rRY SUPPLIERS 100/0 10% 

On everything! 

8284 
CARB Compliant 
No-Spill® Fuel Cans 

93330 

93329 
2.5 Gallon 

93330 
5 Gallon 

$ 1 9 9 5 $3095 

3050 
Kelway® Soil pH 
And Moisture Meter 

94302 
pH & Moisture 

Meter 
$ 1 1 7 5 0 

O E L V E X 

2055 
Elvex® Trix 
Safety Glasses 

23287 
Clear Lens 

23288 
Gray Lens 

$ 2 7 0 $ 3 0 5 

t § r fcfir 
8242 
Rust-Oleum® 17 oz. 
Inverted Tip Marking Paint 
• Addit ional colors available 

57149 
Safety Red 

57151 
Fl. Orange 

$ 4 7 0 $ 4 7 0 

Bausch&Lomb 

5250 
Bausch & Lomb® 
Coddington Pocket 
Magnifiers 

6 1 2 8 0 6 1 2 9 0 6 1 3 0 0 
10x, 1" Focus, 14x, 3/4'Focus, 20x, 1/2" Focus, 
7/BTDIL Lens 5/8" Dia Lens 5/8T Dia Lens 

$ 2 3 5 0 $ 2 5 5 0 $ 2 7 9 5 

O E L V E X 

6963 
Elvex® Quattro™ 
Corded Earplugs 

8338 
Amdro Fire Strike 

17100 
5 lbs. 

$ 2 3 9 5 Cannot be 
sold in CA. 

B I * 

7009 
AMS One-Piece 
Soil Probe with Step 

77636 
Step Probe 

$ 7 1 4 0 

3492 
Wells Lamont® 
Grain Pigskin Gloves 

90909 
Medium 

90910 
Large 

$ 7 9 5 $ 7 9 5 

Crescent 

67220 

8049 
Professional 
Tool Sets 

Fluorescent Plain Vinyl 
Wire Stake Flags 

Workmate 
Portable Desk 

67202 
148-Piece 

67220 
170-Piece 

5 9 9 s 5 $ 1 1 7 5 0 

33506 
Orange 

33507 
Pink 

$ 5 4 0 $ 5 4 0 

53204 
Workmate 
$ 1 3 9 5 



10% 
On everything! 

jjĵ tX 
V FORESTRY SUPPLIERS 

ff^RAM 

8037 

3800 

Car Seat Organizer 
• Adjustable s t rap 
• Z ippered center compar tmen t 
• 1200 denier PVC coated nylon fabr ic 

3 5 3 6 7 
Car Seat 
Organizer 
$ 3 0 9 5 

RAM No-Drill Vehicle 
Laptop Mounts 
• RAM-VB-108-SW1 - Ford Excursion 

(2000-2005), Ford Excursion 
Eddie Bauer Edition (2000-2005), 
Ford F-250, F-350, F-450, F-550, 
F-650, F-750 Super Duty Trucks 
(1999-Current), Ford F-350 Super 
Duty Trucks (1997) 
RAM-VB-159-SW1-Chevro le t 
Avalanche (2007-Current), 
Chevrolet Silverado - All Versions 
(2007-Current), Chevrolet Suburban 
(2007-Current), Chevrolet 
Suburban wi th Deluxe Power 
Seats (2007-Current), Chevrolet 
Tahoe (2007-Current), GMC Yukon 
(2007-Current), Hummer H2 
(2007-Current), Equivalent GMC 
Models (2007-Current) 

3 1 2 1 1 
RAM-VB-108-SW1 

3 1 2 1 7 
RAM-VB-159-SW1 

$ 2 2 6 4 5 $ 2 5 9 6 0 

Save 10% On Your Order! 
USE THE KEY CODE IN THE YELLOW BOX WHEN ORDERING! 

FREE 
Tecnu Extreme® 
Poison Ivy Scrub 
Free W i t h 
E v e r y O r d e r ! 
FREE 4 oz. tube of 
Tecnu Extreme 
Poison Ivy Scrub 
with every order 
from this brochure! 
Limit one per order. 

Attention Resellers! 
Join our network of wholesale dealers! 
Peco Sales, the who lesa le a rm of Forestry Suppl iers, 
is seek ing new retai l dealers. Open your cus tomers to 
a vast select ion of top-qua l i t y equ ipment and gear at 
d iscounted pr ices and great t e rms ! 

Call 800-346-6939 or visit pecosales.com 
for your dealer info pack! 

Guaranteed Pricing! 
10% Discount Offer Valid 

Through 12/31/2010 

Your source for 
professional quality 
gear & equipment! 

800-647-5368 

Forestry Suppliers, Inc. 
• www.forestry-suppliers.com 

Placing Orders 
For all orders we must have the 5-d ig i t stock number, the 
quant i ty des i red, your phone number and b i l l - to /sh ip - to 
addresses. Shipping and insurance charges are extra. 
Orders shipping to Mississippi addresses add 7 % sales tax. 
All orders are subject to acceptance by Forestry Suppliers, 
Inc. Discounts valid through 1 2 / 3 1 / 2 0 1 0 . Availability, prices, 
changes in design, style or specif ication is subject to change 
wi thout notice. Errors or omissions are subject to correction. 
For current speci f icat ions and pr ic ing, visit our web site. 
Special promotions and offers cannot be combined or used in 
conjunct ion wi th any other promotion or offer f rom Forestry 
Suppliers, Inc. 

© 2 0 1 0 Forestry Suppliers, Inc. All rights reserved. 
Printed in U.S.A. 

See the Big Picture! 
Get our Big Book w i th over 700 
pages of tools & toys for every pro's 
toolk i t . Call 800 -360 -7788 today! 

B 

http://www.forestry-suppliers.com
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Buy or sell? 
Interest rates are set for a slow but steady climb. 
Here's h o w t o t a k e a d v a n t a g e . By William J. Lynott 

If you have any of your 

money invested in bonds -
treasuries, corporates or mu-
nicipals - you already know 
that the rules for buying and 
selling bonds are constantly 
changing. 

As most investors know, 
the market price for bonds 
tends to increase when inter-
est rates are falling and de-
crease when rates are rising. 
On the surface, that seems 
simple enough; the problem 
for both types of investors is 
figuring out in which direc-
tion interest rates are head-
ing and, thus, when to buy 
and when to sell. 

If you're old enough, you 
may remember back in 1980 
when 30-year treasuries were 
paying nearly 12 percent. Not 
only do I remember back 
that far, I'm one of the lucky 
people who bought that gem 

of an investment. 
But now the bond is ma-

turing. I'm getting my prin-
cipal back and now I have 
to decide what to do with 
it. Should I buy another 
long-term bond or invest it 
elsewhere? Should I invest in 
another bond as a trader and 
look for a possible increase in 
the market price (meaning a 
drop in interest rates)? This 
is where those changing rules 
for both types of bond inves-
tors come into play. 

Bond traders haven't done 
so well lately. In the single 
year 2009, the total return on 
a 10-year treasury was a nega-
tive 9.3 percent. Of course, 
a buy-and-hold investor like 
me wouldn't care about the 
market price for a bond I 
already held, but what about 
a bond investor looking for a 
place to invest some cash? 

There are signs that long-
term interest rates are be-
ginning to edge up. There 
is also a general feeling that 
the Federal Reserve will raise 
short-term interest rates in 
several modest steps this 
year. If that happens, bond 
market prices will decrease 
(bond prices move in the 
opposite direction of interest 
rates) signaling another poor 
year for the bond trader. 

For buy-and-hold bond 
buyers like me, the question 
is whether or not this is a 
good time to buy another 
long-term bond. At the time 
of this writing, the 30-year 
treasury is priced to produce 
a yield of 4 .56 percent. Not 
bad, considering the dismal 
rates currently in effect in 
most places where you can 
park your cash. But what 
happens if the predictions 
of slowly rising long-term 
interest rates prove to be cor-
rect? That would mean that 
tying up your money for the 
long-term might not be your 
best bet. 

For every financial guru 
who predicts that market 
prices or interest rates are 
headed up, there 
is another expert 
who predicts they 
will go down. 

To me, the best 
a n s w e r to t h e 
conundrum posed by that 
situation is to search for 
the weight of the majority. 
Where do the majority of fi-
nancial professionals stand? 

Right now, majority opin-
ion is clear: Interest rates 
are set for a slow but steady 
climb. That appears to be a 
reasonable prediction, con-
sidering the federal govern-
ment's massive borrowing 
needs in its attempt to juice 

up the economy. 
What that suggests to me 

is that investing in long-term 
treasuries may not be the best 
move at this time. With a 
slowly improving economy, 
high-grade corporate bonds 
are worth looking at. An 
improving economy should 
also translate into a more 
attractive investing climate 
for municipals. 

If, in fact, our economy is 
now positioned for a modest 
but steady improvement , 
even bond investors may 
want to take a look at the 
stock market. The time may 
now be right for carefully 
choosing strong companies 
with a long record of pay-
ing, and even improving, 
dividends. While history is 
no guarantee of what the 
future will hold, investing in 
equities has been the most 
profitable choice during al-
most any 10-year period in 
modern times. 

In the final analysis, com-
mon sense suggests that any 
investment portfolio should 
contain a mix of bonds and 
equities. Deciding the best 
recipe for that combination 

Investing in long-term 
treasuries may not be 

the best move at this t ime. 
depends on a number of vari-
ables including your age and 
your tolerance for risk. The 
older you get, the less you 
should care about long-term 
results. For younger inves-
tors, now may be the time to 
loosen up a bit in your invest-
ment philosophy. L 

The author is a freelance writer based 
in Abington, Pa. He has 40 years 
experience in business management 
and financing. 
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NOTES f rom the Grunderground 

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

Follow your plan 
You've undoubtedly heard 

the story of Capt. Chesley 
Sullenberger who landed the US 
Airways jet in the Hudson River 
and saved 150 lives in the process. 
I've listened in amazement to the 
conversation he had with the air 
traffic controllers when the plane 
encountered some birds that shut 
down both engines rendering the 
massive jet powerless and gliding 
to a landing. 

What's amazing about Sullen-
berger was the calm in his voice. 
He didn't panic; he simply let his 
training take over and worked 
the plan he had been presented 
with in training and, best of all, it 
worked! There's a business lesson 
you can learn here: Don't panic. 

It's very easy to panic right now. 
Entrepreneurs like us are hurting 
right now. It's not a time to take 
crazy risks, but it is time to work 
your plan and not panic. 

Recently I spent a day with Joe 
Calloway, the author of "Becom-
ing a Category of One: How Ex-
traordinary Companies Transcend 
Commodity and Defy Compari-
son." The book focuses on what 
companies can do to differentiate 
themselves and be the best in their 
categories. 

As Joe looked at my business and 
what I was and wasn't doing, he 
gave me a piece of brilliant advice: 
"Whatever you would do in the 
long term, do in the short term, 
and don't panic." In other words, 
work your plan. Let's explore this 
with a couple of examples specific 
to our industry. 

EXAMPLE NO. 1. You've been in 
business more than 25 years, and 
have a sterling reputation. Much 
of your work comes from word of 

mouth. If someone is building a 
big, new home in the area, they 
call you. But, only two new homes 
have been built in your area in the 
last 30 months. 

He gave me a piece 
of brilliant advice: 
"Whatever you would 
do in the long term, 
do in the short term, 
and don't panic 

Here's what you don't do. You 
don't start mailing coupons. You 
don't start calling on shopping 
centers to see if you can mow 
their grass. You don't take out bill-
boards saying, "No job too small" 
or "We'll match any bid." 

What you should do is stick to 
what your company is known for 
and you work a little harder. Make 
more calls. Knock on the doors of 
homes that look like they need 
your services in the neighbor-
hoods you already work in. Get 
out and see every client you have, 
in person, thank them for the 
business, and present to them a 
proposal for every single thing you 
see you could do in their landscape 
to make it look better. If someone 
is going to get a deal, make sure it's 
a client where there's hope to get 
more work. 

If your vision is to be known 
as the finest landscaper in your 
marketplace, behave like that. 
Don't ruin or hurt your brand just 
because there's a recession. 

EXAMPLE NO. 2. Your biggest client 
owns a successful factory in town. 
You do all their maintenance 

work; after all, that's what your 
company specializes in. But, in 
the last three months, you've lost 
several accounts in other office 
parks. 

You are getting worried and 
have a conversation with your big 
client. The owner says he wants 
a new pool in his backyard and 
an outdoor room at his house. 
You bid it and win, but learn that , 
your bid was $150,000 less than 
the company that did all the other I 
installation work. 

Now you feel sick. You regret 
taking the job, and wish you would 
have stuck to what you know best. 
What you should have done was 
told the client, "Yes, we need 
work but it has to be the kind of 
work we do best. Building a pool 
is not what we do, and the last 
thing I'd want to do is mess up our 
relationship." 

You should have worked your 
plan and stayed focused on what 1 
you do best - maintenance. You | 
should have put together a plan I 
to market more of the services you 
do offer and not ventured off in an 
unknown territory. You shouldn't j 
have panicked and should have 
done in the short term what you 
should do in the long term. 

Sullenberger had every right to | 
panic, but he didn't and it paid off. 
As green industry professionals, 
we need to do the same thing. 

As my friend Joe said, "Do in 
the short term what you'd do in 
the long term and don't panic." j 
Some great advice; now I need 
to follow it and so do you. Follow I 
your plan, leverage your strengths I 
and run your business doing the I 
things you do best. My gut tells I 
me we'll all be rewarded for this I 
type of behavior. L 

mailto:marty@gie.net


In a monostand or in a mixture with perennial 
ryegrass and Kentucky bluegrass, Chewings and 
creeping red fescues are right at home in home 
lawns, parks, town squares, schoolyards and 
other places people gather. These fine fescues 
are at ease around trees — which assists healthy 
turf in gobbling up CO2 and other emissions 
through photosynthesis and oxygen replenishing. 
Turf is a natural air conditioner that reduces 
temperatures and tempers, a dampener that 
absorbs sound, a filter that traps dust and keeps 
it out of big engines and little noses; and the 
root- and thatch zone is a water purifier. Water 
will percolate better through a turf rootzone 
than compacted soil, reducing the chance of 
standing water or erosion. 

Soil stabilization, air and water purification, 
stress reduction plus good looks — that's a lot to 
demand from a plant. Fine fescue's up to all that. 

Free 24-Paqe Booklet: 
Origin: Oregon Fine Fescue 

Call us — or download your PDF copy today! 

Post Of f ice Box 3366 
Salem, OR 97302-0366 

503.364.2944 / fax 503.581.6819 www.oregonfinefescue.org 

I S ^ B H I H P W H H I HHKNPHHPH £ Paid for by the Oregon Fine Fescue Commission, an agency of the State of Oregon 

http://www.oregonfinefescue.org


Steve Rak, Dave Thorn and Joe Chiera 

Apanel discussion at CENTS in Columbus, Ohio, earlier this year revealed 
how three contractors have grown their companies - what systems 

they've put in place, what consultants they use and how they bid and price 
their jobs to ensure a profitable year. Steve Rak, Southwest Landscape 
Management, Columbia Station, Ohio; Dave Thorn, DTR Associates, Aurora, 
Ohio; and Joe Chiera, Impact Grounds Maintenance and Design, Norton, 
Ohio; brought together perspectives on high-end residential, commercial 
maintenance and full-service work for the audience. - Chuck Bowen 

What forms of advertising and 
marketing techniques have been most 
successful for growing your business? 
Dave Thorn: Customer referrals have 
been No. 1. No. 2 is home and flower 
shows. Currently, through shows, we've 
made connections with garden writers 
and editors. They'll do stories on us. 
Those have been key to our marketing -
which is free. People love a story. 

Steve Rak: We don't do a lot. We 
develop a lot of relationships with [prop-
erty] management companies. A lot of it 
is word of mouth. I also enjoy writing, 
and I write for a magazine called "Prop-
erties" in the Cleveland area. 

Joe Chiera: On the design/build side, 
we've done a lot of direct mail. We send 
it in the spring and follow up in the sum-
mer and fall. Also word of mouth - if you 

do a good job on a project, you should get 
two or three leads. On the maintenance 
side, all our trucks are the same colors 
with our logos. We used closed trailers. 
The more trucks you have out there, the 
more it does for all your marketing. 

What are your internal procedures 
from the time a client calls the office 
to the first day of the job? 
SR: We bid in October of the year before. 
To help get your foot in the door, it's a 
numbers game. When they don't know 
you, ask if there are any projects you want 
us do enhancements on. If we do a good 
job, they get some face time with us, and 
we get some face time with them. 

JC: Our office manager takes all the 
calls. He has a sheet of questions to 
prequalify the lead. On design/build, 

it's me or another salesman who takes 
the call. We follow up within 24 hours 
of the call and meet with the customer. 
On maintenance, an account manager 
handles everything. They supervise the 
job, sell enhancements. They own the 
property. 

DT: Our approach is pretty basic. We 
tell a story when the client calls. We're 
screening them as they're screening us. If 
it's a good fit, we set up a client meeting, 
where we'll have a lengthy conversation. 
I try to be a good listener and keep tell-
ing the DTR story. We send a formal 
design proposal and create a final plan. 
We use that exercise to showcase our 
work. Then, we have an on-site project 
meeting, where I introduce the client to 
the head foreman. We give door hang-
ers to the client, so they can leave notes 
for our crews if we're not there at the 
same time. 

At what point did you decide 
to hire a full-time office manager? 
JC: Our office manager has been key to 
our growth. I was pulling my hair out 
doing payroll and answering phones. My 
answering machine was always jammed 
full with messages. We have two office 
managers, one answers the phone, one 
runs bookkeeping. They do our HR and 
are shopping for our health insurance. 
They've really helped out a lot. 

SR : It wasn't soon enough. When 
you start a business, you're motivated 
to grow, but this whole paperwork thing 
gets out of control. We hired one three 
years ago, and I couldn't live without 
her. She'd be the last person I'd get rid 
of. Can we afford to pay someone full-
time? Definitely, yes. I'm principally a 
salesperson. I am spending more time 
on customer sales and customer rela-
tionships. 

DT: Ours is sort of a business manag-
er; she answers phones and does clerical 
work. But we divide and conquer on this 
and try to run very tight. It's not beneath 
me to answer the phone or plant a tree. 



THE BEST DEFENSE 
IS A GOOD OFFENSE 

Mauget 's new insecticide, T reeAz in , is a n OMRI - l i s ted 
bioinsecticide formulated with a z a d i r a c h t i n , a natural 
neem seed extract. Like its product line, Mauget 's legacy 
of proven, innovative chemistry continues to g row. 



Mlf you w a n t t o grow, your people need t o be in on 
it. Give them a stake in it." - s t e v e Rak 

We also have internships with local 
schools, and have students come in to 
do CAD or clerical work. 

What tools do you use to show your 
value over your competition? 
SR: For us, it's a simple message: Our 
core focus is on commercial mainte-

nance. We don't do design/build. Every 
bit of our resources goes into cultivating 
that culture of commercial maintenance. 
We don't have to pull a guy off a design/ 

build job. You're going to get A players 
on your property every day. This is our 
meat and potatoes. 

JC: Our main selling point is commu-
nication, and making the customer feel 
like part of our extended family. We try 
to have our account managers contact 
clients twice a month, get to know the 
property managers outside of their work. 
When you build that relationship with 
the customer, it goes beyond money, 
because they'll continue to refer you. 

DT: It's selling the story. When I 
meet with clients, I ask, 'What can we 
do? How can we better help you live? 
We're here to be a property manager 
for you.' We'll clean gutters, sweep the 
garage, wash windows. I tend to become 
very close to my clients. Once you make 
that connection . . . they couldn't think 
of using anyone else because of the con-
nection we have. 

As your company grew, how did you mo-
tivate your staff to accept the changes 
that were necessary to move forward? 
SR: Just don't keep it a secret. If you want 
to grow, your people need to be in on it. 
Give them a stake in it - maybe some-
thing they're doing can help, like more 
snowplowing, etc. This is their company, 
too. But sometimes people don't want to 
do that. Sometimes you have to let them 
go. That's not a bad thing. 

JC: We started with a core of four 
guys, all basic laborers. We brought 
in some consultants to help with our 
growth and challenges. We took a lot of 
their ideas, and most of those four guys 
are account managers now. You never 
stay the same. You either get better or 
you get worse. 

How have you used consultants 
to help grow you company? 
JC: I can't say enough. We use Rod Bailey 
in Oregon. He taught us the basic prin-
ciples of business. I never knew what a 
P&L was. After a two-day talk with him, 
we were quoting things accurately. That 

Like you've never 
seen it... POWIRID BY 

V 
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H;; 

Path & Spread Deck, Patio & Step Accent, Well & Water 

Prec ise, w a r m wh i te light 
& faster instal lat ions. 

Get more bids, close more jobs... 
15 year warranty on LED components 

For more information go to www.landscapelighting.com/lalmy 
or contact landscape@kichler.com 

K I C H L E R 
LIGHTING 
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got us on the path to growth. We also 
use Ed LaFlamme. He helped us from an 
operations standpoint - what a company 
looks like and how to set up quality con-
trol for the whole job. 

SR: We've been using them for ages. 
Frank Ross, a financial consultant, set 
us up to track costs. Steve Pattie, from 
the Pattie Group, and I meet once every 
other month. He knows my employees. 
We're not competitors, so we don't 
compete for commercial maintenance 
market. Just do your homework. Con-
sultants aren't cheap, but if you get the 
right one in your business, they can 
really halp you grow it. 

DT: We've hired Tom Koobee in Cha-
grin Falls, Ohio. I did the Dale Carnegie 
public speaking courses. Frank Ross 
comes in every year for us. He's been 
instrumental in guiding our ship. He's 
helped me understand finances and P&L 
statements. I always want to have a good 
year because I want to show Frank we 
did a good job. 

Subcontractors are vital to a successful 
business. In a down economy, how do 
you stay committed to those relation-
ships while protecting your business? 
JC: The only sub we have is snow re-
moval. I treat everyone the same way I 
treat our employees. I don't try to beat 
them down on price, as long as they're 
giving us good service that's worth the 
money. 

SR: Pay them on time. Everyone who 
runs a business knows what it's like 
to wait for your money. It's irritating. 
Get these people paid. If we can't, we 
need to work at our business. Nothing 
irritates me more than chasing clients. 
Treat them as part of your family. My 
subs do quality work. It might cost 
more, but I can call them any time and 
they're out there. 

DT: We have two irrigation subs, two 
tree removal, two electricians. I will get 
estimates from two people to make sure 
I don't miss an opportunity. 

How do you structure your bids? 
Do you price per square foot, or 
use a material-plus-labor approach? 

SR: We do both ways. With production 
rates for mowers and plows, there are so 
many variables there - lakes, trees, hills, 
I don't think you can look at it from a 
square-foot perspective. 

JC: We don't price anything on the 
design/build side on square feet. We 
do everything materials plus labor. The 

gross margin is key for my financial 
success. 

DT: Our jobs are polar opposites from 
one to another. We spend a lot of energy 
and time working with labor hours, ma-
chine costs and overhead mark-up on top 
of everything. We start with profits and 
work backward from that. £ 
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David Snof fgrass, president of Dennis' 7 Dees, 
br ir lgs his desic jh/bui ld skills to a chain of gari 
centers in Port land, O r e ^ 



A move back into the garden center 
business helps Dennis' 7 Dees stay 
stable in an uncertain world. 

After a four-year hiatus, David 
Snodgrass decided it was time 
to get back into retail. 

To diversify his company, 
Snodgrass, president of Dennis' 7 Dees 
Landscaping & Garden Centers in 
Portland, Ore., and two of his brothers 
returned to the foundation their grand-
parents built more than 80 years ago and 
bought back a group of garden centers his 
brother Dennis had sold off. And by add-
ing a hybrid DIY design service for hom-
eowners, they've been able to leverage 
those storefronts into a lead-generating 
machine for his landscape division. 

GETTING BACK IN THE GAME. Snodgrass, 
who's president-elect of PLANET, and 
his siblings moved back into garden cen-
ters due to their love of plants and their 
history. Their maternal grandparents 
started the business in the 1920s - Ber-
nard Esch running a lawn maintenance 
operation and his wife, Florence, grow-
ing rhododendrons in Portland. David's 
dad, Robert, took over and expanded 
into retail in the 1950s, naming the new 
company after his seven children: Daryle 
Linn, Dennis, Drake, Dan, David, Drew 
and Dean. 

"I , and I think my brothers 
share this, love every aspect of the 
green industry. One more piece 
of that industry is a good thing," 
Snodgrass says. 

And the company's five garden 
centers are a boost for business. 
Besides bet ter discounts for 
bulk purchases from suppliers 
and savings on administrative 
overhead, they act as a great 
source of leads - and sales - for 
its landscaping division. 

KEEPING CUSTOMERS. When hom-
eowners will order a big installa-
tion, the company's landscaping 
division can handle it. But those 
clients aren't ordering a new 
project every other month -
maybe every few years, if the economy's 
good to them, or if they buy a new 
house. During the in-between times, 
Snodgrass' retail arm can maintain 
contact with them - flats of annuals for 
the front beds or tomato plants for their 
vegetable garden - instead of losing 
them to another garden center. 

"We lost them, I guess, and allowed 
them to go to competing garden cen-

By Chuck Bowen 

2010 Breakthrough is an ongoing series of success stories from the green industry. Each 
BREAKTHROUGH month. Lawn & Landscape and its sister horticulture publications - Nursery Management 

and Production, Greenhouse Management and Production and Garden Center- will profile 
businesses that have found success by working across the industry. 

To see more Breakthrough stories from the rest of the green industry, visit www.lawnandlandscape.com/2010breakthrough. 
How are you working across the green industry to succeed in 2010? Send your stories to Managing Editor Chuck Bowen at cbowen® 

gie.net or call 330-523-5330 and you could be featured in an upcoming issue of Lawn & Landscape. 

Mulysa Melco, Planscaper program manager at 
Dennis' 7 Dees, runs the company's hybr id DIY 
des ign service. 

ters, and sometimes those competing 
garden centers offer landscaping ser-
vices," Snodgrass says. "This way, we're 
able to service our customer regardless 
of where they are in their buying cycle. 
We're able to keep their attention and 
keep them as an ongoing customer 
throughout that process." 

And the sales process works in the 
opposite direction, too. The landscap-
ing division has a presence at each of 
the five garden centers, and all the sales 
associates are trained to guide customers 
to the right level of project - from DIY 
to do-it-for-me. 

"A lot of times we can turn that cus-
tomer into either a bigger landscape 
sale and still have them do the work 
themselves, or give them a proposal do 
to the work. It's been a real good source 
of leads," Snodgrass says. 

ECONOMIC ADVANTAGE. And, the garden 
center purchases helped stabilize the 
200-plus employee company's balance 
sheet: 24 percent of its $18.5 million in 
revenue last year came from residential 
design/build; 28 percent from commer-
cial bid/build; 18 from landscape main-

http://www.lawnandlandscape.com/2010breakthrough


In this neighborhood, 

PERFECTION 
is the only acceptable 

RESULT. 
That's why I use 
4-Speed™ XT.! 

Eric Larson, Green Systems Turf Management 
Site: Astor's Mansion 
Newport, Rhode Island 

With contracts for many of the world's most famous mansions, Eric Larson faces customer expectations 
that are as high as the real estate prices. So when ground ivy, clover and other tough weeds started showing 
up, he turned to 4-Speed XT. Its combination of four active ingredients makes weeds 'Deader. Faster.' 
For more on 4-Speed herbicide brands, and more of Eric Larson's story, go to www.nufarm.com/us. 

t \ 
Nufarm 

Better Choices. Better Business. w w w . n u f a r m . c o m / u s 
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tenance and 29 percent from retail. 
" I t bucks the e c o n o m y t r e n d , " 

Snodgrass says of his retail division's 
performance this year - up when other 
areas are even or down. "That goes back 
to the diversification - the green indus-
try is never hitting on all cylinders in 
all areas. Sometimes there are pockets 
of strength and pockets of weakness. 
Being diversified allows us to leverage 
the pockets of strength into the pockets 
of weakness." 

Snodgrass stresses that, for now, 
retail is a pocket of strength. But it can 
change with the weather. For example, 
Snodgrass' five garden centers pulled 
in $35,000 total during a recent rainy 
weekend. That same weekend last year, 
in nice weather, they made $113,000. 

"You just have to suck it up, and 
sometimes you win, sometimes you 
lose. This year, sales for the garden 
centers are up 60 percent (overall). 
We had an early spring, maybe there's 
some pent-up demand showing. There's 
a huge interest in vegetable gardening. 
There are just a lot of things that bode 
well for being in the garden center busi-
ness this year." 

PLANSCAPER PROFITS. One of those 
things is Snodgrass' Planscaper pro-
gram. Homeowners interes ted in 
installing plants themselves, but who 
want a professional design to work from, 
can sit down with one of Snodgrass' de-
signers and get a professional plan. (See 
"How Planscaper Works," at right.) 

The idea is that the company un-
derstands things like creating outdoor 
spaces, privacy screens, complimenting 
structures, sight lines and overall curb 
appeal, so homeowners won't have to. 

"We're trained landscape designers 
and contractors. That's our grounding," 
he says. "We have brought that into the 
retail garden center arena, so we have 
a level of professional design that's not 
going to be part of a garden center that 
expands into landscaping or a garden 
center that's going to offer some type 
of DIY service." © 

The author is managing editor of Lawn & 
Landscape. 

HOW 
PLANSCAPER 

WORKS 
Dennis' 7 Dees' Planscaper program 
targets DIY homeowners - the people 
who want a big installation, but want 
to do the heavy lifting themselves -
and turns these leads into a revenue 
s t ream that a s t r ic t d e s i g n / b u i l d 
division might ignore. 

The c o m p a n y has a pro fess iona l 
designer on staff at each of its five 
garden centers, and creates plans 
for homeowners who want "the power 
of a professional plan'' without hiring 
a contractor to do all the work. The 
fee? Clients can part ici ipate for as 
little as $500. The design fee goes 
toward plant costs. 

They bring photographs of their home 
and meet in-store with the designer 
- no home visits required - who puts 
their ideas on paper. 

The program has its own manager, 
who oversees the des igners , and 
all garden center staff members are 
trained on how to talk to customers 
about the program. The company 's 
r e v e n u e g o a l for P l a n s c a p e r is 
$300,000 this year. 

"The most important thing customers 
can have is the plan. It doesn't matter 
if you're going to do the work yourself 
or have it done for you," Snodgrass 
says. "The plan is the means to the 
end that ensures every step of the 
way you' re go ing to have a great 
product. It's totally invaluable." 

More on Planscaper 
Download samples of Dennis' 7 
Dees' Planscaper program marketing 
materials at www. lawnandlandscape. 
com/201 Obreakth rough. 
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4-Speed " XT 
Saves Contracts 

APPLICATION RATE: 
1.3 oz/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-spEEDxr 
Better Choices. 
Better Business. 

n 
Nufarm 

www.nufarm.com/us 

Nufarm Turf & Ornamentals: 800-345-3330 
© 2010 Nufarm. Important: Always read and fol low label 
instructions. 4-Speed" is a trademark of Nufarm. 
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Z - S P R f l VS. the COMPETITION 
Z-SPRAY Competitor A Competitor B 

True Zero Turn Maneuverability V n 
By-Pass Agitation * a 
All Stainless Steel Chassis V V n 
220 LB Hopper Capacity • I Mai a mtermeliate u 
Optional Auxiliary Tank • • m 
50' Hose Reel for Spot Spraying • • • 
G.P.S. Speedometer * 
8 m.p.h Transport Speed V 
3 Section Independent Boom V. • • 
Hydraulic Drive Hopper V 
3' to 25' Variable Spread Width ? n n 
4.0 GPM Pump • • ® 
Standard 18 Gallon Spray Capacity • 51 • • I Mai • i I 
Up to 1 Gallon per 1000 capacity • m 
Air Injection Low Drift Nozzles ^ i I u 
16" Front Tires • • 
20" Rear Tires • n n 
16 HP Electric Start Engine V i i 11 
Locking Caster System V •at applicant •at appllcafcla 
5 Gallon Gas Tank w\ ! 1 I I 

Inlermediale -t + 4 Junior 36 

Z Max 

LI Rich Products 
1 Call us at: (877)482-2040 
or visit us at: www.zspray.com 

Why choose 
anything else? 
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withGroundsKeeper Pro business software 
• • • 

Organize your business better with j 
. It's specially designed for the lawncare 

and landscaping industry, easy to use and affordable... 
I n M M A s ^ ^ s d 

FEATURES INCLUDE: 
Time & Materials Contracts 

Optional credit card processing 
Income & Expense Reporting 

JUST$399 
SAVE THOUSANDS OVER ! 

SIMILAR PROGRAMS • 

l l i S J 
i ® * # 

FRE TRIAL 
ADKAD TECHNOLOGIES / 1 . 8 0 0 . 5 8 6 . 4 6 8 3 / WWW.ADKAD.COM/FREEDEMO.HTM 

J v » s - • 

WANT TO GET INTO 
GARDEN CENTERS? 
Nearly a third of Dennis' 7 Dees $18.5 million 
in revenue comes from its five garden centers 
Here, president David Snodgrass shares his 
tips for landscape companies entering the 
retail sector. - as told to Chuck Bowen 

Ag a r d e n center is a who le di f ferent animal 
You n e e d specia l is ts w h o know retail garden 

c e n t e r s as m a n a g e r s . T h e r e ' s a n educat ion 
in retail p lant qual i ty versus a landscape. The 
cus tomer is g o i n g to p ick u p every s ingle plant 
a n d look at it 360 d e g r e e s before they buy it. You 
can ' t just think of it as more of the same. 

If you don ' t have s o m e p roven manager who 
knows the retail s ide of th ings, a n d you' re trying 
to o p e n a g a r d e n center wi th your skill set and 
m indse t of a l andscape r , you ' re in for a rude 
awaken ing . 

It 's a b ig , h u g e cha l l enge to get peop le to 
your doo rs tep . That 's all w e want to d o - we 
want to b r ing cus tomers to our doors tep . Once 
they ' re there, the rest of the p r o g r a m a n d what 
they see is g o i n g to keep t hem there a n d bring 
t h e m back . 

In the s p r i n g o n g o o d - w e a t h e r Saturdays, 
every g a r d e n center is busy . If the weather is 
bad , it just a d d s u p to a great season or a poor 
season. If you have a wet spr ing, it's go ing to 
m a k e it imposs ib le to have a great season. 

I w o u l d not buy a c o m p a n y that w a s not al-
ready success fu l . To think you ' re g o i n g to turn it 
a r o u n d is a p i pe d ream. 

The t rend is for mul t ip le locat ions in order to 
ave rage d o w n your costs. It takes a lot of market-
ing to get cus tomers to c o m e to your door . If you 
have to cover that wi th sa les f rom one location, 
that 's di f f icul t to do. The t rend is roll ups, and 
there is still a p l ace for m o m - a n d - p o p indepen-
dents , but that 's real ly h a n d s on. 

You have to love p lants to b e in retail. If you 
really are an enthus iast abou t the industry, and 
have pass ion a n d energy , it c a n b e a lot of fun 
for the r ight person. For the w r o n g person, it can 
b e just the oppos i te . 

It's real ly seasonal ; you 've got to weather the 
co ld . You 've got to m a k e sure you c a n keep your 
staff a r o u n d - that c rea tes a g o o d foundation 
to bu i ld on. 

If you c o u l d o p e n your doors for four months 
a n d c lose them, you 'd be highly profitable. Spring 
a n d fall are prof i table. Summer a n d winter can 
b e long. Those are t ough months. You 've still got 
to pay the bil ls. 

http://www.zspray.com
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The prettiest Ferrari 
won't run without gas." 
- Marty Grunder, Grunder Landscaping 

i s 
i 

Blame it on the economy or the 
competition. Point your fin-

ger at the weather, a late spring, 
a difficult winter. If pre-season 
sales were sluggish and spring 
has sprung but your schedule 
is sparse, it's time to get off the 
phone and stoke sales. (Yes, you 
heard that right.) 

"If you didn't make sales this 
spring, there's really only one way 
to do it, and that's to get out there 
and talk to people," says Marty 
Grunder, president, Grunder 
Landscaping Co., Miamisburg, 
Ohio. Offer property tours and 
look for enhancement sales. Talk 

to long-time clients about what 
services they like and focus on 
selling those to prospects. 

For a minute, think about when 
you launched your business. "You 
probably approached every day 
with a sense of unbridled enthu-
siasm and went after business like 
crazy," Grunder says. "When you 
met someone, you gave them a 
card. If you saw an office building 
going up, you found out how you 
could help on the job. 

"I think as we grow our orga-
nizations we tend to lose a little 
zest, and that's what will grow 
your business," he says. 

When production picks up, and 
even while summer work is full-
steam ahead, don't forget job No. 
1: sales. "The prettiest Ferrarri 
won't run without gas," Grunder 
says. "Companies are the same 
way. You have to understand that 
sales is No. 1,2, 3 , 4 and 5 on your 
to-do list. It has to be. On a daily 
basis, you've got to spend the ma-
jority of your time selling." 

This month, Lawn & Landscape 
spoke to three firms to learn how 
they sell year-round, balance sell-
ing and doing the work, and con-
tinue to drive business in the door 
even when times are tough. © 



The Power of One to One. 
Call on your PrimeraTurf* distr ibutor to experience 

the Power of One to One — outstanding results 

and value f rom PrimeraOne8 products 

with " just around the corner" 

suppor t and service f rom 

the local Independent. 

^ r i m e r a O N E 
Learn more about the power of independence. 

Visit us onl ine at primeraone.com. 

©2010 PrimeraTurf. PrimeraTurf and PrimeraOne are registered trademarks of PrimeraTurf. Inc. Always read and follow label directions. 



The face-first approach 
By running separate sell ing and producing engines, 
Coastal Greenery constant ly f i l ls its pipel ine w i t h prospects. 

Production at Coastal Greenery is the 
"factory," and it operates separately 

from the sales force, which consists of 
president Jeffrey Johns, an account man-
ager and a part-time salesperson focused 
on relationship-building. By running 
separate selling and producing engines, 
Johns constantly fills the company's 
pipeline with prospects. 

"My job as a sales force is to keep the 
clients out of the factory," Johns says. 
"Because a client waiting around in the 
factory messes up efficiency and you 
don't want that." 

Production is charged with producing 
income and profit - delivering on the 
promises the sales team makes to clients. 
Sales is responsible for keeping produc-
tion busy with ongoing maintenance 
work (contracts automatically renew) 
and enhancements. "The way I set it up 
is almost like a competition between 
the two departments," Johns says. Both 
divisions rely on one another for success 
- but a company won't survive without 
a "kick-tail sales force." 

To that end, Johns executes specific 
sales processes to upsell existing clients 

Coastal Greenery • • 
Principal: Jeffrey 
Johns, president 
Location: Brunswick, 
Ga. Established: 1994 
2009 revenue: $2.1 million Customers: 
60 percent commercial ; 40 percent 
residential Services: landscape 
maintenance and enhancements 

and attract new customers. Beginning 
with the company's book of business, 
Johns and his associate set enhancement 
sales goals. For example, Johns aimed to 
sell $50 ,000 in enhancements in March, 
and $ 6 0 0 , 0 0 0 in enhancements overall 
for 2010. 

"The old days of sitting at a phone 
and having someone answer it and 

P m N & B j B D Sale 
MODULAR ESP 

CONTROLLERS 

O B B 

Install Confidence: 
Install Rain Bird. 

CUSTOM DEFAULT PROGRAM 
UP To 13 STATIONS 
HOTSWAP MODULES 

EXTRA S/MPL EPROGRA MM/NG 

THE ESP STANDARD 

5004-PC 
4"POP-UP TURF ROTOR 

ESP4MI (Indoor) 4-sta 
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J 806 6"POPUP BODY..$4.50 

ALL REGULAR & V A N 
SPRAY NOZZLES 750 

50 ea. 
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BUY THE BOX OR BAG 

800-600-TURE 
Order By 1 p.m. 

SHIPS SAME DAY 
M-F 7:30-5 SAT 8-1 PDT 
Se Habla Espanol 
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21 crews, 187 contracts and just one product: STIHL 
" W h y S T I H L ? W e b u i l d n e i g h b o r h o o d s , n o t j u s t 
l a n d s c a p e l a w n s a n d s t r e e t s , a n d w i t h a n o p e r a t i o n 
t h i s b ig , w e c a n ' t a f f o r d t o u s e p r o d u c t s t h a t d o n ' t 
w o r k as h a r d a s w e d o . R u n n i n g o n e h a n d h e l d 
p r o d u c t l i ne s t r e a m l i n e s c r e w t r a i n i n g , i n v e n t o r y , 
a n d m a i n t e n a n c e , w h i c h m e a n s l e s s d o w n t i m e . 

It o n l y t a k e s o n e i n f e r i o r m a c h i n e t o b r e a k d o w n t o 
s e e t h e d i f f e r e n c e in t o t a l r e p a i r c o s t . T o u g h t i m e s 
r e q u i r e t o u g h e q u i p m e n t . S T I H L h e l p s k e e p u s 
r u n n i n g a n d p r o f i t a b l e . " 

www.stihlusa.com 1 800 GO STIHL 

STIHL 

http://www.stihlusa.com


take orders is over, I don't care how 
the economy comes back," he says. In-
person meetings with clients is the only 
way to suggest enhancements and get 
the client's OK. 

"When you can paint a picture for 
them while standing in their yard, 
they'll say, T h a t sounds good, how 
much will it cost?'" Johns says. "Most 
of them say, 'Sign me up.'" The closing 
rate on enhancements is an average 52 
percent, a 5-percent increase since two 
years ago when Johns began on-site 
walkthroughs with commercial and 
residential clients. 

"During that walkthrough I'm looking 
for extras," Johns says, always keeping 
his sales goals in mind. 

Clients appreciate the regular atten-
tion and have an opportunity to voice 

concerns in person. Meanwhile, Coastal 
Greenery has a conversation starter to 
suggest enhancements and a has bet-
ter chance of selling them because of 
the face-to-face contact. "This is a way 
for us to deliver exceptional customer 
service and stay on top of those clients," 
Johns says, noting that residential walk-
throughs occur quarterly. 

All the while, Coastal Greenery recog-
nizes that new account sales are critical 
for reaching the firm's 2010 goal of $2.8 
million. So this year, Johns is trying 
something new. He hired a part-time 
salesperson to nurture relationships 
with property managers. She works two, 
10-hour days a week, and her sole goal is 
to provoke property managers to ask for 
a bid. From there, she turns the account 
over to Johns. The legwork for this invi-

tation involves TLC and intuition. For 
instance: bringing fresh-baked muffins 
to a morning crew meeting after learn-
ing about the gathering during a conver-
sation with the property manager. The 
gesture is unexpected - and refreshing. 
The relationship-sales associate might 
drop by with coffee mugs and brochures 
or take the property manager out to 
lunch. All the while, she is filling Coastal 
Greenery's "bucket of contacts." 

"She's a great communicator and she 
knows many people in the community 
- she's generating those leads for us," 
Johns relates. Those leads are filtered 
into a software system so they can be 
tracked. All the while, she sends out 
e-mail blasts and newsletters to these 
prospects so Coastal Greenery is top of 
mind. P 
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We're like, toast. For sure. 

ALOFT Insecticide provides total insect control, guaranteed. 
Simply apply once early for season long control of all major turfgrass insects, surface feeding pests and 
white grubs. It has two kinds of powerful activity to provide residual, systemic control and fast knockdown. 
Plus, we're so confident in the proven effectiveness of ALOFT, we're backing it wi th our Unsurpassed 
Performance Guarantee. To learn more, call 866-761-9397 or visit arystalifescience.us/aloftguarantee. I Total Control. Guaranteed. 

a r v s t a MfeScience road and fnliow tebrt directions ALOFT and ALOFT logo are registered UademarKs of Ary^a L-ieSctence Nortn Arnphca 11C T*^ 1 Tctat Contrpf Guaranteed."slogan is a trademark of Ary? 
r tffcScfence North Amenta, UC. AiystflifeScience art • ip Arysta LffeScience logo aid r e a r e d tradem.irts c' Aj ysta IifeSciew* Corpoiatw Arysta L <eSc:ence North America, LLC. AI.0-090 

www.lawnandlandscape.com/readerservice - #36 

http://www.lawnandlandscape.com/readerservice


The board-room approach 
M a t t Caruso relies on rock-sol id re lat ionships t o g row his business. 

There are expanses of paver surface 
on big-box lots that need to be laid 

in basic running-bond pattern. There 
are contractors that play beat-this-price 
with hardscape bids. Don't expect to find 
Decra-Scape vying for them. 

"Many guys chase anything and ev-
erything that has the word 'brick' on it, 
and they end up with a whole bunch of 
nothing," says Matt Caruso, president 
and founder. "We look, specifically, for 
intricate applications." 

Caruso references a rooftop patio 
project that involved craning materials 
and equipment; and a site that required 

100,000 square-feet of brick in multi-
weave patterns. "That's the work I spend 
my time looking for, and you can't get 
that through direct mail," he says. 

The sales strategy at his specialty 
firm is tailored to win the work that 
suits the company's focus. Decra-Scape 
aligns with engineers, manufacturers, 
landscape architects and contractors 
who share a vision for the end prod-
uct: a "wow" look that's executed with 
advanced equipment (Decra-Scape is 
the only company in Michigan with a 
mechanical layer), Caruso says. 

"My sales model is, you get me in the 

Decra-Scape 
Principal: Matt Caruso, 
president/founder 
Location: Sterling Heights, 
Mich Established: 1990 
2009 revenue: $1.3 million Customers: 
70 percent commercial ; 30 percent 
residential Services: hardscape/focus 
on specialty projects 

board room and it's all but over," Caruso 
says. "But you have to know how to get 
into the board room." 

Often, Caruso enters the bidding 
process through the back door by 
relationship selling. One outlet for de-
veloping these relationships is a local 
chamber of commerce group that meets 
weekly to share contacts, Caruso says. 

Save with The JobClock System. 
Call 1 . 8 8 8 . 7 8 8 . 8 4 6 3 today! 

i 



HELPS BUSINESS GROW. 
Nobody has to tell you that the lawn care business is full of unknowns from 
the weather to gas prices. That's why professionals count on Honda engines. 
They're legendary for being fuel efficient, quiet and tough. Plus, now they 
come with a three-year warranty*. Good engines can do more than just make 
your business run. They can help it grow. Find out more at honda.com. 

E N G I N E S 

Built like no other. 

•Warranty applies to all Honda GX Series Engines, 100cc or larger purchased at retail or put into rental service since January 1,2009. Warranty excludes the Honda GXV160 model. See full warranty 
details at Honda.com. For optimum performance and safety, please read the owner's manual before operating your Honda Power Equipment. ©2010 American Honda Motor Co., Inc. 
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But perhaps more importantly, Decra-
Scape is recognized as an authorized 
contractor of a manufacturer's products. 
"Basically, they believe in us enough that 
they'll stand behind us if our work fails," 
Caruso says. "And they aren't going to do 
that for just anyone. You have to meet 
certain requirements." 

Manufacturers often send representa-
tives to canvass the specifier community, 
Caruso explains. "They are out there 
trying to get their product on different 
jobs," he says, adding that his company 
name is sometimes listed in specifica-
tions for a job so a general contractor 
will have to get a bid from Decra-Scape. 
"They may not use us, but they have to 
entertain a number from us," he says. 

That doesn't mean Caruso can wait for 
work to fly in. He must emphasize his 

niche expertise to those he aligns with, 
letting them know he aims for specialty 
projects because of their size, scope or 
expertise requirements. 

"I have to get out there and sell that," 
Caruso says. "So if I meet with a land-
scape architect or engineer, I'm talking 
about sustainable work like permeable 
pavers and how we can be utilized as an 
information resource if they need help 
building those projects. And I tell them, 
'By the way, we bring this mechanical 
layer to the table with a capability to put 
down 8,000 to 10,000 square feet of pav-
ers a day.'" That pitch turns heads. 

Caruso also attends trade shows, meet-
ing with tradesmen who might need his 
services and constantly returning to his 
book of business to keep in close contact 
with existing customers. 

For residential work, Decra-Scape's 
location on a main road encourages 
passers-by to stop in. And whenever 
the company is installing hardscape in a 
neighborhood, door-hangers are distrib-
uted and employees engage in "friendly 
communication" with anyone walking 
by the project site. 

While sales were slower in 2009 than 
in years past - Decra-Scape usually 
brings in annual revenue of closer to 
$3 million - maintaining relationships 
and constantly reminding those contacts 
of their niche helps ensure that Decra-
Scape gets a spot at that board table. 

And as for the price wars that can oc-
cur there: "If you're confident in what 
you do, confident in your pricing and 
your ability, that takes the dollar concern 
off the table," Caruso says. L 
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Is this how your dients are 
enjoying their new landscaping? 

W e a r e a c t i v e l y s e e k i n g 
L a n d s c a p i n g P r o f e s s i o n a l s 
t o se l l , i ns ta l l a n d 
s e r v i c e o u r i n n o v a t i v e 
o u t d o o r m i s t i n g s y s t e m s 
t h a t e f f e c t i v e l y c o n t r o l 
m o s q u i t o e s a n d o t h e r 
a n n o y i n g i n s e c t s . 

Great margins and recurring revenues! 

1-866-485-7255 
HHH.MISfftHRY.COM 

A BECOME A MISIAHAY DEALER TODAY! ^ 



LebanonTurf 
For all your landscape needs 

The ROOTS™ b rand o f b io log ica l so lu t i ons merges 
la tu re and t e c h n o l o g y t o o f f e r u n l i m i t e d possib i l i t ies 
n t he care and feed ing o f plants. 

H o w can s o m e t h i n g t h a t w o r k s so fast... last so long? 
MESA® p rov ides br i l l i an t g reen co lo r , qu i ck response 
and e x t e n d e d feeding, all in a single granu le . 

Woodace® Preen® Plus c o m b i n e s t h e p o w e r o f 
t w o act ive he rb i c ide ingred ien ts t h a t c o n t r o l o v e r 150 
grassy and broad lea f w e e d s in landscape areas. 

Winning Colors™ is t h e u l t ima te Tu r f Type Tall 
escue Blend con ta in ing f o u r o f t h e best tal l fescues 

on t h e marke t : M o n e t , V a n G o g h , DaV inc i , and 
Rembrandt . Toge the r t hey make a w i n n i n g 
comb ina t i on t o y ie ld b e t t e r t u r f w i t h exce l l en t c o l o r 
and overa l l disease res is tance. 

LebanonTurF For more information about all our technologies, brands 
and products, please visit our web site at LebanonTurf.com 
or call 1-800-233-0628. 

MESA o i o a r i WINNING 
TURF W E TAIL FESCUE IIENO 



The calender-year approach 
For Joe Kucik, the mant ra is 'always be selling.' 

Aw r i t t e n plan with a de ta i l ed , 
12-month sales process steers busi-

ness development efforts at Joe Kucik's 
Scotts LawnService franchise. "You have 
to put it on paper," says the longtime 
lawn care player, who has bought and 
sold several businesses and also operates 
green industry software firm Real Green 
Systems. 

Create a budget, jot down goals and 
expectations, map out what services 
you'll sell when, and don't leave out a 
single month of the year, he says. 

"Your plan should have you selling 
something every day of the year - you're 

not selling the same thing, necessarily, 
but you're still selling every day," Kucik 
says. For instance, Kucik's sales team 
will focus on aeration in April, then 
grub control. 

His selling year kicks off in late De-
cember with a 10,000-piece mailing to 
"cancels and rejects." That primes this 
population for the phone campaign be-
ginning immediately after New Year's. 

"A lot of people think you can't get 
started selling until the snow is gone 
or the weather gets better," Kucik says. 
"Sure, there are easier times of the year 
to sell lawn care, but you need to get 

Scotts 
LawnService 
Principal: Joe Kucik, 
franchise owner 
Location: Lansing, Mich. 
Established: 2004 2009 Revenue: 
$2.8 million Customers: 96 percent 
residential; 4 percent commercial 
Services: lawn care and pest control 

a quick start on marketing and sales 
to build momentum. If you don't get 
started until the middle or end of Febru-
ary, you aren't going to build that good 
momentum until too late." 

A dedicated sales staff spends all of 
January following up on that initial mail-
ing with phone calls, with a goal to sign 
100 customers per week. In February, a 
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Our Name Says It All 

• Fastest mini-trencher 
on the market 

• Trench up to 
30' per minute 

• Cut 2"~4" wide trenches 
up to 12" de£p 

> 
• Choice of 4 models, 

plus optional t r ^ i l e r v . 
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carbide-tipped teeth 

Call today for a FREE product video or literature 

800-227-7515 
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Little Beaver. Inc. RO Box 840 Livingston, TX 77351 
www.littlebeaver.cooisales@littlebeaver.com 
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T O Q A y *No Franchise Fees 
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s 5 0 0 0 in F R E E product • Complete Marketing Plan 
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ARE YOU M-POWERED? 
I n t r o d u c i n g the n e w Bobcat® M - S e r i e s 

excava to rs , w h i c h pu t ope ra to rs and 

o w n e r s in cha rge of labor -sav ing , 

p r o f i t - p r o d u c i n g fea tu res tha t take 

p e r f o r m a n c e to the next level. S m o o t h , 

re f ined hyd rau l i cs , au to idle, inc red ib le 

d r ive p e r f o r m a n c e w i t h au to sh i f t and 

m a n y m o r e n e w fea tures . Al l t h i s in 

a s t r onge r , l i gh te r m a c h i n e . Go t o 

w w w . b o b c a t . c o m / s a n d b o x 5 o r see 

y o u r dea ler t o learn h o w t hese n e w 

c o m p a c t e x c a v a t o r s can M - P o w e r 

y o u t o d o m o r e . 

PHE NEW E32 C O N V E N T I O N A L S W I N G C O M P A C T EXCAVATOR 

www.bobcat.com/sandbox5 
Botear ' and the Bobcat logo are registered trademarks ot Bobcat Company in the United States 
and various other countries ©2010 Bobcat Company All Rights Reserved 

W Bobcat 
® 

One Tough Animal 
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direct mail campaign targets the compa-
ny's marketing universe, which includes 
about 210 ,000 homes of which Kucik 
knows the price and property size. 

Every week during February and 
March, 5 , 0 0 0 to 1 0 , 0 0 0 direct mail 
pieces are sent to these prospects. With 
follow-up calls, Kucik expects a 1.5 to 3 
percent sell-through rate and sales goals 
continue at 100 customers per month. 
He sets this goal knowing that he wants 
to spend less than $100 to acquire a 
single customer. 

"A lot of people implement marketing 
plans and have no idea at the end of the 
day what each new customer ended up 
costing them," Kucik says. "How will 
they know where to put their marketing 
dollars next year?" 

While the 3 percent or less sale rate of 

direct mail with a follow-up call seems 
low, Kucik says that without the phone 
call, the direct mail will result in just a 
half-percent sell-through rate. 

Meanwhile, by April, he ups the cus-
tomer sales goal to 200 before the season 
is in full-swing. 

Come summer, he divides the sales 
team into groups. Five people man 
the phone every day. Three associates 
focus on outside sales. A team carries 
out door-to-door sales efforts. About 
30 to 35 people work for Kucik during 
high season, most of them servicing 
properties. 

Regardless of job title, all employees 
are encouraged to sell, and an incen-
tive shows them Kucik is serious about 
bringing in sales year-round. A techni-
cian who refers a client can earn an 

8-percent commission on one year's 
service. "They get paid as services are 
rendered throughout the year," Kucik 
explains, pointing out the other side of 
this enticement: quality service ensures 
that customers continue the service, and 
that the technician continues to pick up 
the bonus on every service visit. 

"If you don't offer an incentive, some 
technicians will simply tell people who 
are interested in the service to call the 
office," Kucik says. 

This combination of strategies keeps 
sales rolling in year-round, but it will 
only work, Kucik says, when a plan is put 
on paper. Accountability and measuring 
results against goals is a critical compo-
nent of a successful sales system. J ) 

The author is a regular contributor to Lawn & 
Landscape magazine. 

NATURALLY 
BETTER 
When summer stress 

kicks inf a drench 
of PHC BioPak® 

Plus 3-0-20 provides 7% 
chelated iron for fast 
green-up, as wel l as 5 other 
minerals to promote quick 
recovery f rom stress. 

BioPak Plus' beneficial bacteria 
improve root funct ion w i thou t st imulat ing top 
growth. Excellent for everything green, including 
lawns. 
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Plant Health Care manufactures a complete line of Naturally Better 
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No cutting, no estimating, no hassles - no problems! 

Easy-to-sell and 
easy-to-build 

outdoor living kits! 

Compact Fireplace Kit 

shown with optional 

hearth and woodbox. 

G r a n d F i r e p l a c e M S R P ( 7 , 0 0 0 I s l and B a r s M S R P s t a r t a t $ 2 , 5 0 0 C o m p a c t F i r e p l a c e M S R P $ 1 , 9 9 0 

We've made Rockwood Outdoor Living Kits easy 
to design with, easy for homeowners to buy and 
easy for you to install. These reasonably pr iced 
kits include everything you need to build on your 
properly prepared base. No cut t ing or materials 
estimating, no overage or underage! All you do is 
bui ld wi th your labor. 

All Kits are made wi th high quality Rockwood and Silver Creek products 
and come wi th easy to fo l low course-by-course instructions. W e even 
include the adhesive. Cal l or wr i te us for information on our comple te 
line of Ou tdoor Living Kits, color availability and quantity d iscounts. 

EUiMG Rockwood Outdoor Living Kits are available 
nationwide and at all Ewing locations. 
www.ewing1.com 

R E T A I N I N G W A L L S 
A better way" 

Toll Free: 888-288-4045 
On-l ine: www.outdoor l iv ingki ts .com 
E-mail: in fo@rockwoodwal ls .com 

C Copyright 2010. M Rights Reserved. Made worldwide under kcense from Rockwood Retmng Wafe. Inc. 
US and ( i t e r a t o r * patents issued and pendmg. Final determnaton of the sutaMrty of any information or 
material for the use contemplated, or for its manner of use. is the sole responsibility of the user 510 

http://www.ewing1.com
http://www.outdoorlivingkits.com
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Asking for it 
A modest proposal won' t close the sale. 
Use these tips to improve your pitches. By Bill Arman 

Acquiring new customers 
is more important than 

ever as the industry works to 
rebound. One key to gaining 
more customers is preparing 
great proposals. 

Why write a great pro-
posal? It differentiates you 
from the competition, helps 
appeal to the buyer's emotion 
and intellect, and serves as 
a tool for your commercial 
customers to help sell others 
i.e., HOAs, building owners 

MThe secret 
of successful 

proposals is to 
focus on what 
the prospect 
wants to hear. 

and managers, etc. 
Proposals are also impor-

tant touch points. A good pro-
posal sets the tone, communi-
cates your expertise and tells 
clients what your company 
is all about. A bad one does 
the same thing - if you can't 
put a several-page document 
together, odds are you can't 
run a solid company, either. 
(See "Building a proposal" on 
page 56.) 

Key tips for building 
a great proposal. 
When you sit down to write 
a proposal, keep these six 
things in mind: 

1FOCUS ON THE CUSTOMER. 

Your sales proposal is cus-
tomer-centered. It defines 
their business, their cur-

rent situation, the financial 
impact of the proposal and, 
most importantly, their needs 
and objectives. Go deep on 
them. 

2 LEARN THEIR NEEDS AND BE 
A CONSULTANT. A compel-

ling proposal results from a 
consultative sales process. 
Avoid "boilerplate" propos-
als, or proposals that read like 
poorly written brochures. 

Ask great questions to dis-
cover or uncover their needs. 
Address their needs in your 
proposal. 

Develop a list of 10 ques-
tions that gets to the heart 
of their challenges, and what 
is important to them in the 
service provider/customer 
relationship. 

3 EXPLAIN HOW YOU WILL 
SOLVE THEIR NEEDS. Be 

specific by including meth-
odology, scheduling and the 
staffing required to imple-
ment the solution. This re-
duces your buyer's perceived 
risk and answers what you 

will be doing. How will you 
do it? How long will it take? 
Who will be performing? 

Your proposal should ex-
plain how your service will 
work to help with their busi-
ness. The secret of successful 
proposals is to focus on what 
the prospect wants to hear. 

4SHOW THEM THE FINANCIAL 
BENEFITS. Your proposal 

measures how your service 
will make or save money. This 
provides compelling financial 
reasons to make a change. 

5SHOWTHEM NON-FINANCIAL 
BENEFITS. Your proposal 

converts your service's ca-
pabilities into buyer-specific 
benefits. 

T h e s e are the benefits 
that are not easy measured 
in monetary terms. Things 
like saving them time and 
anguish, making their life 
easier, making them look 
good, etc. 

6 INCLUDE PERTINENT IN-
FORMATION. Your sales 

proposal assures the buyer 
that your organization can 
deliver on the contract. 

It includes a company pro-
file that differentiates your 
company from the competi-
tion and details your certifica-
tions, awards and community 
giving programs. Whatever 
helps differentiate you from 
the competition. @ 

The author is head harvester at The 
Harvest Group. 

A podcast proposal 
Listen to the Harvest 
Group's advice on proposal 
writ ing and other archived 
topics at www.lawnand-
landscape.com. Search for 
"The Grow Show." 



At least there's one place where the left 
and the right work in harmony. 

Our un ique, all i n teg ra ted g r o u n d dr ive system. 
Even in ou r d iv ided w o r l d , t h e r e ' s st i l l a p lace w h e r e t w o sides w o r k per fec t l y 
t o g e t h e r : o n o u r n e w ZTrak PRO 9 0 0 . T h a n k s t o an i n t e g r a t e d g r o u n d d r i ve 
t r a n s m i s s i o n w i t h p i s t o n p u m p s a n d p i s t o n w h e e l p u m p s , t h e Z 9 0 0 has 
l i g h t n i n g - q u i c k r e s p o n s i v e n e s s a n d t r e m e n d o u s t r a c t i o n . A n d w i t h o u r 
u n i q u e c r o s s - p o r t i n g s y s t e m , c o o l h y d r a u l i c f l u i d r o u t e s t o t h e hyd rau l i c 
p u m p d o i n g t h e m o s t w o r k . For a d e m o , c o n t a c t y o u r local J o h n Deere dea ler 
A n d d o n ' t f o r g e t t o ask a b o u t t h e W o r k It For A W e e k G u a r a n t e e . 

Accept nothing less. 

Offer valid 2 March 2010 through 2 August 2010. Subject to approved credit on John Deere Credit Installment Plan. 
0%APR for 24 months only. Some restrictions apply, so see your dealer for complete details and other financing options. 

J O H N D E E R E 

www.JohnDeere.com/MowPro 

http://www.JohnDeere.com/MowPro


Building A Proposal 
The title page 

Start with a title page or 
tradit ional proposal cover. 

A picture of the job site, or their 
logo a long with your logo is a 
nice touch. 

The proposed solution and 
implementation process 

• Without be ing too speci f ic , 
prov ide detai led schedules 
on how you plan to solve their 
problems. 

• Provide dates, t imes, peop le 
profi les, etc. 

• Be speci f ic to their job. Reiterate 
your unders tand ing of the 
prospect 's requirements, and 
make sure your proposal 
clarif ies how your solution will 
help them. Remember , they want 
solut ions to their problems. 

The cover letter 

• Conf i rm your interest in the 
project. 

• Thank them for the 
opportuni ty to b id on the job. 

• Inc lude an overview of the 
process and why the cl ient is 
important to you. 

Your profile 

• Inc lude a brief overview of 
your company , your history, 
your awards, communi ty 
involvement, associat ion 
membersh ips , etc. 

• No more than one page. 

• This should ensure them that 
you have the abil ity to make 
them happy. 

Customer background 
and needs identification 

• Inc lude a review of their 
business. 

• Identify and address their 
needs. 

• Identify and address their top 
three to f ive chal lenges or 
pain points. 

W 
Pricing summary 

• Summar ize the 
scope of the job, 
detai l the benefi ts 
to their property, 
prov ide the pr ice 
and expla in what it 
does and doesn' t include. 

• They want to be conv inced 
that you unders tand what they 
need and that you can solve 
their needs. 

• Include a call to action. 



X-CEPTIONAL RESULTS 
that won't exceed your budget. 

Your t u r f gets the nut r ients you're pay ing for w i t h XCU Slow-Release 
Fertilizer. Each XCU granu le del ivers the most bang for your buck 
of any Polymer-Coated, Sul fur-Coated Urea (PCSCU) thanks t o its 
superior, more durab le coa t ing techno logy . When using XCU in 

your blends, you can be assured of a consistent, more pred ic tab le 
nu t r ien t release for healthy, green tur f . 

Boost your bottom line. 
Ask your distributor for XCU in your blend. 

Slow-Release Fertilizer 

Learn more at agriumat.com/XCU. 

O 2010 Agrium Advanced Technologies (U.S.) Inc. XCU is a trademark owned by Aflrium Advanced Technologies (U.S.) Inc. 



THE 

ZERO 
TURNOVER 
SALES FORCE 

A s t a b l e , u n c h a n g i n g s a l e s f o r c e c a n b e a r ea l i t y . 

Imagine a world in which you have the same 
sales force 90 days from now that you have 
today. One hundred twenty days from now. 

A year from now. 
If your sales team gives you indigestion on a daily 

basis and haunts your dreams at night, this will 
be a terrifying vision. For most sales executives, 
though, retaining productive salespeople is sim-
ply an alluring fantasy that's totally unconnected 
with reality. A stable, unchanging sales force? 
Hardly any recruiting? No ramp-up cycles? Are 
you delusional? 

No, you are not. 
Companies of all sizes are already operating 

in a zero-turnover sales environment. They're 
able to do this because their sales executives and 

H o w TO M A X I M I Z E R E V E N U E BY 
K E E P I N G YOUR SALES TEAM INTACT 

DOUG McLEOD 



THE KUBOTA FACTOR 
Kubota Turf Equipment 
These days, often the difference between making do and 
making a profit is the quality of your equipment. Kubota turf 
equipment is built wi th your business in mind- to deliver a 
higher level of performance; to be more fuel-efficient; and to 
provide more comfort and conveniences that make each job 
more productive. That's what turf pros all across the country 
call the "Kubota Factor." 

B26 TLB - Tractor, loader and backhoe-this is the perfect 
all-in-one tractor for landscaping work. Now wi th more 
horsepower, greater versatility and enhanced 
operating performance. 

Z200 and Z300 Series - Compact or full-size? Gasoline 
or diesel? Either way, you get a high-performance zero-turn 
mower wi th a powerful Kubota-built engine. All models 
deliver high levels of torque to handle your toughest 
turf challenges. 

RTV500 - Starts quicker. Runs quieter. Stops smoother. 
This all-purpose utility vehicle packs a powerful 15.8 HP 
Kubota-built gasoline engine, yet is small enough to fit into 
the back of a long bed pickup. 

K u b o h o . 
E V E R Y T H I N G Y O U V A L U E 

Financing available to qualified customers through Kubota Credit Corporation, U.S.A. For product and dealer information, 
call 1-888-4-KUBOTA, ext. 404 or go to www.kubota.com. 

Optional equipment may be shown. 
CKubota Tractor Corporation. 2010 S FETY 

http://www.kubota.com
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Exclusively designed low profile 
outlet riser and open drum 

slot eliminate hose 
kinking and enable smooth 

even hose wraps 

One piece, always welded, "A" frame 
steel construction with full-flow swivel 

machined from solid 

Made with state of the art CNC 
robotics, and backed by the 

industry's most comprehensive 
two-year warranty 

Toll Free: 800-269-7335 • Fax: 800-229-7335 
Int Tel: 480-820-6396 • Fax: 480-820-5132 • Email: info@coxreels.com 
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Your Reel Source 

company management had the vision to do 
the things we'll cover in this book. They 
surmounted another challenging issue, too: 
the impatience of top executives who want 
revenue shortfalls addressed immediately 
but haven't a clue about how sales works. 
As we'll discuss later, the majority of CEOs, 
COOs and other such company bigwigs 
today do not come from sales backgrounds. 
They're finance people, lawyers and entre-
preneurs. And whatever their calling, they 
have little patience with anyone who doesn't 
chirp, "I'll have everything turned around by 
this time tomorrow." Remember this: The 
boss didn't get to the big office with a snap 
of the fingers. 

He or she got there with a plan, and 
that's how we're going to fix your sales force 
turnover issues. Planning and persistence 
make it happen - and no successful plan 
blossoms overnight. 

IT'S IS NOT A QUICK FIX. There's no silver 
bullet that will instantly transform an un-
derperforming sales force. We can't simply 
write a memo, fire off an e-mail, or call a 
meeting and expect to turn around a group 
of people that was hired and trained the 
wrong way and spends its time unproduc-
tively. Top management, of course, will 
want this. 

One of your jobs is to be the wise counsel 
of patience, perhaps even secreting cop-
ies of this book in boardrooms, executive 
washrooms and golf lockers. And among 
the first items on your to-do list to reduce 
sales force turnover is to get the bosses to 
buy into the idea that these conditions ab-
solutely must exist: 

• Your sales force is stable. 
• You hire and train the right people the 

right way in the first place. 
• Old-school ways of contacting pros-

pects are tossed out the window. 
• The sales manager leads rather than 

attempts to motivate. 
When you have them firmly in place, the 

enormous expense of turnover will be all 
but eliminated, and dependable long-term 
revenue will follow. 

What's more, if you make the bosses 
think that it's their idea, you're way ahead 
of the game. 

The easiest way to implement a zero-
turnover sales force is to start from scratch. 

WATER MANAGEMENT BY DESIGN. 
YOUR SPECIFICATIONS + OUR PRODUCTS = SUCCESS. 
Like you, w e believe in del iver ing qual i ty products and beaut i ful landscapes to our customers. Together 
we can go one step further by of fer ing qual i ty water-ef f ic ient landscape products for residential and 
commerc ia l appl icat ions. The result? Award-w inn ing , water -e f f ic ient landscapes that save your cl ients 
money and water. We believe in t rue w i n - w i n si tuat ions for our customers, your customers and a 
sustainable industry for everyone www.ewing1.com. 
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You have enough things to worry about. But with Onetime® herbicide, wasting time tank-mixing isn't 
one of them. Onetime combines our new patented formulation of quinclorac, MCPP-P and dicamba, 
enabling you to control more than 70 weeds, including crabgrass, clover and dandelion without 
tank-mixing. Plus, its liquid formulation, which includes the same active ingredient as in Drive® XLR8 
herbicide, provides more rapid absorption into the plant in both warm- and cool-season turf. If you've 
got weeds, it's time for Onetime. 

betterturf.basf.us I 800-545-9525 

Onetime 
H I P B I C f D E 
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Cut Operating Costs - And Increase Profits! 
Looking for a p lace to cut opera t ing costs? Atr immec® can reduce 
labor and disposal costs by 50% or more. Use the on- l ine At r immec 
Trimming Cost Calculator at pbigordon.com/tr immingcalculator 
to input y o u r cur ren t costs a n d c o m p a r e . See fo r yourse l f h o w 
Atr immec can enhance your prof i t potential. 

If you have the good fortune to manage 
a brand-new sales force in either a new 
company or a new division of an existing 
company, you have the blank canvas on 
which to craft a neat, clean beginning. Most 
of us don't have this luxury. We're stuck with 
the muck that our predecessors - decades of 
them in many companies - have bequeathed 
to us. But if we're the ones who have been in 
charge and if we're being honest (and why 
not be honest once in a while, just for the 
exercise?), we may have to admit that the 

' muck is our own creation. 
You most likely have "if this, then this" 

scenarios in place for your salespeople: If 
this idiot doesn't make budget again, he's 
gone; if she blows one more close, she's out 
of here; if they don't pound those phones, 
cold calling exactly fifty or a hundred unsus-
pecting prospects today and every day, the 
whole wretched bunch of loafers is history. 
That's it, period, the only way to do it. 

And when they're gone, you'll start all 
over again. 

If this sounds familiar, take comfort: 
You're not alone. Most sales forces are 
in constant states of flux. Likely suspects 
are recruited. New hires cycle through 
the training regimen. Veterans (some of 
whom have actually been there for months 
or years) pound the phones, make the cold 
calls, work on the presentations, dance the 
challenging Buying-Cycle Boogie, and try to 
bring home the bacon. The High Priest of 
Negotiation struggles to feed the God of the 
Budget. And somewhere down the hall or up 
the elevator or across the time zones, there 
is the Voice on the Phone. This voice rules 
your life. It may couch its words in more or 
less conciliatory language, but the message 
is always the same: 

The investors/board/shareholders/Big 
Cheese is/are all over me about revenue. 
You've got to hit those numbers! If you 
don't, roll those fakers out of there and get 
some hot bodies that can sell. And if you 

Win a copy of the book 
How do you keep your sales force steady 
and proposals out in front of clients? Send 
your best ideas (and contact information) 
to lleditors@gie.net and you'll be entered 
into a contest to win a free copy of "The 
Zero Turnover Sales Force." 
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Why wa i t to get your hands on some new Kawasaki Handhe ld Power Products? There 's never 

been a bet ter t i m e to see what Kawasaki c o m m e r c i a l grade p roduc ts can do for you and your 

landscape business. Our f u l l l ine of p roduc ts can knock your work load down to size, and 

Kawasaki 's legendary du rab i l i t y and re l iab i l i t y make every Kawasaki Handhe ld 

Power Product an exce l len t value. Even more so, when you add in our 5-year 

consumer , 2-year c o m m e r c i a l Lead ing Edge Warranty, one of t he most power fu l 

war rant ies in the industry. Don ' t se t t le for less. Get t he power and per fo rmance 

of a Kawasaki wo rk ing for you today. 

For more about how Kawasaki Handhe ld Power Products can help grow your 
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HIGH PERFORMANCE RUNS IN THE FAMILY. 

From world-class motorcycles 
to commercial grade engines 
for landscape professionals, 
the Kawasaki name says it all. 
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can't do that, I'll put somebody in your 
chair that can! 

You can only rage, meditate, work 
out or bend paper clips so much before 
you begin to question whether the way 
you've been doing things - the Old 
School way - is in fact the right way. 

CONSIDER SOME TANTALIZING WHAT-IFS. 
Given the scenario we've 
just laid out, you might 
even begin to ask yourself 
some important questions 
- some thought-provoking 
"what-ifs": 

What if you weren't actively recruiting 
salespeople all the time? 

"Wait," you plead, "I can't do that! 
There has to be fresh talent in the pipe-
line. You never know when somebody 
will quit or I'll have to bounce 'em out 
of here. When that happens, I'll need a 

fresh sack of meat or two to cover the 
business!" This is true, unless you've 
created a sales force that experiences 
little or no turnover, in which case your 
need for fresh troops will obviously be 
very, very small. 

What if your staff was at full speed 
right now, without working up the new 
hires? 

In the zero-turnover environment, 
you seldom have to wait for one or more 
recently hired salespeople to finish their 
initial training and get up to speed. That 
costly and inefficient start-up period 
evaporates when you rarely have to 
bring new people aboard. Of course, it's 

laughable to think that every salesperson 
is going to perform at the same dizzying 
level. If that were the case, we'd all be 
phoning it in from the Bahamas. But 
while individual skill levels and sales 
outputs may vary, lack of turnover keeps 
the entire sales force intact, focused, 
and heading in the same direction. And 
when you're managing a bunch like that, 

life gets a whole lot easier. 
What if you didn't have to fire some-

one this week/this month/ever? 
Now really, do you enjoy firing peo-

ple? If you do, please wait outside. I've 
known a few of your kind, and there's 
a special place for you. But if you'd 

There's no silver bullet. There's only vision and hard work. 
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L A N D S C A P E M A N A G E M E N T 

A GREENER FUTURE IS WAITING FOR YOU 
Say hello to The Grounds Guys, the newest franchise in the 
landscape contracting industry. But we're not really new. We're 
part of a family of nationally-respected service franchise 
brands - Leading the Service Industry™. 

With The Grounds Guys, you get -

• World-class training and support. 

• Discounts on supplies, vehicles, insurance and more. 

• National marketing and internet marketing. 

• Systems to build your business. 

• Sophisticated software systems. 

• Control of your business and an improved quality of life. 

(800) 638-9851 
GroundsGuysFranchise.com 

A Company of The Dwyer Group® 

really rather not ruin lives, upset families 
and overcrowd the unemployment office, 
then you're as normal as someone like us is 
going to get. In that case, what you would 
rather do is lead the sales team, coach your 
salespeople, exercise your creativity, and go 
forth and dominate the market. In short, you 
would rather do what you do best instead of 
constantly feed an eating machine that sucks 
in unsuspecting souls at one end, digests 
them, and then spits them out the other end. 
That's a treadmill to oblivion. But it doesn't 
have to be that way. 

This book shows you how to create a sell-
ing environment that not only makes people 
want to stay aboard, but actually makes 
it possible for them to do so. Remember, 
though: There's no silver bullet. There's only 
vision and hard work. 

Back to the top of the chapter: What if you 
really did have the same sales force 90 days 
from now that you have today? 

A tantalizing question, indeed. But before 
we begin to roll out the answers, let's look 
at what really happens to the bottom line 
when sales turnover is a fact of life. 

STARTING TODAY. Take a serious look at the 
turnover in your sales force over the last 
three years. If the number is north of one 
or two a year, it's too high. 

Talk to every person on your team who 
came from a competitor. Find out why 
each of them left that former job. Zero in 
on the turnover issues that the other guys 
are experiencing. You'll be amazed at what 
you learn. By the end of this book, you'll be 
able to avoid repeating the problems that 
are bedeviling your competitors. Advan-
tage: you. 

Go ahead and dream. What if you were 
out of the hiring and ramping-up business 
and were able to spend all your time lead-
ing an intact sales force? Plot out a plan of 
action that assumes the presence of a sales 
force that's always tuned up and ready to 
go. How different does that look from the 
results you're getting now? L 

The article was excerpted from "The Zero-Turnover 
Sales Force: How to Maximize Revenue by Keeping 
Your Sales," by Doug McLeod. ©2010 Doug McLeod. 
All rights reserved. Published by AMACOM Books, a 
division of the American Management Association. For 
more information, visit www.amacombooks.org. 

http://www.amacombooks.org


MAXIMIZE YOUR MULTIPLE 
Things you can do today to make your 
company worth more down the road. 

By Brian D. Corbett 

Editors' note: 
This is the first of a three-
part ser ies f rom Lawn 
& Landscape on exit 
s t ra teg ies for bus iness 
owners . W a t c h for next 
mon th ' s insta l lment , 
w h i c h f o c u s e s o n h o w to 
ge t as m u c h m o n e y out 
of a sa le as poss ib le . 

Corbett 

So, how much is your com-
pany worth? Chances are, 

you have a ballpark figure in 
mind based on what you know 
your earnings to be combined 
with the country club con-
versation about "multiples 
of earnings" and industry 
gossip about who got the 
highest multiple from which 
buyer. The true value of your 
company, however, will not 
be determined by industry 
gossip, but by fundamental 
valuation methods and how 
you choose to run your busi-
ness on a daily basis. 

W h e t h e r you're hoping 
to cash out tomorrow or in 
10 years, you can take steps 
now to pinpoint the value of 
your company from a buyers 
perspective and maximize 

your multiple on that value. 
Armed with the knowledge 
of how the market will value 
your business, you can steer 
and track your company's 
value so you know that you're 
not just growing the top line 
but the intrinsic value of the 
enterprise as well, ensuring 
that you will exit at the right 
time for the most money. 

The first step is recognizing 
that value is more than just 
a multiple, and beginning 
to see your company's value 
through the eyes of a buyer. 
While the multiple is signifi-
cant, it means nothing unless 
you know what's behind the 
def init ion of earnings on 
which it's based. 

Whi le accountants and 
financial advisers employ dif-

ferent methods to determine 
the value of the company, the 
method most used by buyers 
and investors interested in 
green industry companies is 
an analysis of EBITDA, which 
means earnings before inter-
est, taxes, depreciation and 
amortization. 

An EBITDA valuation iso-
lates the cash profits from 
variable accounting and fi-
nancing decisions, enabling 
interested parties to compare 
the profitability of multiple 
companies. When determin-
ing what multiple your com-
pany warrants, your succes-
sor will be highly focused on 
your company's EBITDA, as 
well as a host of non-financial 
factors, including reputation, 
quality of services, personnel, 



revenue by service type and client reten-
tion, among others. 

We'll examine each of these non-
financial factors in the coming months. 
For now, let's break EBITDA down to 
basics. 

EARNINGS. EBITDA begins with earn-
ings. Higher earnings and significant 
anticipated earnings growth result in 
a higher valuation in the mind of the 
buyer. While much is said about the 
correlation between purchase price and 
gross revenue, buyers determine the 
price they are willing to pay by starting 
with your earnings. 

Earnings are determined by subtract-
ing the operating expenses of running 
your business, including direct costs of 
the job, indirect cost related to field op-
erations and the overhead it takes to run 
your organization from your revenue. 

It doesn't 
matter to a 

buyer wha t your 
revenue is if you 
are not making 

any money. 

While the buyers un-
derstand that no one 
wants to pay more than 
their fair share in tax-
es, significant personal 
expenses in excess of 
market-based compen-
sation understate your 
company's earnings and 
could make it harder to 
sell your company. Remember, it's only 
with a willing and knowledgeable buyer 
that we can maximize fair market value. 
With solid accounting and high profit 
margins, however, your revenue doesn't 
need to be in the top 50 of the industry 
rankings to get a deal done. After all, it 
doesn't matter to a buyer what your rev-
enue is if you are not making any money. 
In the words of a favorite landscaping 
client, "It's not what you sell, but what 
you keep!" 

i > 
INTEREST. Your successor's 
goal is to determine the 
actual profits he will reap 
from your company over 
time. The interest you're 
paying on third-party debt, 
bank lines of credit and 
equipment loans is largely 
a function of the choices 
you make - whether to 

buy new or keep running your existing 
fleet and how you finance that equip-
ment and your working capital. When a 
successor buys your company, you will 
likely pay off the debt you owe at or prior 
to closing, and the buyer will begin to 
make his own financing choices. Thus, 
a potential buyer will add back to your 
earnings the amount you pay as interest 
expenses to third parties. Any interest 
income you receive on cash balances, 
however, will be excluded, since you 

DO YOU HAVE 
WHAT IT TAKES? 
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Do you have what it takes to win a New Holland skid steer? 
Enter the 2010 Landscaper's Challenge presented by New Holland. The Landscaper ' s 
Challenge gives the country's best landscaper a chance to win a brand new L170 Skid Steer 
Loader worth more than $32,000. 

To enter, and for complete contest rules, visit www.lawnandlandscape.com and click on the Landscaper's 
Challenge logo and tell us why your design/build project is the best. One contractor will be chosen each 
month and featured in Lawn & Landscape magazine, and the grand prize winner, who wins the New Holland 
L170, will be announced Oct. 28, 2010, at the GIE+EXPO in Louisville, Ky. 
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MARK "EARTH SHAPER" ERICKSON 
AND NEW HOLLAND SKID STEER LOADERS 
HIGH-SPEED TEAMMATES. 

NEW HOLLAND SUPER BOOM® SKID STEER LOADERS 
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Offer subject to change or cancellation without notice © 2010 CNH America LLC All rights reserved New Holland is a trademark of CNH America LLC 
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will likely be able to distribute most or 
all of the cash prior to closing. These 
adjustments allow the buyer to consider 
the potential effect of his own plans for 
leverage on the company post-closing. 

TAXES. Buyers are not concerned with 
the state and federal taxes you're paying 
on your company - they're concerned 

with the taxes they will have to pay. 
Your buyer will likely employ different 
tax strategies than you, or might opt to 
convert your company to a different 
corporate form, like an S corporation 
or an LLC. All of these decisions may 
change your company's tax rates. The 
buyer will add back the amount you paid 
in taxes to your earnings, just as he did 

with your interest expenses, and for the 
same reason - to get a big picture of the 
profitability of your company before he 
makes his own strategic decisions about 
taxes and capital structure. 

DEPRECIATION AND AMORTIZATION. De-
preciation is simply the cost of an asset 
spread out over the expected useful life 
of the asset. Amortization is the term 
used when the assets are intangible, 
like trademarks, goodwill and brand 
recognition. 

There are a variety of ways to ma-
nipulate the value of a company's assets, 
including the useful life of the asset, the 
accounting method used to determine 
depreciation, and the scrap value of the 
asset. EBITDA focuses on cash profits, 
and depreciation and amortization are 
non-cash expenses. To evaluate the 
profits the buyer could derive from your 
company, he will add all depreciation 
and amortization expenses back to your 
earnings so that he can start fresh with 
his own asset valuation methods and 
strategies. 

CONCLUSION. It's important to note that 
while EBITDA is the preferred tool for 
comparing the profitability of different 
companies, your company's EBITDA 
may be quite higher than the real op-
erating cash flow buyers seek. This is 
due to the fact that EBITDA does not 
take into consideration the cash used 
to fund your capital expenditures. Dif-
ferent types of buyers may scrutinize 
capital expenditures to varying degrees 
- financial investors may deduct your 
"cap ex" from earnings in order to model 
their returns. 

That's a lot of accounting speak, but 
EBITDA is an important concept to 
understand as we take the series on to 
the next issue, where we will profile the 
three most common transaction types 
for the owners of green industry compa-
nies - strategic third party sales, private 
equity recapitalizations and ESOPs -
and explore which of them might be the 
right solution for your company. E 

The author is managing partner of CCG Advisors, 
Atlanta. Send him an e-mail at bcorbett@gie.net 
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Know The Sign. Greater Than Or Equal To. 

You don't have to compromise on quality to keep on budget. Quali-Pro products 
give you the results you want: unsurpassed plant protection and outstanding 
value. Exactly what Quali-Pro has been delivering since day one — the proven 
results your operation demands at substantial savings. Get to know Quali-Pro. 

To learn more about our comprehensive portfolio of plant protection products, 
call 800-979-8994 or visit us online at quali-pro.com. 

Quality Turf & Ornamental Products 
©2010 Quali-Pro Quali-Pro is a registered trademark of MANA Know The Sign 
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HANDLING 
HEADACHES 
Taking care of negative comments about your company 
the right way can enhance your reputation. Byjeff Korhan 

You will eventually en-
counter someone on the 

web who challenges your 
perspective in the form of 
negative comments posted 
about you or your work. Be 
prepared to quickly address 
these unflattering remarks. 

BE FIRST ON THE SCENE. It's 
surprising how many busi-
nesses do not take advantage 
of Google Alerts to monitor 
their web reputations. Speed 
is of the essence when your 
reputation is at stake. 

If you can be the fir st to ad-
dress a concern, you can more 
easily shape future opinions. 
Much like being the first one 
at the scene of the accident, 
everyone who follows tends 
to trust the eyewitness, which 
can be you if you're actively 
managing your brand with 
Google Alerts. 

GET PERSONAL You need to 

get personal - put a face on 
your business by presenting 
your own image; don't hide 
behind a logo. This alone min-
imizes negative comments 
because people tend to attack 
companies or institutions, not 
other people. 

When you comment on 
blogs or forums, you'll some-
times be asked to sign in with 
Facebook or Twitter. This 
procedure uses OpenID to 
pull in your image, assuming 
you've properly uploaded it to 
your social media profiles. 

Another method is to reg-
ister an account with Disqus. 
com, a free service that in-
serts your image and contact 
in format ion when you're 
comment ing and catalogs 
your comments for future 
reference. 

BUILD A SOLID FOUNDATION. 
You've earned your reputa-
tion, and one little scratch 

is not going to bring it tum-
bling down. However, this 
only works if you have valid 
proof on the web. This is 
one of the many benefits of 
blogging. Your blog tells your 
story. Reasonable people, 
and especially your fans, will 
weigh this body of knowledge 
against a solitary comment 
to draw a reasonable conclu-
sion. 

Plus, remember that your 
blog posts are indexed by 
Google. If a negative com-
ment should arise, it will 
be surrounded by favorable 
content for all to see. 

DIFFUSE AND ILLUMINATE. 
Skillfully addressing nega-
tive comments can actually 
enhance your reputation. It 
gives you the opportunity 
to use the situation to rein-
force your credibility. Plus, 
you'll learn more about how 
to shape public perception. 
With a little bit of luck, you 
can even turn a naysayer into 
a fan, or at least an interested 
follower. 

Mlt can be 
tempt ing to 

prove how much 
you know or how 
right you are. 
Avoid this tactic. 

You know your business 
better than anyone else does, 
and you should use that to 
diffuse negative comments. 
Suggest that the commenter 
doesn't have a complete un-
derstanding of the situation, 
but never be defensive. 

Begin your response by 
thanking them. Why? They're 
giving you the opportunity to 

address a concern that others 
may also have. It also works 
wonders for diffusing any 
negative energy. Then affirm 
their perspective. "Mike, (be 
personal) I can understand 
how one (be indirect) may 
come to that conclusion if 
they are not familiar with 
...." Now clarify why some-
one could come to that un-
founded conclusion, and try 
to provide documented proof. 
This allows them to save face. 
The intelligent person will 
understand and back off. 

It can be tempting to prove 
how much you know or how 
right you are. However, the 
one who says less is usually 
viewed more favorably. Brev-
ity is a form of not needing 
to defend. When you're de-
fensive, you're viewed as an 
emotional teenager. Avoid 
this tactic. 

LET IT GO. Be the first to let 
it go. Rest your case. Some 
people love a fight. You're 
not there to win a battle, but 
to address what needs to be 
addressed so that you can get 
back to your business. Many 
negative commenters' tactics 
are to bait you into an un-
necessary fight, and one that 
will get indexed by Google for 
everyone to see. 

We're entering uncharted 
waters where we'll be in-
creasingly visible on the web. 
Do you all that you can do 
without compromising your 
values; then, gracefully move 
on. If you follow the steps 
outlined here and seek the 
highest ground, you'll be 
fine. ® 

T h e au tho r is a n e w m e d i a marketer 
w h o w o r k s w i th g r e e n indus t ry leaders 
to m a x i m i z e their w e b visibil i ty, reputa-
t ion, a n d referra ls . Tell h im w h a t you 
th ink at his b l og , j e f f ko rhan . com. 
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Up for anything. Except downtime 

Day in, day ou t , y o u r business depends o n get t ing t h e j o b done. T h e last th ing y o u need is 

a landscape t r a c t o r t ha t holds you back. So w e ' v e made sure o u r Massey Ferguson® 1600 

Series of fers t h e versat i l i ty y o u need t o max imize every m inu te o n t h e job. W i t h six mode ls 

ranging f r o m 35 t o 60 gross engine horsepower , robus t steel and cast i ron cons t ruc t ion , 

t h e 1600 Series is bui l t t o d o everyth ing. Except let you d o w n . 

Contact your local Massey 

Ferguson dealer today to 

get rates as low as 0% or go 

to masseyferguson.com. 

4 A G C O 
Your Agriculture Company 

Whether you're handling gravel with a loader or attaching 
a pallet fork to move sod, switching implements 
has never been easier, thanks to the skid steer 

attach feature available on the 1600 Series. 

M A S S E Y FERGUSON is a worldwide brand of AGCO. 
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You get what you pay for 
If you pay for production, that's what you'll get. And it 
may be at the expense of quality and profits. By Brad Johnson 

What do you pay your technicians 
for? I would venture to say that 

most workers in the lawn care industry 
are paid mainly for showing up for work 
and putting in their time. 

Nothing gets done without investing 
hours into the work, but to be more suc-
cessful, a business owner must measure 
and pay employees for reaching the goals 
of the company. 

Call it a bonus, incentive pay, com-
mission, whatever you want - it's paying 
for performance and results. After all, 
that's what lawn care operators want, 
and that's what customers deserve. I'm 
an ex-school teacher; one frustrating 
aspect of my former profession was the 
fact that I was doing a better job teaching 
students than many of my peers down 
the hall, yet I was getting paid less sim-
ply because they had more years in the 
system. That's not fair, nor is it in the 
best interest of the students. 

When I entered the business world 
as a lawn care operator, I wanted to pay 
employees based on their contributions 
to the company and according to how 
they grew and serviced their customer 

base. At my previous businesses and 
at my current company, LawnAmerica 
in Tulsa, Okla., all team members are 
paid not just a base salary - for putting 
in the hours - but they also earn incen-
tive pay. 

Many lawn care companies pay a com-
mission on production - usually about 
5 percent. We measure and incentivize 
much more than pro-
duction. Production is 
important, but service, 
growth and profits are 
just as important , so 
we measure those fac-
tors and pay employees 
incentive pay based on 
performance. 

If you pay for produc-
t ion, that 's what you 
get. And it may be at the 
expense of quality and profits. 

Call it a bonus, 
incentive 

pay, commission, 
whatever you wan t 
- i t ' s paying for 
performance 
and results. 

HOW WE DO IT. We currently have five 
team leaders who manage 12 route man-
agers and six technicians in the field. 
Depending upon the position, their per-
formance and the team's performance, 

25 to 38 percent of their total annual 
salary will come from incentive pay and 
profit sharing. 

We measure many areas of our busi-
ness that affect growth, quality and 
profits: things like the number of re-
sprays in a route, response times for 
an estimate and first applications. We 
measure what customers think of our 
service, through something called a Net 
Promoter Score (more on that later). 
We measure net customer gain, which 
is a great indicator of service quality and 
customer satisfaction. 

And the bottom line - we measure 
profits, and we share 25 percent of those 
profits with all team members. 

EVERYONE SELLS. We 've never had 
dedicated salespeople at LawnAmerica, 
because everyone is selling all the time. 
While most of our customers come from 
referrals, we also invest in marketing and 
advertising. Everyone learns how to sell, 
and puts a lot of effort into growth of 
our customer base, in large part due to 
the fact that we pay people for growing 
the company. 

For example, our route managers this 
year will earn $25 incentive pay for each 
net customer gain per month. With an 
average net gain of 60 customers per 
route, that leads to an extra $1,500 pay. 
That's good motivation to work harder 
to save a customer from cancelling, and 

push harder to sell more 
accounts. And by incen-
tivizing the net gain and 
not just sales, their focus 
is not just on obtaining 
new customers, but on 
keeping customers. 

With this pay structure 
built into our system, 
our field staff especially 
loves new customers 
and growth - just like I 

do. But unless employees are rewarded 
directly for growth of your customer list, 
are they going to be as passionate about 
growth as the owner? Not likely. 

SETTING GOALS. At the start of every sea-
son, we sit down as a staff and set goals, 



Meet Your New Manufacturer 
Direct T and O Insecticide Supplier 

Thor is hammering out turf and ornamental insecticide value. 
Imidacloprid and bifenthrin (the actives in Merit®, Talstar® and Allectus®) are two of the 
most effective Turf and Ornamental insecticides on the market today. Now Thor has a 
complete value priced range of T and O products containing these two great actives. 
It's simple to save with Thor. No order is too large or small and shipping is always free. Thor 
has 15 regional manufacturer direct representatives, one near you. Call now for a quick quote! 

B f C l ) O R S C 
5.0% imidacloprid I 4.0% bifenthrin SC 

( T * A X X C T > O R S C 
7.9% bifenthrin suspension concentrate 

m A X X C l ) o n e c 
23.4% bifenthrin emulsifiable concentrate 

mAXXCl)on sq 
0.2% bifenthrin sand granule 

m A X X C l ) O R e g 
0.2% bifenthrin clay granule 
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C U R f C b O R U I P 
75% imidacloprid wettable powder in bottles 

C U R f C b O R U 1 S P 
75% imidacloprid wp in water soluble packets 

c u R p c b o R o.sq 
0.5% imidacloprid granule 
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21.4% imidacloprid suspension concentrate 

1-866-FOR-THOR 
All marks are the property of their respective owners MtLM^^ 1-866-367-8467 
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most of which are then built into the 
incentive pay structure to reward team 
members. For example, if a route man-
ager hits his goal of average response 
time to complete a re-spray of 1.5 days 
(including weekends and rain days), 
then he will receive incentive pay of 
$100 during each of the three months 
in spring, and $75 during the summer 
months. The same holds true for other 
time-sensitive service areas, such as 
evaluations and first applications. So 
again, frontline employees have an 

How do you do it? 
How do you pay your people to make 
them as product ive as possible? 
Send your salary solutions to Manag-
ing Editor Chuck Bowen at cbowen® 
gie.net or call 330-523-5330 and you 
could be featured in an upcoming^ 
issue of Lawn & Landscape. 

Johnson 

incentive to perform well, 
are accountable for results 
and will be responsive to 
service issues. 

I decide the financial val-
ue of reaching these goals 
each month. I project what employees' 
base salaries and total incentive pay will 
be when planning our financial budget. 
We have a monthly plan that shows the 
financial rewards with hitting those 
goals. We measure constantly, and post 
charts and spreadsheets at the office for 
all to see and monitor. Some of the goals 
are individual, some are teams and some 
are for the total company. Our office 
staff spends a lot of time in tracking and 
measuring these results, but the time 
invested is well worth it. 

NET PROMOTER SCORE NOTES. The Net 
Promoter Score (NPS) is derived from 

customer surveys, and is a simple way to 
measure customer promotion (by asking 
whether customers would refer us to 
others). In many lawn care companies, 
it's management and maybe a few dedi-
cated employees who are as passionate 
about pleasing customers as the owner 
is. We use the NPS to constantly gauge 
how our customers perceive us and to 
respond when it's not up to par. 

At the end of the season, if a particular 
route, or an area, have met their NPS 
goal (69 percent in our case), they re-
ceive a bonus divided in two payments 
in December and January. 

In the case of the five team leaders 
and upper management, that bonus is 
substantially more. Our employees are 
passionate about pleasing customers, 
which leads to happier customers, a 
stronger company, higher profits (hope-
fully) and a happier owner. 

M e r i t I i \ j c c t a b l c 
The #1 tree and shrub insccticidc now 

available in a new Microinjection Product 

Tree Tech* Microinjection Systems and Bayer Environmental Science present 
Merit Injectable, the latest addition to the Merit insecticide family. Injected directly 

into the tree trunk or root flare tissue, Merit Injectable offers arborists and landscape 
professionals a powerful new weapon in controlling pest infestations and contains 

more active ingredient (17.1%) than other injectable products on the market. 

Merit Injectable is available in leak-proof Tree Tech units in two different dosages, 
depending on tree diameter. Tough-to-control insect pests such as Asian longhorned 
beetles, emerald ash borers and hemlock woolly adelgid meet their match with Merit 

Injectable. Other nuisance insect pests such as aphids, armored scales, Japanese 
beetles, lace bugs, leaf beetles, leafhoppers, mealybugs, psyllids, thrips, tip moths and 

whiteflies also get their due from Merit Injectable treatments. 

Tree Tech® 
microinjection systems 

950 SE 215th Ave. 
Morriston, FL 32668 

1-800-622-2831 
e-mail: info@treetech.net 
www.treetech.net 
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You need eight rotors, t w o shovels and one piece of good advice. 

You only have t ime for one stop. 

Horizon Distributors. 
Horizon gives you the edge you need by providing professional landscaping 
products, all backed by the personal ized service and expert ise of highly skil led 
green industry professionals. 

Cap off your next visit to Horizon with a 
FREE HAT just for mentioning this ad. 

I r r i g a t i o n • S p e c i a l t y • L a n d s c a p e • E q u i p m e n t 
Sales 8 0 0 . P V C . T U R F • Equipment 8 8 8 . P L C . P A R T • HorizonOnline.com 

© 2010 Horizon Distributors, Inc. All Rights Reserved. The Edge You Need 



U.S. LAWNS 
Commercial Landscape Management at its best 

T H I N K I N G A B O U T 
B E C O M I N G A 

B U S I N E S S O W N E R ? 
We can help. 

W e start w i th you. W e stay wi th you. 

Our Franchise Support Team 
h a s o v e r 2 6 0 y e a r s o f 

c o m b i n e d c o m m e r c i a l l a n d s c a p e 
i ndus t r y e x p e r i e n c e 

to a s s i s t y o u w i t h 
b u s i n e s s & i n d u s t r y k n o w l e d g e . 

Potential route manager incentives 
Adding new customers 

$25 per net customer gain 
x 60 average customers gained per route 
$1,500 

Hitting time-sensitive goals* 
$100 per month dur ing spr ing = $300 
$75 per month dur ing summer = $225 

$525 
'Example is for hitting average response time goal of 1.5 days for 
re-sprays; evaluations and first applications incentives are similar. 

Profit sharing 
25% of company profits ^ _ ^ 

— = $900-$4,000 cash bonus 
a l l e m p l o y e e s (depending 

on salary) 

YOUR 
SUCCESS 

is everything to us 

1 - 8 6 6 - 7 8 1 - 4 8 7 5 
franchise@uslawns.net 

www.uslawns.com/franchise 
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BOTTOM LINE. And the bottom line is profits. At the end of the 
year, we take 25 percent of total cash profits, and divide it 
among all employees depending upon their salary. So with our 
profit-sharing plan in 2009 , employees earned from about $900 
to more than $4 ,000 as cash bonuses just before Christmas. By 
sharing in profits, employees have more at stake in the business, 
and are rewarded for good performance and results. 

Our incentive pay leads to employees who feel they have own-
ership over their jobs and the company. They are not owners. 
They have no money invested in the company. They are not at 
risk every day as I am. However, they do have some freedom and 
autonomy to work and act as owners, and they feel and perform 
like they have a stake in the outcome. This creates more of a 
team atmosphere. It makes everyone accountable for specific 
and measurable goals. 

Our incentive pay plan has grown and evolved over the years. 
It sometimes takes time for employees to understand and buy 
into the potential of it. It also takes a smart and hard-working 
employee to fully realize the upside potential of our incentive 
plan. It seems to work. 

We grew about 13 percent last year, and appear to be on 
track to exceed our budgeted 10 percent growth in 2010, with 
current projections to end up at about 12 percent growth this 
season. That's without a dedicated sales force, without tele-
marketing and without spending a 
ton of money on advertising or buying 
customers. By spring, we'll be past the 
8 ,000 customer mark after 11 years 
in business. 

While our incentive pay plan is not 
the only reason we've grown, it does 
play a major part in any success we've 
experienced. And, our best, smartest, 
and hardest-working employees really love it, as they put more 
money into their pockets by achieving more.® 

The author is president and owner of LawnAmerica, Tulsa, Okla. 
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Upping the ante 
Search for "route 
manager incentives" at 
www.lawnandlandscape. 
com to download an 
incentive pay template 
to use in your 
office. 

mailto:franchise@uslawns.net
http://www.uslawns.com/franchise
http://www.lawnandlandscape.com/readerservice
http://www.lawnandlandscape.com
http://www.lawnandlandscape


Fungicides. 
Because you're not the type to leave a job undone. 
Unfortunately, skipping a fungicide application is not nearly this noticeable—at first. But it will be. And you are 
not the type to leave a lawn unfinished and unprotected all season long. Encouraging homeowners to let you 
finish the job is an upsell opportunity for your business. 

To help explain disease control to your homeowners, we are offering a free Lawn Disease ID Guide, one per 
route truck. Call 1 -800-395-8873 to receive this helpful Syngenta sales tool. 

© 2 0 1 0 Syngenta C r o p Protect ion. Inc.. P.O. Box 18300. Greensboro, N C 27419. Important: Always read and follow label instructions before buying or using Syngenta products. 
The instructions contain important conditions of sale, including limitations of remedy and warranty. The Syngenta logo is a registered t rademark of a Syngenta Group Company . 



Come together 
Mark Borst combined two existing services to create a 
special division - and company growth, BYUNDSEYGETZ 

Mark Borst, president and founder 
of Borst Landscape & Design in 

Allendale, N.J., realized that he could be 
doing more to capitalize on his clients' 
needs. He wanted his clients to think 
of his business as a one-stop-shop for 
all of their maintenance requests. So he 
launched the estate services division of 
his business in early 2008 . 

This new, comprehensive package 
combines lawn maintenance and gar-
den services into a single unified pro-
gram. Lawn crews keep grass fresh and 
regularly trimmed while the garden and 
maintenance team handles planting and 

r 

pected to take a hit in the estate area. We 
assumed that people would cut back on 
the flowers or decide they didn't want 
as many visits," he says. "But amazingly, 
the service has stayed. It hasn't grown, 
and may be down 2 or 3 percent from 
where we started off, but in these times 
that's good. The estate division has defi-
nitely held its own." 

The way the service works is the 
mowing and garden crews each come 
out separately to the site. "It's a com-
prehensive package with the full service 
- it's not like our mowing crews are 
installing the flowers," says Borst. "We 

'• -• ; - V - • 
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Borst Landscape & Design's new estate division combines its maintenance and garden services to 
provide cl ients with a higher level of service. 

care of annuals and perennials including 
detailed pruning, perennial cutbacks 
and periodic plantings, so that the land-
scape is maintained year round. 

" W e were already offering both 
services and it dawned on me that we 
should just package them as one deal," 
says Borst, whose company does around 
90 percent residential work. "We want 
to be everything to the client so they 
don't have to go anywhere else for their 
maintenance needs. 

"With this economy, we definitely ex-

have the mowing crew come out once a 
week and then send a garden crew every 
other week to fertilize flowers, maintain 
the gardens, do seasonal change-outs 
and more." 

Of course, the packages are customiz-
able and Borst bases the pricing on the 
client's requests. "We do leave room for 
flexibility so that clients can add things 
or take them away in the middle of the 
season," he adds. "For instance, they 
may decide they want more summer 
color and upgrade their package." 

Currently, the company focuses on 
marketing the division internally to its 
existing clientele. Borst says it doesn't 
really make sense for him to push the 
service with new customers because of 
the commitment involved with crews 
being on the property regularly. 

"It's not something you can just jump 
right into," he says. "The client has to 
get a feel for the company and how we 
operate, and as they start to like our 
service and feel comfortable with us, 

we ultimately wrap them into 
taking the full package." 

And he keeps market ing 
simple, using word-of-mouth 
and ads included with the com-
pany's monthly newsletter and 
client invoices. 

To date, the reaction from 
clients has been positive. 

"The response we've got-
ten from customers is Thank 
goodness I don't have to deal 
with four different companies 
to get this work done.' They ap-
preciate the one-stop shopping, 
especially in this economy," 
says Borst. 

And the numbers certainly dem-
onstrate that success. Borst estimates 
that the estate service division brings in 
roughly 15 percent of the company's $7 
million annual revenue. 

"The service fills a previously un-
derserved niche market," Borst says. 
"The estate service ensures thoroughly 
tended, well-designed landscapes while 
offering owners the convenience of hir-
ing a single company." ® 

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



Make magic for your clients. 
For a free 2010 Belgard Catalog, call 877-Belgard or visit us at BELGARD. BI£ 
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Proper design and plant selection were key elements in the drought-tolerant 
landscape installed at the Georgia Governor's Mansion. ByundseyGetz 

While Georgia's historic drought was 
declared over in June, companies 

are still feeling the repercussions. Along 
with the subsequent economic down-
turn, it's been estimated that the drought 
has caused more than $1 billion in lost 
sales as well as the loss of 25,000 jobs. 
The state once had more than 75,000 
employed by nursery growers, landscape 
firms, garden centers and irrigation 
contractors. 

Both the Georgia Green Industry As-
sociation (GGIA) and Governor Sonny 
Perdue recognized the importance of 
demonstrating that Georgians could 

have a beautiful landscape while still 
conserving water. 

A recent renovation project at the 
Governor's Mansion created a need for 
new landscaping. It was the perfect, high-
profile project that would demonstrate 
water efficiency and good landscape 
management practices to Georgians. 

Mark Fockele, president of Gainesville, 
Ga.-based The Fockele Garden Co. was 
hired as the landscape designer, while 
dozens of volunteers, many of whom 
were GGIA members, offered their time, 
services, and materials for installation. 
The design focused on a landscape gar-

den that would require limited supple-
mentary water once established. 

"Our object was to show that this 
could be done - that the garden could 
still be very lush and beautiful, instead 
of looking like a desert," says Fockele. 
"It's all in the technique: proper soil 
preparation, drip irrigation, limited turf, 
appropriate mulching, grouping plants 
by water requirements, creating shade 
and, most important of all, proper plant 
selection." 

The plant selection included more 
than 1,100 plants of nearly three dozen 
varieties like Asiatic Jasmine, Creeping 
Sedum, Blue Thrift, Golden St. John's 
Wort and daffodils, among others. 

"What was so great about Mark's 
design was that he was able to include 
a wide and interesting variety of plants 

Our object was to show that this could be done - that 
the garden could still be very lush and beautiful, 

instead of looking like a desert.'1 - Mark Fockele 



DESIGN DETAILS 
Company: The Fockele Garden Co., 
Gainesville, Ga. 
Revenue: $2.8 million 
Client/service mix: 50 percent 
residential, 50 percent commercial 
Employees: 38 

The Georgia Governor's Mansion 
Project area: 5,500 square feet 
Total labor hours: 120 hours 
Total design hours: 15 hours 
Key plant materials: A variety 
of drought-tolerant trees, shrubs, 
groundcovers, annuals and perennials; 
many of the plants are native to 
Georgia 
Key hardscape materials: None 
Equipment used: Compact utility 
loader, trencher 

Dozens of volunteers, many of whom were 
GGIA members, offered their time, services, 
and materials to install the new lush but 
drought-tolerant landscape at the Georgia 
Governor's Mansion. 

that were still all drought-tolerant," says 
Chris Butts, GGIA director of legislative, 
environmental and public affairs. "It 
was all kept very low maintenance yet 
it certainly changed the look and feel of 
the landscape." 

One of Fockele's biggest challenges 
came after installation. "It was very dif-
ficult to get the governor's staff to stop 
over-watering the plants," he says. "The 
staff was finding it hard to gauge when 
the plants had gotten enough water. But 
an illustration I like to use to help teach 
people how to water is to think of it like 
baking a cake. You can follow the recipe 
exactly, but you don't really know if it's 
done until you stick a toothpick in it. 

It's the same with dirt - you have to be 
willing to stick your finger into it and 
feel whether it's dry, moist or soggy. You 
obviously don't want dry or soggy." 

Fockele also says many people don't 
realize that an overwatered plant looks 
a lot like a thirsty one. There's wilting 
in both cases. The lesson learned is that 
installing any water-efficient landscap-
ing requires education to ensure it's 
being properly maintained. Though it 
took several visits to make certain the 
irrigation was just right, Butts says the 
result has been a great example for the 
state and a plus for the industry. 

"Any time we can demonstrate effec-
tive water conservation creates great 

exposure for the industry," he says. 
"This project has shown that Georgians 
can continue landscaping without being 
large consumers of water. Even though 
we're out of the drought now, there 
were some very valuable lessons learned 
from it." E ) I 

T h e a u t h o r is a f r e e l a n c e w r i t e r b a s e d in 
Royersford, Pa. 



The usual suspects: (c lockwise from top) a 
fire ant, cutworm and white grub. 

Forecasting 
threats 

Insect pests to watch out 
for in the Southeast and 
Mid-Atlantic regions. 
By Rick L. Brandenburg 

Forecasting insect pests in the land-
scape is challenging. Sometimes we 

take into account how cold or warm 
the winter has been and try to make a 
prediction. Other times we reflect back 
on how serious certain pests were in 
the previous year and try to make an 
educated guess. Other times, we observe 
long-term trends with a certain pest and 
we can make a fairly confident statement 
about what to expect. In reality, how-
ever, predicting insect pests is difficult. 

With that in mind, I'd still like to make 
some "predictions" for what we need to 
look out for as the 2010 season gets un-
derway. This will be somewhat targeted 
for transition zone and warm season turf-
grass from the mid-Atlantic area and the 
Southeast. I'll stick with the major pests: 
the white grubs, fire ants, mole crickets, 
cutworms and fall armyworms, but also 
throw in a few thoughts about some new 
problems we see surfacing. 

FIRE ANTS. Fire ants continue to spread 
and impact more people each year. Al-
most without exception I'll get questions 
as to whether or not the winter will af-
fect the fire ants. Based upon the rapid 

spread of fire ants throughout the South 
and their introduction into new areas, I 
think the obvious answer is no. Fire ants 
are tough and resilient, and bounce back 
year after year. I don't really foresee any 
negative impact of this year's relatively 
cold winter on fire ant populations dur-
ing 2010. In other words, be prepared for 
full-scale warfare this year to keep fire 
ants suppressed to an acceptable level. 

CRICKETS AND GRUBS. Soil insects such as 
mole crickets and white grubs are rarely 
affected by cold weather, but can be im-
pacted by dry weather. I anticipate plen-
ty of mole crickets and plenty of white 
grubs to go around in 2010. Rainfall is 
often the biggest factor in determining 

the overall abundance of these pests. If 
it's really dry during egg laying (spring 
and early summer) then fewer eggs may 
survive. Wetter years often favor grubs 
and mole crickets and egg hatch often 
occurs a little earlier, as well. 

CUTWORMS AND FALL ARMYWORMS. Cut-
worms are hardy insects that survive the 
coldest of winters and seem to do well 
even under dry period and wet periods. 
Cutworms are one of the most reliable 
pests we experience - it seems like 
they're always out there, but fortunately 
not at serious levels. The fall armyworm 
on the other hand is a very serious pest of 
all types of turfgrass and can do a lot of 
damage to sod, sports turf, home lawns, 



Make a statement with DuPont™ Acelepryn® insecticide. 
Evolve y o u r bus iness w i t h DuPont A c e l e p r y n ; the latest a d v a n c e m e n t in g r u b con t ro l . One 
app l i ca t ion p rov ides unpara l l e led p e r f o r m a n c e against every t u r f - d a m a g i n g w h i t e g r u b species as 
we l l as key sur face feeders .The Ace lep r yn A p p l i c a t i o n A d v a n t a g e de l i ve rs t i m i n g that f i ts every 
g r u b p reven ta t i ve t r e a t m e n t p r o g r a m . Ace lep r yn a lso p rov ides e f fec t ive con t ro l of key insect pests 
in fes t ing landscape o rnamen ta l s . A n d , Ace lep ryn is the f i rs t and on l y g r u b con t ro l p roduc t to be 
g ran ted reduced-r isk s ta tus by the U.S. EPA fo r app l i ca t ion to tu r fg rass . Cus tomers w i l l apprec ia te 
the exce l lent e n v i r o n m e n t a l p ro f i le and the excep t iona l p e r f o r m a n c e of Ace lep ryn , w h i l e you ' l l 
benef i t f r o m a reduced n u m b e r of cos t ly cal lbacks. DuPont " Acelepryn." Start an evo lu t i on . 

<3B!It> 
The miracles of science 

Always read and follow the label The DuPont Oval Logo. DuPont." The miracles of science" and Acelepryn' are trademarks or registered trademarks of DuPont or its affiliates. 
Copyright <S> 2010 E.I. du Pont de Nemours and Company All rights reserved 



INSECT PESTS 

commercial properties and golf courses. 
It's not the least bit tolerant of cold, and 
even in a mild winter it overwinters 
only in the extreme South. This means 
armyworms survive the winter only in 
southern Florida and right along the 
Gulf Coast. Well guess what happened 
in those areas in the weeks right after 

Christmas? It got cold, really cold and 
most likely set back the fall armyworms. 
At the same time, that was in late De-
cember and early January, so there will 
be adequate time for the fall armyworm 
populations to recover. 

Fall armyworm problems in the 
Southeast and Mid-Atlantic states have 

a lot to do with the migration into those 
areas from their overwintering sites. 
Weather patterns moving up from the 
Gulf Coast are in the spring and early 
summer can result in an earlier arrival of 
the moths of this pest. Once they arrive 
they are capable of several generations. 
It appears one of the strains of fall army-

Figure 1. New pest problems such as the sugar cane beetle are typical ly misdiagnosed. Figure 2. Fall a rmyworms seem to be more 
common each year in the Southeast and often start near landscaping or the edge of the property. Figure 3. The maintenance of high 
quality turf often makes se ldom seen nuisance pests, such as these ground-dwel l ing bees, into a major problem Figure 4. Fire ants 
cont inue to spread throughout the South and are even becoming a threat in bui ldings. 

^ Figure * 
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Be prepared for 
full-scale warfare 

this year to keep fire ants suppressed. 
worms that overwinters in Florida has 
a strong preference for hybrid bermuda 
and perhaps the increase in problems in 
recent years is that the proportion of fall 
armyworms of this strain keep increas-
ing. It's a sneaky pest that catches us by 
surprise, but be aware that during the 
summer and early fall it can attack and 
the infestations almost always start along 
the edges of the turf. Birds feeding in 
the turf are often an early indicator and 
newly sodded and sprigged areas are par-

ticularly susceptible. 

CLIMATE CHANGE. No, not 
that climate change. I'm 
talking about the turf 
climate, the ecosystem 

s V r 
of the turfgrass we man-
age. For those of you 

B B who have been in this 
f I business a long time, you 

know that the means by which we man-
age turfgrass, the cultivars we use, the 
expectations for the appearance of the 
turfgrass have all changed dramatically. 
In other words, the climate has changed. 
It only makes sense then that the pest 
problems we deal with in turf are going 
to change through time as well. When 
I first started at North Carolina State 
University 25 years ago, I inherited all 
kinds of publications on insects like sod 
webworms. In the last two years I have 
not have a single call about sod web-
worms in North Carolina and probably 
had about 10 in the last 10 years. Yet, 
30 years ago, sod webworms were a sig-
nificant problem in both cool and warm 
season turf in North Carolina. 

BUGS TO WATCH. What are the up-and-
coming pests now? Well we know that 
billbugs are becoming more and more 

common throughout the South. The 
hunting billbug is one of the more com-
mon species and we're seeing damage on 
both cool and warm season turf with the 
biggest increase in warm season grasses 
such as zoysiagrass, bermudagrass and 
paspalum. 

We're also seeing a rapid increase 
in what was previously an agricultural 
pest called the sugar cane beetle. This 
small black beetle overwinters as an 
adult and attacks warm season turf and 
is especially attracted to bermuda and 
paspalum. 

I'm not saying these are the next mole 
crickets or fire ants that we will have to 
deal with in the Southeast, but they are 
becoming more troublesome and as our 
industry changes, we must anticipate 
that the pests will change as well. L 

The author is a professor of entomology at North 
Carolina State University. 
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By Daniel A. Herms, Deborah G. McCullough, David R. Smitley, 
Cli f ford S. Sadof, R. Chris Wil l iamson and Philip L. Nixon 

Professional options 
for treating 

Emerald ash borers can decimate entire counties. 
But research shows that proactive treatment can save the trees. 

Editors' note: This is an excerpt of 

"Insecticide Options for Protecting Ash 

Trees from Emerald Ash Borer," which 

was produced in June 2009 by the 

North Central IPM Center and distrib-

uted with support by cooperative agree-

ments from the USDA's Department of 

Agriculture's Animal and Plant Health 

Inspection Service (USDA-APHIS) and 

the U.S. Forest Service, Northeastern 

Area, Forest Health Protection. You 

can download the full report at www. 

lawnandlandscape.com. 

Emerald ash borer (Agrilus 
planipennis Fairmaire), an 
invasive insect native to 
Asia, has killed tens of mil-
lions of ash trees in urban, 

rural and forested settings. 
This beetle was first discovered in the 

U.S. in 2002 in southeast Michigan and 
Windsor, Ontario. As of April, emer-
ald ash borer (EAB) infestations were 
known to be present in 13 states and two 
Canadian provinces. Many arborists and 
tree care professionals want to protect 
valuable ash trees from EAB. Scientists 
have learned much about this insect and 
methods to protect ash trees since 2002. 
This article is designed to provide the 
most current information on insecticide 
options for controlling EAB. 

SOIL-APPLIED SYSTEMIC INSECTICIDES. 
Systemic insecticides applied to the soil 

are taken up by the roots and translocat-
ed throughout the tree. The most widely 
tested soil-applied systemic insecticide 
for control of EAB is imidacloprid, 
which is available under several brand 
names for use by professional applica-
tors and homeowners ('see Table 1). 

All imidacloprid formulations can 
be applied as a drench by mixing the 
product with water, then pouring the 
solution directly on the soil around the 
base of the trunk. 

Dinotefuran was recently labeled for 
use against EAB as a soil treatment (in 
addition to its use as a basal trunk spray 
discussed below). Studies to test its ef-
fectiveness as a soil treatment are cur-
rently underway in Michigan and Ohio. 
Imidacloprid soil applications should 
be made when the soil is moist but not 
saturated. Application to water-logged soil 
can result in poor uptake if the insecticide 



As of April, emerald ash borer 
(EAB) infestations were known to 
be present in 13 states and two 
Canadian provinces. 

becomes excessively diluted and can also 
result in puddles of insecticide that could 
wash away, potentially contaminating 
surface waters and storm sewers. 

Insecticide uptake will also be limited 
when soil is excessively dry. Irrigating 
the soil surrounding the base of the tree 
before the insecticide application can 
improve uptake. 

The application rates for the hom-
eowner product (Bayer Advanced Tree 
& Shrub Insect Control) and profes-
sional formulations of imidacloprid are 
very similar. Homeowners apply the 
same amount of active ingredient that 
professionals apply. However, there 
are certain restrictions on the use of 
homeowner formulations that do not 
apply to professional formulations. Ho-
meowner formulations of imidacloprid 
can be applied only as a drench. It's not 
legal to inject these products into the 

soil, although some companies have 
marketed devices to homeowners spe-
cifically for this purpose. Homeowners 
are also restricted to making only one 
application per year. Several generic 
products containing imidacloprid are 
available to homeowners, but the for-
mulations vary and the effectiveness of 
these products has not yet been evalu-
ated in university tests. 

Soil drenches offer the advantage 
of requiring no special equipment for 
application other than a bucket or wa-
tering can. However, imidacloprid can 
bind to surface layers of organic matter, 
such as mulch or leaf litter, which can 
reduce uptake by the tree. 

Before applying soil drenches, it's im-
portant to remove, rake or pull away any 
mulch 01; dead leaves so the insecticide 
solution is poured directly on the mineral 
soil. Imidacloprid formulations labeled 

EAB FAQs 
What opt ions do I have for treating 
ash trees? Will insecticides still be 
effective? Are treatments worth it? 
Get answers to common questions 
from clients about EAB treatments at 
www. lawnandlandscape.com. ^ 
Search for "EAB FAQs." J 

http://www.lawnandlandscape.com


Table 1 - Insecticide options for professionals for control l ing EAB that have been tested in multiple university trials. 
Some products may not be labeled for use in all states. Some of the listed products failed to protect ash trees when 
they were appl ied at labeled rates. Inclusion of a product does not imply that it's endorsed by Lawn & Landscape, 
the authors or has been consistently effective for EAB control. 

Insecticide Formulation Active Ingredient Application Method Recommended Timing 

PROFESSIONAL USE PRODUCTS 

Merit (75WP, 75WSP, 2F) Imidaclopr id Soil injection or drench Mid-fall and/or mid- to late spr ing 

Xytect (2F, 75WSP) Imidaclopr id Soil injection or drench Mid-fall and/or mid- to late spr ing 

IMA-jet Imidaclopr id Trunk injection Early May to mid-June 

Imicide Imidaclopr id Trunk injection Early May to mid-June 

TREE-age Emamectin benzoate Trunk injection Early May to mid-June 

Inject-A-Cide B Bidrin Trunk injection Early May to mid-June 

Safari (20 SG) Dinotefuran Soil injection or drench; 
systemic bark spray Early May to mid-June 

Astro Permethrin 

Preventive bark and 
fol iage cover sprays 

Two appl icat ions at four-week intervals; 
first spray should occur when black 
locust is b looming (early May in southern 
Ohio to early June in mid-Michigan) 

Onyx Bifenthrin Preventive bark and 
fol iage cover sprays 

Two appl icat ions at four-week intervals; 
first spray should occur when black 
locust is b looming (early May in southern 
Ohio to early June in mid-Michigan) 

Tempo Cyfluthrin 
Preventive bark and 
fol iage cover sprays 

Two appl icat ions at four-week intervals; 
first spray should occur when black 
locust is b looming (early May in southern 
Ohio to early June in mid-Michigan) 

Sevin SL Carbaryl 

Preventive bark and 
fol iage cover sprays 

Two appl icat ions at four-week intervals; 
first spray should occur when black 
locust is b looming (early May in southern 
Ohio to early June in mid-Michigan) 

HOMEOWNER FORMULATION 

Bayer Advanced Tree & 
Shrub Insect Control Imidaclopr id Soil drench Mid-fall or mid- to late spr ing 

for use by professionals can be applied as 
a soil drench or as soil injections. 

Soil injections require specialized 
equipment, but offer the advantage of 
placing the insecticide under mulch 
or turf and directly into the root zone. 
This also can help to prevent runoff on 
sloped surfaces. Injections should be 
made just deep enough to place the in-
secticide beneath the soil surface (2 to 4 
inches). Soil injections should be made 
within 18 inches of the trunk where the 
density of fine roots is highest. As you 
move away from the tree, large radial 
roots diverge like spokes on a wheel 
and studies have shown that uptake is 
higher when the product is applied at 
the base of the trunk. No studies show 
that applying fertilizer with imidaclo-
prid enhances uptake or effectiveness 
of the insecticide. 

Optimal timing for imidacloprid soil 
injections and drenches is mid-April to 
mid-May, depending on your region. 
Allow four to six weeks for uptake and 
distribution of the insecticide within the 
tree. In southern Ohio, for example, you 
would apply the product by mid-April; 
in southern Michigan, you should apply 
the product by early to mid-May. 

When treating larger trees (e .g. , 
with trunks larger than 12 inches in 
diameter), treat on the earlier side of 
the recommended timing. Large trees 
will require more time for uptake and 
transportation of the insecticide than 
will small trees. Recent tests show that 
imidacloprid soil treatments also can be 
successful when applied in the fall. 

TRUNK-INJECTEDSYSTEMIC INSECTICIDES. 
Several systemic insecticide products 

can be injected directly into the trunk 
of the tree including formulations of 
imidacloprid and emamectin benzoate 
(see Table 1). 

An advantage of trunk injections is 
they can be used on £ites where soil 
treatments may not be practical or 
effective, including trees growing on 
excessively wet, compacted or restricted 
soil environments . However, trunk 
injections do wound the trunk, which 
may cause long-term damage, especially 
if treatments are applied annually. 

Products applied as trunk injections 
are typically absorbed and transported 
within the tree more quickly than soil 
applications. Allow three to four weeks 
for most trunk-injected products to 
move through the tree. 

Optimal timing of trunk injections oc-
curs after trees have leafed out in spring 



but before EAB eggs have hatched, or 
generally between mid-May and mid-
June. Uptake of trunk-injected insecti-
cides will be most efficient when trees 
are actively transpiring. 

Best results are usually obtained by in-
jecting trees in the morning when soil is 
moist but not saturated. Uptake will be 
slowed by hot afternoon temperatures 
and dry soil conditions. 

NONINVASIVE, SYSTEMIC BASAL TRUNK 
SPRAYS. Dinotefuran is labeled for ap-
plication as a noninvasive, systemic bark 
spray for EAB control. It belongs to the 
same chemical class as imidacloprid 
(neonicotinoids) but is much more 
soluble. 

The formulated insecticide is sprayed 
on the lower five to six feet of the trunk 
using a common garden sprayer and 

low pressure. Research has shown that 
the insecticide penetrates the bark and 
moves systemically throughout the rest 
of the tree. Dinotefuran can be mixed 
with surfactants that may facilitate its 
movement into the tree, particularly on 
large trees with thick bark. However, in 
field trials, adding a surfactant did not 
consistently increase the amount of 
insecticide recovered from the leaves 
of treated trees. 

The basal trunk spray offers the ad-
vantage of being quick and easy to apply 
and requires no special equipment other 
than a garden sprayer. This application 
technique does not wound the tree, and 
when applied correctly, the insecticide 
does not enter the soil. 

PROTECTIVE COVER SPRAYS. Insecticides 
can be sprayed on the trunk, branches 

More EAB on the Web 
Visit www.emeraldashborer. info to view 
a series of webinars on the history of 
EAB, and the latest research on its 
control. 

Visit www.ashalert .osu.edu for 
a green industry-specif ic page 
including research, bulletins and tip 
for managing EAB, including ash 
replacement suggest ions for urban and 
woodland plantings. ^ ^ 

and (depending on the label) foliage to 
kill adult EAB beetles as they feed on 
ash leaves, and newly hatched larvae as 
they chew through the bark. 

Thorough coverage is essential for 
best results. Products that have been 
evaluated as cover sprays for control of 
EAB include some specific formulations 

http://www.emeraldashborer.info
http://www.ashalert.osu.edu


of permethrin, bifenthrin, cyfluthrin 
and carbaryl (see Table 1). 

Protective cover sprays are designed 
to prevent EAB from entering the tree 
and will have no effect on larvae feeding 
under the bark. Cover sprays should be 
timed to occur when most adult beetles 
are feeding and beginning to lay eggs. 

Adult activity cah be difficult to 
monitor because there are no effective 

pheromone traps for EAB. However, 
first emergence of EAB adults generally 
occurs between 450 -550 degree days 
(starting date of January 1, base tem-
perature of 50 °F), which corresponds 
closely with full bloom of black locust 
(Robinia pseudoacacia). 

For best results, consider two ap-
plications, one at 5 0 0 DD50 (as black 
locust approaches full bloom) and a 

second spray four weeks later. (£ 

Daniel A. Herms is a professor of entomology at The 
Ohio State University; Deborah G. McCullough is a 
professor of entomology and forestry and David R. 
Smitley is a professor of entomology at Michigan 
State University; Clifford S. Sadof is a professor 
of entomology at Purdue University; R. Chris Wil-
liamson is an associate professor at the University 
of Wisconsin-Madison and University of Wisconsig 
Cooperative Extension; and Philip L. Nixon is an 
extension entomologist at the University of Illinois 
at Urbana-Champaign. 
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Tracking EAB i l M l 

SUMMER 2002 
EAB discovered in southeastern Michigan near 
Detroit. 

2 SUMMER 2002 
EAB confirmed in Ontario. 
FEBRUARY 2003 
EAB confirmed in Ohio. 

EAB confirmed in Indiana. 

EAB confirmed in Illinois. 

EAB reconfirmed in Maryland. It was first de-
tected in the state in 2003, but was eradicated in 
March 2004. 

EAB confirmed in Pennsylvania. 

EAB found in West Virginia 
9 JULY 200 

EAB confirmed in Missouri. 
10 SUMMER 200 

EAB confirmed in Quebec. 

EAB reconfirmed in Virginia. It was first detected in 2003, 
but had been eradicated. 

12 AUGUST 200 

13 MAY 200 

EAB first positively identified in southeast Wisconsin, 

confirmed in Minnesota, 

confirmed in Kentucky. 

EAB confirmed in New York. 



A Single Application Feeds Turf While Controlling 
Grubs AND Surface Feeding Insects 

Acelepryn Insecticide has been receiving performance 
validation from independent university researchers since 
2003. Acelepryn is a proven, innovative performer: 

• Highly effective - all season long - against every major turf damaging white grub 
species...even at the lowest application rate (0.1 lb ai/acre) ever utilized. 

• It's gentle on the environment and has low impact to bees and wildlife at labeled rates. 
• Controls key surface feeding ornamental and turf insects. 

Now, The Andersons offers Acelepryn in combination with four different premium fertilizer 
formulations: 22-0-8 50% NS-54 SGN 215 0-0-8 MOP SGN 215 

22-0-8 50% NS-54 SGN 150 0-0-8 MOP SGN 150 

The Andersons Acelepryn + Fertilizer Combination Products offer the newest class of 
technically advanced insecticide with premier nutrient formulations. 

For more information, contact your distributor or your Andersons Territory Manager at 800-253-5296. 

The 
Andersons 

©2010 All rights reserved. 
©The Andersons is a registered trademark of The Andersons. Inc. 
DuPont™ and ACELEPRYN® are trademarks or registered trademarks of DuPont or its affiliates and are used under license to The Andersons, Inc. 



FACTORING IN 

Many factors come in to play when deciding if, when and how t o t rea t for grubs • 
and how t o posi t ion your program for customers. By Marisa Paimieri 

The last thing a lawn care operator wants is a ticked-off customer, and 
not many things irritate customers more than white grubs, says Jack 

Robertson, president of Jack Robertson Lawn Care, Springfield, 111. 
Why? In addition to being gross-looking insects, they're a tasty treat 

for pests like raccoons, which roll up large swaths of lawn to find them; 
skunks, which probe for them with their snouts; and crows and other 
birds, which pull up tufts of turf. 

In short, they attract critters that have no problem damaging a previ-
ously well-manicured lawn to fulfill their appetites. 

CONTROL METHODS. When it comes to 
controlling white grubs, there are three 
types of treatments, says Stan Swier, 
extension professor at the University of 
New Hampshire. They include: 

• Preventive treatments, which occur 
before summer larva are present (April 
through early July); 

• Curative treatments, which take 
place when the larva are present (mid-
July through August); and 

• Rescue treatments , which take 
place when damage is occurring (fall). 

Lawn care applicators are in a difficult 
spot when it comes to controlling grubs 
and many turf insects, says Dan Potter, 
professor of turf and insect landscape en-
tomology at the University of Kentucky 

in Lexington. 
Why? Because they can be destructive 

and difficult to predict and the use of old-
er insecticides is becoming increasingly 
restricted, especially where children 
may be exposed. Plus, theres the resis-
tance issue. There are many effective 
products on the market for preventive 
applications, and although there are no 
known documented cases of resistance 
to white grubs yet, it's still concern some 
people have for the future. 

So what's an LCO to do? Potter sug-
gests reducing any unnecessary treat-
ments and not overusing any one class 
of chemistry. 

When monitoring their clients' lawns 
for grubs, LCOs should take samples of 

4- by 4-inch squares (equal to 0.1 square 
feet) and take 10 samples in a given area 
(for a total of 1 square foot). 

If there are five or more grubs per 
square foot, treating is justified, Swier 
says. Other factors to consider when 
deciding to treat for grubs include: 

• The grub species and size of grub; 
thresholds vary; 

• Turfgrass species; 
• Turf use; 
• Predator damage (skunks, raccoons, 

birds, etc.); 
• Turf vigor - healthy vs. weak turf; 
• Time of year - fall vs. spring; 
• Tolerance for damage; and 
• Budget. 
Local extension agents and/or suppli-

ers will have more information about 
how these factors come into play in 
your area. 

REGIONAL CONSIDERATIONS. For ex-
ample, in areas with high grub popula-
tions, preventive treatments may be 
the norm. 

"We learned a long time ago that we 
don't want our customers to have grubs," 
Robertson says. The Midwest, where 
Robertson operates, is a highly grub-



WHY GRUB INSECTICIDES FAIL 
Are you having ef f icacy issues with your g rub control p rograms? 

Take a look at four c o m m o n reasons g rub appl icat ions fail, acco rd ing to Stan Swier of 
the University of New Hampshire, to see if you need to make some tweaks. 

Calibration 
Watch out for -

applicator mistakes: -
skips and low rates. 



prone region, so it didn't make sense for 
him to wait until customers inevitability 
got grubs and got upset about it before 
treating for them. 

"After the fact the customer's thinking 
is, 'If this is what I needed, why weren't 

you doing it?'" he says. 
On top of that irritation, when it came 

to curative applications, customers were 
burdened with having to water in the 
product, so now they had to do some 
work themselves. 

"That said, one year we had a really 
bad grub problem and we told all our 
customers we're going to make pre-
ventive grub control mandatory and if 
they wish not to have it, they can let 
us know." 

Cruising for grubs 

Have you ever seen a truck with a grub on the hood? 

Jack Robertson Lawn Care has a unique approach to marketing its grub control 
service. The Springfield, l l l .-based lawn care company has has a NASCAR-ized Ford 
p ick-up painted with a giant g rub on the hood. The truck is 4 years o ld - it was added 
in 2006 as part of the market ing effort for the company 's 30,h anniversary - but it's still 
creat ing buzz. 

"It created a lot of conversat ion when we first started using it, especial ly because 
the rest of our trucks are all white with red stripes and a logo on the door," President 
Jack Robertson says. "They're very simple. This one is anything but." 

Even today, cl ients still comment about the truck. Last year a client wanted to take 
pictures of his grandson in the truck. 

Robertson, a casual NASCAR fan, came up with the concept to stripe the car in 
such a way and spent about $3,000 to do so. It was a joint project with suppliers, 
which helped offset some of the costs. 

Though he says it's difficult to quantify how much business it's brought in, he says 
it's paid for itself over four years. "We do a large number of grub appl icat ions for 
our accounts," he says. "It's created quite a bit of interest. It creates conversation; 
conversat ion is customer contact and from there comes sales." 

Penn Atlantic Nursery Trade Show (PANTS) - An association-produced event by Q f \ f \ Q O Q O A 1 1 \ A / \ A / \ A / P A K I T C U r* A m 
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Robertson's been operating that way 
since the 1990s with good results. He 
says less than 5 percent of clients opt out 
of the preventive grub control. 

ADD-ON SERVICE. Lawn Doctor, the Hol-
mdel, N.J.-based franchise, prefers to 
handle grub control as an add-on service. 
It's either a preventive or rescue applica-
tion - not part of the company's standard 
Maintainer Care program. 

"Grub control is sold to existing cus-
tomers in the renewal process," says 
John Buechner, director of technical ser-
vices, adding that the recommendations 
to clients to add it is based on history 
and grub pressure in the area. "It's sold 
as a custom service to new customers at 
the time of evaluation or during beetle 
flight." Lawn Doctor prices grub applica-
tions per 1,000 square feet. 

The company's bluegrass markets -

the Northeast and Midwest - are the 
ones that experience the most grub dam-
age. While the percent of customers opt-
ing for grub control varies by franchise, 
Buechner says that 4 0 to 8 0 percent 
of Lawn Doctor's customers purchase 
preventive grub control. 

MAXIMIZING PROFIT. Weed Pro, based in 
Sheffield Village, Ohio, also goes with 
the add-on approach. 

"It's actually marketed as 'Grub and 
Insect Control' to our customers," says 
President Rob Palmer. "We do this 
because most homeowners don't know 
the difference between grub damage and 
other insect damage, such as billbugs 
and chinch bugs. Often, they see damage 
in their lawn and blame it on grubs and 
their lawn care provider." 

Weed Pro sees its "total insect control" 
approach as a way to set itself apart from 

t t Most 
homeowners 

don't know 
the difference 
between grub 
damage and other 
insect damage." 

- Rob Palmer 

how others in the market are selling grub 
control. Plus, Weed Pro offers a season-
long guarantee on the service. 

"Our grub control product comes with 
a strong warranty from Bayer, so we pass 
that on to our customers," Palmer says. 

About 75 percent of clients receive 
the application preventively, which goes 
down in late April in combination with 

SS 220 = Production = PROFIT! 
Treat over 6 acres per hour in 1 st gear 
Treat over 9 acres per hour in 2nd gear 
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Spread pattern 4 ' t o 32' 
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same t ime 



a standard fertilizer application. The 
early-season application also suppresses 
chinch bugs and control billbugs. 

"This allows us to cut down on labor 
costs by applying it at the same time," 
Palmer says. "We, of course, charge our 
customer for the materials, but combin-
ing the application allows us to maxi-
mize our profits for this service." 

MARGINAL CONCERN. In regions where 
grubs aren't as much of a threat, lawn 
care companies offer grub control, but 
it's less prevalent. 

For example, in Sacramento, Calif., 
where Nick Shebert is technical consul-
tant for TurfPro, grubs are a nuisance, 
not a major problem. 

"We get maybe two or three cases out 
of the 4 0 0 1 manage where I'll see a grub 
infestation," he says. "It's nothing like 
they see back East or in the Midwest. 

There will maybe be a couple grubs per 
square foot, so it's not much for us." 

TurfPro does offer the service if treat-
ing is justified or if a client asks for it 
specifically. 

"People who aren't from the area 
will sometimes ask for it," he says. "We 
explain that it's not a big problem for 
us, but if they want it, we'll offer it," he 
says. "Five percent or less of our clients 
are getting preventive applications, and 
that's all residential." 

For the company's commercial ac-
counts, Shebert will spot treat if he 
starts to see a problem, but it's rare. 
For curative grub control , because 
it's such a small service, Shebert bills 
clients on a time and materials basis. 
For preventive control, it's priced per 
1,000 square foot. 

"Grubs are nowhere near the prob-
lem that they were when I was in the 

Midwest and East Coast," says Gary 
LaScalea, president of GroGreen, Piano, 
Texas. For him, being in a primarily ber-
mudagrass market, grub control is an op-
tional preventive program or a curative 
application when damage is detected 
and diagnosed later in the season. 

About 10 to 15 percent of customers 
subscribe to preventive grub control, 
which is primarily marketed with leave-
behind literature and based on techni-
cians' recommendations. The average 
cost for a preventive grub application 
is one and a half times that of a client's 
regular application program price. 

"Grub control in our market is quite 
profitable, but the sense of awareness 
and urgency isn't as big of an issue here," 
he says. "The biggest problem in our 
market is primarily fire ants." ® 

The author is senior editor of Lawn & Landscape. 
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HUSTON, We Have A Problem 

Labor numbers and loss leaders 

JIM HUSTON 
runs J.R. Huston 
Consult ing, 
special iz ing in green 
industry consult ing. 
Reach him at 
800-451-5588, 
huston@gie.net or 
via www.jrhuston. 
biz. To purchase 
his book, visit www. 
lawnandlandscape. 
com/store. 

I'm trying to get into any market I 
can just to stay in business. Can I use 
my same general and administrative 
overhead numbers for commercial 
work as residential? Can I use the 
same labor numbers for construction 
as I do for maintenance? 

Markets throughout the U.S. are 
down and more competitive than 
ever. Many contractors submit 
bids that are below their break-
even point; and in some cases, 
below their direct costs. Pricing 
for commercial and residential 
lawn maintenance, fertilization 
and irrigation service work is also 
tightening as more contractors are 
getting into these markets. 

The short answer for these 
questions is no. You shouldn't 
use commercial rates to bid resi-
dential work. You also shouldn't 
price residential and commercial 
maintenance using the same labor 
rates. Here's why: 

Maintenance labor tends to 
be 5-10 percent lower than con-
struction labor. Construct ion 
general and administrative (G&A) 
overhead runs roughly twice 
that of maintenance per man-
hour. Construction work is much 
more m a n a g e m e n t in tens ive 
than maintenance work. Due to 
its repetitiveness, a maintenance 
supervisor can supervise twice as 
many laborers as does a construc-
tion supervisor. Normal G&A 
overhead per man-hour (I call this 
OPH) for a seasonal construction 
company runs $15-$18 , while 
that of a seasonal maintenance 
company runs $8-$10. 

All else being equal, and with-
out including equipment costs, 
the cost for a $10 laborer with 

just G&A overhead would be $20 
for maintenance and $ 2 8 for con-
struction. That's a huge difference 
- 4 0 percent more at this level. 

Also, the difference between 
c o m m e r c i a l and r e s i d e n t i a l 
m a i n t e n a n c e G&A overhead, 
and commercial and residential 
installation G&A overhead is less 
pronounced. However, it's real 
and it is measurable. 

Commercial maintenance and 
installation work is easier to man-
age. Dealing with homeowners 
requires more time and meticu-
lousness on the part of manage-
ment than does the commercial 
equivalent. This is one of the 
reasons why $10 million- or $ 2 0 

Need some help from Huston? 
E-mail him at huston@gie.net. 
To order his books or to obtain a 
free audio copy of A Critical Analysis 
of the MORS Estimating System 
go to www.jrhuston.biz. 

million-plus commercial contrac-
tors are much more common than 
large residential ones. On average, 
G&A overhead per man-hour for 
commercial companies is 10-20 
percent less than for residential 
companies . The di f ference is 
less pronounced than the differ-
ence between maintenance and 
construction G&A overhead but 
it is less. 

My competitors seem to get every 
bid. It appears as if they're working 
for almost nothing. I work at my 
break-even point or below already. 
How do I compete? 

This situation is not only a reflec-
tion of the current market, but it's 
also a scenario that we often see 

in what I call a hyper-competitive 
market. This is a market where 
there are lots of contractors (of-
ten the number is increasing 
steadily) chasing a limited amount 
of work. 

In a hyper-competitive market, 
the pressure is for contractors to 
get creative and bid work at their 
break-even point ( B E P ) . This 
means that they are pricing their 
work without net profit. Material, 
labor, labor burden, equipment 
costs are covered as is G&A over-
head - this is the BEP. However, 
no or minimal net profit is added 
to the BEP. The contractor hopes 
to make up for lost net profit with 
enhancement or extras added to 
contracts. This strategy can work, 
but it's dangerous. What happens 
if you don't get work beyond the 
contract amount? The theory is 
that you'll at least break even, 
and you can accurately identify 
your BEP. 

Recessions create this price-war 
mentality, and you can even justify 
it to an extent. However, once 
contractors are driven to pricing 
work at their break-even point, it 
takes years for a given market to 
recover. On the other hand, offer-
ing loss leaders in a normal market 
is a strategy that most contractors 
don't need to put on the table. 

How do you compete? Two 
things: First, provide excellent 
service to your customer base. 
This tends to make them more 
loyal to you (and your prices). Sec-
ond, know your numbers. If you 
have to price work at break-even, 
know how to calculate your BEP. 
A little education in arithmetic 
can go a long way to enhance your 
bottom line. © 

mailto:huston@gie.net
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Not just pipes and hardware 
Sprinkler and rotor manufac-

turers are focusing on three 
things: efficiency, features that 
create the potential for conserva-
tion and contractor education. 

Efficiency comes from nozzle 
design and pressure control that 
optimizes the dispersing of small, 
medium and large droplets over 
near, middle and far distances. 

In rotors, nozzle design typi-
cally works as follows: the objec-
tive is to send the most water as 
far away from the sprinkler as 
possible. As the distance from the 
sprinkler increases, the amount 
of area covered increases greatly. 
To "shoot" water to the end of the 
radius takes a high velocity and a 
trajectory somewhere between 
20 to 35 degrees from horizontal. 
As the water passes the peak of 
the trajectory and begins falling, 
the large drops begin to break up 
into smaller drops. 

Simple physics determines that 
larger drops maintain a higher 
velocity and are least likely to be 
deflected by wind. The mid-range 
distance from the nozzle gets 
some water that's "peeled" from 
the primary stream by mechanical 
means such as a dispersal screw, 
and, to a lesser extent, the outer 
layer of the stream - through fric-
tion with air - becomes unstable 
and breaks away. 

With larger rotors, the near 
distance usually is addressed by 
a separate nozzle designed to 
disperse smaller drops at less 
velocity that quickly fall to the 
ground. 

Most nozzles do a better job of 
sending water to the end of the 
arc, which highlights why head 
spacing with overlapping cover-

age is absolutely critical to the 
uniform application of water. 
Head spacing should never be 
stretched beyond the recom-
mended nozzle radius. All of 
the principles described for the 
rotors apply to sprayhead nozzles 
as well. 

Conservation is 
achieved by how the 
hardware is uti l ized... 
As an industry, wha t 
we need to sell is 
water management 
efficiency, not just 
pipes and hardware. 

PART OF THE ANSWER. There are 
new sprayhead nozzles on the 
market that achieve higher levels 
of efficiency than was previously 
possible. Toro won the Irrigation 
Association's New Product of 
the Year ( 2 0 0 8 ) with the intro-
duction of its Precision Series 
Spray Nozzles. A fundamentally 
different approach to water dis-
persal achieves a 30 percent 
reduction in precipitation rate, 
matched precipitation and bet-
ter definition to the edges of the 
spray patterns. The reduction in 
precipitation rate is significant 
because it provides more op-
portunity for water to infiltrate 
without run-off. 

Another approach to higher 
application efficiency is Hunter's 
MP Rotator. These multistream 
nozzles have a low precipitation 

rate and are relatively wind re-
sistant. They offer an excellent 
and much needed option in 14-
to 30-foot radii. Nozzle families 
that have matched precipitation 
rates are vital to efficient irriga-
tion. That inherent potential will 
be fully realized when the sched-
uling of the run times matches 
plant water need, which changes 
throughout the year to coincide 
with the length of days and aver-
age temperatures. 

Manufacturers are resegment-
ing their product lines for an 
evolving market created by mu-
nicipal efficiency mandates and 
conservation requirements. They 
are refining key features that aid 
conservat ion. These features 
include in-head check valves, 
in-stem pressure regulation and 
specialty features like Toro's X-
flow device, which will sense if a 
nozzle is removed and shutdown 
water flow. 

Conservation is achieved by 
how the hardware is utilized. 
To capture all the potential for 
conservation requires an under-
standing of the basics. 

Manufacturers are increasing 
their commitment to contractor 
education to enhance the oppor-
tunity for their hardware to be 
put to its best use. For example, 
Rain Bird's Web site offers a 
range of free how-to pieces, as 
well as tools that help forecast 
and quantify water savings. 

These and other manufactur-
ers' similar offerings educate and 
help the contractor sell efficiency 
to the end user. As an industry, 
what we need to sell is water 
management efficiency, not just 
pipes and hardware. © 



Irrigation investing 
Sunburst Landscaping helps customers see their ROI. 

In these uncertain economic 
t imes, irrigation cl ients 

find peace of mind knowing 
that their investment in their 
irrigation systems is paying 
off. At least, that's what Nick 
Strehle of Johns Island, S.C.-
based Sunburst Landscaping 
has found. 

"Whenever possible, we 
work with our clients and 
prospective clients about how 
we can change the irrigation 
system to be more efficient 

and provide healthier plants 
and trees," Strehle says. 

Sunburst offers return on 
investment est imates and 
customers have responded 
well, he adds. "Especially 
now, people need to make 
sure their money is work-
ing hard and as much as 
possible for them each and 
every day." 

Irrigation work makes up 
only 4.3 percent of the com-
pany's total sales in a mix of 

50 percent commercial, 4 0 
percent residential and 10 
percent government work. 
Still, Strehle has taken steps 
to prove that his company 
is an authority in irrigation 
efficiency. As a result, he 
has learned that with the 
right mix of right products, 
knowledge and a network, ir-
rigation customer satisfaction 
is within a rotor's throw. 

DESIGN OVER PRODUCT. Even 
the best sprayheads and ro-
tors will be less efficient if the 
planning is subpar, Strehle 
says. 

"Engineers are great at de-
veloping a more efficient wa-
ter delivery product, but the 
design stops there," he says. 
"The products we choose on 
each job are only as good as 
our design." 

With that in mind, Strehle 
keeps sprayhead and rotor 
purchases simple, sticking 
to the major brands and only 
a few types. He has adapters 
on hand to connect to other 
brands' components. 

ALL ABOUT THE NETWORK. 
Strehle counts on a reliable 
supplier network to get the 
right parts quickly, especially 
since he doesn't keep many 

extra parts in stock. 
"Sunburst is a smaller com-

pany that uses the system of, 
'Hey we are out or down to 
the last one/" he says. "All 
of the irrigation parts are 
located in their own plastic 
bins. Before each major proj-
ect, the bins are checked and 
refilled if necessary. We also 
prefer to buy by the box or 
large package." 

Sunburst doesn't have a 
dedicated irrigation truck 
because the work accounts 
for such a small percentage 
of the company's sales. If it 
did, Strehle would opt for a 
Dodge Sprinter. 

MAINTAINING A CLIENT LIST. 
Strehle doesn't find it wise 
to mark up head replacement 
services. "My dad likes to use 
this analogy, 'You can charge 
people $30 for a steak, but 
you can not charge them $5 
for a standard cup of coffee,'" 
he says. "I think the same is 
true for head replacement. 
I would run someone off if 
they wanted their minimum 
charge plus the cost of the 
head." 

Instead, head repair service 
functions as a loss leader for 
the business, he says. He 
hopes providing outstand-
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PROFIT IN PARTS 
Michael Galli pitches water savings through new, 
more efficient heads and rotors. 

To help his customers save water, Michael Galli, owner of 
Metamorphosis Landscaping, Milbrae, Calif., has been retro-
fitting the systems his company maintains with pressure-reg-
ulating heads, which can save up to 30 percent more water 
than traditional models, and his customers love it. 

"We don't do the traditional irrigation audit as much; we 
roll an irrigation upgrade as part of a landscape upgrade," 
Galli says, add ing that he's sold enough of those landscape 
upgrades to keep crews busy until September. Galli 's clients 
are 100 percent high-end residential, and about 10 percent of 
his $1 million in revenue came from irrigation work last year. 

Galli sends a letter to each of his clients in February to 
remind them about what maintenance is due. He always in-
c ludes a paragraph on improving the irrigation system - that a 
smart controller can help save up to 40 percent of a system's 
water costs. Galli says contractors should position themselves 
as resources for their customers. "First, educate yourself. 
It's really important to be truly educated about the product," 
he says. "Clients will buy more from you if they see you as a 
resource, not a salesman." - Chuck Bowen 

ing service in this area will 
encourage clients to return to 
them for other services. 

OTHER VITAL TOOLS. Strehle 
has found other non-irriga-
tion tools useful in spreading 
the word that Sunburst offers 
efficient sprayhead and rotor 
installation and maintenance. 
For example, being certified 
helps Strehle keep up with 
the latest technology. Besides 
having a bachelor's degree in 
agriculture, he is an Irrigation 
Association-certified irriga-
tion contractor; he's also a 
WaterSense Partner. 

Strehle also submits edu-
cational articles to the local 
newspaper, which provides 
some publicity for the compa-

ny. One of his recent articles 
illustrated ways to make sure 
an irrigation system is run-
ning efficiently. Of the calls 
about the articles, the major-
ity are about the irrigation-
related topics, he says. 

But the one tool that might 
come in most handy in Streh-
le's dealings with sprayheads 
and rotors is an understand-
ing of what customers want. 
Lately, the most eff ic ient 
system in the world usually 
isn't at the top of the list. 

"As a whole, individuals 
have been more concerned 
with the bottom line rather 
than a well-thought-out de-
sign," he says. L 

The author is a freelance writer based 
in Lakewood, Ohio. 
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Trailers: tried & true 
Trailers are one tool most contractors can't live without. 
By Lindsey Getz 

For Timothy Baird, pur-
chasing an older trailer 

has been the path toward 
growing his one-man busi-
ness. The owner of Mars, 
Pa.-based Hickory Leaf Land-
scape bought a 1999 Interna-
tional 16-foot dual axle open 
landscape trailer that wasn't 
in the best shape. 

"I decided a good way to 
save money over a compa-
rable new trailer would be 
to buy this old one and fix 
it up," he says. "This year I 
plan to use the trailer to help 
grow my business by hauling 
my mowing equipment, land-
scape materials and debris." 

Many contractors say a 
trailer is one tool they can't 
live without. "There really 
is no way of being in the 
landscape business without 
trailers," says Greg Bermes, 
owner, Oakwood Lawn and 
Landscape, a Fort Wayne, 
Ind.-based company with 
about $ 3 0 0 , 0 0 0 in annual 
revenue. Oakwood Lawn has 
four trailers - one 20-foot 
enclosed, a 16-foot high side, 
a 24-foot implement and one 

10-foot utility - all from Sure-
Trac. Bermes says that qual-
ity is the primary feature he 
looks for when shopping for 
a trailer because he expects it 
to last a long time. 

"Other features I look for 
are things that will allow 
the trailer to be used easily 
and efficiently for as many 
different tasks as possible," 
he says. "Sure-Trac's hinge 
system on the open trailers is 
unique and allows the gate to 
be removed easily, locked in 
the upright position quickly, 
or laid down on the bed of the 
trailer. This allows pallets of 
material to be loaded without 
the gate in the way." 

T h e abi l i ty to cus tom-
ize his trailers is another 
draw for Bermes. Customi-
zation is also important for 
Ghani Kowsary, president of 
Kowsary Turf, a sod contrac-
tor servicing primarily com-

mercial clientele in Elk River, 
Minn . He purchased two 
custom semi/dump trailers 
from Felling Trailers in 2006. 
Adding these two trailers has 
increased his company's ef-
ficiency due to their size and 
versatility. "They're kind of 
like transformers in the sense 
that they can do everything 
we need," he says. "Rather 
than sending out two or three 
trucks to a job, we're able to 
just send one truck." 

As part of ensuring a trailer 
will meet company needs, 
it's also important to look at 
the weight they can handle, 
advises Kevin Payne, owner 
of TenderCare Lawn & Land-
scape, based in Derby, Kan. 

"Ramps are also very im-
portant," he says. "Just be-
cause the weight works, if 
the ramp isn't solid enough 
to drive a skid-steer loader 
on, then it might not meet 
your needs." 

TO EACH HIS OWN. When it 
comes to the right tools for 
the job, everyone has his 
own preference. Payne says 
that his company has found 
enclosed trailers are not for 
them. 

"We 've tr ied some and 
found they were OK for small 
landscape jobs that needed 
container plants or smaller 
items, but when you need 

to haul around a lot, they 
weren't very helpful," he says. 
"I find that an open trailer has 
more versatility." 

For others, trailers aren't 
the best option. Shayne New-
man, CLP, CLT, president of 

Yard Apes in northwest Con-
necticut, says he used trailers 
for the first 10 years of his 
business but, over time, found 
they didn't work for him. 

He says they require con-
stant maintenance , don't 
enough storage and can be 
difficult to back up. 

"We've had issues such as 
backing into someone's yard 
and hitting a shrub - just 
small accidents, but a hassle 
to deal with," Newman says. 
"And no matter how many 
times we re-wired them, it 
seemed the lights were always 
going out." 

Today, Newman uses Mit-
subishi FG trucks with a 
14-foot landscape body and 
a five-foot beaver tail with 
fold-down ramp. "The beaver 
tail is removable so that we 
can plow in the winter," he 
says. "This setup has worked 
great for us." 

To read about how garden 
center owner Dan Gapski 
turned his trailer concept into 
a business opportunity, visit 
www. lawnandlandscape ^ 
com/webextras. 

The bottom line is that no 
matter what specific option 
you choose, it should be one 
that will grow your business. 
For Baird, that's been the 
case. His advice to others is 
to opt for the biggest and best 
you can afford within your 
budget. 

"I could have bought a 
smaller, lighter trailer in bet-
ter shape for the same amount 
of money," he says. "But since 
I've bought that trailer, I can't 
imagine having one smaller. 
To me, I'm always willing to 
spend more money if it makes 
my job easier." © 

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

/ / There really is no way of being in the 
I I landscape business without trailers." 
- Greg Bermes, Oakwood Lawn and Landscape 
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new people, network, get new ideas, check 
out new technology and make friends 
professionally that will last a lifetime." 

Monica Higgins, 
Habitat Of Course!, 
Naples, FL 

REGISTER TODAY AT 
MWW.GIE-EXPO.COM ^ m 

| > 
, 3IE+EXP0 is sponsored by: ^ ^ 

T h u r s d a y . F r i d a y . S a t u r d a y 
O c t o b e r 2 8 - 3 0 , 2 0 1 0 

A PLANET T h e 1 4 t h largest t r a d e s h o w in the U S A ! To l l F r e e : ( 8 0 0 ) 5 5 8 - 8 7 6 7 
^ P h o n e : (812) 9 4 9 - 9 2 0 0 
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The 100% List 
Sarros Landscap ing focused on what it wou ldn ' t change 
first to f ind out what it should. By Phil Sarros 

In the winter of 2007,1 stood on three acres 
of land with my team of managers, office 

staff, foremen and laborers - 21 employees 
in all - and our fleet of late model trucks and 
equipment. The purchase of this property 
marked a major milestone in our company's 
growth and was now home to our rapidly 
expanding landscape operation. I took in 
another deep breath, cleared my throat and 
addressed my team. 

Then the economy collapsed. 
What ultimately saved our company from 

failure was the painful but immediate deci-
sion to downsize our operation. Our reac-
tion to the economic crisis was swift and 
expedient, thanks to the data and reporting 
we used to monitor our financial health. By 
April 2008 , we had sold over half our fleet 
and recouped most of our money. By July 
2008 , our property was up for sale and we 
were operating with only two crews, and just 
one manager. 

Since that time, we have completely rede-
signed the business model under which we 
operate. In many cases, starting or rebuilding 
a company begins by documenting a solid 
foundation. With the help of a good business 
coach, this process can be off to a very strong 
start in a matter of one or two days. 

However, it occurred to me that the trans-
formation we made at Sarros Landscaping 
could in fact be traced to a single, first step, 
that became the basis for every decision and 
policy that followed. 

I remembered a meeting with my senior 
staff where I mentioned that we were going 
to write a "100 Percent List" and, for lack of 
a better name, the list still appears with that 

To create stunning installations for clients, your 
company needs to be on solid footing itself. 



Simple ways to 
stand out from 
the crowd 
Winning Combinations 
As hardscape contractor you 
are an artist, with a full palette of 
products, colors and styles that can 
be intermixed to provide a never-
ending choice of designs. Consider 
brick pavers that tie into a natural 
set f ieldstone path or simply mix 
two colors of the same material 
throughout a design. Holland stone 
borders with Ashlar f ield patterns 
and organically curved perimeters 
demonstrate professionalism 
and artistry far beyond much of 
the competit ion. Paver circle kits 
shouldn't break the budget and offer 
e legance to even the most simple 
designs. 

Branch Out 
Integrate arbors, pergolas, gazebos, 
under-deck systems and landscape 
lighting to give the homeowner a 
completely f inished project. Carry 
pictures and examples to show the 
finished look. If you're not sure 
where to start, just reach out to your 
local manufacturer's representative 
for guidance, product knowledge 
and training. Most have a library of 
f inished project photographs and 
a wealth of knowledge to help get 
you started. Alternatively, you can 
build a relationship with a qualif ied 
subcontractor, capable of performing 
these add-on services for you. These 
partnerships will add credibil i ty and 
value to your company and set you 
apart from others compet ing for the 
same project. 

Heat Things Up 
Suggest fire pits (raised, sunken, 
square, round, etc.) as an affordable 
element that will give your clients a 
reason to invite fr iends to gather on 
their new patio. Outdoor kitchens 
have become incredibly simple with 
new manufacturers and technolo-
gies offering a variety of pre-formed 
or pre-cast solutions. These design 
options can encourage clients to 
increase their budget on a project or, 
at the very least, give them a great 
reason to call you back next season 
for addit ional work. 

same title to this day. This list defines, 
with 100 percent certainty, every value, 
action, principal, method or strategy, 
from which we will not deviate even a 
fraction of one percent. 

Whether you're a contractor who 
needs to make a change or are just start-
ing out, the 100 Percent List should sit 
at the core of your principals and beliefs. 
Don't make it a long list. Entrepreneurs 
must remain flexible and adapt pro-
cesses to meet changing conditions. 

While there are many possibilities, 
here are just a few items that a business 
owner might consider putting on their 
own 100 Percent List: 

BE A DEBT FREE COMPANY. Make a com-
mitment never to borrow money to op-
erate your business. Do not jeopardize 
your credit, your home, your family and 
your peace of mind by over-committing 
your resources and taking on loans that 
will burden you for many years. If you 
cannot afford it, you shouldn't buy it. 

OPERATE LEGALLY. This one's pretty 
simple: Just follow the law in every-
thing you do. Ignorance is not a legal 
defense and you are never too small to 
have problems. It doesn't matter what 
your competition is, or is not, doing nor 
should it ever keep you from selling jobs. 
If it does, you are not targeting the right 
clients. I strongly recommend having 
a trusted attorney involved in all legal 
aspects of your business. 

DO EXTRAORDINARY WORK. Make a com-
mitment to continued education. Test 
for your ICPI and NCMA certifications. 
Take the time to admire quality work, 
especially if it is not your own. 

You will never get a bad reputation 
from fixing a mistake or problem for 
one of your customers. My grandfa-
ther was a blue-collar business owner 
with an impeccable work ethic and an 
abundance of common sense. He used 
to tell me, "Good enough just isn't good 
enough." 

CASH IN ON CREDIT CARDS 
Cash might still be king, but 
a business today isn't going 
to go far if it doesn't take 
plastic. 

As home pr ices have 
cont inued to fall, the amount 
of equity available for home 
improvements has dr ied up, 
leaving home owners with 
their savings or credit cards 
to f inance their landscape 
and hardscape projects. 

"We not iced in the fall 
of 2008, if you didn't have 
more than 80 percent eq-
uity in your home, after the 
amount you wanted to bor-
row, you weren't go ing to 
get the f inancing needed to 
finish your backyard," says 
Brian Price, president of 
Rockwood Retaining Walls, 
which l icenses concrete 
paver and retaining prod-
ucts. "As we reviewed our 
plans for 2009, we became 

very con-
cerned. How 
were homeowners 
going to afford 
our products, if 
they weren't able to 
get f inancing?" 

That concern lead Rock-
wood to partner with First 
Data Independent Sales 
(FDIS) Rochester, to create 
a "Pay As You Go" credit 
card acceptance program 
specif ically targeted at land 
scape contractors. 

The program offers a 
flat rate of 2.99 percent, 
regardless of the type of 
credit card taken or how it 
is processed. It charges no 
fees for appl ications, set 
up, customer service or for 
terminals, Price says. 

New technologies such 
as wireless credit card 
terminals and cell phone 

appl icat ions allow pay-
ments to happen at the 
customer's door instead of 
the back office. 

"There is a t remendous 
advantage for landscapers 
to take a down payment 
at the door, with a credit 
card, instead of having to 
come back only to realize 
the sale was lost," Price 
says. "By offering your 
customers flexible pay-
ment options, especial ly 
for down payments, you 
will c lose more sales 
faster, easier and for 
larger amounts." 



SHARE YOUR WISDOM. There is very little 
of what we are now doing that I would 
consider proprietary. It is vital that as an 
industry, we come together and support 
one another. As a whole, we can com-
mand higher pricing and more qualified 
competition while improving client 
education. Don't be shy about sharing 
ideas with your peers. 

RESPECT THE SEASONAL CYCLES. As a 
rule, spring and fall are incredibly busy 
seasons, summer can be hit or miss 
and winter can be brutal. Most every 
contractor understands this cycle, yet 
they continue to be negatively impacted 
by it. The most obvious solution to this 
problem remains the most commonly 
overlooked. Simply set enough money 
aside when sales are high to cover over-
head when sales are low. 

STAY FOCUSED. Know that it is entirely 
possible to grow your business, com-
mand your price, sell jobs on quality 
and, dare I say the forbidden words, 
make a profit. The economy has noth-
ing to do with your ability to sell jobs 
for a respectable profit margin. Some 
contractors may emphatically debate 
this point but I assure you that letting 
go of fears, honestly evaluating your 
operations and making needed changes 
are the key ingredients for operating 
a profitable company with repeatable 
results. The good news is that as entre-
preneurs, we can have all the success 
and achievement we are willing to cre-
ate for ourselves. 

These days I stand in front of a rented 
2 ,000 square-foot office warehouse. I 
have six full-time employees and a small 
fleet of used trucks. I have one skid-steer 
and a stockpile of hand tools, saws and 
compactors that are old and scratched, 
yet impeccably maintained. 

A lot has changed since that winter 
three years ago, but our dedication to 
the work and growing the business ef-
ficiently and profitably haven't. 

The author is president of Sarros Landscaping, 
Cumming, Ga. 

A primer on permeable pavers 
By Miles Chaffee 

With the rising popu-
larity of permeable 

pavement systems in 
residential and commer-
cial landscape designs, it 
is important for landscape 
professionals to educate 
themselves about the dif-
ferent materials available 
for paving options. 

The primary purpose in 
the des ign of a permeable 
paving system is to effec-
tively reduce and manage 
the quantity of surface rain The subsur face of a permeable paver installation 
water runoff while accom- helps filter and mit igate rainfall, 
modat ing pedestr ians, 
vehicular parking and traffic. Permeable paving has proven particularly valuable 
in existing urban developments where the need to expand parking areas is 
hindered by the lack of space due to retention ponds. 

By definition, for a surface to be permeable, it must allow for water to pen-
etrate the surface through porous openings. In segmental or unit paving, the 
joints are what make the surface permeable. Some surface materials, such as 
gravel, do not have a solid surface and therefore allow water to pass through to 
the subsurface. 

Typically a subsurface for segmental permeable paving would be des igned 
using a crushed stone base that would provide filtration and partial treatment for 
rain water runoff pollution. 

A full filtration system des igned for permeable subsurface soils should allow 
the storm water to penetrate the surface and filter through the base course and 
the native soils back into the aquifers. If the capaci ty of the soil to filtrate the 
water is exceeded, the base may be des igned to filter, partially treat and then 
slowly release the water into a storm sewer. 

The different types of permeable paving have pros and cons. In terms of cost, 
gravel is the least expensive option. The drawbacks are that it requires frequent 
maintenance and renewal and the high upkeep increases the cost over time. 
Also, wheel ruts easily form in gravel, which detracts from the appeal. 

Permeable concrete and asphalt are next in terms of expense, but studies 
have shown them to be prone to c logging, negat ing their eff icacy. 

Brick, concrete, and natural stone pavers require that the material in the joints 
be permeable since the pavers themselves are not considered to be permeable. 
The brick must be the correct type and manufactured to specif ic requirements in 
order to be used in paving applications, especial ly in freeze-thaw climates. Con-
stant freezing and thawing is harder on materials than cl imates that freeze and 

remain frozen for long periods. 
No matter the material chosen 

for a permeable paving project 
the benefits outweigh the ad-
ditional costs. Permeable paving 
can free land designated for re-
taining ponds and has numerous 
environmental benefits. Done cor-
rectly with durable materials the 
paving can have a long life span 
and be aesthetically pleasing. 

The author is founder and president of 
Milestone and Milestone Imports. 

Permeable pavers can free up land used 
previously for retaining ponds. 



LAWN & LANDSCAPE 
HARDSCAPE BUYER'S GUIDE 

Laying brick 
Check out the latest hardscape products 

from the industry's manufacturers. 
To submit product information for upcoming issues of Lawn & Landscape, 

contact Managing Editor Chuck Bowen at cbowen@gie.net or 330-523-5330 

AquaMaster 
www.aquamas te r f oun ta i ns . com 

800-693-3144 

The Masters Series of fountains are available 
in a wide variety of spray patterns, giving you 
the power to create dazzling waterscapes 
while improving water quality. All Masters 
Series units are built with energy efficient, 
oil-cooled motors and are total component 
UL and cUL listed, and CE-recognized for 
safety. AquaMaster products are backed by 
manufacturer warranties. 

Belgard 
w w w . b e l g a r d . b i z • 877 -235-4273 

The Belgard Nottingham Elements Collection by Harmony Outdoor Living 
is a pre-built outdoor living line that features a variety of products such as 
fireplaces, brick ovens, water features and full kitchens. All the elements 
are pre-constructed in a factory setting - ensuring consistency and quality. 
They are designed to be machine-installed with little training, and they can 
be installed in hours, the company says. 

COL-MET c o m m e r c i a l steel l a n d s c a p e e d g i n g is 
ava i lab le in 14 g a u g e th rough 1/4-inch th ickness, 
4- to 6 - i nch he igh ts a n d green, b rown or b lack 
p o w d e r coat . 

COL-MET 
w w w . c o l m e t . c o m • 800-829-8225 

mailto:cbowen@gie.net
http://www.aquamasterfountains.com
http://www.belgard.biz
http://www.colmet.com


Firestone Specialty 
Products 

www. f i res tonesp.com/H4 • 800 -428 -4442 

Firestone PondGard Rubber Liner is based 
on EPDM (ethylene propylene diene ter-
polymer), which makes it a high-quality, 
durable, user-friendly option for landscaping 
professionals. 

Safe for plants and fish, PondGard can be 
used for decorative ponds, streams, water-
falls and other water feature applications. It 
requires no special tools for installation, and 
it is available in a variety of sizes for different 
project scales. PondGard is also flexible for 
shaping around unique pond contours and 
its high tensile strength and exceptional 
puncture resistance allow for design features 
such as rough-edged rocks along the banks of 
a pond or stream. PondGard will not crack 
or split in cold weather conditions down to 
minus 40 degrees Fahrenheit, allowing for 
installation in a wide range of temperatures, 
the company says. 

Invisible Structures 
www. inv i s ib les t ruc tu res .com 

303 -233 -8383 
G r a s s p a v e 2 a new op t ion for con t rac -
tors in terested in po rous pav ing . 
They are u s e d to re in force turf 
for pa rk ing lots, d r i veways , 
a c c e s s roads a n d f ire lanes. 
The instal lat ions p rov ide a 
natural f i l t rat ion sys tem 
for au tomob i l e a n d 
park ing lot runoff . 

Natural Concrete Products 
w w w . n c p w a l l s . c o m • 402 -560-0105 

Natural Concrete Products has developed a process to produce very natur 
looking, and easily installed, retaining wall blocks. The blocks, when stackei 
make the wall look like a natural stone or stacked stone wall. 

NCP makes two retaining wall systems: Random Stone and Fossill Ston 
The Random Stone system has a multi-colored and cut up face that looks lil 
a stacked stone wall when installed. The Fossill Stone system makes the wa 
look like a natural limestone wall when stacked. Each system is produce 
in a variety of colors. Each system can be used 
to produce retaining walls, columns, 
free standing walls, fire pits, 
outdoor tables, out- ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ 
door kitchens 
and water fea- M i 
tures. 

Harmony Outdoor Living 
www.harmonyoutdoorliving.com • 262-539-4444 

The Wex fo rd E lements Col lec t ion by Ha rmony Ou tdoor L iv ing is a co l lec -
t ion of pre-bui l t ou tdoor l iv ing e lements that features a var iety of p r o d u c t s 
s u c h as f i rep laces, br ick ovens, water features a n d full k i tchens. All the 
e lements are p re -cons t ruc ted in a fac tory set t ing - ensur ing cons is tency 
a n d qual i ty, the c o m p a n y says. They are d e s i g n e d to be mach ine -
instal led wi th little t ra in ing on the part of a cont rac tor , a n d they c a n be 
instal led in hours, the c o m p a n y says. 

• p 
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Gutdc oor 
Pavers 

Jlivmq 
Columns 

Fire pits 
Tables 

Seat walls • Outdoor Kitchen 

Please visit us at w w w . n c p w a l l s . c o m 

natural concrete 
P R O D U C T S 
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Trailblaze at SavaLawn 
If you ' re happ ies t w h e n 
you ' re o u t in f r o n t -
p i o n e e r i n g n e w 
m e t h o d s a n d 
t e c h n o l o g i e s - t h e n 
SavaLawn is t h e p lace 
for you. Our g reen 
services, i nnova t i ve 
app roach a n d latest 
e q u i p m e n t set us apar t 
f r o m t h e c o m p e t i t i o n . 
And-with ou r advance-
m e n t p r o g r a m - t h e r e ' s 
n o te l l i ng w h e r e you r 
j o u r n e y w i l l lead. 

Are you ready to 
move forward? 

SavaLawn 
Offices in CT, DC, MA, MD, NJ, NY, PA & VA 

Please fax or ema i l you r resume t o 
914-242-3934 / careers@savatree.com 

www.savatree.com 

www.lawnandlandscape.com/readerservice - #87 
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www.grassst i tcher.com 
860-365-8012 

GRASS 
STITCHER. 
the revolutionary tool for fast effective lawn repair 

Revo lu t ionary ! 
Q u i c k , easy a n d e f f e c t i v e 
l a w n r e p a i r s e v e r y t i m e 

NO bulky power machines 
NO messy, ineffective patch materials 

NO wheel-barreling heavy topsoil 
NO need to remove dead lawn 

NO hauling heavy sod 

v 
v 
V 
V 
V 

Creates perforations perfect for seed growth 
Recycles dead grass to protect seed 
Requires minimal effort 
Plants at correct depth in any soil 
Saves you up to 80% - all you need is seed 

The First Choice! 
of Landscape Professionals 

The LARGEST 
Manufacturer of 
Steel Landscape 

Edging 
/ Steel edging creates a clean line 

/ between planting beds and turf to 
/ retain mulch and stone, and forms 

/ paths and driveways. 

• A Sl&ifi fill) 
ftiitesi'jta) Ayu&imxi 
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Pave Tech 
w w w . p a v e t e c h . c o m • 800 -728 -3832 

BRIGHTS for Pavers & Walls weigh 
as much as actual pavers and enhance 
any hardscape design, commercial or 
residential, by providing an inviting at-
mosphere, the company says. Use them 
as guiding lights for walkways, drive-
ways, retaining walls, patios, stairways, 
entrances, parking spaces and borders 
along paved areas. BRIGHTS for Pavers 
& Walls are available in varying styles, 
colors, shapes and sizes. 

Peacock Pavers 
w w w . Peacockpave rs . c o m 

800-264 -2072 

The Old World, stone-style of Peacock 
Pavers is now available for residential 
driveways. The company's driveway 
pavers are strong, durable and have 
excellent freeze/thaw characteristics. 
Made of architectural-grade concrete, 
they are 3 by 9 by 9, and come in four 
standard colors: buff, champagne, rice 
white and dolphin grey. They match the 
colors of the company's other pavers, 
so driveways can be designed to blend 
seamlessly with adjoining walkways, 
courtyards and patios. 

The pavers are also available in 
a half-inch thickness developed spe-
cifically for remodeling projects and 
retrofitting. Made of architectural-grade 
concrete, they lend stone-style beauty to 
floors, fireplaces and other indoor and 
outdoor applications. Available in a vari-
ety of sizes, with trim pieces, they can be 
installed in regular or random patterns 
and are as easy to install and seal as 
natural stone, the company says. 

Rockwood Retaining Walls 
www.ou tdoor l i v i ngk i t s . com • 888 -288-4045 

Rockwood's complete line of Outdoor Living Kits are easy to build, and 
are affordably priced, the company says. The kits come complete with 
everything a contractor needs, even the glue, and include simple, course-
by-course instructions. There's no cutting and no estimating. The kits are 
available nationwide and at all Ewing Irrigation locations. 

Oly-Ola 
www.o l yo l a . com • 8 0 0 - E D G I N G S 

Oly -Ola E d g i n g s of fers h a r d s c a p e con t rac to rs a se lec t ion of paver re-
straints to fit a var iety of paver p ro jec ts a n d instal lat ion pre fe rences . Oly-Ola 
paver restraints are cons t ruc ted of s t rong 100 percen t r ecyc led b lack vinyl, 
a n d feature Oly-Ola 's L - s h a p e des ign , w h i c h m a k e s t h e m easy to install, 
ei ther under or ou ts ide of the paver , the c o m p a n y says. 

The restraints have spec ia l ly d e s i g n e d "key-ho le" cu ts that m a k e 
t hem f lex ib le a n d durab le , secure ly ho ld profess ional , c reat ive l a n d s c a p e 
des igns wi th no cu t t ing or sn i pp i ng necessa ry a n d work for many paver 
pro jects , f rom heavy-du ty paver p ro jec ts s u c h as d r i veways a n d pat ios to 
shal low paver a n d arch i tec tura l s tone pro jects . 

O ly -Ola paver restraints are gua ran teed for 15 years aga ins t c rack ing , 
rott ing, d is in tegra t ing or se l f -dest ruc t ion f rom any weather cond i t ions or 
manu fac tu r i ng de fec ts . If this ever occu rs , O ly -Ola wil l r ep lace 100 percent 
of the d a m a g e d mater ia l , cover any f re ight c h a r g e s involved, a n d pay the 
labor to have the p r o d u c t re instal led, the c o m p a n y says. 

http://www.pavetech.com
http://www.outdoorlivingkits.com
http://www.olyola.com


"Bed Divider 

1-800-EDGINGS 

• M o t e x a c t l y w h ® « w e 

- s s s J T A - ^ S r . 

p r o d u c t s c a n i m p r o v e 
y o u r l a n d s c a p e s , 
c o n t a c t u s t o d a y -

wvw.olyola.com 
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Powerful Customer and Job 

ArborGold Software 

Business Software for 
Tree, Lawn and Landscape 

To view a Free Demo please visit arborgold.com 

Tree Management Systems, Inc. 
4257 W. Delap Road • Ellettsville, Indiana 47429 

Toll Free: 1-800-933-1955 
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Add-on Profits 
Easy-to-use tree care system 

Stop Emerald Ash 
Borers and many other 
destructive pests 
Proven effective. Thousands 
of ash trees saved since 
2001, preventively and 
curatively. 
Treat almost any tree 
in 5 minutes or less. 
Save trees. Make Money. 
Order today! 

Made in 
th« USA 

/rborSystems^ 
The No-Drill Injection Solution 

ArborSystems.com 
800-698-4641 

Wedgle 
Direct-lnject 

TREE INJECTION SYSTEM 
MADE IN THE USA • « 

www.lawnandlandscape.com/readerservice - #90 

MAGA/A'MAT/C 
High-Performance Sen/ice Tools for the OPE Industry 

Proudly Made 
in the USA for 
over 50 years 

T h e M A G - 9 0 0 0 S e r i e s L a w n M o w e r B l a d e 
S h a r p e n e r i s t h e o n l y s h a r p e n e r d e s i g n e d 
t o t h e n e e d s o f L A N D S C A P E R S & L A W N 
C A R E P R O S . 

nuiyiuMiuitic.com 
60 second sharpen ing t ime 
Coo l cutt ing, w i thout burn ing 
Cons is tan t 30 degree ang le 
No limit to cut t ing edge length 
Right or le f t -handed b lades 
No whee l d ress ing 
Al l safety gaurds inc luded 
Vac hook-up ready 
Sing le crank ad jus tment 

»»() 328 111(1 

Call for 
Free Catalog 
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Stone Construction Equipment 
w w w . s t o n e - e q u i p . c o m • 800 -888-9926 

Stone Age 
Manufacturing 

w w w . s t o n e a g e m a n u f a c t u r i n g . c o m 
877-371-8861 

Stone A g e M a n u f a c t u r i n g p r o d u c e s p r e - e n g i -
n e e r e d m a s o n r y f i r e p l a c e k i ts for i ndoo r a n d 
ou tdoor app l i ca t ions , as wel l as f ire pits, b r ick 
ovens, p izza ovens, ou tdoor k i tchen is land sys-
tems a n d pergo las , all in kit fo rms d e s i g n e d for 
e a s e of a s s e m b l y by e x p e r i e n c e d m a s o n s or 
nov ice instal lers. Stone A g e p roduc t s have b e e n 
fea tu red in severa l e p i s o d e s of the DIY Network 
televis ion ser ies Indoors Out, Rock Sol id a n d Man 
Caves , a n d have a lso b e e n fea tu red on NBC 's 
Today Show. 

The c o m p a n y ' s p r o d u c t s are d e s i g n e d to of-
fer a faster, mo re ef f ic ient a n d more du rab le w a y 
to cons t ruc t popu la r hear th a n d ou tdoo r r oom 
fea tu res , wh i le de l i ve r i ng g rea te r c o n s i s t e n c y 
a n d h igher qual i ty than c o m p a r a b l e p roduc t s or 
t radi t ional cons t ruc t ion techn iques , the c o m p a n y 
says. Each Stone A g e p roduc t is d e s i g n e d for 
compat ib i l i t y wi th our other c o m p o n e n t s , a l low-
ing f lexibi l i ty in p ro jec t d e s i g n a n d cus tom iza -
t ion to meet the requ i rements of any instal lat ion, 
regard less of arch i tectura l or d e s i g n style. Stone 
A g e a lso of fers a full l ine of accessor ies , carefu l ly 
c h o s e n to e n h a n c e the pe r f o rmance a n d enjoy-
ment of our p roduc ts . 

Stone Construction Equipment, Inc.'s Silver Fox series of 
forward plates consists of eight models, including a plate 
designed specifically for optimum performance on asphalt 
- the SFA3500. 

Models in addition to the SFA3500 include a small, 
13-inch wide SFP2200/SFP2200A and the all-purpose 
SFP3000/SFP3000A, the all-purpose professional SFP4000/ 
SFP4000A, and for larger dirt jobs the SFP5100. All models 
are available with a variety of engines - Honda, Robin, Briggs 
and Stratton or Diesel engines - for compacting asphalt, dirt, 
granular soils, sand and paving stones. The eight models 
can be used for a variety of compaction jobs - foundations, 
sidewalks, landscaping or asphalt patching and finishing. 

The line features a forward-mounted eccentric and a 
15-degree ramped leading edge that produces exception-
ally fast forward travel speeds and optimum gradeability; a 
patented one-piece base plate integrated with the extra-large 
eccentric housing dissipates internal heat over the plate, 
cooling the oil and the eccentric bearings while heating the 
plate surface for smooth asphalt compaction; and a syn-
chronized drive system provides energy transfer between 
the engine and eccentric. 

The Stone-exclusive Kevlar belt, eccentric, innovative 
offset eccentric sheave, heavy-duty centrifugal clutch and 
engine all operate in unison to increase compacting perfor-
mance, the company says, and the self-cleaning base plate 
virtually eliminates dirt build-up for easier maintenance. 

A 13-quart removable water tank can be taken to a faucet 
for fill-ups, and a patented water system directs an even 
coat of water for the entire base surface. It is con-
nected to the water tank with a Stone-exclusive 
SnapTek quick-coupler. 

With a larger effective contact surface 
and a more centrally located eccentric, the 
SFA3500 floats across the asphalt with a 
compaction force of 3500 pounds. It fea-
tures the removable water tank, SnapTek 
quick-coupler and a custom sprinkler 
system to continually coat the base 
plate with a sheet of water 
to reduce asphalt 
sticking. 

http://www.stone-equip.com
http://www.stoneagemanufacturing.com


GO FOR A JOYRIDE. 
T h e Pa th f i nde r s p r e a d e r / s p r a y e r a n d t h e 

n e w Rover s p r e a d e r are c o m m e r c i a l g r a d e 
m a c h i n e s tha t w i l l i nc rease y o u r p r o d u c t i v i t y 
a n d decrease y o u r d o w n t i m e . But d o n ' t take 

o u r w o r d fo r it, t r y o n e fo r y o u r s e l f . 
877.423.4340 - groundlogic inc .com 

G R O U D D i - O G I C 

www.lawnandlandscape.com/readerservice - #95 

Turf Seats 
Quality & Selection = 

Comfortable Ride 

+ Huge Selection 
+ Choose from OEM's such as 

Grammer, Sears, Seats Inc., 
Milsco and more 

Low-profile air and mechanical suspensions 

"We c a n find a r e p l a c e m e n t seat 
for your m a c h i n e — guaranteed!" 

K&M Mfg. 
Renville, MN 56284 • 800-328-1752 

www.tractorseats.com 

Add-on Profits 
Easy-to-use tree care system 

Treat 
hundreds 
of trees nonstop 
With the Direct-lnject™ 
system you can treat almost 
any tree in five minutes or less, 
and with the new high-volume 
kit you can treat hundreds of 
trees in one day. 
No drilling, no guarding, no 
waiting. Treat more trees every 
hour and boost your profits 
with every tree you treat. 

>lrborSystems 
The No-Drill Injection Solution 

ArborSystems.com 
800-698-4641 

Wedgle 
Direct-lnject 

TREE INJECTION SYSTEM 

MADE IN THE USA 
www.lawnandlandscape.com/readerservice - #94 

g 

See where you 
have been! 

Spray faster 

El iminate 
gaps and 
overlaps 

Economical 
foam mark-
ing system 
for sprayers 
with boom 
width to 15' 

turftracker.com 
800-553-2404 

nn p i r u W A Y RQBox508 
W f L • W V I I l H • Janesvil le, I o w a 50647 

+ Seat 
solutions 
for 100s 

of models 

www.lawnandlandscape.com/readerservice - #96 www.lawnandlandscape.com/readerservice - #97 

http://www.lawnandlandscape.com/readerservice
http://www.tractorseats.com
http://www.lawnandlandscape.com/readerservice
http://www.lawnandlandscape.com/readerservice
http://www.lawnandlandscape.com/readerservice


VAST Enterprises 
w w w . v a s t p a v e r s . c o m • 612-234-8958 

VAST Enterprises has developed a new version of 
its composite landscape pavers in a 4-by-8-inch 
size. The new size is popular for large commercial 
hardscapes such as parking areas, walkways, build-
ing entrances and plazas, the company says. 

Manufactured in VAST's proprietary composite 
blend of up to 95 percent recycled car tires and plas-
tic containers, the pavers are one-third the weight 
of concrete pavers. 

The VAST grid system, manufactured out of the 
same composite material as VAST pavers, is laid 
out on a compacted sand base just like the base for 
conventional pavers. Installers then insert VAST 
pavers into the grid — in any 
designed pattern — and 
the pavers are auto-
matically spaced and 
aligned. 

VERSA-LOK 
www.versa-lok.com 
800-770-4525 

VERSA-LOK is a solid, top-
pinning segmental retaining 
wall system, offering design 
versatility and ease of instal-
lation. VERSA-LOK is avail-
able in two textures: classic 
split-face texture and vintage weathered, which has a centuries-old, 
hand-hewn appearance that's well-suited for historic renovations. 

The VERSA-LOK family of solid retaining wall units includes Stan-
dard (6 inches high, 16 inches wide, 12 inches deep); Accent (4 inches 
high, 12 inches wide, 12 inches deep); and Cobble (6 inches high, 
8 inches wide 12 inches deep). VERSA-LOK's solid units are easy 
to modify on site, and there are no hollow units to fill, which saves 
both labor and materials, the company says. With VERSA-LOK, you 
can build walls, curves, multiangle corners, stairs and freestanding 
walls. No specialty units are required. VERSA-LOK accommodates 
soil reinforcement to build walls to 50 feet or taller. 

www.lawnandlandscape.com/readerservice - #98 

NOW AVAILABLE! 
PCT Field Guide for the Management of 

Structure-Infesting Ants, 3rd Edition 
By Stoy Hedges 

Topics Covered: 
• Basic Ant Biology 
• Inspection Tips 
• Successful Treatment 

Strategies 
Ant Identification Guide 
Taxonomic Keys 
Color Photo ID Section 
Emerging Ant Species 

Only $9.95 Per Copy 

325 INFORMATION-
PACKED PAGES 

Order Today! 
800/456-0707 

Easy Online Shopping: 
Visit us at 

www.lawnandlandscape.com/store 

http://www.vastpavers.com
http://www.versa-lok.com
http://www.lawnandlandscape.com/readerservice
http://www.lawnandlandscape.com/store


Maximize your advertising dollars by reaching: 

• The Industry's Largest Print Audience. 
• The Industry's Largest Web Media Audience. 
• The Industry's Largest Classified Section. 

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

Please contact Bonnie Velikonya at 800/456-0707 x5322 or bvelikonya@gie.net. 

BUSINESS OPPORTUNIT IES 

SELLING YOUR BUSINESS! 

FREE 
APPRAISAL 

NO BROKER 
FEES 

Professional Business Consultants 

i P 
X x 

A . \ 
Merger & Acquisition Specialists 

Professional Business Consultants can obtain purchase 
offers from qualified buyers without disclosing their 

identities. Consultants' fees are paid by the buyer. 
CALL: 

708-744-6715 
FAX: 508-252-4447 
pbcmello 1 ("aol.com 

Franchise 
• Opportunities 

Available auie g 

• J 

Whether you are a 
business conversion 
or individual start-up, 
secure your future 
with a 20+ year 
environmental 
industry leader. 

S i t e ] 

BUSINESS WANTED 

BUSINESS WANTED 
I am looking to purchase residential lawn & 

landscape businesses in Massachusetts. I will look 
at your business no matter what the size or dollar 

volume, reply in strict confidence to 
Lawnandlandbuyer@aol.com 

• L A W N & L A N D S C A P E * 
ROUTES W A N T E D 
WE HAVE CASH BUYERS 

All Areas and Sizes Wanted 
Top Dollar Paid for Quality Routes 

• Lawn, Landscape and Pool 
Maintenance Routes 

• Professional Representation 
• Aggressive Marketing 
• Strict Confidentiality 

• Complete Escrow 
Sell Your Route Today! 

CALL SPRING BOARD ROUTE BROKERS 
1 -888-998-7665 Ask for John Hawke 

SELL 9 LANDSCAPES & JOBS 

/ > J H 9 & m rwir-:-• -
* Two Profit Centers 

NO PAYMENTS, NO INTEREST I " ^ r B a s T 

FOlt I DAYS * D A N S - N O Payments/Interest 

W e 1 \ I Y o u r I n s t a l l s * A s i m P l e - E a s > Add-On Service w e Your ins ta l l s * B u M a n u f a c t u r e r Direct 
www.allprogreens.com/training 

SYi\TTl 
1 -800 -334 -9005 

• T I C GOLF tillEENS 

v I I E E l i v i i & J i i A i m m j 

m PAYMENTS, NO INTEREST 
1011 DAYS 

We Your Installs 
www.allprogreens.com/training 

* Two Profit Centers 
* Two Revenue Streams 
* Two Customer Bases 
* - NO Payments/Interest 
* A Simple, Easy Add-On Service 
* Buv Manufacturer Direct 

1-800-334-9005 

http://www.lawnandlandscape.com
mailto:bvelikonya@gie.net
mailto:Lawnandlandbuyer@aol.com
http://www.allprogreens.com/training
http://www.allprogreens.com/training


WANTED TO PURCHASE 
C h e m i c a l l a w n & t ree care c o m p a n i e s , 

any area, any size bus iness rep ly in str ic t 
c o n f i d e n c e . C o n t a c t Green V e n t u r e G r o u p : 
greenventurepartners@yahoo.com 

B U S I N E S S FOR SALE 

B U S I N E S S F O R S A L E 
Y e a r a r o u n d o u t d o o r b u s i n e s s ; 

s n o w and i ce r e m o v a l , l a w n and 

y a r d care . E x c e l l e n t c u s t o m e r b a s e . 

T r u c k s a n d e q u i p m e n t to e x t e n s i v e 

to list. P e r f e c t f o r c o u p l e or f a t h e r 

and s o n , etc. L o c a t e d in s o u t h w e s t 

M a s s a c h u s e t t s ( T h e B e r k s h i r e s ) . 

E m a i l f o r m o r e i n f o r m a t i o n . 

r k w u o r i @ y a h o o . c o m 

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 C o m p a n y For Sale 
Dayton, Oh io area - 63 years in business 

Landscape and hardscape des i gn , instal lat ion, 
maintenance, and snow removal . 

$400,000.00 + in annual sales 
Includes all e q u i p m e n t , land, and bui ld ings. 

Call 937-902-1801 for information 

F O R S A L E IN S O U T H C A R O L I N A 

L a n d s c a p e / M a i n t e n a n c e C o m p a n y 
l o c a t e d in u p s t a t e S o u t h Ca ro l i na . 

15 Year o l d bus iness , 6 0 % l a n d s c a p i n g , 
4 0 % m a i n t e n a n c e . 

T u r n key o p e r a t i o n o n 5 p l u s acres w i t h 
2 4 0 0 sq f t . r e c e n t l y r e m o d e l e d 

c e n t u r y o l d f a r m h o u s e a d j o i n e d b y 
2 r e n t a l h o u s e s w i t h $ 9 7 5 . 0 0 r e n t a l 

i n c o m e p e r m o n t h . 8 0 0 0 sq. f t . n u r s e r y 
w i t h i r r i g a t i o n , 2 shops , 1 h e a t e d 

a n d c o m p l e t e w / b a t h , s h o w e r a n d 
o f f i c e c o m b i n e d . 

$ 1 2 5 , 0 0 0 . 0 0 p l u s i n la te m o d e l 
w e l l k e p t e q u i p m e n t . 

T o o m a n y o t h e r ex t ras t o m e n t i o n . 
1.3 m i l l i o n . 

Se r ious i n q u i r e s o n l y t o 
atilliosgrandmal @aol.com 

OPPORTUNIT IES IN FLORIDA 
TREASURE COAST Palm Tree Farm $850K 

10 acres, house , i nven to ry , sel lers w i l l t ra in . 
Call J o h n B r o g a n A c q u i s i t i o n Experts, LLC 

772 -220 -4455 o r 
j o h n @ a c q u i s i t i o n e x p e r t s . n e t 

B O O K S 

Want to take your"best shot" 
a t 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 (+S&H) 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 

FOR SALE 

Z -DUMP 
Spring into Spring with Z-Dump bin inserts 
that keep the original look of your truck; no 

high sides or extended length! Special pricing 
and freight terms for dealers and distributors. 

For more information call or email Sam Proud 
630-563-5321 or Sam@z-dump.com. 

www.z-dump.com 
Protective sales territories available 

Established Rep groups wanted 

| 
LAWN M A I N T E N A N C E AND 

LANDSCAPING FORMS 
Order online and save. Invoices, Proposals, Work 
Orders, Door Hangers, Promotional Products and 

more. ShortysPrinting.com. 1-800-746-7897. 

E S T I M A T I N G 

Simpli fy 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 

M E R G E R S & A C Q U I S I T I O N S 

A T T E N T I O N C O N T R A C T O R S 
T h i n k i n g o f b u y i n g o r s e l l i n g 

C o m m e r c i a l Real Es ta te a n d / o r Bus iness? 
Spec ia l i ze in : 
• V a c a n t L a n d 

• F a r m l a n d 
• Nu rse r i es 

• I n d u s t r i a l B u i l d i n g s 
• M e r g e r s & A c q u i s i t i o n s 

Cal l 
E d d y D i n g m a n 

C O L D W E L L BANKER 
C O M M E R C I A L NRT LLC 

( 8 4 7 ) 3 1 3 - 4 6 3 3 
WE HANDLE TRANSACTIONS NATIONWIDE 

www.lawnandlandscape.com 

MOW MORE 
LANDSCAPE SUPPLIES, INC. 

Mow More Supplies 
1-800-866-9667 

M o w e r b l a d e s , a i r & o i l f i l ters , 

t r i m m e r l i n e , b e l t s , p l u g s a n d 

t o n s o f b l a d e s i n s t o c k . 

www.mowmore.com 

Spreader-Mate 
This self-contained "drop-in" sprayer converts 

your commercial broadcast spreader to 
a fully functional sprayer in minutes. 

Toll free - 800 706 9530 
Phone • 585 538 9570 

Ft* - 585 538 9577 
Sales@Qreg8onClark.com 

www QregsonClark.com 

GREGSON-CLARK 
Spraying Equipment 

mailto:greenventurepartners@yahoo.com
mailto:rkwuori@yahoo.com
mailto:john@acquisitionexperts.net
http://www.jrhuston.biz
mailto:jhuston@jrhuston.biz
http://www.jrhuston.biz
mailto:jhuston@jrhuston.biz
mailto:Sam@z-dump.com
http://www.z-dump.com
http://www.jrhuston.biz
mailto:jhuston@jrhuston.biz
http://www.lawnandlandscape.com
http://www.mowmore.com
mailto:Sales@Qreg8onClark.com


FRESH BALED PINE STRAW 
From South Georgia and North Florida 

@ Wholesale Prices 
Semi Loads Delivered 

UNITED PINE STRAW INC. 
850-528-0086 

brian.a.reese@embarqmail.com 

COMPUTER SUPPLIES 

PROTECT 
YOUR PLANTS. 
the environmentally responsible way, 

Cost-effective, earth- fr iendly 
Insect and Animal Repellent. 

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

HOT, 
P E P P E R 

800-627-6840 M # J | tfT 
hotpepperwax.com 

GPS VEHICLE TRACKING 
No month ly fees 

Call 4 0 7 - 8 8 8 - 9 6 6 3 
www.vehic lewatch.com 

LANDSCAPE INFORMATION 

Since 1998 

donnan.com 
Landscap ing & L a w n In format ion 

Networking Products 
Patch Panels, Patch Cables, RJ45 Jacks, 

CCTV, Switches, RCA Cables, HDMI Cables, 
Routers Wired and Wireless Routers and 

More. Guaranteed very compe t i t i ve pr ic ing! 

Visitwww.MillenniumTechStore.com 
today or call us at (800) 515-4616. 

LANDSCAPE EQUIPMENT 

TREE STAKES 
D o w e l e d L o d g e p o l e P ine 

CCA Pressure T r e a t e d 
2 " D i a m e t e r , V a r i o u s L e n g t h s 

E c o n o m i c a l , S t r o n g a n d A t t r a c t i v e 
P h o n e : 8 0 0 - 2 3 8 - 6 5 4 0 

Fax: 5 0 9 - 2 3 8 - 4 6 9 5 
JASPER ENTERPRISES, INC. 

W e s h i p n a t i o n w i d e . 
W e b si te: w w w . j a s p e r - i n c . c o m 

PLANTS & TREES 

PERENNIALS & GROUNDCOVERS 
O v e r 2 7 0 va r ie t i es - N o o r d e r t o o sma l l 

FREE Co lo r c a t a l o g 
S h i p p i n g UPS & LTL f r e i g h t da i l y 

1-800-521-7267 
w w w . e v e r g r e e n n u r s e r y i n c . n e t 
EVERGREEN NURSERY, INC. 

1501 Dials M i l l Rd. S t a t h a m , GA 3 0 6 6 6 

TREES & SHRUBS 
4 ' - 1 0 ' G r a f t e d Blue Spruce 

3'-8 ' u p r i g h t Jap. Map le 
2 4 " - 4 2 " w p g Jap. M a p l e 

1 -1 /2 " -4 "ca l . Shade Trees 
4 ' - 7 ' E m e r a l d Green Arbs 

3 ' - 5 'Sch ip Laurel 
18"-36" O t t o Luyken 

18"-36" B o x w o o d s & m o r e 
Si lver ton , OR 5 0 3 - 8 7 3 - 3 5 0 1 

WETLAND/NATIVES & 
CONSERVATION 

Large select ion of Plugs, Perennials, 
Grasses, Natives & Conservat ion. 

CHIEF M O U N T A I N FARMS 
Ph 443-350-3894 
fax 410-658-7333 

Toll Free 866-530-8902 
www.ch ie fmoun ta in fa rms .com 

TREE CARE 

ROPES, ROPES, ROPES 
All types and brands of professional arborist 
climbing, lowering and rope accessories at 

warehouse prices. Call for current price list. Visa, 
MC, AX. Small Ad - Big Savings, since 1958. 

1-800-873-3203 

MARKETING 

P R O M O T E T O 
N E I G H B O R S 

W I T H 
PROMOTIONAL 
POSTING SIGNS 

W W 

View Hundreds of 
Promotional Ideas, Layouts 
& Exclusive Images Online 

w w w . R N D s i g n s . c o m • 800-328-4009 
Posting Signs • D o o r Hangers 

Brochures • Mailers • More 

SOFTWARE 

Powerful Customer and 
Job Management Software 

ArborGold Software is designed specifically 
for Tree, Lawn and Landscape businesses. 
It will help you work smarter, more efficiently 
and helps you cut overhead costs! 

Call 1-800-933-1955 for info or 
visit arborgold.com for Free Demo 

MA$T£R 
Software 

FREE COMPUTER WITH PURCHASE 
OF BILLMASTER SOFTWARE! 

B i l l m a s t e r is t h e b e s t s o f t w a r e i n t h e 
l a w n a n d l a n d s c a p e d e s i g n i n d u s t r y . 

B i l l m a s t e r is d e s i g n e d f o r c r e a t i n g 
a n d t r a c k i n g e s t i m a t e s , s c h e d u l i n g , 
r o u t i n g , a n d c a l c u l a t e s sales t a x a n d 

f i n a n c i a l r e p o r t s . W e i m p o r t d a t a 
f r o m e x i s t i n g s y s t e m s . U n l i m i t e d 
t r a i n i n g a n d s u p p o r t t a i l o r e d t o 

m e e t y o u r b u s i n e s s n e e d s . 
Easy p a y m e n t p l a n a v a i l a b l e . W e 

a c c e p t c h e c k s , VISA, M C a n d A M E X . 
GET YOUR BILLS D O N E FASTER 

W I T H BILLMASTER! 

201 -620 - 8566 www.billmaster.info 

LANDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of trees, shrubs, 

plants & more 1/8" scale. 
Stamp sizes from 1/4" to 1 3/4 
PRICE S127 + S/H* tax in CA 
Price subject to change without notice 

AMERICAN STAMP CO. 
CALL NOW 877-687-7102 TOLL FREE 

or 916 - 687-7102 Local Calls 
www »nefican»tampco com Tue Wed.Thur 8-4:30 Paofcc Time 

CALL NOW TO ORDER or for YOUR FREE BROCHURE 

mailto:brian.a.reese@embarqmail.com
http://www.vehiclewatch.com
http://www.MillenniumTechStore.com
http://www.jasper-inc.com
http://www.evergreennurseryinc.net
http://www.chiefmountainfarms.com
http://www.RNDsigns.com
http://www.billmaster.info


HELP WANTED 

GreenSearch 
Since 1995, GreenSearch is recognized as the 

premier provider of professional and confidential 
employment search exclusively for exterior and 

interior landscape, irrigation, and the overall green 
industry throughout North America. 

Check us out on the Web at 
www.greensearch.com or call toll free 

at 888-375-7787 or via 
e-mail info@greensearch.com 

BRICKMAN 
hnhunvinjt the American Ixindsvape Since 19.19 

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

Nationwide career and internship 
opportunities available in: 

• Landscape Management 
• Landscape Construction 
• Irrigation 
• Accounting 
• Business Administration 

Start growing your career at: 
brickmangronp.com 

bit 
REGIONAL SALES MANAGER 

Doug las Dynamics , a l ead ing p r o d u c e r o f 
s n o w a n d ice r emova l e q u i p m e n t u n d e r t h e 
Blizzard, Wes te rn a n d Fisher brands, is seek ing 
a Regiona l Sales M a n a g e r fo r its m id -Eas te rn 
te r r i to ry . Respons ib le for al l t e r r i t o r y act iv i -
t ies i n c l u d i n g d i s t r i bu to r sales t r a i n i n g a n d 
d e v e l o p m e n t , assist d i s t r i bu to rs in p l a n n i n g 
m a r k e t i n g strategies, m a i n t a i n c o m p e t i t o r 
da tabase fo r ass igned m a r k e t areas, a t t e n d 
na t i ona l a n d reg iona l t r a d e shows as we l l as 
d i s t r i b u t o r shows a n d o p e n houses. 8 0 - 9 0 % 
t rave l requ i red . M u s t d e m o n s t r a t e a h i g h 
level o f c o m m u n i c a t i o n a n d p resen ta t i on 
skills; m u s t be p ro f i c i en t in Word , Excel a n d 
P o w e r p o i n t . Bachelor 's d e g r e e in Business 
A d m i n i s t r a t i o n or M a r k e t i n g (or equ i va len t ) 
requ i red . Mai l o r ema i l r esume (no p h o n e 
calls, please) w i t h salary r e q u i r e m e n t s to : 

L inda Evans, HR D i rec to r 
Douglas Dynamics, LLC 

P.O. Box 2 4 5 0 3 8 
M i l w a u k e e , W l 53224 -9538 

Email : r e c r u i t i n g @ d o u g l a s d y n a m i c s . c o m 
Equal Opportunity Employer 

M/F/V/D 

EXCITING CAREER 
OPPORTUNITIES FOR SERVICE 

INDUSTRY MANAGERS 

Come join one of the largest Vegetation 
Management Companies in North America 

DeAngelo Brothers Inc., is experiencing tre-
mendous growth throughout the United 
States and Canada creating openings com-
pany wide. 

We are seeking field supervisors and middle 
managers responsible for managing the 
day to day operations of vegetation man-
agement operations. Experience in veg-
etation management preferred. Qualified 
applicants must have proven leadership 
abilities, strong customer relations and 
interpersonal skills. We offer excellent sal-
ary, incentive programs, bonus and benefits 
packages, including 401K and company 
paid medical coverage. 

For career opportunity and confidential 
consideration, send or fax resume, including 
geographic preferences and willingness 
to relocate to: DeAngelo Brothers Inc., 
Attention: Carl Faust, 100 North Conahan Dr., 
Hazleton, PA 18201. Phone: 800-360-9333. 
Fax: 570-459-5363. cfaust@dbiservices.com 

EOE/AAP M-F-D-DV 

Come Grow 
With Us! 

Leaders in Vegetation Management Since 1978 

Specializing in Railroad, Roadside, Industrial 
and Aquatic Vegetation Management, 

our clients include many of the 
largest corporations in North America. 

DBi is a market leader with a clear vision 
of the future, investing heavily in 
our people, our core values and 

a friendly work environment. 

WE ARE LOOKING FOR 
HARD WORKING TALENTED 

INDIVIDUALS W I T H EXPERIENCE 
TO MANAGE THE DAY-TO-DAY 

OPERATIONS OF OUR BRANCHES 
AND DIVISIONS THROUGHOUT 

THE UNITED STATES AND CANADA. 
Qualified applicants must have a 
minimum of 2 years of experience 

in the green industry, 
have proven leadership abilities 
and strong customer relations 

and interpersonal skills. 
•WE ARE ALSO ALWAYS LOOKING FOR TALENTED 

FIELD PERSONNEL - SUPERVISORS, FOREMEN, 
TECHNICIANS AND LABORERS... COME GROW WITH US! 

We offer an excellent salary, bonus and 
benefits package including 401(k) and 

company-paid medical and vacation benefits. 
For career opportunity and confidential consideration, 

send resume including geographic preference 
and willingness to relocate to: 

DeAngeto Brothers, Inc. | Attn: Human Resources Department 
100 North Conahan Drive | Hazleton, PA 18201 

Phone 800.360.9333 | Fax 570.459.5363 
Email cfaust@dbiservices.com 

EOE/AAP MF D-DV 
www.dbiservices.com 

KEY EMPLOYEE SEARCHES 
Florasearch, Inc. i n o u r t h i r d decade of 
p e r f o r m i n g c o n f i d e n t i a l key employee 

sea rches f o r t h e l a n d s c a p e i ndus t r y and 
a l l i e d t r a d e s w o r l d w i d e . 

R e t a i n e d basis on l y . 
C a n d i d a t e c o n t a c t w e l c o m e , conf ident ia l 

a n d a l w a y s f ree . 
Florasearch Inc., 1740 Lake Markham 

Road, San fo rd , Fla. 32771 . 
P h o n e 4 0 7 - 3 2 0 - 8 1 7 7 , 

Fax 4 0 7 - 3 2 0 - 8 0 8 3 . 
E -ma i l : sea rch@f lo rasea rch .com 
W e b si te: w w w . f l o r a s e a r c h . c o m 

WEB DESIGNERS 
W e b Des ign, Brochures, Logos, Lettering 

a n d P r in t i ng Services fo r Landscapers. 
Your s ing le source fo r m a r k e t i n g your 

l andscape business. 
Samples on l i ne : 

w w w . l a n d s c a p e r m a r k e t i n g . c o m 
or cal l 888-28-DSIGN. 

Let us help 
you get the 
word out. 
The Lawn & Landscape 
Media Group's 
reprint service. 
L&L's reprint service provides a 
cost-effective, high-impact way to 
promote your company's products 
and services. Our professionally 
designed article reprints can be 
used as direct mail pieces, sales 
literature, training aids or trade 
show handouts. For even more 
targeted marketing, add your 
customized advertising message, 
logo, mission statement or other 
valuable company information. 

Lawncblandscape 
Call 1-800-456-0707 
to learn more. 

http://www.greensearch.com
mailto:info@greensearch.com
mailto:recruiting@douglasdynamics.com
mailto:cfaust@dbiservices.com
mailto:cfaust@dbiservices.com
http://www.dbiservices.com
mailto:search@florasearch.com
http://www.florasearch.com
http://www.landscapermarketing.com


I N S U R A N C E 

Applicators 
Industrial Weed Control 

Right of Way 

M.F.P. Insurance Agency, Inc. 
Insuring the Green Industry since 1986 

Hydroseeding 
Holiday Lighting 
Mowing & Maint 

Complete Range of Pollution Coverages 

Snow Removal 
Tree & Shrub Maint. 

Landscaping 

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

matt@mfpinsure com 

Contact one of our Green Industry Specialists 

jleonard@mfpinsure.com rick@mfpinsure.com 

Toll Free: 800-886-2398 Fax: 740-549-6778 
w w w . m f p i n s u r e . c o m 

LIGHTING 

• m 9 3 2 - 9 M 3 
L E T US S H O W Y O U H O W O U R 
H O L I D A Y D E C O R SYSTEM 
WILL MAKE Y O U M O N E Y ! ! 
FACTORY D I R E C T 

H I G H E S T QUALITY PRODUCTS 

N o LICENSE OR FRANCHISE FEES! 

•COMPREHENSIVE T R A I N I N G 

mi 
S H O W R O O M S IN OMAHA. D E N V E R 

NEW Y O R K . C H I C A G O & H O N G K O N G ! 

www.HolidayBrightLights.tom 

A H — 

oest 
industry 
publication. 
www.lawnandlandscape.com 

{ N I T E T I M E 
^ ^ D E C O R 
Architectural & landscape lighting 

www.NiteTimeDecor.com 

www.ChristmasDecor.net 

Contact us today for 
additional information! 

1 . 8 0 8 . 6 8 7 . 9 5 8 1 

mailto:jleonard@mfpinsure.com
mailto:rick@mfpinsure.com
http://www.mfpinsure.com
http://www.HolidayBrightLights.tom
http://www.lawnandlandscape.com
http://www.NiteTimeDecor.com
http://www.ChristmasDecor.net


Advertiser Website Page# RS# 

Adkad Technologies www.adkad .com 38 30 

Agrium Advanced 
Technologies 

www.agriumat.com 57 48 

American Honda www.honda.com 47 37 

Andersons Lawn 
Products www.AndersonsTurf.com 93 76 

ArborSystems www.arborsystems.com 113,115 90, 94 

Arysta LifeScience www.arystalifescience.com 45 36 

BASF www.betterturf.basf.com 61 52 

Belgard www.belgard.biz 64, 81 55, 71 

Bobcat Co. www.bobcat.com 51 42 

Brite Ideas www.briteidea.com 50 41 

Burchland 
Manufacturing 

www.burchlandmfg.com 98 79 

Buyers Products www.saltdogg.com 17 101 

Chicago Weather 
Brokerage www.cwbrokerage.com 99* 

Collier Metal 
Specialties 

www.colmet.com 111 89 

Corona Clipper www.coronaclipper.com 3 3 , 7 0 26, 63 

Coxreels www.coxreels.com 60 50 

Cub Cadet 
Commercial 

www.cubcadetcommercial. 
com/lawnandlands 11 13 

Danuser www.danuser.com 52 44 

Dixie Chopper/Magic 
Circle 

www.dixiechopper.com 39 31 

DuPont Professional 
Products www.proproducts.dupont.com 85* 72* 

Earthway Products www.earthway.com 14 16 

Ensystex www.ensystex.com 75 66 

Ewing Irrigation 
Products www.ewingirrigation.com 60 51 

Exaktime www.jobclock.com 46 59 

First Products www.lstproducts.com 86 73 

Forestry Suppliers www. forestry-suppl iers.com 19-26 22 

GIE+EXPO www.gie-expo.com 105 85 

Grass Stitcher www.grassstitcher.com 111 88 

Ground Logic www.groundlogicinc.com 115 95 

Horizon www.horizononline.com 77 68 

Hortica www.hortica-insurance.com 7 11 

Invisible Structures www.invisiblestructures.com 116 98 

Jameson www.jamesonllc.com 86 74 

JJ Mauget www.mauget.com 31 24 

John Deere www.deere.com 55 47 

Jumpstart Lawncare www.jumpstartlawncare.com 103 83 

K&M Manufacturing www.tractorseats.com 115 96 

Kawasaki Motors www.kawpower.com 16, 63 21, 54 

Kichler Lighting www.kichler.com 32 25 

Kubota Tractor Corp. www.kubota.com 59 49 

Lebanon Turf 
Products www.lebanonturf.com 49 39 

Advertiser Website Page# RS 
Little Beaver www.littlebeaver.com 50 4 

LT Rich Products www.z-spray.com 38 2 

Magna Matic Corp. www.magna-matic.com 113 9 

Marsan Turf www.marsanturf.com 42 3 

Massey Ferguson www. masseyferguson .com 73 6 

Middle Georgia 
Freightliner www.gatrucks.com 44 3 

MistAway Systems www.mistaway.com 48 31 

Mitsubishi Fuso www.mitfuso.com 13 1 

Natural Concrete 
Products www.randomstoneblocks.com 111 81 

New Holland 
Construction 

www. newhol land .com 69 6 

Northern Turf 
Equipment 

www.northernturfequipment. 
com 97 71 

Nufarm www.nufarm.com 8-9, 36, 
37 

12,27 
21 

Oldcastle Precast 
Enclosure Solutions 

www.oldcastleprecast.com/ 
enclosure-solutions 15 1 

Oly-Ola Edgings www.olyola.com 113 9 

Oregon Fine Fescue 
Commission www.oregonfinefescue.org 29 2 

PBI/Gordon Corp. www.pbigordon.com 
4-5, 62, 
65, 99* 

102 

19,53 
56,80 

8; 

Pine Hall Brick www.pinehallbrick.com 87 7 

Plant Health Care www.planthealthcare.com 52 4: 

PLNA www.pantshow.com 96 7 

Primera Turf www.primeraturf.coop 41 3; 

PRO Landscape/ 
Drafix www.drafix.com 2 K 

Quali-Pro www.qual i -pro.com 71 6-

Quest Products Corp. www.questproducts.us 12 1< 

Rain Bird www.rainbird.com 124 1CK 

Richway Industries www.richwayind.com 115 9 

Rockwood Retaining 
Walls www.outdoorlivingkits.com 53* 46' 

SavaLawn www. savalawn .com 111 8/ 

Sidewalk Sleever www.sidewalksleever.com 103 84 

Stihl www.stihlusa.com 43 3<i 

Syngenta www.syngenta-us.com 79 7( 

The Grounds Guys www.groundsguysfranchise.com 66 57 

Toro www.toro.com 123 99 

Tree Management 
System 

www.arborgold.com 113 93 

Tree Tech www.treetech.net 76 61 

U.S. Lawns www.uslawns.com 78 69 

Univar USA www.univarpps.com 53* 45* 

Weed Man USA www.weedmanusa.com 14 17 

Weisburger Insurance 
Brokerage www.programbrokerage.com 16 20 

* Denotes regional advertising 

http://www.adkad
http://www.agriumat.com
http://www.honda.com
http://www.AndersonsTurf.com
http://www.arborsystems.com
http://www.arystalifescience.com
http://www.betterturf.basf.com
http://www.belgard.biz
http://www.bobcat.com
http://www.briteidea.com
http://www.burchlandmfg.com
http://www.saltdogg.com
http://www.cwbrokerage.com
http://www.colmet.com
http://www.coronaclipper.com
http://www.coxreels.com
http://www.cubcadetcommercial
http://www.danuser.com
http://www.dixiechopper.com
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http://www.earthway.com
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M O W A N D Q 
only Toro can provide. Contractors tell us 
no th i ng per fo rms as fast or as wel l as the 
TURBO FORCE deck. Find it on our expanded 
l ineup of 36", 40", 48", 52" and 60" Grands tand 
mowers . Check ou t these models, learn 
abou t t remendous f leet savings and 
schedule a jobsite 
d e m o dur ing the 
TURBO FORCE Chal lenge c o m i n g to a 
Toro Commerc ia l Dealer near you. For an 
event schedule, p roduc t in fo rmat ion and 
special retail f inanc ing offers, visit 
TORO.COM/CHALLENCE 

T U R B O FORCE 
WLJ/mCMA L L £A/ C E 

Z Master' 
Mowers 

Do more today and every day w i t h the new 
2010 Toro® Grandstand " and Z Master 
mowers. These h igh-per fo rmance models 

power t h rough t o u g h 
m o w i n g condi t ions, 
del iver ing an ou ts tand ing 
qual i ty of cut in less 
t ime. A d d in 

unmatched maneuverabi l i ty, 
operator comfor t , t ract ion and 
stability, and y o u r crews 
wi l l experience the 
kind of Full Throttle® 
per formance boost 

Grandstand 
Mowers 

The Official Energy 
Drink of Toro Landscape 

Contractor Equipment 

r 

TORO Count on it. 



Learn h o w easy it is t o use t h e 
ESP-SMT Smart Cont ro l System at 

www.rainbird.com/ESP-SMT 

Proving that extra smart 
can also be extra simple. 

That's intelligent. 

Housed in the weather sensor, 
the innovative tipping bucket 
measures rainfall to ensure 
proper irrigation scheduling. 

Only the new Rain Bird® ESP-SMT Smart Control System combines 
the ease of Extra Simple Programming (ESP) with the accuracy of 
weather-based scheduling. S imply f o l l o w t h e p romp ts , i n p u t a f e w detai ls about 
your site and p r o g r a m m i n g is done . T h e n t h e wea ther -based con t ro l takes over, watering 
t h e precise a m o u n t y o u need, exact ly w h e r e a n d w h e n y o u n e e d it. A smar t control ler 
tha t t ru ly saves t ime, m o n e y a n d water. N o w that 's The Inte l l igent Use o f Water.™ 

R A / N ^ B / r d 

http://www.rainbird.com/ESP-SMT

